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Abstract

The purpose of this scientific paper is to investigate the similarities and differences in
the dimension of verbal-visual cognitive styles between three targeted groups of
advertising users according to the territorial distribution: users from European
countries, from Asian countries and from Balkan countries. In literature review,
different instruments for measuring cognitive styles are compared, and the author
applies the Kirby et al. scale in the present study, because it is a universal scale that
can be applied in various scientific fields. Data of this study were collected through a
60-item questionnaire from 450 respondents, and the questionnaire included two
modules: 1) Kirby et al.'s VVQ to determine individuals' verbal-visual orientation,
and 2) an authored questionnaire to determine the verbal-visual preferences of
advertising consumers. The results of ANOVA show that high verbalizers are users
from Asian countries, high visualizers are users from Balkan countries, and users from
European countries have the highest mean values on the dreams subscale. Through
Pearson’s correlations between Verbal Subscale and Verbal structures - short
information, moderately related positive correlations were found, and this processing
of advertising information is achieved most successfully among users from Asian
countries. Positive linear relationships were also found between Visual Subscale and
Image of people, as well as Colour brightness in advertisement, with the strongest
visualizers and dreamers being respectively users from the Balkan and European
countries, it is assumed that they are influenced by colour brightness in advertisements
(higher values of R were found between Visual Subscale and Colour brightness),
which is established by Pearson’s correlation. The novelty of the scientific study is
that it is the first study to apply VVQ of Kirby et al. in advertising communication.
An author's scale for measuring the verbal-visual components in an advertisement has
also been proposed and checked for reliability and validity. The originality of the
scientific research is expressed in that the susceptibility of advertising consumers to
the Dream Subscale was tested in advertising. In the present study there are a number
of limitations, because only three targeted groups were studied, distributed according
to a common criterion - territorial distribution. Another limitation is that there are no
measurements regarding users' levels of VVQ. Future research should categorize
advertising consumers as high, medium or low verbalizers, visualizers and dreamers,
looking for some causal relationships between individuals' level of verbalization and
visualization on the VVQ, as well as their behavioural responses to being offered
verbal and visual products in advertising.
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1. Introduction

The present scientific work is aimed at clarifying the individual demographic characteristics of users,
segmented according to the criterion of territorial distribution as part of the user evaluation of products and
services offered in verbal-visual advertising. In the scientific literature, researchers offer theoretical and
empirical evidence regarding the perception of verbalization and visualization in advertising by consumers
segmented by gender and age, but there is not enough scientific research on the influence of the territorial
distribution of consumers on verbal-visual advertising. At the basis of several studies is the idea of the
cognitive belonging of individuals to the verbal or visual cognitive style, which can influence the processing
of information, and also have a direct relationship to the understanding of verbal-visual components in
advertising. Through various print media, a high achieved influence of verbalization represented by verbal
anchors is found; on the other hand, visualization achieves success in electronic media (Phillips, 2000). In
education, “learner characteristics” refer to the set of concepts including cognitive skills and strategies,
demographics, and interest in cognitive styles (Peeck, 1993; Miron, Bryant & Zillmann, 2001). One style that
is particularly important to media research is the relative predisposition of individuals to learn from visual
material (the degree to which they are visualizers) and their predisposition to learn from verbal material (the
degree to which they are verbalizers (Mendelson, & Thorson, 2004). Initially, scientists believed that
individuals were divided into verbalizers and visualizers, that is, they stood at only one end of the continuum.
This opinion has changed over the years because researchers have found that these are separate independent
concepts, that is, individuals cannot be only visual or only verbal (Mendelson, & Thorson, 2004). The author
also acknowledges the fact that there are variations in advertising consumers across countries regarding these
two concepts. Examining the effects of verbalizer cognitive style, as well as spatial and object visualizer on
students' algebraic thinking, that is, cognitive styles have three variations, other authors found that spatial
visualizers have a more significant relationship with number sense and algebraic reasoning than verbalizers
and the object visualizers (Khikmiyah, Siswono & Lukito, 2024). The results of the study by Khikmiyah,
Siswono, and Lukito (2024) show that a three-dimensional cognitive style affects the components of algebraic
thinking, especially in mathematical modelling (Khikmiyah, Siswono & Lukito, 2024), but the author believes
that this cognitive style is not applicable in advertising. The application of the cognitive styles with three
variations in advertising communication and in the media is not observed in modern studies, because the
relevant authors are looking for the relationship between the logical thinking of students in mathematics and
information sciences, which requires more attention and concentration to give an answer, while advertising
visual-verbal components pass quickly through television or social platforms on the Internet. Therefore, this
imposes some limitations in the present study: 1) individuals are not distributed in only one of the continua:
only verbalizers, only visualizers, or only dreamers, because representatives of a mixed type are also observed,
dividing into low, medium and high verbalizers, visualizers or dreamers; 2) the choice of demographic
characteristics is important because the empirical scientific evidence presented shows differential influence;
3) the scope of the study may give a difference in the obtained results; 4) a strict boundary between achieved
influence between verbal and visual components in advertising communication cannot be set.

2. Literature Review
2.1. Cognitive styles in modern scientific research

In scientific research, several hypotheses are expressed regarding the belonging of individuals to a certain
cognitive style, the distribution is made in the theory of education (Jonassen & Grabowski, 1993; Riding,
Burton, Rees & Sharratt, 1995). One of these definitions is that the way individuals perceive, process, and
place information is in a well-defined sequence. According to some authors, the idea of visual-verbal learning
styles has a direct relationship with the verbal-visual literacy of the learner in a certain science (Barry, 1997;
Scott, 1994; Williams, 1996). Other authors such as Desmond, R. (2018) do not view visual literacy as an
ability of learning, but rather as an innate trait found in everyone based on brain structure (Desmond, 2018).
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Some studies in the field of social psychology and sociology try to explain many individual personality traits
of learners in order to draw conclusions about different segments of advertising consumers. Some researchers
have established interdependencies between the role of cognitive styles, particularly visualizing and
verbalizing, then examine key theoretical concepts from the educational and media literature that have been
shown to influence text comprehension: the image presence effect, the relationship between pictures and texts
in advertising, as well as consumers’ interest in the topic of the text (Mendelson & Thorson, 2004). To establish
some causal relationships, the views of Kogan (1971) are offered, who gives the most accurate definition of
cognitive styles, because he defines them as individual variations in the way of perceiving, thinking, sorting
information of the individual (Kogan, 1971). Other researchers complement this opinion and point out that
individuals differ in the way they interact with the environment, “extract and perceive information from it,
and reflect and organize the knowledge that we have acquired” (Jonassen & Grabowski, 1993, p. 363). In
some studies of different types of media, scholars examine both cognitive styles and media perception styles,
different patterns of consumer behaviour involving choices that somehow influence attention and learning
from television (Miron, Bryant, & Zillmann, 2001; Mendelson & Thorson, 2004). There are also some media
studies in the scientific literature that empirically demonstrate that news processing is aided by news images
in print media, although some researchers reject this claim (Wanta & Roark 1994; Mendelson, 1999; Zillmann,
Gibson, & Sargent, 1999; Mendelson, 2001; Mendelson & Thorson, 2003). The general view of visual and
verbal cognitive style is the presence of two information processing systems, that is, it is a two-dimensional
cognitive style that will be applied in the present study.

The present work aims to extend the theory of education beyond the learning processes and to establish
how the verbal and visual components of an advertisement affect consumers with different cognitive
affiliations because it leads to a more successful perception of an advertisement, reaction to a stimulus, and
also the construction of user experience of a product or service. The first attempts to measure individual
differences is a questionnaire containing 86 statements designed to measure the imaginative and verbal
thinking habits and skills of the individual - Individual Differences Questionnaire (IDQ), (Paivio, 1971). It is
related to dual coding theory, which attempts to give equal weight to verbal and nonverbal processing (Clark
& Paivio, 1991), but the underlying idea is information processing. Paivio's (1971) scale as improved by
Richardson (1977) has been much criticized for the conceptualization of the VVVQ for placing the verbalizer
and visualizer as opposite ends of a continuum, that is, researchers believe that one cannot place an individual
on only one dimension because there is nuance to the degree of visualization and verbalization (Khikmiyah,
Siswono, & Lukito, 2024). One of the most discussed questionnaires is Richardson's (1977) Verbalizer—
Visualizer Questionnaire (VVQ), containing 15 statements (Richardson, 1977), but this scale is rejected by
many researchers because the individual statements do not contrast the verbal approach with the visual one
very clearly because some statements affect both components (Thomas & McKay, 2010). Richardson's (1977)
scale was adapted and modified by Kirby, Moore and Schofield, (1988), that is Verbalizer - Visualizer
Questionnaire (VVQ), which includes a set of three subscales, i.e. 30 statements: (Verbal dimension - verbal
items, Visual dimension - visual items and Dream vividness dimension - dream items), (Kirby, Moore, &
Schofield, 1988). Since some authors such as Mendelson and Thorson (2004) prove that the VVQ of Kirby,
Moore and Schofield (1988) is applicable in a media environment, the author of the present scientific paper
expects this scale to be adaptable for advertising communication as well (Mendelson & Thorson, 2004).
Applying the VVQ in their study, Mendelson and Thorson (2004) found how individuals' belonging to one of
the cognitive styles determined their preferences for pictures and texts in a newspaper article, empirically
proving that individuals high in verbalization remembered more newspaper stories, than those with low
verbalizer scores. In visually oriented individuals, no relationship was found between high cognitive style
affiliation and pictures in print media, in some more recent studies (Khikmiyah, Siswono, & Lukito, 2024).

Other scales for measuring cognitive styles of personality are present in the scientific literature, which
include an object-spatial image for self-assessment of individuals - Object-Spatial Imagery Questionnaire
(OSIQ) (Blajenkova & Kozhevnikov, 2009), based on a test for the analysis of cognitive styles as part of verbal
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images - Verbal Imagery Subtest of Cognitive Styles Analysis (VISCSA), (Riding & Cheema, 1991). The
main goal of Blajenkova & Kozhevnikov (2009) is to assess differences in individual cognitive styles based
on their perception of words, object images and spatial images (Blajenkova & Kozhevnikov, 2009). The
authors empirically demonstrate that the Object-Spatial Imagery Questionnaire (OSIQ) has applicability in
solving mathematical problems, with the OSIVQ demonstrating acceptable validity as well as internal
reliability. Blajenkova & Kozhevnikov's (2009) three-dimensional model is a more modern theoretical model
that provides insight into objective and subjective images of visualization, but does not explain the
segmentation of audiences in terms of their rapid reactions as well as changes in image perception. When
examining whether individuals belong to different cognitive styles, the circumstances of influence must also
be considered, that is, how images and texts reach advertising consumers, what visual-verbal components they
contain, which of them are predominant, and other factors such as demographic characteristics of individuals
that may be important in establishing addictions. At a later stage, Blajenkova (2016) investigated the vividness
of object and spatial imagery among 1111 students, developing the Vividness of Object and Spatial Imagery
(VOSI) Questionnaire (Blajenkova, 2016). Changes in the conceptualization and measurement of the
verbalizer-visualizer dimension are the reason for hypothesizing the claim that individuals perceive learning
material best when the learning material matches their cognitive style. Another reason for Blajenkova (2016)
to propose a more objectivity-focused measurement scale is that the spatial and visual object scale scores are
in a negative correlation linear relationship. A major goal of much research is to accept or reject the distinction
between spatial and visual styles of objects, as well as the specific correspondences with the skills of
individuals belonging to one cognitive style or another. Other modern authors prove that the cognitive style of
the spatial visualizer has a significant correlation with the cognitive style of the object visualizer, also looking
for dependencies between the ability of spatial visualization and the ability of verbal-logical reasoning
(Haciomeroglu & LaVenia, 2017). These scientific studies found no relationship between the cognitive style
of the object visualizer and the individual's cognitive abilities. Such empirical evidence, that is, the relationship
between cognitive style and cognitive skills, is found in authors such as Kirby, Moore and Schofield, (1988),
whose scale finds wide application beyond the boundaries of educational theory (Kirby, Moore, & Schofield,
1988). The author of the present scientific study found that in the scientific literature, a unique measurement
scale that would be applicable in many scientific disciplines cannot be proposed. This is one of the reasons for
applying the scale of Kirby, Moore and Schofield, (1988), which is present in media environments and in
recent years in advertising communication. Secondly, this scale, represented by three subscales, has a more
generalizing, universal character and makes it possible to be proposed among individuals with different verbal-
visual, objective-subjective characteristics. In addition, it can be said that the Verbalizer-Visualizer
Questionnaire (VVQ) of Kirby, Moore, and Schofield, (1988) does not require prerequisites for algebraic
thinking, functional thinking, or modelling languages (Khikmiyah, Siswono, & Lukito, 2024), which enables
the search for linear relationships with verbal-visual components in advertising.

2.2. Territorial distribution of advertising consumers

Advertising consumers are segmented according to a number of criteria, which aim to establish a number
of characteristics of individuals, how advertising is perceived, and some final reactions under the influence of
advertising. This paper attempts to categorize users in verbalizers, visualizers and dreamers according to Kirby,
Moore, and Schofield's (1988) scale, which determines whether users belong to one continuum or the other,
or whether other variations exist, and the relationship between this belonging to territorial distribution (Kirby,
Moore, & Schofield, 1988). Several scientific studies through content analysis show that this segmentation is
essential in determining the achieved advertising impact. To achieve these goals, this study's respondents are
divided into three main groups: European countries - England, France, Germany, ltaly, Ireland; Asian countries
- India, Japan, South Korea, China; Balkan countries - Bulgaria, Romania, Greece, Cyprus and Turkey. The
author of the present paper does not aim to make a cultural difference between the mentioned countries,
although they can be divided into individualistic and collectivistic cultures (Hofstede, 1991). Establishing
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certain cultural norms and traditions shows that countries where the roles of men and women are similar do
not feel the effect of gender, compared to societies where the female role is more focused on the family (Rojas-
Méndez, Davies, & Madran, 2008). Cultural differences have been investigated in numerous cross-cultural
advertising studies such as content analyses, and mostly between Eastern (Japan, China and Korea) and
Western countries (mainly USA) (Hetsroni, 2000). According to some authors, cultural differences such as the
values represented in advertisements are barriers to the adoption of a standardized strategy (Muller, 2004), but
according to other authors, foreign media and readiness for standardized advertisements, as well as
standardized presentation of products for specific target audiences, can facilitate faster acceptance of foreign
norms and traditions (Nelson, & Paek, 2007). Therefore, the establishment of common components in the
individual characteristics of consumers from separate groups will provide a richer insight into the perception,
meaning and some reactions to verbal and visual advertising, by establishing the susceptibility of consumers
to the Verbalizer-Visualizer Questionnaire (VVQ), which includes three Subscales, i.e. 30 statements (Kirby,
Moore, & Schofield, 1988). The way in which individuals (in the present study, consumers of advertising)
process the images of characters, colours in advertising, as well as short and detailed information as a result of
their belonging to one of the cognitive styles is new in scientific circles. Although advertisers believe that
images in advertising improve the process of understanding and making sense of the advertising message, in
practice this effect is not always achieved. The author's explanation is that individuals differ greatly in their
thought processes because the educational theory of visualization and verbalization suggests that the two
indicators, specific to the individual, sometimes help deterrence but sometimes create obstacles. Along these
lines, Mendelson and Thorson (2004) commented that high visualization scores do not improve recall of stories
or pictures or even increase interest in the story (Mendelson & Thorson, 2004). In contrast, the same authors
point out, high verbalizers find all stories more interesting and remember both the stories and the pictures
better than low verbalizers. The results are discussed in terms of cognitive style theory and its role in how
people process visual and verbal news information, but Mendelson and Thorson's (2004) empirical data relate
to print media and reader processing modes. This research paper references an advertising message as well as
advertising images to provide answers to the questions of user segmentation of advertising, as well as to present
new horizons for the study of verbalizers and visualizers possessing different cognitive skills.

In addition, the presence of certain verbal and visual components would also lead to different perception
and user reactions. A learned comment from a number of authors is that about 81% of British and French
television advertisements contain the same character images for several advertisers (Whitelock & Rey, 1998),
while advertisements in women's magazines in European and Asian countries show that this is more visual
images such as photographs of models are likely to be standardized in certain regions (Harris, & Attour, 2003).
Supporting the latter statement is the view that "the model can project a universal image of beauty" (Seitz, &
Johar, 1993, p. 24), with research done on the global cosmetics brand Revlon. In general, recent studies have
revealed that global approaches involve the portrayal of standard, often Western models, with other authors
pointing out that the race of the models used in each culture does not reflect the racial mix of that country's
population (Frith etal., 2004). There was a tendency for Western models to be depicted more often than Asians,
and the choice of model may vary depending on the background of the wearer (Nelson, & Paek, 2007). Another
study that compared Hindi and English women's magazines in India found that Indian models dominated both
types of magazines (Karan, 2003). Therefore, many of these studies compare male and female images, but do
not determine how the users' country affiliation affects the perception of the different verbal and visual
components. The author of the present study should fill this gap by ascertaining the positive and negative
advertising responses of consumers to brief and detailed information in the advertisement, as well as to the
brightness of colours and images of people in the advertisements proposed for evaluation.

In addition to differences in the way images are presented in individual advertisements, a number of
differences in verbal structures are also found (McQuarrie, & Phillips, 2005). In one of the earliest studies,
Miiller (2004) found that product name and packaging were most often standardized and body text was rarely
standardized in German, American and Japanese advertisements (Miiller, 2004). In other studies, it is clear
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that some parts such as headlines and advertising slogans, that is, short verbal structures, probably use English
(standard) language, while other texts in advertisements are often written in the local language. Therefore, the
perception of headlines and body text as well as images and specific images in advertising is an important
factor in segmenting consumers in verbalizers, visualizers and dreamers, which is studied by some researchers
in other subject areas. The author of the present study expects to obtain mixed scientific results, that is, high
verbalizers will not always process verbal information quickly and easily, and high visualizers - visual
information, because according to some authors, an individual's interest in a given topic is "a relatively stable
evaluative orientation towards certain domains” (Boscolo & Mason, 2003, p. 128) or content types (Boscolo
& Mason, 2003, p. 128). Previous media research has shown that readers are more interested in "personalized"
stories than stories about issues. On the other hand, several media studies have also investigated the effect of
the presence of news photos on story learning information, demonstrating that news photos improved story
comprehension and also topic free recall for small text passages compared to passages seen independently.
Credit for this goes again to Mendelson and Thorson (2003), who in their research prove that the presence of
pictures causes individuals to rate news stories with a picture as more interesting than those without a picture.
Therefore, the main gaps in these studies are found in the fact that the studies cover media environments but
do not specifically address advertising environments. Moreover, the segmentation of advertising consumers is
not based only on the two components - visualizers and verbalizers, but dreamers should also be considered,
because the brightness of sleep is also related to the perception of advertising components. It is necessary to
examine how high VVQ levels of verbalization are linearly related to some verbal components in an
advertisement, likewise how high VVQ visual levels are linearly related to some visual components in an
advertisement. The results of these measurements would provide greater clarity about the course of cognitive
processes in perceiving and understanding verbal-visual information from advertising.

Based on these prior studies, the researcher presents the following hypotheses:

Hypothesis 0: Consumers' territorial distribution does not determine their individual susceptibility to
verbal-visual components in advertising.

Hypothesis 1: Consumers' territorial distribution determines their individual susceptibility to verbal-
visual components in advertising.

In the present scientific study, a number of causal relationships between the territorial distribution of
advertising users and their cognitive orientations are sought, as well as some factors determining the final
reactions to the impact of advertising. The obtained results can be of service to a number of marketers,
advertisers and researchers.

3. Methodology for testing VVQ in advertisement

The purpose of the present study is to classify advertising consumers into three main groups: verbalizers,
visualizers and dreamers, by applying the Verbalizer-Visualizer Questionnaire (VVQ), developed by
Richardson (1977) and improved by Kirby, Moore, and Schofield (1988). The adapted and modified version
of the Verbalizer-Visualizer Questionnaire (VVQ) of Kirby et al. (1988) includes three subscales, that is, 30
statements, each subscale measuring a different cognitive style with 10 statements (Kirby, Moore, & Schofield,
1988; Mendelson, & Thorson, 2004): 10 items for verbal dimension - Verbal Subscale; 10 items for visual
dimension - Visual Subscale and 10 items for dream dimension - Dream Subscale. This scale was developed
by Kirby, Moore, Schofield (1988), with each scale tapping a different learning style with 10 statements that
colour appropriately with measures of ability of individuals (Kirby, Moore & Schofield, 1988). In order to
achieve these goals in the current study, the respondents are distributed into three main groups: European
countries - England, France, Germany, Italy, Ireland; Asian countries - India, Japan, South Korea, China;
Balkan countries - Bulgaria, Romania, Greece, Cyprus and Turkey. The reasons for this distribution are the
expected differences in the individual societies inhabiting different areas in Europe and in Asia, as well as
some cultural and national differences.

10



Business & Management Compass Spasova, L., Influence of territorial distribution on verbal-visual advertisements
2024 « Volume 68 « Ne 3

Another primary objective is to determine whether higher scores on the Verbalization subscale or the
Visualization subscale correlate linearly with verbal components in an advertisement and visual components
in an advertisement, respectively. To achieve this goal, the author proposed his statements for measuring the
verbal-visual components, with the following subscales: 1) Verbal items in advertising: Verbal structures,
describing short information - The short and accurate information in the Takeaway advertising makes me want
to order takeaway food; The short title in Takeaway is the first thing | note in Internet advertising; Since there
is an offer of a free service in the online fitness advertising, | will immediately remember the offer service;
Short text helps me quickly understand the information in Nike sports shoes advertising with Cristiano
Ronaldo; The short captions in the Vogue advertising make me quickly grasp the point of the advertising —
Bacio; The short text in VERSACE EROS advertising helps me quickly grasp the meaning of the advertising;
Short text helps remember VERSACE EROS advertising with Brian Shimansky and Lara Stone; Verbal
structures, describing detailed information — The details are the first thing | remember from an advertising of
Avriel; The accurate and detailed information in the Savex print ad helps me remember the information; Large
text in different fonts is the first thing | perceive in a Vogue advertising; A variety of fonts helps make sense
of the information in Vogue advertising with Justin and Hailye; The detailed text of the Allura advertising
helps me perceive the clothes on offer; Kalapod's advertising can make me buy shoes from an online store
because it shows detailed information; 2) Visual items in advertising: Images of people - Images of men and
women make online fitness advertising easy to understand; Image of Cristiano Ronaldo wearing Nike sports
shoes helps me understand the advertising quickly; The image of a dog in Keepingfinn's online advertising
spurred me to buy the pet product; Images of Louis Vuitton bags with Kylie Jenner on Instagram helps to
quickly understand the advertising; Image of Cristiano Ronaldo in a scholarship advertising makes me want
to use a service; Image of the characters in the Vogue advertising - Gisele and LeBron, is the first thing | notice
in the advertising; The presence of women in Vogue advertising - New Frontiers, helps me understand the idea
of advertising quickly; Images of a man and a woman help remember the VERSACE EROS advertising; The
visual metaphor of a Greek god in the VERSACE EROS advertising helps me quickly perceive the products
offered; Image of a man - Brian Shimansky, behind the product helps remember the VERSACE EROS
advertising; The image of the woman as a goddess - Lara Stone, helps me to perceive the offered product of
the VERSACE advertisement; Colour brightness — The bright colours of the Takeaway ad help me make sense
of the product information; The bright images and colours in the internet advertisement for online fitness is
the first thing | perceive in the internet advertisement; The vivid product image in Savex's print advertising
makes me want to buy the product; The bright colours in Vogue advertising help me remember the advertising;
The bright colour in VERSACE EROS advertising helps me to understand this advertising; The bright colour
in the Dolce & Gabana ad helps me quickly grasp the meaning of the advertising and the products offered.
Therefore, the survey consists of 30 statements - Verbalizer-Visualizer Questionnaire (VVQ) and 30
statements measuring verbal-visual components in advertising.

In addition, an exploratory factor analysis of the VVQ was conducted using principal component analysis
(PCA), with data analysis after applying Varimax rotation (Ganeva, 2016). The number of subscales in the
methodology of Kirby, Moore and Schofield, (1988) is three, as in the present study. The weight of the
statements varies from 0.449 to 0.734, which means that these statements are acceptable to form a coefficient
of each factor (Ganeva, 2016). The reliabilities of the statements measuring the different criteria were as
follows: Verbalization subscale (Cronbach a =0.704), Visualizers subscale (Cronbach a =0.765), and
Dreamers subscale (Cronbach a =0.689). The reliability of the scale measuring the verbal-visual components
of advertising was also checked, as Verbal items in advertising (Cronbach o =0.686), and Visual items in
advertising (Cronbach o.=0.789). The validity of the whole questionnaire (Cronbach o 0.788) also shows good
reliability of the scale for the study sample. Since most of the values exceed the minimum recommended value
of 0=0.600 (DeVellis, 2012), the internal consistency for the respective subscales is sufficiently high, i.e. the
elements that compose them form a common scale. Respondents accept or reject a total of 66 statements on a
five-point Likert-type scale, which includes ratings from 1 - Disagree to 5 - Agree.
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4. Results and discussion

The research was conducted from the beginning of 2021 to the beginning of 2023, and the data was
collected from a total sample of 450 respondents from European countries such as England, France, Germany,
Italy, Ireland - 33.3% (150 people), Asian countries such as India, Japan, South Korea, China - 32% (144
people), Balkan countries - Bulgaria, Romania, Greece, Cyprus, Turkey - 34.7% (156 people). Respondents
are randomly selected from the general population according to territorial affiliation, and one of the important
criteria for participation in the survey is whether they have used products and services from the advertisements
they are supposed to evaluate. The users of advertising are distributed on a territorial basis, and the distribution
in the three targeted groups is done because a number of scientific studies have made a comparative analysis
between users of advertising in Europe and in Asia, but similarities and differences with some Balkan
countries, which are located between the two continents, is not done in some research works. The author's
expectations are that the users from the Balkan countries will accept the features of both the European type
countries and the Asian type.

Data were processed with the statistical analysis package SPSS 19.0. The following basic statistical
analyses were used: One-way analysis of variance ANOVA to examine respondents' susceptibility to VVQ.
Correlation analyses to establish linear relationships between subscales of the Visualizer Questionnaire (VVQ)
and susceptibility to verbal and visual components present in advertising (Ganeva, 2016). The susceptibility
to Verbalize-Visualizer Questionnaire (VVQ), (Kirby, Moore, & Schofield, 1988), which includes a set of
three subscales, is presented in Table 1, taking into account the average values of the respondents divided by
territorial distribution (Table 1).

Table 1
Influences of territorial distribution on susceptibility to VVQ (ANOVA)
Susceptibility Dependent p
to VVQ variable Means F
Verbal X1 (European countries) =3.66 p <0.00
Subscale X2 (Asian countries) = 3.80 F=15.3
X3 (Balkan countries) = 3.61
Territorial Visual X1 (European countries) =3.14 | F=13.2 p<0.01
distribution Subscale X2 (Asian countries) = 3.18
X3 (Balkan countries) = 3.49
Dreamer X{ (European countries) =3.90 F=7.14 p< 0.00
Subscale X2 (Asian countries) = 3.89
X3 (Balkan countries) = 3.88

Source: Author’s Compilation, 2024.

The results show that the division of users along the territorial distribution affects susceptibility to VVQ.
A strong susceptibility was observed to the Verbal Subscale, where F 447y =15.3; p < 0.00, as the strongest
susceptibility to this subscale is shown by consumers of advertising from Asian countries, respectively - x»
(Asian countries) = 3.80, as well as to the Visual Subscale by consumers from Balkan countries, where F (3447) =13.2;
p < 0.01, X3 (Balkan countries) = 3.49, relative to all other users, (Table 1). According to the subscale measuring
dreamers, users from European countries show the greatest susceptibility - X1 (uropean countriesy = 3.90, where F
@447y =1.14; p < 0.00, (Table 1). There is a body of scientific evidence that some individuals prefer visual
information in advertising or products and services that emphasize visuals - this fact was also found among
some consumers from the Balkan countries in our study, while others prefer written or verbal information such
as Asian countries, i.e. they are high verbalizers. In our study, visual information as well as information
constructed from dream luminance can determine the construction of some visual representations of
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advertising consumers. According to Lang, Borse, Wise, and David (2002), visual information processing
differs from verbal information processing because individual cognitive development affects image fixation
duration (Lang, Borse, Wise, & David, 2002). According to our results, it is found that Asian-type consumers
are more strongly oriented to the verbal information compared to consumers of all other countries, and Balkan-
oriented consumers perceive information faster visually, making them stronger visualizers (Mendelson, &
Thorson, 2004). Supporting this claim are previous studies that have found that users differ in remembering
and processing details of verbal-visual information provided (Riding & Ashmore, 1980; Riding, Burton, Rees,
& Sharratt, 1995). American and Indian magazine advertisings have the highest average scores on the language
index, some authors found, and this is explained by the fact that English is the official language in the US and
one of the official languages in India (Nelson, & Paek, 2007). Therefore, verbal elements in advertisements
marketed to Asian-type consumers would achieve significant results. On the other hand, British and French
television commercials, that is, commercials marketed to the European type of consumer, revealed that 81
percent of the commercials contained the same images (Khikmiyah, Siswono, & Lukito, 2024). The presence
of more images and less text in European ads helps users from Eastern Europe and Turkey (Balkan countries)
perceive the visual information from an ad more holistically. In contrast, Asian consumers would do better
with text information in ads according to our findings. This scientific information also explains why European-
type consumers are more likely to respond positively to visual advertising elements, with an important role
played by dreams, which are related to the human imagination, compared to consumers of other groups.
Empirically, other authors prove that Asian-type consumers process information from advertisements offered
for evaluation twice as fast as European-type consumers (James, & Hill, 1991, Zhou, & Belk, 2004).

In order to establish cause-and-effect relationships between the territorial distribution of the users and
their positive advertising responses, the analysis correlation or Pearson's correlation was carried out, and the
data are presented in Table 2. Because in the analysis of covariance (ANOVA) high scores were found on the
Verbal Scale, correlational dependencies are sought with verbal components in advertising. Correlation
analysis data are reflected in Table 2:

Table 2

Correlations between Verbal Subscale and Verbal components in advertisement (Pearson’s correlations)

vVvQ/ Verbal Verbal structures — Verbal structures —

Verbal components Subscale short information detailed information

Verbal Subscale 1 0.162** 0.022

Verbal structures - short 0.162** 1 0.678*

information

Verbal structures - 0.022 0.678* 1

detailed information

Source: Author’s Compilation, 2024.

The positive correlation found between the verbal cognitive style subscale of Kirby et al. (1988) and the
subscale measuring verbal structures - short information in advertising is highly significant for the present
study, where R @4s0) =0.162, p<0.05. Statistically significant linear correlations between variables ranged from
weakly positive, R 4s0) = 0.162, p < 0.05 to very strong R @s0) = 0.678, p < 0.05, with sample N= 450, (Table
2). The pattern of correlations obtained corresponds to the predictions in our study, as the verbal in advertising
subscale and verbal cognitive style scores are moderately correlated, but only in cases where brief information
is conveyed, that is, there are brief captions, messages, or advertising slogans in the advertisements (Krastev,
2000). Non-significant correlations indicate that processing detailed information requires more time, and
consumers of advertising are not inclined to make additional efforts to achieve this goal. According to the
results of ANOVA, consumers from Asian countries are able to deal with verbal information and this can lead
to positive final reactions depending on the way of perceiving the verbal components present in the investigated
advertisements.

Visualization in advertising was also measured with a scale proposed by the author, which includes 20
statements. Correlation analysis data between Visual Subscale and visual components are reflected in Table 3:
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Table 3

Correlations between Visual Subscale and Visual components in advertisement (Pearson’s correlations)

VVQ / Visual Verbal Images of people Colour brightness
components Subscale

Visual Subscale 1 0.154** 0.339**
Images of people 0.154** 1 0.634*
Colour brightness 0.339** 0.634* 1

Source: Author’s Compilation, 2024.

Correlation analysis shows that the assumptions of normality, linearity and homogeneity were not
violated. The linear correlations between the variables measured in the second correlation analysis ranged from
weak positive, R 4s0) = 0.154, p < 0.05 to strong positive correlations R @s0) = 0.634, p < 0.000, with sample N
= 450, (Table 3). For the studied sample, the strongest positive correlations show the following: 1) More
frequent presentation of Images of people in advertising is positively related to Colour brightness, which can
improve the perception of visual components in advertising by the studied users (R = 0.634 ; p < 0.000); 2)
Higher values on the Visual Subscale are positively related to Colour brightness, therefore, more visual
consumers will more easily cope with the processing of colours in an advertisement (R = 0.339; p < 0.05); 3)
Higher values on the Visual Subscale is weakly but positively related to Images of people, therefore more
visual consumers will more easily perceive characters in an advertisement (R = 0.154; p < 0.05). Other studies
have found the Visual Subscale to be weakly correlated with vividness ratings of mental imagery and not even
moderately correlated with other measures of visuospatial ability (Alessandrini, 1981; Edwards & Wilkins,
1981; Green & Schroeder, 1990), for example, interest in these research works has not decreased in recent
years. Therefore, the presence of different visual components can improve the perception of an advertisement
for some consumers, but hinder other consumers, because not every image of an advertisement corresponds to
the cultural and traditional understandings of a country. Content analysis of Asian advertisements shows that
the presence of characters in advertisements does not correspond to the understandings of the population in
these countries (Frith et al., 2004). On the other hand, Western models are depicted more often than Asians in
the considered media, therefore in order to have a higher receptivity of Images of people in Asian
advertisements, they should copy some European image standards (Karan, 2003; Nelson & Paek, 2006). These
scientific results indicate that research should continue on both the verbal-visual content of advertisements and
the individual characteristics of consumers.

The main results support the thesis that the individual cognitive differences of advertising consumers are
significant in the study of advertising communication, with individuals' party affiliation determining their
preferences for verbal or visual components. Interest in cognitive styles has grown in recent years, with the
author of the present scientific work proposing new areas for their measurement, as well as cause-and-effect
relationships between an individual's cognitive orientation and between verbal-visual presence in advertising.
It is assumed that the higher degree of verbalization found in the users stimulates representatives from Asian
countries, as these users quickly process the short information. On the other hand, the higher degree of
visualization in the examined persons is a good prerequisite for users from Western Europe and Turkey, who
cope with Images of people, and even faster - with Colour brightness. Consumers from Eastern Europe have
the highest values on the subscale measuring dreams, and the author assumes that these consumers of
advertising have a rich imagination and also deal quickly with visuals present in advertisements. The results
of the study can enrich the existing research data on the application of the theory of education, while also
discovering new scientific areas for the study of cognitive orientation. All this can become a successful way
to the preparation of an effective advertisement, containing different verbal and visual components intended
for different audiences in these countries. The applicability of the results of the scientific research is clearly
visible because it covers advertising communications, discovering a new aspect of measuring knowledge from
educational theory and updating the long-discussed cognitive-style issue.

The expressed research hypothesis that consumers' territorial distribution determines their individual
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susceptibility to verbal-visual components in advertising is an important predictor in the present study, because
the precisely determined territorial distribution shows the significant differences between consumers
inhabiting Western Europe, Eastern Europe and Turkey, as well as Asia. It is assumed that a higher degree on
the scale of Kirby et al. of one of the cognitive styles leads to a higher degree of perception of verbal-visual
components in advertising. This means that advertisers, marketers, as well as some specialists in the field of
social psychology could take into account this segmentation in order to offer the most appropriate verbal
structures and visual representations with which to achieve success among consumers from the studied
territorial areas. The needs of advertising can be provoked by other verbal-visual components in advertising,
such as a combination of short and detailed texts for certain countries, as well as by combinations of images
of people with colour brightness - for other countries. Therefore, advertisers in these areas should carefully
discuss and adopt the best strategies in crafting their advertisements to improve advertising effectiveness that
matches users' abilities, as well as their cognitive preferences and orientations.

5. Conclusion

In the present research, measurements are made of consumers' verbal-visual affiliation with an
advertisement, which is novelty in advertising research, as well as consumers' propensity to respond positively
or negatively to the verbal-visual components of an advertisement. Finding the high verbalization of consumers
from Asian countries on Verbal Subscale, as well as the high visualization of consumers from Balkan countries
on Visual Subscale, proves the different way of perceiving advertising, as well as some tendencies to unify the
content of advertisements in Asian and European countries. On Dreamer Subscale users from Western Europe
have the highest indicators in contrast to users from countries in Eastern Europe and Turkey, as well as from
Asian countries, indicating that dream vividness is manifested most strongly in these individuals. Explanations
can be sought in a number of macro- and micro-factors such as: standard of living, satisfaction with the use of
products and services offered in advertising, as well as well-being, which leads to freedom of human thinking.
These and many other indicators can become the subject of further research.

The author adheres to the claims of other researchers that individuals' strong affiliation with a verbal or
visual cognitive style determines their susceptibility to verbal or visual components. The studied users give
more positive advertising reactions to the verbal structures - short information, but not to the detailed
information in an advertisement. The assumption in our research is that consumers from Asian countries cope
with short information in advertising, but this does not apply to consumers from Western and Eastern Europe.
Unlike the verbal components of advertising, where detailed information is not an important factor for
perception, the measured visual components - Images of people and Colour Brightness are positively related
to the visual orientation of advertising users. The assumption based on the survey data in the present study is
that this processing is most easily achieved with users from Eastern Europe and Turkey, with Colour Brightness
being a more important factor for these target groups. It is possible that in future research, researchers will
make a further segmentation of users from this group, called in our study Balkan countries, because there are
some national, cultural, ethnic and traditional external factors to give explanations to questions about the
degree of visualization of representatives from each country, as well as the ways of perceiving and processing
visual information from advertising as a cognitive process. Some of the research findings in this study confirm
the results of studies of advertising content in Asian countries that examine the presence of Western models or
convergence in values across countries (Zhang & Shavitt, 2003; Khairullah & Khairullah, 2002; Paek et al.,
2004; Alden et al., 1999). It is concluded that when advertising is offered to Asian-type consumers, the
presentation of verbal components is important for the corresponding susceptibility of this type of consumer
to verbalization. In contrast, European consumers - from Western and Eastern Europe, as well as from Turkey,
process more fully visual information such as images of people with bright colours, to which they give positive
advertising responses.

The main findings of this article are in the field of advertising studies, applying it to measure the cognitive
styles of advertising consumers, and looking for linear relationships between cognitive orientation and verbal-
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visual components in advertising. High verbalizers like Asian consumers and high visualizers like Balkan
consumers gives advertisers, marketers and also social psychology researchers a clear idea of how to create
their advertisements to achieve effective advertising impact. The results of the subscale measuring dreams
show that European-type consumers have a richer imagination, which is a reason to assume that visual
components are also influential among this target group. Therefore, individuals' cognitive orientation affects
their ability to perceive and make sense of verbal and visual advertising components, and empirical scientific
evidence can facilitate the work of marketers and advertisers in creating advertising for precisely defined
consumers belonging to different countries.

The novelty of the scientific study is found in the fact that the cognitive styles of individuals are
investigated in advertising communication and not in media communication. These features of the scientific
work make the research more significant, because it gives new ideas about the cognitive orientation of
individuals as a whole, and their distribution is made according to the criterion - territorial distribution or
consumers from Asian, European and Balkan countries. Apart from everything else, different segmentations
of advertising consumers are present in the research, but the present paper finds how the cognitive orientation
of advertising consumers, that is, their distribution of verbalizers, visualizers, and dreamers, determines their
positive and negative advertising responses to verbal and visual components in advertising. The main
contributions of this scientific paper are the established linear relationship between verbal cognitive style and
verbal structures in advertising, called short information, as well as between visual cognitive style and images
of people and also colour brightness. All these findings provide new horizons for future scientific research,
proving empirically that the cognitive orientation of individuals is significant for some behavioural changes of
advertising users. In addition, the author's proposed scale for measuring the verbal-visual components in
advertising, or the so-called verbalization and visualization in advertising, is the main contribution of the
author, as one of the instruments of the current methodology. The originality of the scientific research is
expressed in the fact that the susceptibility of advertising consumers to the Dream Scale was tested, which was
not done for advertising communication.

Although the exploratory results reported here offer some scientific findings, they must be qualified with
certain sampling limitations. The respondents in this study were selected from precisely defined countries
grouped into three target groups. This necessitates some extensions of the research to be made in future studies,
with advertising users being divided by other territorial features, for example users from Eastern and Western
Europe. In future research, the author recommends establishing other demographic characteristics of the
respondents, such as gender, age, marital status, education and others, which may be essential for advertising
influence. In addition, the author's recommendations for other future studies are to categorize advertising users
as high, medium, or low verbalizers, visualizers, and dreamers, looking for some causal relationships between
individuals' level of verbalization and visualization on the VVQ, as well as their responses to the presentation
of verbal and visual stimuli in advertising. Although the study reported here partially answers some research
guestions regarding territorial distribution, it succeeds in confirming the presence of individual differences in
the cognitive orientation of advertising consumers, as well as providing new insight into the perception of
verbal-visual components in advertising.
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