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Social Computing Lab

ÅOur focus: the interface between social behavior and information 
technology

ÅOur research goal:to harness the collective intelligence that resides in 
the web in order to create novel technologies and services that add 
value to HP

ÅWe do this by improving our understanding of how information is 
created, evaluated and consumed online. 

ÅAnd, by designing, constructing and validating innovative systems.
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content creation: a remarkable inversion
relatively few create
many consume
an information explosion
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and a scarcity of attention

attention is the valuable resource.

where attention flows, money follows (Kevin Kelly). 

almost anything else except attention can be manufactured as a 
commodity. 

premium brands are only premium because they garner a surplus of 
attention.

an economics of attention but with differences from a money based one.

Klamer and van Dalen, Falkinger, Franck.



attention economies

Questions:

how does content attracts attention?

what is the role that novelty and popularity play in eliciting attention?

what are the characteristics of an attention economy?

how does social media impact the social agenda?

attention not as an individual psychological mechanism, but as a social 
phenomenon

measured by the intensity of signals that relate to a particular idea, 
theory, product, research program, movie, book, etc.
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information poor environments

no problem
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