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Visual Narratives and Artistic Elements in the Communication
of Small and Medium-Sized Enterprises on Instagram

Abstract

The study examines the impact

of promotional videos featuring
specific visual narratives and artistic
elements in the communications
of selected small and medium-
sized enterprises on the

emotional and cognitive domains
of Generation Z. Based on an
analysis of data from individual
EEG (electroencephalography)
measurements, FAA (frontal

alpha asymmetry), GSR (galvanic
skin response), and FEA (facial
expression analysis), the study
simultaneously processes a profile
image of the examined videos
through multimodal synthesis. The
sample consisted of 12 participants
aged 20 - 23. The collection,
synchronization, and integration
of neurobiological data took place
in the iMotions software. Four
promotional videos published on
Instagram were used for testing,
representing the brands Nehera
(Video A with elements of highly
stylized, cinematic, and artistic
aesthetics), Mondieu (Video B with
a specific atmosphere, aesthetic
experience, and emotional
stimulation), Footshop (Video C
with minimalist visuals and elements
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of streetwear subculture), and
Soaphoria (Video D with elements
of minimalist marketing and the
clean beauty concept). The results
confirm the phenomenon of

the internalization of emotional
responses among young viewers
and provide a basis for further
research, as well as for the strategic
optimization of small and medium-
sized enterprises’ communication
on social media. The results also
highlight the fact that different
visual narratives and artistic forms
in audiovisual content generate
specific neurophysiological and
behavioural profiles.
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In recent years, the use of social
media for communicating with
customers or for promotion has
become a natural part of the
marketing activities of many small
and medium-sized enterprises
(SMEs). With the growing popularity
of individual platforms, social media
has gradually become an integral
part of the communication mix. For
SMEs, they represent a suitable
way to reach a target audience that
includes more than just the younger
generation. However, the way social
media is used is subject to constant
changes and trends, and therefore it
is also essential in this area to adapt
marketing activities and content
creation so that they are attractive
to the audience and achieve the set
goals.

The use of artistic elements and
visual narratives is also becoming
increasingly common in the social
media landscape. Their significance
lies primarily in the appeal of the
content, but also in the effort to
stand out from the competition.
Social media platforms such as
Instagram or TikTok, which are
characterized by the visual aspect
of their content and communication,
further underscore this trend.

An aesthetic based on artistic
elements and specific visual
narratives - including symbols,
editing, or composition - can
create engaging audiovisual or
photographic content that, at
first glance, does not resemble
traditional advertising. Such

communications can better build

brand awareness, as well as brand
image and, last but not least,
customer relationships. At the same
time, however, these attributes
place much higher demands and
requirements on communication
within social media and, above all,
on content creation itself. When
utilizing them, a business entity
must collaborate with professional
agencies and must also account

for the higher budget required

for content production. This is a
limiting factor for many companies.
On the other hand, if they want to
be successful in the market, they
must adapt their communication

to current trends. In this regard,
insights into the perception of
advertising messages with artistic
content are therefore also essential.
Although the professional literature
offers a wealth of information and
knowledge on the significance, role,
and status of aesthetic elements,
visual narratives, or artistic forms

in communication, there exists a
lack of empirical studies in the SME
environment, particularly in the
regional or local contexts, as well
as studies focused on the impact

of these factors on the internal
experience and cognitive processes
of social media users.

This paper therefore addresses
this area, with the aim of examining
the impact of promotional videos
featuring specific visual narratives
and artistic elements in the
communication of selected small
and medium-sized enterprises

on the emotional and cognitive
responses of Generation Z.

In recent years, social media
platforms have become key tools
for marketing communication, in
which visual content plays a crucial
role. According to Panova and
Fedorov (2018), it is precisely the
social media environment that has
shaped the principles of media
aesthetics, characterized by the
dominance of images over words
or text, and the use of creativity
and artistic elements. According to
the authors, such communication
makes a greater impact on the
communicative behaviour of social
media users than a common verbal
message, and it is reposted more
frequently.

Guilbeault et al. (2024) add in

this context that social media

users process visual and aesthetic
stimuli more quickly and are able

to remember them better. Faster
processing and better retention of
content are key prerequisites for
effective communication. This is also
confirmed by the findings of Valentini
et al. (2018), who examined the

effects of visual communications on
Instagram users’ propensity to engage
with image-based content, and their
intention to purchase the product
depicted in the visual communications.
According to the authors, digital visual
engagement influences the intention
to purchase. Yuan (2024) explains

that the integration of dynamic visual
elements, such as illustrations and
motion graphics, further amplifies

this impact by creating unique brand
identities and facilitating deeper
cognitive and emotional responses.
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In this context, Kender and
Frauenberger (2022) speak of the
“power of aesthetic design”, which
directly influences the behaviour
of social media platform users,
including their interactions and
loyalty.

Graeber et al. (2024) also highlight
the importance of aesthetics in the
social media environment, noting
that visual stories have a more
significant impact on the ability to
remember content.

In the field of marketing
communication, aesthetics takes on
strategic importance. As Carpio-
Jiménez et al. (2024) state, visual
design in social media fulfils an
aesthetic function and also aids
the communication process.
According to the authors, visual
narratives and artistic elements
enable better communication and
brand identity building. Social
media platforms, particularly social
networks like Instagram, provide

a suitable environment for such
communication. Munsch (2021)
adds in this context that contrast-
based visuals contribute to brand
recognition, particularly among
Generation Z, which is characterized
on the one hand by a strong digital
presence, while on the other hand,
this generation’s behaviour in the
online environment is characterized
by avoiding digital advertising.

As Siregar et al. (2025) further
point out, visual storytelling is a key
element in communication on social
media platforms, and it is frequently
used in interactive formats such as
Reels, Stories, or within dynamic

graphics. Fatimah and Nasir (2025)
emphasize that such a format

is considered more effective in
capturing the attention of modern
audiences who prioritize speed

of consumption and emotional
engagement. The results of their
study showed that content based on
emotional storytelling, interactive
elements, and the use of trending
audio consistently increased
engagement rates and brand
visibility. According to Prihatiningsih
et al. (2025), the effectiveness of
visual storytelling has become
increasingly apparent, particularly in
its capacity to captivate audiences
and sustain engagement.

Phillips et al. (2014) present
interesting findings on the impact of
aesthetic elements in social media
communication. Their experiment
with consumers showed that
aesthetically aware consumers were
also more sensitive to changes in
visual brand identity than consumers
for whom aesthetics were not a
priority. In this context, Lin and Yeh
(2010) emphasize that Generation Z
is among the most visually oriented
groups of social media users.

Despite the many opportunities
that social media platforms offer for
implementing aesthetic strategies
in visual communication, there

are also certain challenges in this
regard. Castillo-Abdul et al. (2022)
point out that brands must respond
to changes in algorithms, growing
competition, and, above all, the
phenomenon of social media user
fatigue caused by excessive content.

The aim of this paper was to ex-
amine the impact of promotional
videos featuring specific visual
narratives and artistic elements in
the communications of selected
small and medium-sized enterpris-
es on the emotional and cognitive
responses of Generation Z. Based
on an analysis of data from individ-
ual EEG (electroencephalography)
measurements, FAA (frontal alpha
asymmetry), GSR (galvanic skin re-
sponse), and FEA (facial expression
analysis) through multimodal synthe-
sis, the aim was to generate a profile
of the examined videos.

The study sample consisted of 12 par-
ticipants aged 20 - 23, 67% of whom
were women and 33% of whom were
men. The research was conducted as
a quasi-experiment under controlled
laboratory conditions at the Neuro-
marketing Laboratory at the Faculty
of Mass Media Communication,
UCM in Trnava, on March 7, 2026,

in accordance with a standardized
experimental protocol (familiariza-
tion with the measurement process,
instrument calibration, and environ-
mental neutrality). Data collection
and synchronization took place in the
iMotions software environment.

For the testing, we used four
promotional videos published on
Instagram representing the brands
Nehera (Video A with elements of
highly stylized, cinematic, and artis-
tic aesthetics - Figure 1), Mondieu
(Video B with a specific atmosphere,
aesthetic experience, and emotional
stimulation - Figure 2), Footshop
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Figure 1: Video A (Nehera) With
Elements of Highly Stylized,
Cinematic, and Artistic Aesthetics
Source: Nehera (2025)

Figure 2: Video B (Mondieu)
With a Specific Atmosphere,
Aesthetic Experience, and
Emotional Stimulation

Source: Jagrikova & Mondieucafe
(2025)

Figure 3: Video C (Footshop) With
Minimalist Visuals and Elements of
Streetwear Subculture

Source: Footshop Bratislava &
Smolkiizk (2025)

Figure 4: Video D (Soaphoria)
With Elements of Minimalist
Marketing and

the Clean Beauty Concept
Source: Soaphoria.eu (2026)
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(Video C with minimalist visuals and
elements of streetwear subculture

- Figure 3), and Soaphoria (Video D
with elements of minimalist marketing
and the clean beauty concept - Figure
4). Each respondent watched all four
videos. The order of the videos was

randomized.

Given that the individual videos dif-
fered from one another (in length,
editing pace, story, visual narratives,
and artistic elements), the results are
interpreted as differences in the pro-
cessing of specific stimuli, and their
meaning is conservatively inferred
through the triangulation of multiple
modalities (see, e.g., Ariely & Berns,
2010; Byrne et al., 2022).

An analysis of the perception of

four promotional videos featuring
specific visual, narrative, and artistic
elements yielded the following
findings regarding their impact on the
emotional and cognitive responses of
Generation Z.

3.1Global PSD Profile (Average
Across Electrodes)

PSD (Power Spectral Density)
describes the distribution of EEG
signal energy across frequencies.
Video C has the highest theta profile,
while Video B has the lowest theta
and alpha profiles. The lower theta
profile in Video B may indicate
smoother, less demanding processing,
or less mental monitoring and
integration of content. The higher
theta in Video C is consistent with

a more intensive processing mode,

suggesting more cognitive effort,
monitoring, or integration during
video viewing. The standard deviation
(SD) remains significant, particularly
in Video D, indicating heterogeneous
responses (Table 1).

3.2 Regional PSD Image: Frontal
Layer and Posterior Layer (Parietal/
Occipital)

Regional theta results suggest that
the most pronounced differentiation
between the videos is concentrated
in the posterior regions. Video C

has a higher theta profile in both

the parietal and occipital layers than
videos B and D, which is consistent
with an interpretation of more
intensive integration and content
processing. Video B is lowest in

the parietal layer, which again may
indicate greater processing fluency.
Frontal theta is relatively more stable
across the videos. The differences
appear to be subtle shifts in profile
rather than a change in “frontal
demand” as the dominant mechanism.
In the alpha band, the regional picture
is less “sharp” than in theta. The
values are closer together, and the
variance is significant (Tables 2 and 3).

3.3 Frontal Alpha Asymmetry (FAA)

Frontal asymmetry shows a stable
divergent alpha profile across the
group, with Video C appearing

to be the variant with the mildest
shift toward a convergent profile at
the mean level. Theta asymmetry
also suggests that Video A may

have a more specific lateral frontal
processing profile than Videos B or D
(Tables 4 and 5).
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3.4 Intersubjective Analysis (ISC):
Shared Neural Synchronization
Across Participants

ISC analysis indicates the extent to
which participants respond to the
same video in a similar, temporally
synchronized manner. Since these
metrics are derived from high-quality
and consistent EEG segments, the
table also includes n (the number

of participants included in the ISC
calculation for a given video). The
results show that Video A has the
highest, or among the highest, ISC
values in most bands, meaning it has
the greatest potential to generate a
shared, synchronized neural response.
Video C is the second strongest in the
ISC profile, and is particularly notable
in the alpha band, where it achieves
the highest value along with video

D. Videos B and D have the lowest
average ISC across all bands, meaning
that the EEG pattern is less uniform in
these two stimuli (Table 6).

3.5 GSR/EDA: Physiological Arousal

and Peak Response Profile

GSR/EDA measures physiological
arousal and indicates the degree of
sympathetic activation, which reveals
whether a video elicits more or fewer
brief physiological arousal episodes
and whether these episodes are mild
or intense. It includes the following
parameters: frequency of arousal
(Peak Count, specifically Peaks Per
Minute) and intensity of arousal
(Average Peak Amplitude).

The analysis results indicate that the
frequency of arousal remains within a
similar range across the videos, with a
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Table 1: Global PSD Profile (Theta, Alpha; Average Across Electrodes, [n])

Video Theta mean (SD) [n] Alpha mean (SD) [n]
A 8.822 (1.453) [9] 5.352 (2.351) [9]
B 8.168 (1138) [9] 4.931 (2.386) [9]
C 8.921(1.862) [9] 5.259 (1.983) [9]
D 8.467 (2.298) [9] 5.261 (2.297) [9]

Source: own processing, 2026

Table 2: Regional Clusters - Theta (Mean (SD) [n]}

No.1

A B Cc D
Frontal (F3, Fz, F4) 9.311 (0.906) [6] 8.477 (1.084) [6] 9.062 (0.468) [6] 8.502 (1.319) [6]
Central (Cz) 8.541 (1.518) [6] 8.001 (1.403) [6] 8.359 (1.648) [6] 7.985 (1.601) [6]
Parietal (P3, P4) 7.353 (1.604) [5] 5.941 (1.747) [6] 7.613 (2.080) [5] 6.773 (2.090) [5]
Occipital (O, O2) 7.018 (2.058) [6] 6.482 (1.917) [6] 7.547 (2.370) [6] 6.538 (2.287) 6]
Source: own processing, 2026
Table 3: Regional Clusters - Alpha (Mean (SD) [n])
A B C D
Frontal (F3, Fz, F4) 5.051(2133) [6] 478 (2.258) [6] 5.087 (1.949) [6] 4.869 (1.996) [6]
Central (Cz) 5.252(2.998) [6] 5.094 (3.200) [6] 5.443 (2.903) [6] 5.096 (2.945) [6]
Parietal (P3,P4) 5.448 (3.354) [5] 5151 (3102) [6] 5.742 (2.882) [5] 5195 (3.609) [5]
Occipital (O1,02) 4.793(3.380) [6] 5.204 (2.985) [6] 5.512 (2.818) [6] 4.823 (3.286) [6]

Source: own processing, 2026

Table 4: Frontal Alpha Asymmetry (F3 - F4) - Means and Variance

Source: own processing, 2026

Table 6: Intersubject Correlation (ISC) by Video and Band

Table 5: Number of Approach vs. Avoidance Profiles (Alpha) by Stimuli

Video n Average sD Video n Approach  profile | Spacer profile
A A 0054 . (alpha > 0) (alpha < ©)
A 6 1 5
B b -0.010 0.622
c . B -] 1 5
0.04 0.557
2 2 C [ 1 5
D [} -0.026 0.614
D [} 1 5

Source: own processing, 2026

Video n(ISC) | Length (s) Delta |Theta |Alpha |Beta | Gamma gvgr(aa?;
A 6 45.296 0.281 0.268 |o.2n 0.245 | 0.236 0.248
B -] 47.449 0.256 |0.228 0.207 0.204 | 0.236 0.226
C -] 92.805 0.279 0.242 0.223 0.227 | Q.23 0.240
D -] 24.6 0.260 |0.217 0.223 0.205 | 0.220 0.225
Source: own processing, 2026
Table 7: Frequency Activation: Peaks Per Minute
Video n Average SD Median (&) Q3
A 12 5.430 2830 5.300 2,650 7.950
B 12 5.691 3.870 6.955 2.213 8.850
C 12 6,573 4.545 7.435 2.907 9.055
D 12 5.259 4.838 4.855 0.000 9.705

Source: own processing, 2026




126 Peter Krajéovié, Dasa Franié

Media/ Art / Culture

of Small and Medium-Sized Enterprises on Instagram

slight peak in Video C, which exhibits
the highest rate of brief arousal.

This phenomenon is consistent with
the fact that it elicits more frequent
“micro-reactions” of arousal in some
respondents during the course of

the video. Video D has the lowest
average rate but also high variability,
suggesting a more polarized audience
reaction. Video B has the highest
average peak amplitude and high
variance, suggesting that some
respondents experienced more
pronounced momentary reactions.
Video C has a combined profile, with
a higher rate of activations and a
moderately higher amplitude. Video
A achieves a lower average amplitude,
while Video D has a mixed profile
(Tables 7 and 8).

3.6 Facial Coding: Expressive
Reaction Profile (Time Percentage)

Within this modality, the levels of
neutrality, positive expression (joy),
contempt, and overall affective
valence were analyzed. An interesting
finding is that Video C has a lower
average neutrality score and, at the
same time, extremely high variance,
suggesting that some participants
exhibited more pronounced episodes
of facial activity while watching this
video, while a large portion remained
predominantly neutral. This video also
stands out in that it elicits episodes

of joy in some respondents to an
extent that raises the average and
simultaneously dramatically increases
variability. Among the more negative
expressive signals, contempt appears
most frequently in the results, though
its presence is sporadic and tied to
specific individuals. For videos B and

D, the mean for contempt is higher, but
the median remains zero. This means
that contempt does not arise across
the board, but rather is an episode
that appeared in a small portion

of respondents. Video A appears
expressively “pure”, achieving isolated
joy without contempt (Table 9 -12).

3.7 Multimodal Synthesis Across
Modalities

Based on an analysis of data from
individual EEG modalities (PSD, frontal
asymmetry, ISC), GSR/EDA, and
facial coding, we can use multimodal
synthesis to generate a profile of
each video. Video A appears to be

a stimulus with a stable expressive
profile. It has the highest ISC and acts
as content that guides the audience
through a similar processing rhythm,
while remaining physiologically

and expressively rather mild and

free of ambivalent episodes. Video

B is characterized by less shared
processing with hints of ambivalence
among individual participants.

Its profile is characterized by the
occurrence of “momentary peaks”. A
lower global PSD profile, lower ISC
values, higher intensity of GSR peaks,
and sporadic contempt suggest that
this video can evoke strong moments
that may be ambivalent for part of the
audience. Video C appears to be the
stimulus with the most pronounced
reaction profile, most frequently
combining processing, activation, and
positive expressive episodes in this
data configuration. Video D appears
to be the stimulus with the least
pronounced expressive profile and

a polarized physiological response

(Table 13).

Visual Narratives and Artistic Elements in the Communication

This study examined the impact of
promotional videos featuring specific
visual narratives and artistic elements
in the communications of selected
small and medium-sized enterprises
on the emotional and cognitive
responses of Generation Z. Based
on an analysis of data from individual
modalities, it also uses multimodal
synthesis to generate a profile image
of the videos under study.

At the global level, Video C emerged
as the most distinctive, achieving

the highest theta profile. Video B,
conversely, exhibited the lowest
global theta and alpha profiles.
Regionally, the most pronounced
differentiation appeared in the
posterior theta layer (parietal/
occipital region), where Video C
exhibited a higher profile than
Videos B and D. This pattern is
consistent with the fact that Video

C activated a more intense mode of
stimulus processing and integration
in a portion of the audience, while
Video B activated less posterior
processing. In alpha asymmetry, a
distancing profile predominated for
individual videos, and their ratio did
not vary between videos, suggesting
that videos typically do not “switch”
the audience from distancing to
approaching. At the same time, it was
found that Video C, on average, shifts
the most toward the approaching
profile. Theta asymmetry indicated
that Video A has a more distinct
lateral profile in the theta band

than Videos B and D, supporting

the finding that the difference
between videos may sometimes lie
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Table 8: Activation Intensity: Average Peak Amplitude

Video n . (with Priemer sD Median (@] Q3
amplitude)
A n 0.0779 0.0343 0.0690 0.0532 |0.1036
B ple] oné3 0.0842 onzy 0.0652 00321
C mn 0.1002 0.0391 0.1084 0.0807 |0.303
D 8 0.0899 0.0485 0.0787 0.0578 | 0.1064
Source: own processing, 2026
Table 9: Attention Time Percentage
Matric :193" A E‘Iean B E‘Iean C aean D
(Time %) (SD) Median (SD) Median (SD) Median (SD) Median
Neutral
. 98.003 96,537 90.650 97.492
t 100.000 100.000 ! 100.000
‘me (4.647) (6:245) (27.587) | 79445 | (4723)
percentage
Source: own processing, 2026
Table 10: Joy (Positive Expression)
Metric A Mean| A B Mean|B C Mean|C D Mean|D
(Time %) |(SD) Median |(SD) Median |(SD) Median |(SD) Median
Joy  time |1178 SEED 0.047 AT 8505 OGRS 0.000 EEER)
percentage | (4.079) : (0.162) : (27.653) : (0.000) )
Source: own processing, 2026
Table 11: Contempt (Ambivalent/Disapproving Tone)
Metric  (Time |A Mean| A B Mean|B C Mean|C D Mean|D
%) (SD) Median | (SD) Median |(SD) Median | (SD) Median
Contempt time | 0.000 - 0.648 S 0.068 GEED 0.537 BEED
percentage {0.000) (2.243) (0.964) (1.859)
Source: own processing, 2026
Table 12: Valence Metrics for Individual Stimuli
Metric  (Time | A Mean|B Mean|C Mean|D Mean
%) (SD) (SD) (SD) (SD)
Pasitive 0.047 8753 G
valence  time|1.288 (4.460) Gatel ey e
percentage
Ej:lg:zi:e time 0.000 0.000 0.012 0.000
percentage (0.000) (0.000) (0.040) (0.000)
Source: own processing, 2026
Table 13: Condensed Multimodal Profile of Individual Stimuli (Selected Averages)
EEG EEG EEG GSR s FAA
. ISC . |avg Joy Contemp | Engagement
Video |[theta |alpha peaks/mi 3 S : alpha
mean peak | (time %) | t (time %) | (time %)
cluster | cluster n (mean)
(a-n) amp
A 8.822 5.352 0.248 5630 0.078 | 1178 0.000 1772 -0.054
B 8168 4.931 0.226 569 onsd Q.047 0.648 1.734 -0.010
C 8.921 5.259 0.240 6.573 0100 | 8505 0.068 10.009 0.045
D 8.467 5.261 0.225 5.259 0.090 | 0.000 | 0.537 .10 -0.026

Source: own processing, 2026
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more in the reorganization of the
processing profile than in a “global”
change in activity. Video A showed
the highest average ISC across all
bands, suggesting that the audience
responded in a more synchronized
manner while watching this video.
Video C had the second-strongest
ISC signal, while videos B and D
appeared to elicit more individual
responses. Video C exhibited the
highest rate of short physiological
activations (peaks per minute), which
is consistent with more continuous
activation during its viewing. Video

B stood out with the highest average
peak amplitude, i.e,, a “stronger”
profile. Video D, on the other hand,
was characterized by polarization - a
lower proportion of participants with
detected peaks suggests that part of
the audience remained physiologically
stable, while another part reacted
episodically. Video A served as

a milder reference profile with a
moderate rate of activations and lower
amplitude. The highest average joy
score and the greatest number of
instances where joy appeared at all
were observed while watching Video
C. This video also featured sporadic
episodes of contempt, though without
a widespread negative pattern. Videos
B and D recorded sporadic episodes
of contempt in individuals, suggesting
possible ambivalent moments
(detachment, resistance) without
constituting a significant negative
response across the entire sample.

The results of these studies also
highlight the fact that different

visual narratives and artistic forms in
audiovisual content generate specific
neurophysiological and behavioural

profiles. These findings might be used
for content creation and effective
communication by small and medium-
sized enterprises on social media, as
well as for further research.

Limitations of the Study

The study has several limitations

and constraints, primarily being the
sample size, which, while standard for
similar types of research, does not
allow for the generalization of findings
to the entire population or for more
detailed statistical analysis. Another
limitation is the limited number of
videos examined. Further research

is therefore needed to unequivocally
confirm or refute the conclusions
drawn. However, the results provide
valuable insights that can be applied
in practice as well as in the field of
scientific research.
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