It is difficult to underestimate
the importance of having
placed human beings in
contact with other people
different than each other,
with ways of thinking and
acting different from those
familiar to them.
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There is great enthusiasm
surrounding this new
telegraph which connects
Maine and Texas; but
perhaps Maine and Texas
have nothing interesting to
tell each other.
Henry David Thoreau
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A war for people’s attention.
“There was a time in which, it is unknown if for social convention or
technological limitation, many areas of our lives (home, school and social
interactions) were sanctuaries spared of advertising and trade.
Over the last century, though, we have developed a very different way of
life, in which practically every area of our life is commercially exploited.
This is the industry of attention. Since its beginning this industry has
traded all our waking moments in exchange for new benefits and
diversions, transforming, as a result, our lives.
Gathering human attention and re-selling it to companies and agencies
has become a very important part of our economy.”
Quote from The attention merchants Tim Wu - Atlantic Books, 2017

There are two challenges in the
market. The challenge of merit.
Which is the best product?
Who is the most qualified
candidate?
But there is also another challenge:
the challenge for attention. This
challenge determines which
options effectively reach the
decision maker, it determines
which options “seem” available.
There is the constant risk that the
challenge for attention dominates
the challenge for merit. It is
necessary to ensure that projects
have the best quality and balance,
both in the challenge for merit and
in the challenge for attention.

1928

1991

THE FIRST MASS-PRODUCED NEWSPAPER

AOL CHATS
AOL launches chat rooms. Sex and Social
make their appearance on the web. Social
captures the attention more than content.

The beginning of the industry of attention.
Benjamin Day publishes a newspaper to pay
for the costs of his printing company.
1 penny and he resells audience to the
advertisers. Violence, brazenness, fake news.
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1990

1920

THE BEGINNING OF PUBLIC OPINION
Thousands of people read the same
things every day.

A war for people’s
attention.

1982

THE DISTRACTION BEGINS
Space Invaders sells $2 billion. The
“flow state” replaces intentional
attention.

1918

POSTERS IN PARIS
Jules Cheret, lithographer, launches
enormous posters in Paris. 2 metres,
partially undressed women, lively colours
in contrast. Impossible to ignore.

1980

FRAGMENTED AUDIENCE
MTV, ESPN, Playboy TV are launched. The choice
of content explodes; the consequence is no
longer democracy but the onset of a more
distracted and fragmented viewing mode.

1918

PATENT MEDICINE INDUSTRY
Claude Hopkins is the communication
pioneer. “Achieve your desires” /
anticipating doubt / secret ingredient /
direct mail / free sample.

1979

1914

PROPAGANDA
Lord Kitchener recruits one million volunteers
for the war. Total, systemic, permanent
approach to propaganda. The hero, the great
man. Production of consensus.

1900

FIRST MASS COMMUNICATION
The Prime Minister of England puts out a
message to be read aloud at 9:00 p.m. in
4,000 cinemas and theatres. 2.5 million
people.

FIRST 360° ACTIVITY
George Creel, head of propaganda for
Wilson uses the press / speeches / ﬁlms /
telegraph / wires / posters / testimonials.

1840

MANIPULATION THEORY
Edward Bernays nephew of Freud:
voluntary and intelligent manipulation
of the habits and opinions of the masses
is an important element of democratic
society.

1833

FIRST SPONSORED PROGRAMME
Pepsodent sponsors the NBC radio
programme, Amos’n Andy. Brand
advertising enters the home. The
broadcaster becomes an attention
merchant. Huge audiences.

1965

COUNTER-CULTURE AND BRANDS
Leary and McLuhan Turn on, Tune in,
Drop out. Pepsi does not speak about
the product but about the consumer.
Using the product makes you what you
want to be. Brands take advantage of
social changes.

CELEBRITY INDUSTRY
People Magazine. The celebrity industry
is created: the power to transcend daily
reality. An industry based on the illusion
of familiarity.

INSTAGRAM, NETFLIX
Images. The explosion of selfies. A person
with 100,000 active followers reaches
more people than an average campaign.
Netflix leads to the rediscovery of “sustained
attention”. Binge watching: hours spent.

2010

TECNOLOGIE DI TRACKING. MICRO-FAMA.
Buzzfeed: unico scopo è spingere le persone
a condividere; il contenuto spesso non ha alcun
senso. Headline optimization (si toccano le corde
più meschine). Buzzfeed vale più del W. Post.

1970

LE MAILS
Tomlinson invents emails. Checking
emails becomes a ritual. The chemistry
of emails is the same as that of betting,
shopping, fishing.

QUANTITATIVE NIELSEN DATA
Analytical and creative thinking
begin to coexist.

2009

LIKE BUTTON
People provide a great deal of personal information for free.
Immeasurable demographic data.

2005

HUFFINGTON STARTS VIRAL, YOUTUBE
Techniques to ensure virality become the
subjects of research. HP launches clickbait:
sensationalistic titles paired with provocative
photos. An attempt to drive the mind, the
industry becomes more superficial.

THE FUHRER’S SPEECH
56 million people listen to Beethoven’s
Third Symphony in the greatest live
airing in history. Deprivation techniques
of independent thinking.

2004

FACEBOOK
The explosion of social media. The affirmation
of one’s social significance. An augmented
social reality. The line between real and unreal
continues to become blurred.

1933

BRAND LOYALTY
The economist Edward Chamberlin:
brand loyalty has to do with an irrational
attachment. The best advertising does not
speak to you to make the best decision but
to convince you there is no choice.

2003

63% OF PRIME TIME is REALITY TV
The line between real and unreal is blurred.

2001

THE FIRST VIRAL EMAIL
Jonah Peretti forwards to 12 friends his exchange with Nike
regarding under-age and under-paid labour; after 2 weeks
millions of people have forwarded his email.

1930

THE BRANDS
Theodore MacManus invents Cadillac, Dodge, Chrysler,
General Electric.

BEGINNING OF THE ADVERTISING INDUSTRY
Creation of desire / Target adv/ Speaking to
the subconscious / Forecasting and control
of behaviour. Women as target. Lucky Strike
spends $20mil.

2011

1972

1935

1930

AD BLOCKER
Tim Cook launches the ad blocker.
200 million Americans use it.
$22 billion of advertising is destroyed.

SPACE INVADERS
The first planetary success of
videogames. Dependency enters the
market.

1950

1940

2015

1977

COMPUTERS AND DATA
For years they remain in the shadow of
the attention industry.

THE TV
The screen enters the home. On 9 September,
1956, Elvis reaches an 82.6% share of the
audience. Millions of people experience the same
emotions, interests, stories: conformism. Quiz /
GRP / Commercial breaks / One-time events /
Remote control.

QUANTUM COMPUTING
Nature reveals that Google
has created a computer able
to solve a calculation in 200
seconds which a traditional
supercomputer would solve
in 10,000 years.

CLUSTER ANALYSIS
Jonathan Robbin divides the U.S.
population into 40 subnations
using census data and ZIP codes. 34
factors explain almost 90% of the
socio-economic variations.

ARPANET
UCLA, Stanford, IBM and others
enter the network

Oggi

2019

ATARI IN HOMES
Video games enter the home.

1978

1969

1966

1860

PAC MAN
is the Man of the Year for Time Magazine.

2000

INTERNET IS MAINSTREAM
People insert fears, desires and intentions into
the Google search box. AdWords makes Google
the most profitable attention merchant in history.
Blogs arrive on the scene: mass-produced amateur
content.

Source The attention merchants Tim Wu - Atlantic Books, 2017
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A huge amount of data
in a hyper-connected world.
Becoming more and more connected, we understand an increasingly
smaller fraction of what is happening, if we are not helped in interpreting
it. Over the next two years more words will have been written on Twitter
than all those contained in all the books ever printed.
Fb, Twitter, Reddit, Tumblr, Instagram are all companies firstly, but
secondly, they are demographers of an unimaginable range. The data
demonstrates how we fight, how we love, how we age and how we
change.

All we need to do is look: the
data reveals how people behave
while thinking they are not
being observed. If all the leading
American networks (NBC, CBS
and ABC) had aired for 24 hours
a day, 7 days a week, for 60 years,
they would not have created the
content uploaded to YouTube
over the past two weeks.

Americans and Europeans
today receive information (TV
programmes, videos, print,
telephone, electronic games,
music, news) for 11.8 hours a
day.
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Simply by analysing the likes by a person, someone could deduce the
following information with a precision of:

95
93
88
85
65
65

if gay or
heterosexual

if right wing or
left wing

if someone
is a drug user

if someone is the child of
divorced parents

if male or
female

if black or
white

The questions “Do you like
horror films?” or “Have you
ever travelled alone to another
country?” have the ability
to predict the success of a
relationship 3 times more than
questions regarding religious
faith, politics or appearance.
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Off line is the new on line:
Internet is the new reality.
«“Just until very recently, the data used was online data.
To simplify, we can say that everything was reduced to knowing about the
Internet browsing history of people. Knowing that you had visited a site in
search of sneakers. But what really changes the rules of the game, is the
off-line data, which comes from the real world.
If, in addition to knowing that a user profile is searching the Internet for a
pair of sneakers, I see the same user profile go four times around the park
every Saturday, the assumption that he is a runner is no longer an opinion,
but a fact. And facts move budgets»
J. Malmus

93% of our connections on
Facebook come from the offline world: 22% from secondary
school, 20% from family, 10%
from colleagues and 9% from
friends from university.
Only 7% are on-line connections,
the rest are people we have met
or which we spend time with offline.
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«Off line is the new on line.
Retail, squares, billboards. It
is in the physical world where
today the most interesting
match is played on the data
front»
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GAPS

A company today therefore has
two great gaps to fill.
1. How to distinguish oneself
to emerge from the basic
confusion?
2. How to monitor and
predict the behaviours of the
consumers making investments
efficient?

How to fill these gaps?
We believe in a business - partner ecosystem which uses a specific diagram
to navigate the market. This diagram/model is constructed on 2 axis which
place the 2 necessary opposites in productive tension.

GAP

PHYSICAL
CREATIVITY

DATA

DIGITAL

GAPS

“There is no creativity without analysis
of the target to which it is aimed. The
best marketing is pointless if it is not
supported by coherent messages.
The barriers between the digital
world and the real world have been
knocked down: the data is none other
than decodable signs of new human
behaviours”
“We have imagined a new type of
agency, capable of working at the
crossroads of creativity, data, physical
and digital worlds.
Equidistance from the essentials,
complementarity of the professions
and unique decisional processes are
decisive factors to find your bearings in
the market today”
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Decoding lifestyles
The interlinking of interconnections and the complexity of data are the
true reflection of new forms of human behaviour. Next 14 gathers and
interprets information and data, decodifying the cultural changes taking
place in models in order to become oriented.

We are leaders in marketing
technologies: we help companies
emerge from the basic confusion
and predict the behaviour of
consumers through strategies
and solutions which unite data
and creativity, physical and
digital worlds.

Data and creativity, digital and physical
worlds at the service of the client.
Next 14 is a group specialised in marketing technologies, operating in Italy
and Spain, offering its clients skills, tools, data and solutions to stand out in
an interconnected world.
Next 14 uses proprietary platforms of data analysis and data activation to
help companies meet the challenge for the consumer’s attention, allowing
the companies to both develop strategies and content coherent to their
needs and to reach consumers in the most efficient way.

NEXT14

Our Services
CREATIVITY
Big Concepts
Content Production

App Monetization

Amazon Creatives

Programmatic Advertising

In store engagement

Ad-Ops Support

DIGITAL

Retail Monetization

Content Distribution & Reach Optimisation,
Media Strategy, Planning & buying

Publisher Inventory Optimization
Amazon sellout Optimization
Social Media Automation

Drive to store

PHYSICAL

In store analytics
People Analytics
Privacy Consultancy
& Management
Data Management
& Monetization

DATA

TV advertising Automation
TV Reach Analytics

It has been demonstrated that
98% of purchases generated
from on-line advertising are
made by people who have
seen the advertisement but
who have not interacted with
it. Therefore, it is the right
creativity brought to the
right consumer and not the
click, to generate true value
for the brand.
The internet assets are almost
always ironic, imaginative
or dramatic extensions of
the classic art forms of the
past: the aphorisms for
Twitter, the pictorial image
for Instagram, the dialectic
debate and the reports for
Facebook.

The individual behaviours
and the psychological
preferences are highly
predictable on the basis of
our postal code, as much as
on our connections.
We are entering a new
phase of the technological
evolution in which the
Internet is completely
integrated in every part
of our lives: how we learn,
how we work, how we make
purchases, how we move.
In 25 years, the Internet has
modelled for us a strange
but familiar truth: our lives
spend the same time here,
in our hearts and physical
brains and elsewhere, in
a realm without borders
channelled by our
computers and mobile
phones.

Note: to substantiate several general concepts and specific information, this document
references publications by leading spokespersons from the industry
Al passo col futuro (Whiplash: How to Survive Our Faster Future) Joi Ito and Jeff Howe - Egea Editore, 2017
Magic and loss, the internet as art Virginia Heffernan - Simon & Schuster, 2016
Dataclysm Christian Rudder - 4th estate, 2016
Digital cosmopolitans Ethan Zuckerman - Norton & Company, 2015
The attention merchants Tim Wu - Atlantic Books, 2017
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