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Beware of Distractions 
 

 

Distracted audiences explain, in part, 

the widespread instances of ineffective, 

incomplete communication.  It is difficult 

enough to effect clear and complete 

comprehension when we can listen and 

think some 23 times faster than others 

can speak.  Little wonder that, at best, we 

“hear”, recognise, comprehend or respond 

to around every six words.  

 

Stop.  Do I have your full attention?  

... If not, I’ll wait until such time as I 

do. 
 

Distracted audiences explain, in 

part, the widespread instances of 

ineffective, incomplete 

communication.   

 

It is difficult enough to effect clear 

and complete comprehension when 

we can listen and think some 23 

times faster than others can speak.  

Little wonder that, at best, we 

“hear”, recognise, comprehend or 

respond to around every six words. 

  

Alas, a fascinating insight into 

misunderstandings.  Now don’t let 

me be misunderstood.  We are all 

distracted at times, often by our 

own devices.  Multi-tasking is not a 

natural human state ... well- 

particularly for males, some will 

contend.  The old marketing adage: 

share of mind equals share of market 

has been updated to: share of mind 

equals share of message. 

  

Technology and technological 

advances are wonderful things, their 

benefits are multi-fold.  However, a 

narrow focus on technology can be 

a limiting factor in effective 

marketing and selling.  Emotion still 

reigns supreme in influencing 

purchase decisions.  Technology is 

seldom - if ever - the emotional 

component of a set of buying 

criteria.  It may be a means to an 

end, but not the complete story. 

  

In the modern, dynamic and 

challenging digital era it is 

reassuring to know that size and 

power alone are not the key 

contributors to success.  The 

future will be greatly influenced, 

and to some extent, determined 

by the concept of nanotechnology. 

  

Charles Darwin: the following 

quote is ascribed to a man of 

great foresight:  It is not the 

strongest nor the most intelligent 

who will survive, but those who are 

most responsive to change. 

  

The footnote message is simply a 

means to avoid being distracted. 
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Important Notice 
© Copyright 2015, Bizezia Limited, All 

Rights Reserved 
 

This article appeared in Better Business 

Focus, published by Bizezia Limited ("the 

publisher"). It is protected by copyright law 

and reproduction in whole or in part 

without the publisher’s written permission 

is strictly prohibited. The publisher may be 

contacted at info@bizezia.com (+44 

(0)1444 884220). 

 

The article is published without 

responsibility by the publisher or any 

contributing author for any loss howsoever 

occurring as a consequence of any action 

which you take, or action which you choose 

not to take, as a result of this article or any 

view expressed herein.  

 

Whilst it is believed that the information 

contained in this publication is correct at 

the time of publication, it is not a substitute 

for obtaining specific professional advice 

and no representation or warranty, 

expressed or implied, is made as to its 

accuracy or completeness. Any hyperlinks 

in the article were correct at the time this 

article was published but may have changed 

since then. Likewise, later technology may 

supersede any which are specified in the 

article. 

  

The information is relevant primarily within 

the United Kingdom but may have 

application in other locations. 

 

These disclaimers and exclusions are 

governed by and construed in accordance 

with English Law. 
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