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The Challenge

What Experts Do

Help Them Move Forward 

Support Cognitive Resources 

Epilogue

Don’t make me explain “scarce, 

limited, zero-sum” again.

You can’t have it both ways.

You can’t entice users into spending 

time “engaging with your brand” 

and

assume they’ll use the 

rest

of their time 

on learning, practice, and getting better. 

Scarce. Limited. Resources.

There’s an exception, of course, 

and it’s a crucial one: if you define

 

 

“engaging with the brand” as 

“actively 

involved in things we provide that make 

them better at the meaningful context 

they

care about”

, then it’s potentially 

useful. But that’s not what most “brand 

engagement” is about.

But what if our “brand engagement” is fun? What if

 

 

it’s a contest, or a game, or entertaining video?  

What if they like engaging with us on social media?



 






