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Research on Digital Consumer Attention Scarcity and Marketing Strategy
Reconstruction: A Practical Analysis Based on the "Cognition-Decision-Values"

Framework

XuJie!
! Yantai Institute of Science and Technology, Yantai, China

Abstract:In the digital era of information explosion, consumer attention has become the scarcest resource for which
enterprises compete. Based on classic theories of consumer behavior, this paper constructs a three-dimensional analytical
framework of “Cognition—Decision—Value” and examines typical business practices at home and abroad to explore the
restructuring path of marketing strategies from the dual perspectives of the attention economy and sustainable
consumption. The study finds that consumer behavior is increasingly characterized by attention scarcity, rationalized
decision-making, and value-driven choices. In response to this paradigm shift, enterprises need to build an integrated
marketing system of Cognitive Load Reduction, Decision Empowerment, and Value Resonance, supported by
responsible technology application as the underlying foundation. Through multiple case analyses, this research provides
theoretical guidance and empirical support for enterprises to achieve effective reach and value co-creation in complex

market environments.

Keywords: consumer attention; attention economy; sustainable consumption; marketing strategy; cognitive load

reduction
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