OO LA PRESSE, LA BONNE EQUATION DU CONTENU ET DE LA PUBLICITE

ACPM& @ACPMFrance

Les neurosciences le montrent, la publicité en presse digitale
s’inscrit dans la mémoire a long terme

UN FORT NIVEAU D’ENGAGEMENT EMOTIONNEL, UN PLUS GRAND TEMPS PASSE
A REGARDER CONDUISENT A UN MEILLEUR ENCODAGE DES PUBLICITES (CERVEAU GAUCHE)
DANS LA MEMOIRE A LONG TERME POUR LES SITES PREMIUM (NEWSWORKS)
PAR RAPPORT AUX RESEAUX SOCIAUX.

LEFT BRAIN MEMORY ENCONDING LEFT BRAIN.MEMORY ENCONDING
(FOR WORDS AND DETAIL) IS: (FOR WORDS AND DETAIL) IS:

42% 21%

STRONGER ON PREMIUM SITES THAN SOCIAL STRONGER ON PREMIUM SITES THAN
DURING GENERAL FREE BROWSING

RIGHT BRAIN MEMORY ENCONDING RIGHT BRAIN MEMORY ENCONDING
(OVERALL GENERAL PICTURE) IS: (OVERALL GENERAL PICTURE) IS:

9% 13%

STRONGER ON PREMIUM SITES THAN SOCIAL STRONGER ON PREMIUM SITES THAN
DURING GENERAL FREE BROWSING

Source: Context matters - Newsworks & AOP - Neuro-Insight's Steady State Topography (SST) - November 2017
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