STEERING CONSUMERS
IN THE RIGHT DIRECTION

WITH INFORMATIVE, TRUSTED CONTENT

In 2020, the attention economy was booming while everyone was glued to their screens. Now that
consumers are returning to normal life, their overall media time is returning to pre-pandemic levels.
Capturing car shoppers’ attention in a fragmented digital environment may feel tough during an
attention recession; however, the right content, especially vehicle-related videos, can still reach and
influence shoppers in their brand/model education.
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