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Attention and the brain
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SOMETIMES CREATIVITY ISINEGLECTED
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The Long and the
Short of It

Balancing Short and Long-Term Marketing Strategies

i

of

D e & &







LONG TERM MEMORY
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WE LOOK AT THE LEFT AND RIGHT

Left brain memory

encoding
detail, written and spoken
words, brand impact,

message take-out and

branding.

Right brain memory

encoding
overall feel of something,
sounds, colours, holistic

aspects, indication of

familiarity.
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WE CONDUCTED A STUDY MEASURING BRAIN RESPONSE TO
MAGAZINE ADVERTISING
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MAGAZINES ELICIT A STRONG RIGHT BRAIN RESPONSE

19% stronger than TV
44% stronger than radio
25% stronger than social

17% stronger than other online

Difference in average levels of response between right
brain and left brain metrics

MORE LEFT MORE RIGHT
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MAGAZINES ELICIT STRONGER EMOTIONAL INVOLVMENT

Strength of brain response
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Thank you!

Shazia Ginai, CEO
+44 (0) 7960 720121 | sginai@neuro-insight.co.uk
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