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As the concept of branding has grown in popularity, experts disagree about whether the 

company or the consumer ultimately directs and determines a brand and its meaning. This study 

contends that brands are not completely dependent on consumer whims, but, rather, that 

companies still have the ability to guide and influence their brands through advertising visuals. 

According to meaning transfer theory, advertising is a dominant vehicle for the provision 

and movement of cultural meanings (McCracken, 1986; 1990), and, within advertisements, 

visuals play a significant role in imbuing brands with cultural meanings. Specifically, this study 

extends McCracken’s meaning transfer theory to examine advertising visuals’ ability to transfer 

multidimensional brand personality from culture to a brand. 

Using a mixed-method approach, this study includes a survey reduction, qualitative phase 

and quantitative phase. First, the Brand and Human Personality Indicator (BHPI) scale was 

created by shortening a brand personality scale, which is based on the Myers-Briggs Type 

Indicator (MBTI). Second, qualitative group image sorts were conducted to better understand the 

visual symbolic elements participants (n = 30) associated with the MBTI personality dimensions 

included in this study – extraversion/introversion (E/I), sensing/intuition (S/N) and 
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thinking/feeling (T/F). Finally, a survey (n = 526) was conducted using advertising images 

selected during the group image sorts. The survey sought to examine how respondents assigned 

multidimensional brand personalities to images. Attitude toward the ad, attitude toward the brand 

and purchase intent were also measured. 

According to this study’s results, extreme similarities within the visual profiles of 

extraversion, intuition and feeling dimensions, and introversion, sensing and thinking dimensions 

made ENF and IST personalities fairly easy to transfer using only visuals. Results also suggested 

that the extraversion/introversion (E/I) dimension might be able to cross aesthetic borders most 

easily, allowing companies to create EST and INF personalities with careful attention to visuals. 

However, other multidimensional brand personalities might require the addition of text to anchor 

a company’s intended meaning (Barthes, 1977). Additionally, this study provided a list of 

specific visual symbolic elements associated with particular individual and multidimensional 

MBTI brand personalities to aid researchers and practitioners in creating future brand 

personalities through images. 
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CHAPTER 1 

INTRODUCTION 

As the concept of branding has grown in popularity, many brand scholars, practitioners 

and gurus have preached about the power of the consumer to ultimately direct and determine the 

brand and its meaning (e.g., Davis, 2000; Elliot, 2006; Neumeier, 2006, Plummer, 1984/2000). 

While Neumeier (2006) argued that whole extent of a brand could be summed up as the 

consumer‘s ―gut feeling about a product service or company‖ (p. 2) and Davis (2000) contended 

that ―the consumer owns the brand‖ (p. 5), companies mourned the loss of their autonomy, 

lamenting the consumer‘s newfound power to control their brand‘s destiny. As a result, 

companies began catering to the consumer‘s every desire, allowing customers to dictate 

everything from the logo design (Hampp, 2010; Zmuda, 2013) and commercial content (Elliot, 

2006) to pricing and discounts (Brewer, 2010). However, in the excitement, these voices forgot 

the power of the advertiser to shape a brand and mold consumer perceptions. Amidst the turmoil, 

talented agency creatives continued to produce persuasive advertisements that convinced 

consumers Apple was for the sophisticated, artistic mind and Pepsi was the voice of the next 

generation. 

Rather than being forced to relinquish brand control to consumer whims, this study 

suggests that a company may be largely in command of its own brand. As a touchpoint where the 

brand and consumer meet, advertising not only provides a company with the means to define its 

brand, but also to sway consumer perceptions. This argument is supported by Jewett and 

Sutherland‘s (2013) research that showed advertisements, particularly advertising visuals, could 

successfully manipulate a consumer‘s perception of a brand. Their findings showed that a single, 

image-only advertisement resulted in the vast majority of consumers (80% to 92%) ascribing the 
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brand with the marketer-intended brand personality. Thus, advertisers – not the consumer‘s gut – 

defined the brand.  

A closer look at Hall‘s (1980) encoding and decoding framework provides one 

explanation for why consumers are more likely to understand and accept an advertiser‘s brand 

message as it is rather than reject it. Hall (1980) asserts that media messages, such as 

advertisements, are encoded (i.e., given meaning) by the producer and then decoded (i.e., 

interpreted) by the receiver. When consumers decode media messages, they do so in one of three 

ways: a dominant (or preferred) reading, a negotiated reading or an oppositional reading. In a 

dominant reading, the receiver decodes the message‘s meaning exactly as the producer encoded 

it. In other words, after viewing an ad, the consumer understands and accepts the advertiser‘s 

exact intended meaning. A negotiated reading indicates that the receiver understands and 

generally agrees with the producer‘s preferred meaning, but personal experiences and interests 

temper their interpretation (Chandler, 2007; Hall, 1980). Lastly, in an oppositional reading, the 

receiver understands the producer‘s preferred meaning but rejects it, choosing to decode the 

media message in a completely contrary way with an alternate frame of reference (e.g., feminist, 

radical) (Chandler, 2007; Hall, 1980).  

For example, suppose Starbucks produced an advertisement to promote its fair-trade 

coffee and convince consumers that it is a socially responsible company. A consumer engaged in 

a dominant reading will view the ad and agree that Starbucks is a socially responsible company. 

Alternately, a consumer employing a negotiated reading may view the ad and agree that, for the 

most part, Starbucks is socially responsible company, although he/she knows the company uses a 

large number of throw-away paper cups. Finally, a consumer using an oppositional reading may 

view the ad, understand that Starbucks wants him/her to think that it is a socially responsible 
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company, but chooses instead to think of it as an overgrown, money-grubbing corporation who is 

exploiting its store employees by underpaying them while purchasing the majority of its coffee 

from poverty-stricken farmers. However, true oppositional readings such as this are incredibly 

rare. As products of a shared culture, individuals‘ views are inevitably shaped by the dominant 

(i.e., hegemonic) perspective, which results in a dominant or negotiated reading (Hall, 1980). As 

members of a particular culture with specific sets of widely held beliefs, it is almost impossible 

for an individual to completely step outside of those near-universal views, which, having been 

learned at such an early age, seem natural (i.e., real or true) (Hall, 1980, p. 167). 

Although Hall (1980) recognized that it was possible for individuals to decode different 

meanings from a single media message, he asserted that most individuals would decode a 

message within the preferred meaning framework. He stated, 

We say dominant, not ―determined‖, because it is always possible to order, classify, 

assign and decode an event within more than one ―mapping‖. But we say 

―dominant‖ because there exists a pattern of ―preferred readings‖; and these both 

have the institutional/political/ideological order imprinted in them and have 

themselves become institutionalized. The domains of ―preferred meanings‖ have 

the whole social order embedded in them as a set of meanings, practices and 

beliefs: the everyday knowledge of social structures, of ―how things work for all 

practical purposes in this culture[.]‖ (Hall, 1980, p. 169) 

According to Hall (1980), the culturally based preferred meaning acts as a guiding force, 

shaping the consumer‘s decoding response. This is demonstrated by the fact that in two of Hall‘s 

(1980) three readings – dominant and negotiated – consumers both understand and agree with the 

advertiser‘s preferred meaning either wholly or to a large extent. And, even individuals who 

engage in the oppositional reading understand the preferred meaning, though they choose not to 

accept it. So, although a consumer may inevitably be influenced by his/her own, unique life 

experiences and engage in a negotiated reading of company advertisements, the strength of the 

preferred meaning will strongly influence his/her decoding. Therefore, Hall‘s (1980) 
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encoding/decoding framework further reinforces the idea that a company can use advertising to 

create a desired brand personality, which will be read, understood and accepted by the vast 

majority of consumers with little or no alteration. 

However, in order for consumers to decode the brand personality messages through any 

reading, the advertiser must first encode it. According to Hall (1980), messages are encoded 

through the production process, which includes drawing from a variety of socio-cultural and 

political meanings. For example, Hall (1980) asserted that television newscasts cannot transmit a 

historical event in its ―raw‖ form (p. 164). In order to be communicated, television producers 

must first turn the event into a ―story‖ through audio and visual components (Hall, 1980, p. 164). 

In the same way, advertising creatives are responsible for encoding an ad with preferred brand 

personality messages through culturally understood audio and visual elements during the 

production process. McCracken (1986; 1988) referred to the culturally based elements that 

communicate meaning as symbolic elements. In particular, advertising visuals are largely 

responsible for imbuing products and brands with specific cultural meanings (McCracken, 1986). 

During production, the creative team carefully chooses the visual images and symbols that make 

up an ad (McCracken, 1990). In turn, these visuals then provide consumers with precise, 

predetermined meanings – a preferred reading – about topics such as gender, status, age, 

lifestyle, time, place and personality (Jewett & Sutherland, 2013; McCracken, 1986; 1989; 

1993). The current study will refer to these tools of visual meaning creation as visual symbolic 

elements. 

Importance of the Study 

Understanding how advertisers encode brand messages, how consumers‘ decode and read 

those messages, and who controls a brand becomes increasingly important considering that 

modern consumers are bombarded every day with advertisements to buy this, wear that, eat here 
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and go there. According to some estimates, American consumers may see as many as 5,000-

15,000 ads each day, a dramatic increase from the estimate of only 500 per day in the 1970s 

(Berger, 2011; Danesi, 2008; Johnson, 2009; NAA, 2009). Additionally, in 2011, advertisers 

spent more than $158 billion in the U.S. market, and ad spending is projected to surpass $189 

billion by 2016 (eMarketer, 2012). 

And, if the tremendous number of advertisements weren‘t enough to warrant further 

study, it only takes a walk down the aisles of the nearest supermarket or megastore to see the 

overwhelming number of brands vying for consumers‘ attention. In part, the vast array of brands 

in today‘s crowded marketplace stems from technological advances (Biel, 1993; Schmidt & 

Ludlow, 2002; Sorrell, 2000). Products (such as new car models) that previously took five years 

to develop can now be produced in only 18 months (Sorrell, 2000). These dramatic decreases in 

initial production time mean competitors can replicate new ideas and produce competing 

products much quicker, making it difficult for a brand to stand out based on product features 

alone. Instead, marketplace differentiation requires strong brands that take advantage of 

emotional, psychological and lifestyle differences, such as brand personality (Sorrell, 2000). 

Not only are consumers today seeing an unprecedented number of advertisements from 

an innumerable number of brands, but an increasing percentage of modern print advertising is 

also becoming ―purely image-oriented‖ (Janiszewski, 2008, p. 277). In fact, the last century has 

seen pictures squeezing text out of advertising designs as the space devoted to images grows 

proportionally larger (McQuarrie, 2008). According to Barthes (1977), there is no doubt that 

advertising images have intentional meanings imbedded in them a priori by the advertiser. 

Further, advertisers carefully choose visuals that will most clearly transmit their desired 

meanings about a product or brand. In fact, like Hall (1980), Barthes (1977) explicitly stated that 
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in advertising images, visuals were ―formed with a view to the optimum reading; the advertising 

image is frank, or at least emphatic‖ (Barthes, 1977, p. 33, italics in original). Thus, because 

advertising images are so carefully chosen to transfer specific meanings, text may not be 

necessary to communicate brand messages. In fact, Barthes (1977) suggested that text, when 

paired with an image, serves only an ―anchorage‖ function (p. 38) designed to tell viewers what 

aspects of the image are most important and guide them toward a dominant reading of the 

message. He suggested that anchoring text in an ad allows the advertiser to direct the reader to a 

specific meaning contained within the visual. According to Barthes (1977), the text ―remote 

controls [the viewer] toward a meaning chosen in advance‖ (p. 40). And yet, if the real meaning 

of an advertising message is fully contained in the visual, with text serving only to reiterate an 

already existing message, then the swing in modern advertising toward visual-dominant (or 

visual-only) advertising should not prohibit advertisers from clearly communicating a message 

about their brand or consumers from clearly understanding it. Text may also be unnecessary 

considering Hall‘s (1980) argument that, because they are so deeply embedded in a shared 

culture, consumers are already likely to generally agree with the advertiser‘s preferred meaning 

through either a dominant or negotiated reading. 

Related to the idea that text is not necessary, Williamson (1978/2010) went as far as to 

question whether language in advertisements might be seen as a barrier to reaching the idea or 

picture. She argued that in many ads, ―while the words do say something, they do not directly 

convey the meaning of the ad‖ (Williamson, 1978/2010, p. 89, italics in original). And, if the 

viewer‘s and advertiser‘s ultimate goal is to reach the meaning-filled picture, perhaps image-only 

ads present the most logical advertising solution. 
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With advertisers‘ realization that text may not be necessary for communicating brand 

messages, the dramatic decrease in modern advertisements‘ textual anchoring changes the way 

modern consumer‘s interact with and decode ads, placing the burden of communicating brand 

messages on advertising visuals. Currently, there is a serious lack of academic scholarship 

focused on understanding how advertising visuals communicate brand messages, and scholars 

have begun to question why research on visual communication, particularly images, is so much 

less frequent than research on verbal communication (Janiszewski, 2008; McQuarrie, 2008; 

Wedel & Pieters, 2008). According to McQuarrie (2008), the near domination of images in 

advertisements positions marketing and advertising scholars as those most capable of exploring 

and understanding visual persuasive power. Therefore, this study will attempt to begin filling this 

void by examining the ability of advertising visuals to transfer and manipulate a brand‘s 

personality with no anchoring text to guide the viewer. 

Purpose of This Study 

When taken together, advertising‘s rising numbers, brand messages, powerful visuals and 

increasing budgets all provide companies with substantial influence on consumers – it is this 

influence that scholars must endeavor to understand. Therefore, this study seeks to explore the 

power advertising visuals have to transfer and manipulate multidimensional brand personalities. 

Little empirical research has been conducted to specifically test the power of visuals as vehicles 

for communicating brand personality (e.g., Boudreaux & Palmer, 2007; Park, Choi & Kim, 

2005), and even fewer scholars have considered the possibility of imbuing brands with 

multidimensional personalities through visuals (e.g., Cunningham, Thach & Thompson, 2007). 

Therefore, the current study will address these much-neglected areas of advertising and brand 

personality research. 
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In addition to examining visuals‘ ability to transfer and manipulate multidimensional 

brand personalities, the current study will investigate the specific symbolic visual elements 

consumers ascribe to a particular personality. Similarly, like the other areas of scarce visual 

scholarship mentioned above, little academic research exists to guide advertisers as they choose 

specific images to communicate their brand personality to consumers (Akay, 2001; Cunningham 

et al., 2007; Jewett & Sutherland, 2013). Because visuals are arguably the most important part of 

modern advertisements (e.g., Barthes, 1977; Janiszewski, 2008; McQuarrie, 2008; Williamson, 

1978/2010), it is vital to understand exactly how visuals communicate brand messages. By 

understanding how visuals translate to personality, this study endeavors to provide both scholars 

and practitioners with a more complete picture of how a brand‘s personality can be molded 

through advertising images. 

The little past research available shows that advertising visuals can transfer personality 

from an image to a brand (Jewett & Sutherland, 2013). But, even more powerfully, it also shows 

that advertising visuals are able to imbue brands with specific, predetermined personalities and 

manipulate consumers‘ opinion of and response to a brand (Jewett & Sutherland, 2013). While 

Jewett and Sutherland (2013) showed that a single advertising image could effectively 

manipulate a single dimension of personality (e.g., extraversion (E) or introversion (I)), this 

study will expand this line of inquiry and examine whether a single advertising image can 

effectively communicate multiple personality dimensions simultaneously (e.g., 

extraversion/sensing/thinking (EST) or introversion/intuition/feeling (INF)) and how those 

multidimensional personalities influence consumer attitudes, opinions and behaviors toward the 

brand. As in Jewett and Sutherland‘s (2013) previous research, brand personality will be 

measured with a brand personality scale modeled on the Myers-Briggs Type Indicator (MBTI) 
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(Strausbaugh, 1998; Sutherland, Marshall & Parker, 2004). Freling and Forbes (2005) found 

consumers recognized multiple brand personalities in a product even when only one dimension 

was manipulated. This finding provides additional support for the application of 

multidimensional personality scales (such as the MBTI) to study brand personalities as 

multifaceted rather than composed of only a single dimension.  

Based largely on Jungian personality theory, the MBTI measures a person‘s preferred 

method of interacting with the world around them based on four bipolar dimensions – 

extraversion/introversion (E/I), sensing/intuition (S/N), thinking/feeling (T/F) and 

judging/perceiving (J/P) (Jung, 1923/1971; Myers, 1995; The Myers & Briggs Foundation, n.d.). 

The extraversion/introversion (E/I) dimension examines an individual‘s favorite world. 

Extraverts focus on the world around them and gain energy from other people, while introverts 

draw energy from their inner world and prefer to spend time alone. The sensing/intuition (S/N) 

dimension analyzes how an individual takes in information. Sensing individuals concentrate on 

concrete information from their five senses, while intuitives interpret and add meaning to 

information, looking at big-picture patterns. The thinking/feeling (T/F) dimension represents 

how individuals make decisions. Thinking individuals put more weight on objective principles, 

impersonal facts and logic, while feeling individuals place more emphasis on people and 

personal concerns. Finally, the judging/perceiving (J/P) dimension measures an individual‘s 

approach to structure. Judging individuals prefer structured, ordered environments and like to 

make decisions, while perceiving individuals would rather stay open and adaptable to new ideas 

and information. 

Using a mixed-methods approach including scale reduction, qualitative group image sorts 

and a quantitative survey, this study looks to examine advertisers‘ ability to transfer and 
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manipulate specific, multidimensional brand personalities through advertising visuals. Because 

of the current prohibitive length of Strausbaugh‘s (1998) brand personality index (24 items), this 

study will work to refine and shorten the current scale, making it possible for survey participants 

to rate the brand personality of multiple ads without survey fatigue. Image sorts will also be 

conducted in small, qualitative group interviews, which will be referred to as group image sorts. 

Images and feedback from the group image sorts will be used to better understand what visual 

symbolic elements best represent multi-dimensional MBTI personalities (e.g., EST, INF) and 

why. Finally, a quantitative survey will be conducted using the shortened MBTI brand scale and 

the most representative images chosen in the qualitative group image sorts. The top image for 

each multi-dimensional personality will be used to create an advertisement for a single brand of 

hand soap. A quantitative survey will then be conducted to determine if a larger population 

understands the brand personality-specific visual symbolic elements identified in the qualitative 

group interviews in the same way when they are shown in an advertising frame. The survey will 

also investigate the effects of different multidimensional brand personalities on consumers‘ 

attitudes, opinion and behaviors toward the brand. To augment the sparse amount of past 

research into advertising visuals and brand personality, this study‘s mixed-methods approach 

will provide a unique and robust look at the how companies can communicate specific brand 

messages to consumers through advertising visuals. 

The following chapter provides a review of literature, including a detailed look at the 

concept of brand personality and how it is measured, an examination of the role visuals play in 

advertising and brand personality, and an overview of meaning transfer theory (and its 

application to brands and visuals). Chapter three outlines this study‘s method, detailing both the 

research‘s qualitative and quantitative aspects. Chapter four presents the research results in three 
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parts – 1) scale reduction, 2) qualitative group interviews with image sorts and 3) quantitative 

survey. Chapter five then discusses the combined implications and limitations of the current 

mixed-method study and suggests potential future research. Finally, chapter six offers 

conclusions and practical applications.  
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CHAPTER 2 

LITERATURE REVIEW 

Scholars have produced a substantial amount of research, seeking to understand brand 

personality‘s contribution to a brand‘s success, connection with consumers, influence on buying 

behaviors, and function in advertising. However, an often-overlooked aspect of both brand 

personality and advertising research is the role visuals play in communication. The following 

review of literature examines scholars‘ findings regarding brand personality, focusing 

specifically on the role visuals play in its creation, transfer and manipulation. This chapter will 

also review the inherent advantages of using visuals to communicate, particularly in advertising. 

Finally, the following literature review will also explore role of visuals in communication and 

meaning transfer, looking specifically through the lens of meaning transfer theory. 

Brand Personality 

Simply defined, brand personality is ―the set of human characteristics associated with a 

brand‖ (J. Aaker, 1997, p. 347). Alternately, Batra, Lehmann and Singh (1993) explain brand 

personality as a consumer‘s perception of a brand based on dimensions typically used to describe 

human personality (p. 84). Today, most scholars accept a brand‘s ability to display personality 

and agree brand personality can influence a brand‘s success (Biel, 1993; D. Aaker, 1996; 

Delbaere, McQuarrie & Phillips, 2011; J. Aaker, 1997; Plummer, 1984/2000). 

Furthermore, past research shows consumers have no trouble understanding and attaching 

personalities to brands because they largely recognize that brand personalities are similar to 

human personalities (Ramaseshan & Tsao, 2007). Just like an individual, a brand can be 

described in a variety of ways, including demographically (e.g., gender, age, race), 

psychographically (e.g., activities, interests, opinions) and in terms of personality traits (e.g., 

warmth, concern, sentimentality) (D. Aaker, 1996). Moreover, like human personalities, brand 
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personalities are distinctive, enduring and multifaceted (Freling & Forbes, 2005), and they are 

created from a wide range of factors – some related to the product (e.g., category, package, price, 

attributes) and others unrelated (e.g., imagery, sponsorship, symbol, ad style, 

spokesperson/character, personification, marketing mix) (Batra et al., 1993; D. Aaker, 1996; 

Folse, Netemeyer & Burton, 2012; Maehle & Supphellen, 2011). Thus, while a product‘s 

physical attributes are rigid and fixed, a brand‘s personality is less constrained and can draw on a 

richer vocabulary of metaphorical and symbolic meanings (Biel, 1993, p. 73-74) – or what 

McCracken (1986; 1988) terms symbolic elements. This fluidity also encourages consumers to 

deduce a brand‘s personality and increases a brand‘s longevity (Biel, 1993). 

Beyond merely confirming a consumer‘s ability to recognize and understand brand 

personality, scholars have also shown that brand personality can influence consumer behavior. 

Freling and Forbes (2005) dubbed this phenomenon the brand personality effect (p. 404). In an 

experiment with undergraduate students (n = 192), Freling and Forbes (2005) found a strong, 

positive brand personality lead to more favorable, unique and congruent brand associations and 

also increased brand equity
1
. Using Aaker‘s (1997) five brand personalities and a fictitious brand 

of bottled water, Freling and Forbes (2005) randomly assigned students to one of six treatment 

groups – product information only, product information + a sincere brand personality, product 

information + a competent brand personality, product information + an excited brand 

personality, product information + a sophisticated brand personality, and product information + a 

rugged brand personality. First, participants were asked to provide their thoughts about bottled 

water in general. Next, participants reviewed a vignette about the fake brand of bottled water, 

                                                 
1
 D. Aaker (1991) defines brand equity as ―a set of brand assets and liabilities linked to a brand, its name and 

symbol, that add to or subtract from the value provided by a product or service to a firm and/or to that firm‘s 

customers‖ (p. 15). More simply put, brand equity is the value contained in a brand.  
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specific to their experimental condition and completed a series of thought-listing exercises and 

brand-related scales (i.e., purchase intent, attitude toward the brand). Freling and Forbes (2005) 

found that brands with personality, regardless of the specific dimension, had significantly more 

favorable brand attitudes and significantly higher purchase intent. Additionally, participants in 

the brand personality conditions also had significantly more brand associations, including a 

higher proportion of positive brand associations, unique brand associations and congruent brand 

associations, than participants who received no brand personality information. Furthermore, 

when tested a week later, brand name recall was also significantly higher for participants who 

received brand personality information (82%) than those who did not (28%). According to 

Freling and Forbes (2005), these combined results suggested that the initial impressions and 

brand associations developed by participants who were given brand personality information were 

―stronger and more enduring in nature‖ than those developed by participants who received only 

product feature information (p. 409). Overall, the authors concluded, ―Any brand personality, so 

long as it is perceived as being strong and favorable, is likely to be associated with positive 

consequences‖ (Freling & Forbes, 2005, p. 409). 

Sung and Kim (2010) also found that brand personality could increase brand-related 

measures. Using Aaker‘s (1997) Brand Personality Scale (BPS), Sung and Kim (2010) asked 

undergraduate students (n = 135) to evaluate a set of 30 brands across three product categories on 

brand personality, brand trust, brand affect and brand loyalty. To prevent participant fatigue, 

each respondent was asked to evaluate two brands for each of the three product categories, 

resulting in 646 total brand responses. Overall, Sung and Kim‘s (2010) findings indicated that 

some brand personality traits (i.e., sincerity and ruggedness) were more strongly linked to an 

increase in a consumer‘s trust of brands, while others (i.e., sophistication and excitement) were 
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more strongly linked to an increase in consumer‘s emotional response to brands (i.e., brand 

affect). Furthermore, Sung and Kim (2010) found higher levels of brand personality increased 

brand trust and brand affect, which, in turn, increased brand loyalty. Therefore, increasing brand 

personality could also have the indirect result of increasing brand loyalty. 

Brand personality has also been shown to influence consumers‘ purchase behaviors. In an 

experimental study of wine bottle labels using Aaker‘s (1997) BPS, Boudreaux and Palmer 

(2007) found that specific brand personalities correlated with high purchase intent. To test the 

influence of design on brand personality, the authors created 90 wine bottle labels for a Cabernet 

using all possible combinations of three layouts (traditional white, traditional color and modern), 

six colors (burgundy, navy, bright red/orange, black/brown, wasabi green and pink) and five 

illustrated subjects (e.g., vineyard, grapes, coat-of-arms, neutral animals (e.g., deer) and unusual 

animals (e.g., platypus, fish)). For the study, a combination of student and community member 

participants (n = 262) evaluated nine of the possible 90 wine labels. The online questionnaire 

displayed each test wine label and asked participants whether they would purchase the wine, 

whether they liked the label, how much they thought the wine would cost and how well they 

thought each of ten brand personalities described the label. According to the results, the top two 

brand personalities (successful and charming) explained 45% of the variance in purchase intent. 

Adding the next two brand personalities (spirited and up-to-date) only increased the explanation 

of variance to 47% – a percentage almost as high as when all 10 brand personality options were 

combined. The authors found that that brand personalities outdoorsy and tough, were the least 

correlated with wine purchase intent. These findings confirm Boudreaux and Palmer‘s (2007) 

hypothesis that, within a single product category (e.g., wine), a small subset of brand personality 

attributes could significantly predict purchase intent. 
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In addition to scholars demonstrating that consumers were capable of recognizing and 

responding to distinct brand personalities, they have also explored companies‘ utilization of one 

of brand personality‘s most valuable aspects—the ability to create brand differentiation (Biel, 

1993; D. Aaker, 1996; Park, Jaworski & Maclnnis, 1986; Ramaseshan & Tsao, 2007). According 

to Freling and Forbes (2005), brand personality can provide ―the means for making a given brand 

stand out in the crowd‖ (p. 405). The need for differentiation is especially high in today‘s market 

where functional differences are marginal and quickly and easily overcome by modern 

technology (Biel, 1993). Fortunately, brand personality is especially effective at creating 

differentiation in categories where brands have similar product attributes and may even be used 

as a surrogate for difficult-to-evaluate or similar product attributes (Biel, 1993; D. Aaker, 1996; 

Freling & Forbes, 2005).  

With brand personality serving as an important point of differentiation, scholars and 

practitioners emphasize that it is important to understand who controls its creation. While some 

experts suggest that the consumer is in control of defining the brand (Davis, 2000; Neumeier, 

2006), other scholars and practitioners argue that the company still plays a significant role in 

defining its brand and brand personality (Huang, Mitchell & Rosenaum-Elliot, 2012; 

McCracken, 1986; 1989; 1993; Plummer, 1984/2000). Plummer (1984/2000) labeled the two 

faces of brand personality‘s relationship as input (what the company wants consumers to think 

and feel) and out-take (what consumers actually think and feel) (p. 28). According to Plummer 

(1984/2000), a brand is defined when consumers examine the company input and produce their 

own out-take. Although, Plummer (1984/2000) asserted that these meanings are rarely 

transmitted with absolute clarity and without ambiguity, the work of both Barthes (1977) and 

Hall (1980) suggests a rather different picture – one that places more control of brand personality 
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in the hands of the company and its advertisers. In particular, when viewed through the lens of 

Hall‘s (1980) dominant and negotiated readings, it is likely that a consumer‘s out-take is quite 

consistent with the company‘s input.  

Brand Personality and Consumer Identity 

Once established through company input, brand personality can also influence 

consumers‘ preferences, particularly as they determine which brand is the one for them (J. 

Aaker, 1999; Plummer, 1984/2000). More and more, modern consumers are looking for products 

and brands that are not merely utilitarian but that also express their own personalities (Postrel, 

2003). In fact, Postrel (2003) contends that good design – and, arguably, good branding and 

advertising – is no longer about creating the perfect product, ―but about helping a lot of different 

people build their own personal identities‖ (p. 9). According to Plummer (2000), a consumer 

who favors a particular brand synthesizes all the brand‘s messages and somewhere inside 

decides, ―I see myself in that brand or I see that brand in myself‖ (p. 81). Indeed, past research 

confirms that consumers often prefer brands with personalities similar to their own, often 

choosing a product because they view themselves as the type of person who would use the 

product (J. Aaker, 1997; 1999; Govers & Schoormans, 2005; Huang et al., 2012). 

For example, Govers and Schoormans (2005) conducted a study to examine how 

consumers use a product‘s symbolic meaning to convey something about themselves. 

Specifically, the authors examined the effects of a product having the same personality as the 

consumer. The authors chose 12 stimuli products – three screwdrivers, three coffeemakers, three 

soap dispensers and three bottles of wine – that varied in appearance. In the first phase of the 

study, the authors conducted face-to-face interviews with community participants (n = 48), 

asking them to describe the personality of each stimuli product. Participants then completed 

questionnaires designed to determine product-personality congruence (e.g., this product is not 
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like me/is like me, this product does not match me/matches me) and evaluate the stimuli (e.g., I 

think this product is not beautiful/is beautiful, I would not like/I would like to have this product). 

In the second phase of the study conducted 10 months later, a questionnaire was mailed to the 

same participants (n = 37), containing pictures of the same 12 stimuli products. For each product, 

participants were asked to complete a user-image congruence scale (e.g., If you consider the 

types of people who prefer this product, do you identify with these people?, If you consider the 

types of people who prefer this product, are you like these people). Govers and Schoormans‘ 

(2005) results indicated that product-personality congruence determined a significant part of a 

consumer‘s preference (p. 193). In other words, consumers preferred products that had a 

personality similar to their own. Although weaker, the authors also found that user-image 

congruence had an independent and positive effect on consumer preference, suggesting that 

consumers preferred products with users who they felt were like them. Thus, Govers and 

Schoormans (2005) recommended that companies design products with predetermined 

personalities that match their target market‘s personalities. 

In another study, Huang et al. (2012) examined whether consumers preferred products 

with personalities similar to their own. First, the authors conducted exploratory interviews with 

white, British undergraduate students (n = 11) to examine how they perceived their favorite 

brands, frequently used brands and famous brands. The interviews also paid special attention to 

the application of neuroticism and openness to new experience – two human personality traits 

that were not captured in most brand personality scales. The individual interviews began by 

discussing the individual‘s own personalities and then moved to discussing the brand 

personalities of products than interested each participant. Huang et al. (2012) found that 

participants were only able to describe relatively superficial personalities for the famous brands. 
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However, when discussing their favorite brands, participants were able to discuss both 

personality and personal relationships. Huang et al. (2012) also noted that, when asked to 

describe brands, participants used adjectives that fit into all of the Big Five human personality 

dimensions (i.e., extraversion, agreeableness, conscientiousness, neuroticism and openness to 

experience). Therefore, the authors determined that both neuroticism and openness to experience, 

along with the other three human personality dimensions, were also applicable to brand 

personalities.  

For the second part of the study, Huang et al. (2012) conducted a pretest with British 

undergraduate students (n = 152) to ensure they included both utilitarian and symbolic products 

in the final experiment. Using a questionnaire, the authors measured participants‘ involvement 

and feeling toward 16 products from different product categories (e.g., beer, jeans, mobile 

phones). The authors used the questionnaire results to create a two-axis grid (i.e., low to high 

involvement and low to high feeling). Four products, one from the extreme part of all quadrants, 

were then selected for use in the final experiment (i.e., laptop computers, dishwashing detergent, 

jeans and soft drinks). 

For the final stage of the study, Huang et al. (2012) conducted an experiment with white, 

British undergraduate students (n = 468). Each participant was randomly assigned one of the four 

product categories selected in the pretest and asked to evaluate their favorite brand within that 

product category. Participants indicated both their own and their brand‘s personality on the same 

scale – a shortened version of the Big Five human personality scale. Results showed significant 

positive relationships between the personality of a consumer and their favorite brand and 

suggested that consumers did use brand meanings ―to construct or reflect their self-identities‖ (p. 

343). Further, the experiment found no differences between product categories, confirming 
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product category and utilitarian vs. symbolic product differences have no impact on the 

relationship between a consumer and brand personality. 

Overall, Huang et al. (2012) confirmed that consumers prefer to use brands that have 

personalities similar to their own (p. 345). Based on their findings, the authors suggested that 

practitioners should move beyond using brand personality as a mere image generation or 

segmentation tool. Instead, like Govers and Schoormans (2005), Huang et al. (2012) asserted that 

companies should work to determine the personalities of their target market and match their 

brand‘s personality to that of their consumers. Moreover, this matching process was made 

simpler by the results of Huang et al. (2012), which suggested that the same human personality 

measure could be used for both consumers and brands. 

Besides a brand‘s ability to help a consumer express his/her personal identity, a brand 

and its personalities can also provide a consumer with a means of expressing multiple selves 

(e.g., D. Aaker, 1996; J. Aaker, 1999; Huang et al., 2012; Malar, Krohmer, Hoyer & 

Nyffenegger, 2011; McCraken, 1989; Sirgy, 1982). Psychologists suggest that humans identify 

multiple selves, including actual (who they are), ideal (who they want to be) and social (who 

they want others to think they are) (D. Aaker, 1996). Individuals often use brands to define, 

fulfill and communicate these selves to others. For example, someone may wear Nike because he 

is athletic (actual self), he wants to be more athletic (ideal self), or he wants others to think he is 

athletic (social self). Because brands play a vital role in self-expression, brands that align with a 

consumer‘s actual or ideal self can create a sense of comfort and satisfaction, while brands that 

do not fit can cause discomfort (D. Aaker, 1996). 

Nienstedt, Huber and Seelmann (2012) found further evidence that consumers may 

choose different products based on different selves (actual vs. ideal). In an online survey, 
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participants (n = 736) indicated their own actual and ideal personalities, as well as the brand 

personalities of three German news magazines using a German-market specific brand scale. The 

questionnaire also included scales to measure brand relationship quality, credibility and loyalty. 

The overall results from Nienstedt et al. (2012) showed that the congruence (i.e., similarity in a 

brand‘s and a consumer‘s personality) of both actual and ideal personalities had a significant, 

positive effect on credibility, which lead to an increase in brand relationship. Ideal congruence 

also had a significant positive effect on brand relationship, which lead to an increase in loyalty. 

Additionally, the authors found differences in congruency effects on loyalty when they examined 

the magazine‘s print and online components separately – ideal congruence had a 2.7 times 

stronger effect for the print component, while actual congruence had a 3.2 times stronger effect 

for the online component. Based on these findings, Nienstedt et al. (2012) concluded that self-

esteem motivated print readers while self-consistency motivated online readers. In general, these 

findings suggested that consumers used different aspects of their selves and their personalities to 

interact with different media – a fact marketers should consider as they determine where to place 

brand personality infused advertisements. 

The findings from Nienstedt et al. (2012) also concluded that marketers should monitor 

the congruence between the personality of their brand and their consumers. The authors 

suggested analyzing the personality of the target audience and ―adapting the image of the 

product‖ to achieve higher congruence by altering product features or the brand personality 

communication (Nienstedt et al., 2012, p. 20). Alternately, Nienstedt et al. (2012) proposed that a 

lack of personality congruence could also lead a brand to identify and direct communication 

toward a consumer segment whose personality aligns better with the brand‘s personality. 
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In a study on the brand personalities of perfume and cologne brands, Hamilton and Sun 

(2005) found further evidence that marketers should consider the perceived self-image of the 

target audience when creating brand personality through advertising. In a survey of 

undergraduate students (n = 400), participants were asked to describe the personality of 10 

different perfume/cologne brands using a 15-item, perfume/cologne-specific brand personality 

scale compiled by the authors. Using the same scale, participants also indicated their own actual 

and ideal personalities. Based on Hamilton and Sun‘s (2005) results, participants indicated that 

their ideal brand image was very close to their own perceived self image, suggesting that the 

most successful brand personality might be one that is closest to the consumer‘s own personality. 

However, although Hamilton and Sun‘s (2005) findings were notable, they might not be 

generalizable beyond the study‘s specific participants (i.e., college students) and product 

category (i.e., perfume/cologne). 

Alternately, rather than considering actual, ideal and social selves, Swaminathan et al. 

(2009) examined brand personality using attachment theory. According to the authors, the two 

primary dimensions of attachment theory – anxiety and avoidance – influenced the type of 

relationships a person engaged in and the potential for forming interpersonal attachments 

(Swaminathan et al., 2009, p. 986). More specifically, the authors explained, ―The anxiety 

dimension refers to the extent that a person‘s view of self is positive or negative, whereas the 

avoidance dimension is based on the extent to which a view of others is positive or negative‖ 

(Swaminathan et al., 2009, p. 986). Swaminathan et al. (2009) used a series of three experiments 

to examine brand attachment, purchase likelihood and brand choice. In study one, participants (n 

= 182) were randomly assigned to one of eight conditions that manipulated relationship anxiety 

(high vs. low), relationship avoidance (high vs. low) and brand personality (sincere vs. exciting). 
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Participants in each group were primed for either high or low anxiety and high or low avoidance, 

then asked to view a research-created advertisement for athletic shoes, which was designed to 

demonstrate either a sincere or exciting brand personality, and indicate their brand attachment. 

Swaminathan et al. (2009) found that consumers with high anxiety demonstrated a more 

significant sensitivity to brand personality.  

Therefore, in a second study with a similar procedure, Swaminathan et al. (2009) focused 

on only high anxiety attachment styles, manipulating avoidance (high vs. low), brand personality 

(sincere vs. exciting) and consumption situation (public vs. private). Participants (n = 159) were 

randomly assigned to one of eight groups, primed for public or private consumption and asked to 

view a research-created sincere or exciting ad for a fictitious clock brand. Participants then 

indicated their purchase likelihood. Study two supported previous findings about the anxiety 

attachment style, but identified a boundary condition, type of consumption. Thus, brand 

personality influenced high anxiety individuals when purchases were made for public 

consumption.  

Finally, like the second study, study three also focused on high-anxiety attachment styles, 

manipulating avoidance (high vs. low) and relationship expectation (low vs. high). In this study, 

participants (n = 99) were assigned to one of four groups, primed for high or low relationship 

expectations by reading a consumption scenario and then asked to choose one of two jean brands 

(one with an exciting brand personality and one with a sincere brand personality) they would 

most likely wear in the preceding scenario. Based on their results, the authors found that, in high 

relationship expectation situations, those with high avoidance were significantly more likely to 

choose the exciting brand than those who were low in avoidance (63% vs. 18%) and also 
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significantly less likely to choose the sincere brand than those who were low in avoidance (38% 

vs. 82%).  

Based on the combined results from the three experiments, Swaminathan et al. (2009) 

concluded that high anxiety types may use brand personality as a way to manage their 

relationships with others rather than as a true expression of self. Unsurprisingly, the authors 

found this effect to be even stronger when brand consumption took place publicly rather than 

privately. Further, the authors note that high-anxiety consumers may also chose brands with a 

specific personality because they are more concerned with avoiding a mismatch between their 

own personality and the brand‘s personality rather than finding a good match. Not only do these 

findings reinforce the importance an individual consumer plays in a consumption decision, but 

they also reiterate their role brand personality choice. 

However, once established, brand personalities are not fixed or unmovable, and as the 

marketer provides new brand personality information, brand personalities can shift over time 

(Johar, Sengupta & Aaker, 2005). Because consumers inevitably view a brand and its personality 

through the lens of their own life experiences, self-concept and brand interactions – or what Hall 

(1980) terms a negotiated reading and McCracken (1986; 1988) calls culture – brand 

perceptions, including personality, are constantly evolving (Johar et al., 2005). 

For example, using three experiments, Johar et al. (2005) explored how chronic 

(individuals who often activate and use specific personality traits) and nonchronic (individuals 

who do not often activate and use a specific personality trait) consumers updated their brand 

personality impressions based on new marketing information (p. 459). Experiment one‘s stimuli 

used a sophisticated brand personality and fictitious clothing brand, Bondi, while manipulating 

both chronic trait ability (high vs. low) and time of measurement (before new information and 
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after new information). Participants (n = 40) read a series of sophisticated brand claims about 

Bondi, and then rated the brand‘s sophistication and their own involvement. After a filler 

activity, participants were given additional information on Bondi, including two statements that 

contained negative evaluation and positive sophistication claims (e.g., ―Bondi clothing is 

relatively expensive compared to other designer labels.‖) and asked to rank the sophistication of 

both the brand and themselves (Johar, et al., 2005, p. 462). The results indicated that chronics 

and nonchronics updated brand personality differently. When presented with negative 

evaluation/positive trait claims, chronics trait ratings were not affected while nonchronics trait 

ratings were reduced. 

Experiment two‘s stimuli used an exciting brand and a fictitious travel agency that 

specialized in adventure travels (Best Adventure Tour Outfitters) while manipulating chronic trait 

ability (high vs. low), additional information type (negative evaluation/positive trait vs. positive 

evaluation/negative trait), and time of measurement (before new information and after new 

information). Participants (n = 78) were asked to form an impression about Best Adventure Tour 

Outfitters based on a set of six exciting claims (e.g., ―Our destinations are one of a kind, not 

previously explored.‖) (Johar et al, 2005, p. 463). Then, they were asked to rate the brand on 

both exciting and sincere scales and then rate their own involvement. As in experiment one, 

participants were given additional information about Best Adventure Tour Outfitters that had 

either positive evaluative implications with negative excitement implications (e.g., ―The pace of 

the trip is nice and easy, so you don‘t feel like you need a vacation after a vacation.‖) or negative 

evaluative implications and positive excitement implications (e.g., ―The pace of the trips is fast. 

We‘ll travel along river beds, ancient mud roads, and mountain trails in a [sport-utility 

vehicle].‖) (Johar et al., 2005, p. 464). Finally, participants rated the brand again on both 
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excitement and sincerity and themselves on excitement. Like experiment one, experiment two 

also showed a difference in the response of chronics and nonchronics for both the explicit 

(excitement) and underlying (sincerity) brand personality. Personality trait ratings increased for 

chronics who received negative evaluation/positive trait information and decreased for chronics 

who received positive evaluation/negative trait information. Alternately, personality trait ratings 

decreased for nonchronics who received negative evaluation/positive trait information and 

increased for nonchronics who received positive evaluation/negative trait information.  

With only minor adjustments, experiment three used the same procedures and 

questionnaires as experiment two (Johar et al., 2005). However, experiment three used only 

positive evaluation/negative trait brand information and manipulated chronic trait ability (high 

vs. low), time of measurement (before new information and after new information), and prime at 

time 2 (present vs. absent). Half the participants (n = 144) were with the exciting trait before 

exposure to the additional brand information by asking them to unscramble five synonyms of the 

word exciting. As the authors expected, when neither chronics nor nonchronics were primed, the 

findings remained the same as the first two experiments. However, while priming made no 

difference to chronics for whom the personality trait being tested is already easily accessible and 

frequently used, priming nonchronics provided the same trait accessibility as chronics, resulting 

in the same decrease in brand personality trait ratings when exposed to positive 

evaluation/negative trait brand information.  

As a result of the three experiments, Johar et al. (2005) concluded that consumers 

renegotiate brand personality based on their own personality and the type of incoming brand 

personality information (positive vs. negative). Consumers who share a specific personality trait 

with a brand are more likely to disregard evaluation information and change their perception of 
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the brand‘s personality when provided with new or conflicting personality information. 

Alternately, consumers who do not share a specific personality trait with the brand are likely to 

disregard brand personality information and change their perception of the brand‘s personality 

based on positive or negative evaluation information. Overall, results from Johar et al. (2005) 

reveal that a consumer‘s own personality is part of the lens through which they view and 

negotiate an advertiser‘s preferred reading, showing that individuals who do not align with a 

brand‘s personality will be more influenced by the evaluation information in an advertisement 

while individuals who do align with a brand‘s personality will be more influenced by an 

advertisement‘s brand personality information. 

While the previous studies focused on a brand‘s desired or perceived brand personality 

and the influence of a consumer‘s own personality, Puzakova et al. (2013) examined the 

inferences consumers made about hidden or unaddressed personality traits based on their own 

personality. The authors conducted three experiments for a fictitious athletic shoe brand using 

Aaker‘s (1997) brand personality scale to examine brand personality and the geography of self 

(i.e., ―consumers‘ perceptions of the way two personality traits covary within the self‖) 

(Puzakova et al., 2013, p. 17). In the first experiment, Puzakova et al. (2013) asked 

undergraduate students (n = 65) to view an advertisement and rate it on excitement (the 

observable trait), sincerity and competence (both inferred traits). Participants were then asked to 

rate themselves on the same excitement, sincerity and competence scales. Study one showed that 

the geography of self did influence consumers‘ perceptions of brand personality.  

In study two, undergraduate students (n = 55) viewed an exciting ad and rated the ad on 

excitement (observable personality trait) and sincerity (unobservable personality trait) (Puzakova 

et al., 2013). Next participants read an article with ambiguous information (some positive and 
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some negative) about the brand‘s sincerity and re-rated the brand‘s personality. Last, participants 

were asked to rate their own personality. Results showed both the participants‘ geography of self 

and initial impression of the unobservable brand personality trait, sincerity, influenced their 

interpretation of ambiguous brand information. 

Finally, study three mimicked the second study, manipulating competence as the 

unobservable trait rather than sincerity (n = 55) (Puzakova et al., 2013). Like study two, the 

unobservable personality trait, competence, was influenced by the participants‘ geography of self 

and the ambiguous brand information. 

Overall, Puzakova et al. (2013) found that consumers use a brand‘s observable 

personality traits to infer unobservable traits based on how those traits are present in their own 

personality. For example, if an advertisement portrayed a brand as clearly exciting, a consumer 

who thought of him/herself as both exciting and competent would transfer a high level of 

competence to the brand despite the trait‘s absence from the ad. Similarly, a consumer who 

considered him/herself competent but not exciting would also assume (based on his/her own 

personality) that because the brand was exciting it must not be competent – in other words, it 

must be different than him/her. Based on these findings, it is probable that consumers may also 

judge a brand‘s MBTI personality based on their own MBTI type. Therefore, if a brand‘s 

advertisement shows it to be clearly extraverted, consumers might make assumptions about the 

brand‘s S/N, T/F and J/P dimensions based on their own extraversion or introversion. 

Furthermore, Puzakova, et al. (2013) found that consumers often compared brands based 

on multiple brand personality traits, particularly in highly competitive product markets. 

Therefore, Puzakova et al. (2013) suggested secondary or tertiary brand personality traits might 

make the difference in a consumer‘s purchasing decision. Based on these findings, the MBTI‘s 
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multidimensional personality profiles may be ideal for providing brands with more robust, 

layered personalities. Additionally, for this reason, it is also important for a brand‘s 

advertisement to present a full MBTI personality, leaving nothing for the consumer to assume. 

These new development in brand personality study make the current study‘s attempt to 

simultaneously manipulate multiple brand personalities via advertising images even more 

important for advertisers. 

Measuring Brand Personality 

Despite the significant number of findings regarding the usefulness of brand personality, 

scholars continue to debate the best way to measure it. In fact, past research has provided a 

variety of qualitative and quantitative methods for measuring brand personality (e.g., J. Aaker, 

1997; Avis, 2012; Costa & McCrae, 1992; Geuens, Weijters & De Wulf, 2009; Huang et al., 

2012; Romaniuk, 2008). In their early years of study before the field‘s recent growth, researchers 

relied almost solely on qualitative methods to determine brand personality. And, while many 

practitioners still rely on qualitative free association methods, academics now almost exclusively 

employ quantitative scales that allow them to run more complex statistical tests and make 

comparisons both within and between studies (Avis, 2012; Romaniuk, 2008). Following the 

trend of recent academic brand personality research, this study will employ a quantitative scale, 

which allows statistical comparisons among personality dimensions. 

Helping to usher in the era of quantitative brand personality research, J. Aaker (1997) 

was among the first to develop a widely used, quantitative Brand Personality Scale (BPS). To 

create her scale, J. Aaker (1997) began by generating personality traits from research studies on 

the Big Five human personality traits (i.e., openness, conscientiousness, extraversion, 

agreeableness and neuroticism), other academic/practitioner scales and a free association task, 

resulting in a total of 309 non-redundant personality traits. In a second trait-generation phase, 
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participants (n = 25) rated how descriptive each of the 309 traits were of brands in general on a 

scale from 1 (not at all descriptive) to 7 (extremely descriptive). Retaining only those traits that 

scored a 6 (very descriptive) or above left J. Aaker (1997) with 114 personality traits.  

Next, a sample of 37 well-known brands was chosen because it represented a wide 

spectrum of personality types and both symbolic and utilitarian product categories. To minimize 

participant fatigue and boredom, the 37 brands were then split into four groups composed of 

similar brand groupings. Questionnaires randomly containing one of the four brand groups were 

then mailed to a national, nonstudent sample. Participants (n = 631) were asked to rate each of 

the nine brands‘ personalities on the 114 personality traits using a 5-point Likert scale (1 = not at 

all descriptive, 5 = extremely descriptive). Using the survey results, J. Aaker (1997) ran a factor 

analysis, which resulted in five distinct factors or personality dimensions: sincerity, excitement, 

competence, sophistication and ruggedness. By conducting additional factor analyses for each of 

the five traits, J. Aaker (1997) produced 15 facets – four for sincerity (down-to-earth, honest, 

wholesome and cheerful), four for excitement (daring, spirited, imaginative and up-to-date), 

three for competence (reliable, intelligent and successful), two for sophistication (upper class and 

charming), and two for ruggedness (outdoorsy and tough).  

J. Aaker (1997) then created the Brand Personality Scale (BPS) by assigning the three 

highest correlating personality traits from the original trait list to each of the 15 facets, resulting 

in a 45-item scale. The scale‘s reliability was assessed using both test-retest and Cronbach‘s 

alpha measurements. Based on test-retest data, three traits were dropped because of low 

correlations (i.e., below .6). With the remaining 42 traits, the five personality dimensions‘ test-

retest scores (.74-.77) met Nunnally‘s (1978) criterion (> . 7) for reliability. Using the reduced 
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42-trait scale, J. Aaker (1997) calculated Cronbach‘s alpha for each of the five dimensions. All 

dimensions indicated high levels of internal reliability (α = .90-.95).  

A final confirmatory phase of research was then conducted to ensure that the brand 

stimuli or participants did not bias the BPS. Using the new 42-trait scale, J. Aaker (1997) 

conducted another survey with a new sample of participants (n = 180) and a different set of 

brands. Based on the results, a confirmatory analysis supported the stability of the five-factor 

model and the 42-traits (see Table 2-1). 

Table 2-1. Brand Personality Scale (BPS). 

 Sincerity Excitement Competence Sophistication Ruggedness 

1 Down-to-earth Daring Reliable Upper class Outdoorsy 

2 Family-oriented Trend Hard working Glamorous Masculine 

3 Small-town Exciting Secure Good looking Western 

4 Honest Spirited Intelligent Charming Tough 

5 Sincere Cool Technical Feminine Rugged 

6 Real Young Corporate Smooth  

7 Wholesome Imaginative Successful   

8 Original Unique Leader   

9 Cheerful Up-to-date Confident   

10 Sentimental Independent    

11 Friendly Contemporary    

 

Critiques of J. Aaker’s BPS 

While J. Aaker‘s (1997) groundbreaking work sparked the current wave of brand 

personality research and is the most commonly used brand personality scale, it is not without 

problems (Avis, 2012). J. Aaker‘s (1997) BPS has recently attracted a variety of criticisms that 

question both its usefulness and application. Critiques of J. Aaker‘s (1997) BPS include 

questions about its quantitative methodology (Arora & Stoner, 2009; Avis, 2012; Romaniuk, 

2008), what it actually measures (e.g., Azoulay & Kapferer, 2003; Lee, 2013), its proposal that 

brand personalities differ from human personalities (Geuens et al., 2009; Huang et al., 2012), its 

generalizability to individual brands (Austin, Siguaw & Mattila, 2003), and its inability to cross 
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cultures (e.g., Avis, 2012; Geuens et al., 2009; Huang et al., 2012). While the differences in 

qualitative and quantitative approaches were addressed above, the other critiques will be detailed 

below. 

Arguably the most damaging critique of Aaker‘s (1997) BPS relates to questions of what 

the scale actually measures (e.g., Avis, 2012; Azoulay & Kapferer, 2003). Specifically, Azoulay 

and Kapferer (2003) argued that J. Aaker‘s (1997) BPS measured many aspects of brand identity 

(or brand image) rather than just personality. Azoulay and Kapferer (2003) blamed this problem 

largely on brand personality researchers‘ overly inclusive definition of what qualifies as 

personality. The authors noted that human psychology worked for many years to strictly define 

what was and was not part of a human‘s personality. For example, human personality excluded 

items related to intelligence, gender and social class. However, J. Aaker‘s (1997) BPS included 

traits that were directly associated with each of these categories, such as intelligent, feminine and 

upper class. 

Illustrating the confusion about what brand personality really entails, in a recent 

qualitative study, Lee (2013) suggested that brand personality was composed of more than 

psychological personality traits and should also include socio-cultural components, specifically 

narratives of socio-economic variability (e.g., hobbies, consumption patterns, personal values), 

narratives of life-scene variability (e.g., economic status, education level, occupation) and 

narratives of physical variability (e.g., gender, age, appearance). These observations are in direct 

opposition with how psychologists define human personality (Azoulay & Kapferer, 2003). 

Further, based on other scholarly literature (e.g., Azoulay & Kapferer, 2003) and widely used 

advertising curriculum (e.g., Felton, 2006), Lee‘s (2013) study might be more appropriately 

interpreted to measure brand image, with brand personality (Lee‘s psychological personality 
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traits) as merely one component. Lee‘s other socio-cultural categories contained variables similar 

to well-known methods of audience segmentation taught in popular advertising curriculum, 

including demographics, psychographics and buying behaviors. In sum, although Lee‘s findings 

were valuable, like J. Aaker‘s (1997) study, his definition of brand personality was overly 

inclusive, confusing the concepts of brand image and brand personality. 

In fact, rather than expanding the study of brand personality as he intended, Lee‘s model 

actually produced additional support for Azoulay and Kapferer‘s (2003) arguments about 

scholars‘ propensity to confuse brand image and brand personality. As such, academics should 

further note the need to distinguish between the more encompassing idea of brand image and the 

more specific, psychologically based component of brand personality. In response to their 

concerns about what J. Aaker‘s (1997) BPS was actually measuring, Azoulay and Kapferer 

(2003) referred scholars to previous human psychology research in an attempt to redefine 

personality. The current study took Azoulay and Kapferer‘s (2003) advice by utilizing a brand-

specific version of a human personality test, the MBTI. 

A second critique of J. Aaker‘s (1997) BPS was the assertion that brand personality 

should more closely align with human personality rather than creating an entirely new set of 

brand-specific personalities. Like Azoulay and Kapferer (2003), other scholars agree that brand 

personality should strongly resemble human personality (e.g., Geuens, Weijters & De Wulf, 

2009; Huang et al., 2012). Geuens et al. (2009) noted, 

Consumers also appear to experience no problems in assigning human 

characteristics to brands (J. Aaker, 1997) or in building a relationship with brands 

(Fournier, 1998). Therefore, it is possible that the Big Five [human personality] 

structure also extends to brand personality. (p. 98) 

Indeed, like the Big Five human personality scale, J. Aaker‘s (1997) brand personality scale also 

has five dimensions. However, because J. Aaker (1997) used traits outside the definition of 
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human personality (e.g., intelligence, gender and social status), results from her BPS became 

uninterruptable and ―meaningless‖ from a personality standpoint (Geuens et al., 2009). Geuens et 

al. (2009) also contended that because human personality had been studied longer and more in-

depth than brand personality, it was more developed and consistent. Therefore, by aligning the 

two types of personality, brand personality could reap the benefits of psychologists‘ many years 

of work perfecting human personality research and measurement. Further, Geuens et al. (2009) 

argued that because people used brand personalities to both relate to companies and show their 

own personalities, a brand personality scale that resembled a human personality scale would 

make it easier for companies to ―translate consumer research into the most appropriate actions to 

create the ‗right‘ brand personality in view of their target group‖ (p. 98). Thus, using J. Aaker‘s 

(1997) BPS could hinder scholars‘ ability to compare human and brand personality because the 

scale establishes a different set of personalities for brands rather than aligning the two. 

Additionally, Huang et al. (2012) questioned why, if human consumers were giving 

brands personality, the structure of brand personality didn‘t mirror that of human personality (p. 

334). In a compilation of various brand personality scales, Huang et al. (2012) found that many 

brand scales had at least some overlap with the Big Five brand personality scale (see Huang et 

al., 2012, p. 336). Further, based on their study results, which asked participants to rate both 

themselves and their favorite brands on the same Big Five human personality scale, Huang et al. 

(2012) concluded that both brand personality and human personality could be measured by the 

same scales and generate the same dimensions. Therefore, it appears that brands can be measured 

using human personality scales and may not require a unique personality scale such as J. Aaker‘s 

(1997) BPS. 
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In a third critique of J. Aaker‘s (1997) BPS, scholars asserted that, while her scale may 

work for product categories, it does not generalize to individual brands (Austin, Siguaw & 

Mattila, 2003; Geuens et al., 2009). Both Austin et al. (2003) and Geuens et al. (2009) suggested 

that J. Aaker‘s (1997) method of conducting analysis across brand categories removed all 

variance at the individual brand level, leaving only differences between product categories. 

Therefore, while J. Aaker (1997) claimed the scale was generalizable, Austin et al. (2003) argued 

that she did not clarify ―from what and to what the brand personality framework is 

generalizable‖ (p. 78, italics in original).  

In an examination designed to test the generalizability of J. Aaker‘s (1997) BPS, Austin 

et al. (2003) tested the scale‘s ability to generalize to individual brands. Using a questionnaire, 

U.S. students (n = 247) evaluated nine individual restaurant brands (three quick-service, three 

casual dining and three upscale dining) using J. Aaker‘s (1997) 42-item BPS. Then, unlike J. 

Aaker (1997), who combined data for each product category, Austin et al. (2003) conducted 

confirmatory factor analyses for each of the nine restaurant brands. According to the authors, the 

model did not provide a satisfactory fit for any of the nine brands (p. 83).  

Next, Austin et al. (2003) aggregated the data at three different levels: 1) quick service, 2) 

quick service and casual dining, and 3) quick service, casual dining and upscale dining. 

However, after preforming confirmatory analyses on each level of aggregated data, the model 

still did not provide a satisfactory fit. The authors concluded that the model‘s lack of fit was 

likely due to their investigation of only one product category, as opposed to multiple product 

categories like J. Aaker‘s (1997) original study. Therefore, while J. Aaker‘s (1997) framework 

may work between product categories, it does not appear to be effective at the individual brand 

level. 
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Finally, scholars have also criticized J. Aaker‘s (1997) BPS for its inability to be 

replicated cross-culturally (e.g., Avis, 2012; Geuens et al., 2009; Huang et al., 2012). According 

to Avis (2012), when a number of studies applied J. Aaker‘s (1997) process of brand scale 

creation in different cultures, they found significantly different brand personalities. Moreover, in 

their compilation of different brand personality studies, Huang et al. (2012) identified multiple 

brand personality scales from a variety of different countries, each with a different set of brand 

personality dimensions (see Figure 2-1). In fact, unique Japanese and Spanish brand personality 

scales were developed by J. Aaker and her research partners (e.g., J. Aaker, Benet-Martinez & 

Garolera, 2001). Geuens et al. (2009) also noted that this ―shortcoming‖ in J. Aaker‘s scale ―led 

several researchers to construct a country-specific brand personality scale‖ (p. 97). Because 

human personality scales, such as the MBTI (―Multicultural Use,‖ n.d.) and the Big Five 

(McCrae, 2002), are consistent across culture, it follows that brand personality scales should also 

be valid for multiple cultures. However, J. Aaker‘s (1997) scale was not valid across cultures. 

Response to Brand Personality Scale Critiques 

With unavoidable critiques of J. Aaker‘s (1997) BPS, academics began to re-examine 

brand personality measures. While some scholars advocated a return to brand personality‘s 

qualitative roots (e.g., Avis, 2010; Romaniuk, 2008), others worked to develop better 

quantitative scales. For example, Huang et al. (2012) further linked human and brand personality 

dimensions, finding that the two are ―operationally compatible‖ (p. 346). Huang et al. (2012) 

also produced an abridged 19-item scale that uses the Big Five human personalities dimensions 

to measure both human and brand personalities. Alternately, Geuens et al. (2009) proposed a 

new five-factor scale (activity, responsibility, aggressiveness, simplicity and emotionality) 

composed of 12 items, which more closely aligned with the Big Five human personality 

dimensions of openness, conscientiousness, extraversion, agreeableness and neuroticism (Costa 
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& McCrae, 1992). However, while these scales addressed many of the issues that plagued J. 

Aaker‘s (1997) BPS, they still measured personality in terms of high and low amounts. By 

asking participants to rate brand personality on a 5- or 7-point Likert scale, five-factor scales 

suggest that more of some trait is inherently better or worse. When, in actuality, no research has 

been done to determine whether higher or lower levels of these factors benefit a brand. 

Alternately, Jewett and Sutherland (2013) and Sutherland et al. (2004) opted to measure 

brand personality based on a variation of the Myers-Briggs Type Indicator (MBTI) scale, a 

reliable and valid measure of human personality (―The reliability‖, n.d.; The Myers & Briggs 

Foundation, n.d.). Based on four polar dimensions rather than a five-factor model, this scale also 

answers many of the criticisms levied against previous brand personality scales, such as 

measuring only personality, aligning brand personality with human personality and working 

across cultures. Furthermore, unlike five-factor models such those based on the Big Five, the 

MBTI, which is discussed in detail below, does not suggest that one personality is better than 

another; it simply acknowledges differences (―MBTI instrument,‖ n.d.). Therefore, rather than 

using J. Aaker‘s (1997) BPS, the current study will use a brand-specific version of the MBTI that 

overcomes many of the criticisms levied at her work. 

The Myers-Briggs Type Indicator (MBTI) 

MBTI History 

The Myers-Briggs Type Indicator (MBTI) is based on a theory of personality developed 

by Swiss psychiatrist Carl Jung in the 1920s (Hirsh & Kummerow, 1989; Jung, 1923/1971; 

Myers, 1995; The Myers & Briggs Foundation, n.d.). Jungian personality theory posits that 

seemingly random variations in human behavior can be explained by basic, inborn differences in 

how people approach life (Jung, 1923/1971; The Myers & Briggs Foundation, n.d.). Jung 

(1923/1971) specified three bi-polar personality dimensions – extraversion/introversion (E/I), 
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sensing/intuition (S/N) and thinking/feeling (T/F). According to Jung, these personality 

dimensions are distributed at random among the general population without regard to education, 

social status, gender or upbringing. Furthermore, his theory contends that differences in human 

personality are unconscious and instinctive, not a matter of conscious judgment or intention (p. 

180). 

During the 1940s and 50s, Katherine Cook Briggs and Isabel Briggs Myers, an American 

mother-daughter team, expanded and elaborated on Jung‘s original personality theory to create a 

practically applicable tool for determining individual personalities – the Myers-Briggs Type 

Indicator (MBTI) (Hirsh & Kummerow, 1989; Myers, 1995; Tieger & Barron-Tieger, 1995; 

2000). To determine personality type, the MBTI operationalized Jung‘s three dimensions and 

added a fourth – judging/perceiving (J/P) – based on Briggs unpublished human personality 

research to create 16 possible personality types. 

After rising in popularity during the 1970s, the MBTI has remained popular worldwide 

because of its ease of use, practical application and explanatory power and has become one of 

the most widely used, reliable and valid personality measurements available (Hirsh & 

Kummerow, 1989; The Myers & Briggs Foundation, n.d.). Scholarly literature also shows the 

MBTI to be an accurate, reliable and valid personality measurement (Carlyn, 1977; McCarley & 

Carskadon, 1986). Additionally, since its development more than 50 years ago, the MBTI has 

been used in a variety of marketing and advertising studies (e.g., Azzadina, Huda & Sianipar, 

2012; Gould, 1991; Huang & Yang, 2011; LaBarbera, Weingard &Yorkston, 1998; Shank & 

Langmeyer, 1994; Till, 2010). 

MBTI Dimensions 

The MBTI‘s first dimension is extraversion/introversion (E/I), which Jung originally 

referred to as attitude-types (Jung, 1923/1971; Tieger & Barron-Tieger, 1995; 2000). Jung 
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describes the difference between extraverts and introverts in terms of how they relate to the 

object (e.g., people, things, external accomplishments) (Edinger, n.d.; Jung, 1923/1971). While 

extraverts place a high value on the object and constantly use the object to orient themselves, 

introverts tend to withdraw from the object, working to prevent the object from gaining power 

over them (Jung, 1923/1971, p. 178-179). According to the MBTI‘s more simplified definitions, 

the extraversion/introversion (E/I) dimension examines an individual‘s favorite world – where 

he/she gets and directs his/her energy (The Myers & Briggs Foundation, n.d.; Tieger & Barron-

Tieger, 1995; 2000). While extraverts focus on the world around them and gain energy from 

other people, introverts draw energy from their inner world and prefer to spend time alone. The 

difference between extraverts and introverts can also be described in terms of breadth vs. depth. 

Extraverts often know a little about a lot, preferring to explore a variety of subjects and ideas. 

Conversely, introverts tend to have fewer but deeper interests, immersing themselves in the 

topics that appeal to them. Extraverts and introverts also differ in thought and communication 

styles. Extraverts often need to think out their ideas aloud, while introverts prefer to quietly think 

through an idea in their head before speaking it. 

Jung referred to the MBTI‘s second dimension, sensing/intuition (S/N), as function-types 

(Jung, 1923/1971). According to Jung, sensors appreciate simple, matter-of fact reality, while 

intuitives value big ideas and see obscure connections others may miss (Edinger, n.d.; The Myers 

& Briggs Foundation, n.d.; Tieger & Barron-Tieger, 2000). The MBTI‘s sensing/intuition (S/N) 

dimension, then, specifically analyzes how an individual takes in information. Sensors 

concentrate on concrete information from their five senses, while intuitives interpret and add 

meaning to information, looking at big-picture patterns. These preferences often allow sensors to 

accurately remember details and excel at here-and-now practical matters. Alternately, intuitives 
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tend to be creative and good at imagining long-term possibilities for the future (Tieger & Barron-

Tieger, 2000). Typically, sensors also prefer established ways of doing things, while intuitives 

enjoy creating new ways to accomplish a task or goal. 

Jung also considered thinking/feeling (T/F), MBTI‘s third dimension, function-types 

(Jung, 1923/1971). In Jung‘s personality theory, thinking is closely tied to intellect, while feeling 

places a high premium on the development and maintenance of personal relationships (Edinger, 

n.d.). According to Jung and other scholars, thinking/feeling (T/F) is also the only dimension 

correlated to gender, with a higher percentage of male thinkers and female feelers (Edinger, n.d.; 

Jung, 1923/1971; Tieger & Barron-Tieger, 2000). In a simplified definition for the MBTI, the 

thinking/feeling (T/F) dimension represents how individuals make decisions and come to 

conclusions (The Myers & Briggs Foundation, n.d.; Tieger & Barron-Tieger, 2000). Thinkers put 

more weight on objective principles, impersonal facts and logic, while feelers place more 

emphasis on people and personal concerns. While thinkers are more driven to be fair and 

consistent, feelers are guided by their personal values and extenuating circumstances. 

Additionally, thinkers tend to take things less personally, are harder to offend and are 

uncomfortable with emotions. Alternately, feelers often wear their heart on their sleeves, are 

comfortable with emotions and may get their feelings hurt more easily. 

Finally, the MBTI‘s judging/perceiving (J/P) dimension measures an individual‘s 

approach to structure and the type of life he/she adopts. According to Myers (1995), the basic 

differences in personality concern the way people perceive (become aware of things, people, 

occurrences and ideas) and judge (come to conclusions about what has been perceived) (p. 1). 

Unlike the other three dimensions, judging/perceiving (J/P) was not part of Jung‘s (1923/1971) 

original personality theory. Rather, the judging/perceiving (J/P) dimension was added to the 
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MBTI as a result of unpublished personality research conducted by Briggs prior to the 

publication of Jung‘s Psychological Types (Myers, 1995). In the MBTI, judging individuals 

prefer structured, ordered environments and like to make decisions, while perceiving individuals 

would rather stay open and adaptable to new ideas and information. Additionally, judgers like to 

make a plan and stick to it, while perceivers are spontaneous and prefer to keep plans open, 

fearful of missing out if something better comes along (Tieger & Barron-Tieger, 2000). Judgers 

are organized, follow rules to the letter and can‘t relax until deadlines are met. Perceivers, on the 

other hand, don‘t mind a bit of clutter, may bend rules they deem unnecessary and see deadlines 

as suggestions. Further, judgers often have a work-before-play attitude, while perceivers prefer a 

play-before-work approach. 

MBTI Application 

To fully appreciate the MBTI, it is important to understand several general principles that 

governed Jung‘s work and play a major role in the MBTI‘s usefulness and application (Tieger & 

Barron-Tieger, 1995; 2000). First, each person is born with one true personality type, which 

remains the same throughout their life despite changes in development, maturity or 

circumstances. Second, unlike some other personality and brand personality measures, the MBTI 

recognizes that all personality types are identical in value – equal but different. Although each of 

the 16 personality types has its own set of strengths and weaknesses, no personality type or 

dimension is good or bad, better or worse. Third, while personality type can provide valuable 

insight into personality, every individual is unique. Though people with the same personality 

type share common traits, a lifetime of unique circumstances ensures that each person is a 

distinct original. 

Rather than evaluating traits, ability or character, the MBTI‘s bi-polar dimensions 

measure preferences (Hirsh & Kummerow, 1989; Jung, 1923/1971; Myers, 1995; The Myers & 
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Briggs Foundation, n.d.; Tieger & Barron-Tieger, 2000). The MBTI is composed of Jung‘s three 

original dimensions – extraversion/introversion, sensing/intuition (S/N) and thinking/feeling 

(T/F), plus the fourth dimension added by Myers-Briggs – judging/perceiving (J/P) (Myers, 

1995). In the MBTI, each dimension is measured on a continuum, allowing individuals‘ 

preference to exist in varying strengths (see Tieger & Barron-Tieger, 2000, p. 11). Therefore, the 

stronger the individual‘s preference, the closer he/she will be to one of the continuum‘s bi-polar 

endpoints; the weaker the preference, the closer he/she will be to the midpoint. For example, 

although two individuals are both thinkers, one may have a much stronger thinking preference 

and be placed at the far thinking end of the thinking/feeling (T/F) continuum, while the other 

individual may have only a slight thinking preference and be placed nearer the continuum‘s 

midpoint. It is also important to note that while individuals have a natural preference within each 

dimension (i.e., they prefer introversion to extraversion), every person can and does use both 

sides of each dimension at certain times (Tieger & Barron-Tieger, 2000). So, although an 

individual may be a strong introvert and prefer small groups of close friends that does not mean 

he/she is not also able to assert his/her extraverted side and effectively network in a large crowd 

when necessary. 

Study Brand Personality Dimensions 

This study will examine three of the four MBTI personality dimensions – 

extraversion/introversion (E/I), sensing/intuition (S/N) and thinking/feeling (T/F). The fourth 

dimension – judging/perceiving (J/P) – will be excluded because it was not part of the original 

Jungian personality theory, and it is often shown to overlap with other MBTI dimensions 

(Carlyn, 1977; Hirsh & Kummerow, 1989). Furthermore, the judging/perceiving (J/P) dimension 

does not seem to be particularly well suited for describing a brand or being shown through visual 

symbolic elements because of the need for all successful brands to display continuity in their 
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product or service, product category and advertising. This necessary rigidity aligns with the 

judging dimension‘s desire for structure and firm decisions, making it likely that all brands could 

be considered judging brands. Therefore, the judging/perceiving (J/P) dimension will be omitted 

from this study. For more details on the exclusion of the judging/perceiving (J/P) dimension, see 

this study‘s methods section. 

Study Brand Personality Type Descriptions 

Excluding the judging/perceiving (J/P) dimension leaves this study with a total of eight, 

unique multidimensional personality types, which are created by combining the three remaining 

dimensions – extraversion/introversion (E/I), sensing/intuition (S/N) and thinking/feeling (T/F) 

(Martin, n.d.; Myers, 1976a). Each unique human personality type is detailed below, followed by 

a brand personality type. The eight human personality type descriptions were created from a 

combination of Myers (1976a) and Martin (n.d.). To create the eight brand personality type 

descriptions, references to internal concepts that could only be known or expressed by a person 

were removed from the human type descriptions. This exclusion left only observable or directly 

communicable aspects that could be expressed by a brand through some marketing channel (e.g., 

advertising, social media, visual identity, product packaging). 

Extraverted/sensing/thinking (EST). EST individuals are matter-of-fact. They tend to 

like mechanical things, have a head for business and enjoy sports with their friends. They also 

pay enthusiastic attention to the outer world of people, places, things through hands-on and real-

life experiences and feel the need to analyze it. EST individuals tend to be logical and analytical 

in their approach to life and have an acute sense of how objects, events and people in the world 

work. They are best with real things that can be worked, handled, taken apart or put together. 

They are not interested in subjects they see no use for but can apply themselves when necessary. 
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EST individuals are oriented to current facts and realities, which gives them a pragmatic quality. 

They may be a bit blunt or insensitive and dislike long explanations (Myers, 1976a; Martin, n.d.). 

When this human personality is applied to brands, an extraverted/sensing/thinking (EST) 

brand becomes: An EST brand is matter-of-fact. It may be related to mechanical, business or 

sports industries. An EST brand portrays enthusiasm and excitement about the world around it 

and is involved or usable in the outer world of people, places and things. It can be helpful in 

hands-on situations and/or connected with physical experiences. An EST brand appears logical 

and analytical and contributes to how objects, events and people in the world work. It is 

connected to real things that can be worked, handled, taken apart or put together. It is shown as 

hard working but not redundant, excessive or superfluous. An EST brand is oriented to current 

facts and realities, which gives it a pragmatic quality. The brand‘s copy may come across a bit 

blunt or insensitive and be communicated in a short, to-the-point style rather than with long 

explanations (Myers, 1976a; Martin, n.d.). For example, Under Armour embodies many aspects 

of an EST brand. 

Extraverted/sensing/feeling (ESF). ESF individuals are outgoing, accepting, friendly, 

energetic, warm-hearted, talkative, popular and born cooperators. They know what is going on 

and join in eagerly, making things more fun for others by their enjoyment. They find 

remembering facts easier than mastering theories and have little interest in abstract thinking or 

technical subjects. ESF individuals are mainly interest in things that directly and visibly affect 

people‘s lives. They are best in situations that need sound common sense and practical ability 

with people as well as things. They have a deep concern for people and show their caring in 

warm and pragmatic gestures of helping. ESF individuals actively and intensely care about 

people, need harmony and may be good at creating it. They are always doing something nice for 
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someone and bring an aura of warmth to all that they do. They work best with encouragement 

and praise. They pay enthusiastic attention to the outer world of hands-on and real-life 

experiences and are oriented to current facts and realities, giving their feelings a hands-on, 

pragmatic quality (Myers, 1976a; Martin, n.d.). 

When this human personality is applied to brands, an extraverted/sensing/feeling (ESF) 

brand becomes: An ESF brand appears to be outgoing, accepting, friendly, energetic, warm-

hearted, talkative, popular and a good cooperator. It seems to know what‘s going on and join in 

eagerly, making things more fun for others by its participation. It is focused on concrete facts, 

not big-picture theories. An ESF brand is not abstract or technical. It is mostly applicable to 

things that directly and visibly affect people‘s lives. An ESF brand is good in situations that 

require common sense and practical ability with people as well as things. It portrays a deep 

concern for people and contributes actively and practically. It is focused on people and helpful 

for creating harmony. An ESF brand is often shown doing nice things for people and exuding 

warmth. It is shown as attuned to the outer world of hands-on and real-life experiences. An ESF 

brand is oriented to current facts and realities, giving its caring demeanor a hands-on, pragmatic 

quality (Myers, 1976a; Martin, n.d.). For example, Southwest Airlines embodies many aspects of 

an ESF brand. 

Extraverted/intuitive/thinking (ENT). ENT individuals are quick, ingenious, hearty, 

frank, energetic, enthusiastic and good at many things. They are stimulating company, alert and 

outspoken. They are driven by their attention to the outer world of possibilities. ENT individuals 

look for patterns and meaning in the world and often have a deep need to analyze, understand 

and know the nature of things. They are resourceful in solving new and challenging problems but 

may neglect routine assignments. They are skillful in finding logical reasons for what they want. 
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ENT individuals are usually good at anything that requires reasoning and intelligent talk, such as 

public speaking. They are usually well informed and enjoy adding to their fund of knowledge. 

They may sometimes be more positive and confident than their experience in an area warrants. 

ENT individuals are oriented to the future, giving their thinking an abstract quality (Myers, 

1976a; Martin, n.d.). 

When this human personality is applied to brands, an extraverted/intuitive/thinking 

(ENT) brand becomes: An ENT brand appears to be quick, ingenious, hearty, frank, energetic, 

enthusiastic and good at many things. The brand‘s copy is outspoken and interesting. It appears 

to keep a pulse on the world around it and is ready and willing to change to avoid obsolescence. 

An ENT brand is attuned to patterns and meaning in the world. It may aid in analyzing, 

understanding or knowing the nature of things. It is also resourceful in solving new and 

challenging problems, but may neglect routine tasks. An ENT brand communicates logical 

reasons for its stance. It is usually good at anything that requires reasoning and intelligent talk 

and has a good public face. It appears well informed and often adds to its fund of knowledge. An 

ENT brand may sometimes sound more positive and confident than its experience in an area 

warrants. It is oriented to the future rather than the present (Myers, 1976a; Martin, n.d.). For 

example, General Electric (GE) embodies many aspects of an ENT brand. 

Extraverted/intuitive/feeling (ENF). ENF individuals are warmly enthusiastic, 

energetic, high-spirited, ingenious, imaginative, sociable, popular and sympathetic. They are able 

to do almost anything that interests them. They are quick with a solution for any difficulty and 

ready to help anyone with a problem. ENF individuals often rely on their ability to improvise 

instead of preparing in advance, and they can usually find compelling reasons for whatever they 

want. They attend to the outer world of possibilities and thrive on what is possible and what is 
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new. ENF individuals generally feel real concern for what others think or want and try to handle 

things with due regard for other person‘s feelings. They actively and intensely care about people 

and have a strong desire to bring harmony into their relationships. ENF individuals are openly 

expressive and empathic people who bring an aura of warmth to all that they do. The are oriented 

to the new and to the possible and, thus, often enjoy working to manifest a humanitarian vision 

or helping others develop their potential. ENF individuals can present a proposal or lead a group 

discussion with ease and tact. They are responsive to both praise and criticism (Myers, 1976a; 

Martin, n.d.). 

When this human personality is applied to brands, an extraverted/intuitive/feeling (ENF) 

brand becomes: An ENF brand appears to be warmly enthusiastic, energetic, high-spirited, 

ingenious, imaginative, sociable, popular and sympathetic. It is capable of doing almost anything 

it chooses. It is quick with a solution for any difficulty and ready to help with any problem. An 

ENF brand may improvise or interact on the fly rather than preparing in advance. It is able to 

communicate compelling reasons for whatever it wants to do. It seems to attend to the outer 

world of possibilities and thrive on what is possible and what is new. An ENF brand generally 

portrays real concern for what others think or want and tries to regard people‘s feelings. It is 

shown as actively and intensely caring about people and desiring harmonious relationships. It is 

warmly expressive and empathic in its communication. An ENF brand is oriented to the new and 

to the possible and, thus, often enjoys working to manifest a humanitarian vision or helping 

others develop their potential. It appears to be capable of leading a group discussion with ease 

and tact. An ENT brand is responsive to both praise and criticism (Myers, 1976a; Martin, n.d.). 

For example, Nestle Toll House embodies many aspects of an ENF brand. 
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Introverted/sensing/thinking (IST). IST individuals are cool onlookers, serious, quiet, 

reserved, practical, orderly, matter-of-fact, logical, realistic, dependable and natural 

troubleshooters. They observe and analyze life with detached curiosity and unexpected flashes of 

original humor. They are usually interested in impersonal principles, facts, cause/effect and 

how/why mechanical things work. They want to understand how things and phenomena in the 

real world work so they can make the best and most effective use of them. IST individuals 

naturally look for the underlying sense to any facts they have gathered. They are quiet and 

analytical observers of the environment (Myers, 1976a; Martin, n.d.). 

When this human personality is applied to brands, an introverted/sensing/thinking (IST) 

brand becomes: An IST brand appears to be a cool onlooker, serious, quiet, reserved, practical, 

orderly, matter-of-fact, logical, realistic, dependable and a natural troubleshooter. It seems to 

observe and analyze with detached curiosity and unexpected flashes of original humor. It is 

usually attuned to impersonal principles, facts, cause/effect and how/why mechanical things 

work. An IST brand seems to seek to an understanding of how things and phenomena in the real 

world work in order to most effectively put them to use. It gives the impression of looking for 

the underlying sense to facts it has gathered and is a quiet, analytical observer of the environment 

(Myers, 1976a; Martin, n.d.). For example, John Deere embodies many aspects of an IST brand. 

Introverted/sensing/feeling (ISF). ISF individuals are retiring, quietly friendly, 

sensitive, kind and modest about their abilities. They shun disagreements and do not force their 

opinions or values on others. They are loyal, considerate and concerned with how other people 

feel. ISF individuals have a deep-felt caring for living things and typically show their caring in 

very practical ways, since they often prefer action to words. They view actions that are of 

practical help to others as particularly important. Their warmth and concern are generally not 
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expressed openly. Their realism brings an aura of quiet warmth and caring. ISF individuals may 

need time to master technical subjects, as their interests are usually not technical (Myers, 1976a; 

Martin, n.d.). 

When this human personality is applied to brands, an introverted/sensing/feeling (ISF) 

brand becomes: An ISF brand appears to be retiring, quietly friendly, sensitive, kind and modest. 

It seems to shun disagreements and not force its opinions or values on others. It is loyal, 

considerate and concerned with how others feel. An ISF brand appears to display deep care for 

living things, and it is typically shown demonstrating its care in very practical ways, often 

preferring action to words. It seems to views actions that practically help others as particularly 

important. Its realism portrays an aura of quiet warmth and caring. It is not overly technical 

(Myers, 1976a; Martin, n.d.). For example, Ancestry.com embodies many aspects of an ISF 

brand. 

Introverted/intuitive/thinking (INT). INT individuals are quiet, reserved, impersonal, 

skeptical, critical and independent. They enjoy especially theoretical or scientific subjects and 

are logical to the point of hair-splitting. INT individual are analytical and detached in their 

approach to the world, and they naturally question and critique ideas and events as they strive for 

understanding. They are usually interested mainly in ideas, with little liking for parties or small 

talk. They have original minds for their own ideas and fields that appeal to them and tend to have 

sharply defined interests. INT individuals are driven to understand whatever phenomenon is the 

focus of their attention. They want to make sense of the world – as a concept – and they often 

enjoy opportunities to be creative. They attend to the inner world of possibilities, symbols, 

abstractions, images and thoughts. To them, ideas are the substance of life, and insights in 
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conjunction with logical analysis are the essence of their approach to the world (Myers, 1976a; 

Martin, n.d.). 

When this human personality is applied to brands, an introverted/intuitive/thinking (INT) 

brand becomes: An INT brand appears to be quiet, reserved, impersonal, skeptical, critical and 

independent. It is useful for theoretical or scientific subjects and can be perceived as logical to 

the point of hair-splitting. It is analytical and detached in its approach to the world. It seems to 

question and critique ideas and events to increase understanding. An INT brand is usually 

interested in big ideas, with little liking for frivolous parties or small talk. It is original in its own 

ideas and field and tends to have sharply defined interests. It is driven to understand whatever 

phenomenon is the focus of its attention. An INT brand appears to display creativity and strive to 

make sense of the world as a concept. It attends to the world of possibilities, symbols, 

abstractions, images and thoughts. An INT brand is portrayed as focusing on ideas and insights 

in conjunction with logical analysis is its essence (Myers, 1976a; Martin, n.d.). For example, 

Intel embodies many aspects of an INT brand. 

Introverted/intuitive/feeling (INF). INF individuals are quietly conscientious and 

concerned for others. They live in the inner world of values and ideals. They are full of 

enthusiasms and loyalties, but seldom talk of these until they know you well. They are friendly 

but often too absorbed in what they are doing to be sociable. INF individuals care about learning 

and have a deep-felt caring and idealism about people. They experience this intense caring most 

often in their relationships with others, but they may also experience it around ideas or projects. 

Their energy and attention naturally draws them to the inner world of ideas and insights, 

particularly those that embody a concern for human potential. INF individuals often have deep 
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interests in creative expression as well as issues of spirituality and human development. They are 

little concerned with possessions or physical surroundings (Myers, 1976a; Martin, n.d.). 

When this human personality is applied to brands, an introverted/intuitive/feeling (INF) 

brand becomes: An INF brand appears to be quietly conscientious and concerned for others. It is 

portrayed as placing high importance on values and ideals. It is full of enthusiasm and loyalty but 

seldom expressive until you know it well. An INF brand is friendly but often too absorbed in 

what it is doing to be sociable. It seems to care about learning and portray a deep-felt caring and 

idealism about others. It is shown expressing care most often about people it is in a relationship 

with, but can also be seen as caring strongly for ideas or projects. An INF brand‘s energy and 

attention are inwardly focused and revolve around ideas and insights, particularly those that 

embody a concern for human potential. It often appears to demonstrate a deep interest in creative 

expression as well as issues of spirituality and human development. It depicts little concern for 

possessions or physical surroundings (Myers, 1976a; Martin, n.d.). For example, the American 

Red Cross embodies many aspects of an INF brand. 

Advertising’s Role in Brand Personality 

Previous literature supported the existence, importance and influence of brand 

personality; therefore, the discussion now turns to how advertisers can harness and create 

personality in their brands. Plummer (1984/2000) suggested that a brand‘s characterization – 

more commonly known as brand personality – was the only facet of a brand determined largely 

by communication strategies and advertising, thus providing advertisers with the opportunity to 

strategically imbue their brand with carefully chosen characteristics that attract their target 

market. 

In fact, scholars agreed that advertising factors heavily into the development of brand 

personality (e.g., Delbaere et al., 2011; Doyle, 1989; Meenaghan, 1995, Swaminathan, Stilley & 
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Ahluwalia, 2009; Ouwersloot & Tudorica, 2001; Puzakova, Kwak & Taylor, 2013; Yoo, Ban & 

Kim, 2009). According to Meenaghan (1995), advertising‘s prime function was to provide a 

brand with a particular personality at an emotional/symbolic level (p. 27). Meenaghan (1995) 

also argued that advertising was the ―most potent source‖ for brand identity, which includes 

brand personality (p. 31). Doyle (1989) agreed, asserting that advertising augments and 

communicates a brand‘s personality, positioning it in the consumer‘s mind (p. 80). 

In an early experiment investigating advertising‘s role in creating brand image and brand 

personality, Reid and Buchanan (1979) asked 120 female cat owners to describe a fictitious 

female shopper based on looking at her shopping list. Participants were randomly given a list that 

included one of the following: 9-Lives cat food (a brand that had advertised with a persona 

named Morris the Cat), Brand X cat food (a national brand with no personality as determined in 

pretesting), or no cat food. After examining the list, participants were asked to write a brief 

description of the fictitious female shopper‘s personality and character. After analysis, Reid and 

Buchanan (1979) found that significantly more positive statements were made about the 

fictitious shopper when 9-Lives cat food was included on the list (78%) than when the list 

included national Brand X (20%) or no cat food at all (26%). Furthermore, no differences were 

found between heavy, medium, light and non-users in regards to the number of positive 

statements, indicating differences were due to advertising exposure, rather than brand usage. The 

authors also suggested that image distinctions, including brand personality, were ―influenced by 

advertising oriented toward developing a distinctive brand image‖ (Reid & Buchanan, 1979, p. 

28). 

More recently, Yoo et al. (2009) conducted two experiments to examine the influence of 

advertisements on brand personality. In the first experiment, Yoo et al. (2009) divided Korean 
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undergraduate students (n = 126) into two groups to view three magazine ads for a fashion brand. 

One group viewed a series of three consistent fashion ads from a single campaign, while the 

second group viewed a series of three inconsistent fashion ads from three different campaigns. 

The authors found that brand personality was significantly higher for two of the four brand 

personality traits (sophistication and excitement) when participants were exposed to the 

consistent advertising campaign. Although no statistical difference was found for the other two 

personality traits (boldness and credibility), Yoo et al. (2009) suggested this might be the result 

of the type of fashion advertising and the specific personality traits participants attributed to the 

brands. 

In a second experiment, Yoo et al. (2009) examined the differences in brand personality 

based on a consistent advertising campaign, inconsistent advertising campaign and a single ad 

exposure. The authors used a bank to mitigate any product-related influence on results. The 

authors repeated the same experimental process with a different set of Korean undergraduate 

students (n = 160), dividing the participants into three groups. Yoo et al. (2009) found that two 

of the four of the brand personality traits (competence and sophistication) were statistically 

higher when participants were exposed to the consistent campaign, while the other two brand 

personality traits (expertise and sincerity) were statistically higher for participants who viewed 

the same ad three times. However, participants exposed to the inconsistent advertising campaign 

consistently ranked the brands as having the least amount of personality. Overall, research by 

Yoo et al. (2009) underscored the importance of a consistent advertising message, either as a 

campaign or repeated exposure to a single ad for developing strong brand personality. 

Besides the findings from Yoo et al. (2009) showing that consistent or repeated ad 

messaging produced brand personalities, Delbaere et al. (2011) demonstrated that advertisements 
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could use visual personifications
2
 to trigger more positive brand personality attributions. In a 

pilot study, Delbaere et al. (2011) found that advertisements did not need words for consumers to 

begin anthropomorphizing inanimate products. Using these findings, Delbaere et al. (2011) 

conducted an experiment with undergraduate students (n  = 187) to examine whether ads with 

personifications would elicit more brand personality attributions than those with no 

personification. Four fictitious products were chosen for the experiment – a moisturizer, a snack 

bar, a snack mix and bleach. Three ads were created for each product using the same headline 

but different images – a personification (e.g., a nut and a piece of fruit each wearing a wedding 

ring with the headline, ―The Perfect Combination‖), a non-personification visual metaphor (e.g., 

a single necklace made from a string of fruit and nuts instead of jewels with the headline ―The 

Perfect Combination‖), and an image of the product package. During the experiment, each 

participant saw and rated one ad for each category – two ads with images of product packaging 

(controls), one personification and one non-personification visual metaphor. Participants were 

asked to answer a series of questions about each of the four ads they saw, including measures of 

brand personality. Based on the results, the average brand personality score was significantly 

higher for the personification ad than for the non-personification visual metaphor ad. And, both 

the personification and non-personification visual metaphor ad generated significantly higher 

brand personality scores than the product-packaging control ad. The study conducted by 

Delbaere et al. (2011) accentuated the role advertising and visuals in advertising play in creating 

brand personality. Moreover, according to the authors, visual personification in advertising 

appeared ―to offer an excellent tool for advertisers who seek to build brand personality‖ 

(Delbaere et al., 2011, p. 127). 

                                                 
2
 These draw on anthropomorphism (i.e., the tendency to attribute human qualities to things). 
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Brand Personality & Visuals 

While brand personality is influenced by every element of an ad as shown above, the 

nonverbal, visual aspects may be the most important contributors (Ang & Lim, 2006; Batra, 

Lehmann & Singh, 1993). Scholars agree that most successful brands have compelling visual 

components that consumers learn to automatically associate with a brand and its personality 

(Biel, 1993; Henderson & Cote, 1998). For example, in consumers‘ minds, Marlboro cigarettes 

are associated with an independent cowboy and the Nike is almost synonymous with its swoosh. 

In a seminal study on the effects of visuals versus verbal advertising claims on product 

attribute beliefs, Mitchell and Olson (1981) found consumers could convert visuals into 

meaningful information about a brand even if the visuals were not directly related to the product 

(p. 329). For example, participants ranked a facial tissue brand as softer when shown an 

advertisement pairing the brand with a fluffy kitten than when shown an advertisement pairing 

the brand with a headline specifically stating, ―Brand I Facial Tissues are Soft‖ (p. 322). Mitchell 

and Olson‘s findings indicated consumers could draw meaningful information about product 

attributes from seemingly unrelated advertising visuals.  

Although Mitchell and Olson (1981) were concerned only with product attributes, such 

results suggest consumers might also be able to draw specific brand personality conclusions from 

strategically chosen advertising images. Indeed, Jewett and Sutherland (2013) found an 

advertising image that portrayed a specific personality characteristic could transfer its particular 

personality to the brand‘s personality. Additionally, while examining wine label designs, 

Boudreaux and Palmer (2007) found that images had a stronger effect than either color or layout 

on brand personality and market success factors such as purchase intent, cost and likeability.  

Despite a number of past studies linking strong brands to strong aesthetics (e.g., Batra, 

Lehmann & Singh, 1993; Biel, 1993; D. Aaker, 1996; Henderson & Cote, 1998), only a few have 
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focused on the link between specific visual symbolic elements and brand personality (e.g., Akay, 

2001; Boudreaux & Palmer, 2007; Cunningham et al., 2007; Jewett & Sutherland, 2013; Park et 

al., 2005). In fact, Batra, Lehmann and Singh (1993) lamented the lack of academic scholarship 

exploring this particular link, while Boudreaux and Palmer (2007) reported that the few studies 

that have focused on visuals readily acknowledge the tangible benefits of creating brand 

personality through design (p. 185). Although McCracken‘s (1986; 1988; 1990) work provided a 

macro look at advertising‘s role in brand personality, Batra et al. (1993) noted a serious literature 

gap concerning advertisement‘s visual microlanguage. Thus, the current study will examine the 

link between specific visual symbolic elements and particular brand personalities. 

In one of only a few studies to studies found to tie specific advertising visuals to brand 

personalities, multi-phase research design by Park et al. (2005) created and tested a scale to 

examine the visual elements that contributed to a website‘s e-brand personality. Results showed 

designers could successfully employ specific visual attributes (e.g., balance, symmetry, contrast) 

to shape a website‘s e-brand personality. However, research conducted by Park et al. (2005) did 

not include specific, micro-level descriptions of how to create these visual attributes. 

Like Park et al. (2005), Cunningham et al. (2007) also explored the overlap between 

brand personality and website design, specifically in regards to e-commerce websites. Based on 

previous literature, Cunningham et al. (2007, p. 10) suggested specific types of imagery for each 

of the eight MBTI dimensions, including: 

 Extraversion: pictures of people 

 Introversion: pictures of nature/solitude 

 Sensing: real photos, timelines 

 Intuitive: artistic representations, illustrations 

 Feeling: colorful/harmonious images and backgrounds 

 Thinking: monochromatic, black and white, tabulated data, graphs 

 Judging: fewer images 

 Perceiving: several images 
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By combining their observations on individual dimensions, Cunningham et al. (2007) 

also developed a model of potential text, navigation and images that may appeal to each MBTI 

personality type (see Cunningham et al., 2007, p. 20). For example, to create a website with an 

extraverted/intuitive/thinking/perceiving (ENTP) personality, Cunningham et al. (2007, p. 20) 

suggested using pictures of people, artistic representations or illustrations, a monochromatic or 

black and white color scheme, tabulated data and several images. Alternately, the authors 

hypothesized that a website with an introverted/sensing/feeling/judging (ISFJ) personality would 

have pictures of solitude or nature, real photos or timelines, colorful and harmonious tones and 

fewer images (Cunningham et al., 2007, p. 20). However, Cunningham et al. (2007) relied solely 

on previous research to compile their model and did not test their assumptions.  

In another study looking at specific types of imagery and personality, Akay (2001) found 

that participants who viewed television commercials were able to identify particular executional 

elements within an advertisement that they associated with specific MBTI personality 

dimensions. Although Akay‘s (2001) participants viewed television advertisements with both 

audio and visuals, many of the elements tied to brand personality were visual or could be 

represented visually. Participants noted fun, humorous and sexual elements in extraverted ads, 

while a romantic atmosphere and low lighting played an important role in introverted ads. 

Sensing ads were simple and factual with direct, rational messages, while intuitive ads used 

product personification and combined multiple images. Alternately, thinking ads were logical, 

direct and unemotional, while feeling ads incorporated images of family, emotion, 

accomplishment and flirtation. Akay (2001) found less conclusive results for judging and 

perceiving ads. The author‘s findings tentatively suggested that a judging ad may be more well 
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organized, while perceiving ads may include quick editing, sexuality and surprise endings, 

although these finding are weaker and less focused than the other personality facets. 

Finally, in a survey of undergraduate students (n = 304), Jewett and Sutherland (2013) 

examined advertising images‘ ability to influence brand personality. They found specifically 

chosen images that represented single dimensions of the MBTI had the ability to transfer brand 

personality from an advertisement to a brand. Furthermore, the authors found a high level of 

agreement – more than 80% for each of the four dimensions included in the study (introversion, 

extraversion, thinking and feeling) – between the intended brand personality chosen by the 

researchers and the acknowledged brand personality recognized by the participant. The authors 

also proposed some specific visual traits that corresponded to each of the four personality 

dimensions included in the study: 

 Extraversion: tight cropping, multiple people smiling and making eye contact with the 

camera, public setting, bright/saturated colors 

 Introversion: wide view, single person with back to the camera, low/romantic lighting 

 Think: product shown, no people, white background, lines/text identifying product 

features 

 Feel: person and animal, touching/cuddling, relaxed atmosphere 

Jewett and Sutherland‘s (2013) findings indicated that carefully chosen images gave 

advertisers the ability to manipulate a brand‘s personality. However, Jewett and Sutherland‘s 

(2013) study tested only one dimension of brand personality per advertising image. The current 

study plans to build on these results to simultaneously manipulate multiple personality 

dimensions with a single image, creating more specific and complex brand personalities (e.g., 

EST, INF). 
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Visuals Over Text 

Because both advertising and visuals were shown to play a significant role in the 

creation, expression and manipulation of brand personality, it is now important to specifically 

examine how visuals function within advertisements and how advertising images communicate 

with consumers. While much past scholarship examined advertising and its effectiveness, visuals 

were rarely the focus of the studies. Although historians recognized and recorded ―the steady 

erosion of the primacy of words in advertising‖ and the new supremacy of images, advertising 

and consumer research continued to concentrate on the value of words, largely ignoring the 

increasing role of visuals (Pracejus, 2003, para. 1). Instead, advertising visuals often functioned 

as necessary, but overlooked, building blocks of advertisement stimuli that were investigated as 

mere afterthoughts or post-hoc analyses. Further, Pracejus (2003, para. 1) noted that when 

advertising visuals were addressed, they were frequently portrayed as having only secondary or 

peripheral importance. 

Pracejus, Olsen and O‘Guinn (2003) conducted a content analysis that provided further 

evidence of advertising and consumer researchers‘ failure to keep up with the steep increase in 

practitioners‘ use of visual advertising. In an examination of experimental, advertising-related 

articles in the Journal of Consumer Research, Journal of Marketing and Journal of Marketing 

Research from 1990-1999, Pracejus et al (2003) found that 80% of the studies varied only the 

verbal, not the visual, information in test advertisements. The authors concluded that these 

findings were ―indicative of the lack of attention to the study of how visual elements actually 

inform and persuade‖ (Pracejus et al., 2003, para. 4) 

Together, the historically chronicled rise in the importance of advertising visuals and the 

lack of available visually focused research provides further justification for the current study‘s 

investigation of advertising visual‘s ability to transfer and manipulate brand personality. As such, 
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the following section will concentrate specifically on those studies that have purposefully 

examined advertising visuals, beginning with the history and advantages of using advertising 

visuals instead of text. 

History of Advertising Visuals’ Supremacy  

Starting in the early twentieth century, advances in image and color reproduction 

technology accelerated, encouraging advertisers to favor images over text as early as the 1920s 

(Marchand, 1985). Around the same time, psychologists also began to recognize images‘ 

abilities to bypass logical argument, stimulate emotion and communicate messages. Today, 

almost a century later, modern advertisers still rely on the same advantages inherent in visuals. 

In fact, McQuarrie (2008) argued that contemporary mass media print advertising was 

made distinctive by its reliance on pictures to persuade. He further contended that, unlike in any 

other form of communication, images now shouldered the burden of persuasion in this genre. 

McQuarrie (2008) offered two possible reasons for this trend – a dismissive and a substantive 

explanation. The dismissive explanation viewed the increase in advertising visuals as a natural 

outworking of the increase in general visual stimulation consumers have experienced since the 

advent of television and web advertising, both of which are inherently visual media. However, he 

noted that such a dismissive explanation attempted only to explain away the change and required 

no substantial change in theory or attitude. Instead, McQuarrie (2008) suggested the truer answer 

might lie in a more substantive explanation – one that saw the difference as a necessary and 

purposeful response to a fundamental change in consumer behavior. In his substantive 

explanation, McQuarrie (2008) asserted that the modern American consumer had developed an 

immunity to straightforward verbal claims (e.g., ―Tide gets clothes really clean.‖) (p. 109). 

However, he suggested that pictures did not currently suffer the same fate and were able to 

bypass consumer barriers, believably and effectively communicating direct advertising 
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messages. Further, McQuarrie (2008) maintained that pictures in ads would be processed when 

words might not be (p. 109). 

Advantages of Advertising Visuals Over Text 

Like McQuarrie (2008), other scholars also recognized the inherent advantages visuals 

provided for advertisers. Also like McQuarrie (2008), many scholars listed an image‘s ability to 

circumvent a consumer‘s logical assumptions among the many advantages of advertising visuals 

over text. In fact, some scholars argued that an images‘ ability to imply rather than state could 

make the connection between an image and a product appear so natural that viewers accepted it 

without much deep questioning or counterargument (Biel, 1993; Marchand, 1985; Messaris, 

1997; Williamson, 1978/2010). According to Williamson (1978/2010),  

This is why advertising is so uncontrollable, because whatever restrictions are 

made in terms of their verbal content or ‗false claims‘, there is no way of getting at 

their use of images and symbols. And it is precisely these which do the work of the 

ad anyway[.] (p. 175) 

Thus, while verbal advertising claims were held to a relatively strict accountability 

standard, image‘s implicit persuasive power allowed advertisers to ―imply something in pictures 

while avoiding the consequences of saying it in words‖ (Messaris, 1997, p. xix). While verbal or 

textual arguments invited rebuttals, pictures deflected criticism and inspired belief (Marchand, 

1985). This ability to bypass questioning made images an ideal tool for making statements 

visually that would sound exaggerated, presumptuous or inappropriate in writing. Because 

consumers processed visual representations less logically than written statements, brand 

promises made through images were less likely to be challenged (Biel, 1993). For instance, the 

Green Giant character as a visual symbol of fresh from the farm was ―less likely to be challenged 

by the viewer than a verbal claim stating that a brand of canned vegetables is farm fresh‖ (Biel, 

1993, p. 73). 
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In addition to bypassing consumer logic, advertising images are also commonly used to 

circumvent personal (and potentially embarrassing) assumptions or expectations that a viewer 

may not want to directly confront through words – particularly issues relating to sex and social 

status (Messaris, 1997; 1998). For example, by showing an attractive female fawning over an 

average-looking male who was drinking a certain brand of beer, advertisers can create an 

association between female attraction and that specific beer brand. While few advertisers would 

explicitly say or write, ―our brand will make sexy women pay attention to you,‖ this exact 

premise is implicitly shown and understood every day in a multitude of ads. Or, as Earnest 

Calkins, a former ad agency president, more colloquially put it, ―A picture…can say things that 

no advertiser could say in words and retain his self-respect‖ (quoted in Marchand, 1985, p. 236). 

This implicit visual argument works equally well for social status, allowing viewers to affiliate 

themselves with advertised products that align with a particular rung on the social ladder. In this 

way, advertising visuals contribute to the ―all-too-real process of social identity display‖ 

(Messaris, 1997, p. xxi). Building on this premise, the current study suggests that advertising 

images‘ implicit persuasive strengths are also ideal for communicating a brand‘s personality and 

allowing viewers to display their own personality and identity by aligning themselves with a 

particular brand‘s personality and identity. 

In addition to the power contained in visuals to imply and persuade, past research also 

supports the superiority of visuals over text. For example, McQuarrie and Mick (2003) 

conducted a study on visual versus verbal rhetorical figures. Although the authors tested both 

visual and verbal rhetorical figures in this study, their results divided the two groups and 

provided some specific insights on visual versus verbal stimuli. For the experiment, the authors 

created a 32-page mock magazine with 16 ads (eight test and eight filler) and 10 articles. Each ad 
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had a similar layout, with a pictorial image at the top center of the page and a headline and brand 

name at the bottom center of the page. In the experiment, participants (n = 242) were divided 

into two main groups – directed processing (i.e., participants were told to pay attention to the 

ads) vs. incidental exposure (i.e., participants were not told to pay attention to the ads). In the 

direct processing group, participants were told the marketing department was researching 

magazine advertisements. Directed processing participants were also instructed to carefully 

consider the magazine‘s ads and be prepared to answer questions about the ads and advertised 

products. The incidental exposure group was told the communication department was 

researching a new magazine directed at college students. Incidental processing participants were 

also instructed to focus on the articles and be prepared to answer questions evaluating the 

articles‘ usefulness for college students. In addition, the authors also manipulated rhetorical 

figure vs. non-rhetorical figure, scheme vs. trope, and verbal rhetorical figure vs. visual 

rhetorical figure within the two main groups. Of the 16 ads they created for eight brands, there 

were eight rhetorical figure ads and eight non-rhetorical control ads. Of the eight rhetorical 

figure ads, two contained visual tropes, two contained verbal tropes, two contained visual 

schemes and two contained verbal schemes (McQuarrie & Mick, 2003). In the magazine, 

participants saw one version of each brand‘s ad, including four ads with rhetorical figures (two 

scheme and two trope) and four control ads. The ads in each magazine were also evenly divided 

between visual and verbal manipulations. On arrival for the experiment, participants were given 

a copy of the magazine with instructions clipped to the front. After looking through the 

magazine, participants returned it and received a questionnaire, which included measures of ad 

awareness and aided recall, along with demographic questions. Overall, McQuarrie and Mick‘s 

(2003) study showed higher ad recall for visually manipulated ads (31%) than verbally 
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manipulated ads (5%). According to McQuarrie and Mick (2003), picture superiority was most 

evident in the incidental exposure group where participants were not specifically directed to pay 

attention to ads, creating a more real-life advertising viewing experience. In the incidental 

exposure group, the authors reported 27% recall for visual schemes and 29% recall for visual 

tropes. Alternately, verbal tropes produced only 2% recall, and verbal schemes produced no 

recall at all. Based on their findings, McQuarrie and Mick (2003) concluded, ―[V]isual figures 

appeared to have a greater impact than verbal figures, especially under conditions of incidental 

exposure‖ (p. 586). 

In another study, McQuarrie and Phillips (2005) conducted an experiment (n = 177) to 

investigate the use of indirect persuasion in advertising. The study created print advertising 

stimuli, which combined metaphorical and non-metaphorical images and text to create four types 

of ads: 1) verbal literal (photo of product packaging and direct verbal claim), 2) verbal metaphor 

unanchored (photo of product packaging and metaphorical verbal claim), 3) visual metaphor 

(metaphorical picture and no verbal claim), and 4) anchored visual metaphor (metaphorical 

picture and direct verbal claim). McQuarrie and Phillips‘ (2005) findings showed that using 

metaphorical claims in advertising made ―consumers receptive to multiple, distinct, positive 

inferences about the advertising brand […] while still conveying the main message of the ad‖ 

(McQuarrie & Phillips, 2005, p. 17). In other words, both verbal and visual metaphors were able 

to elicit positive consumer reactions toward the brand and transmit the advertiser‘s preferred 

message. However, according to McQuarrie and Phillips (2005), using pictorial metaphors rather 

than verbal metaphors strengthened this effect, suggesting that rhetorical figures (e.g., 

metaphors, puns, hyperboles) communicated visually in advertisements may be more effective 

than those communicated verbally.  
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Ang and Lim‘s (2006) study on metaphoric advertisemensts versus non-metaphoric 

advertisements further supports the superiority of visuals over text. In their experimental design, 

the authors manipulated product type (symbolic vs. utilitarian), headline type (metaphoric vs. 

non-metaphoric) and picture type (metaphoric vs. non-metaphoric). Additionally, Ang and Lim 

(2006) chose a total of four different products – two symbolic (i.e., cologne, designer watch) and 

two utilitarian (i.e., mineral water, toothpaste) – resulting in a total of 16 author-created 

advertisements. Each advertisement included a headline at the top, an illustration in the middle 

and a small picture of the product with a fictitious brand name on the bottom right. Metaphoric 

headlines were created by filling in the phrase, ―Just like a [object]‖ (e.g., ―Just like broccoli‖), 

while non-metaphoric headlines were literal descriptions of the intended meaning (e.g., ―This 

mineral water is natural and nutritious‖)  (Ang & Lim, 2006, p. 43-44). Similarly, metaphoric 

images showed both the product and a picture of the object that the product was being compared 

to (e.g., broccoli with a bottle of mineral water), while non-metaphoric images showed only the 

product (e.g., a bottle of mineral water). During the experiment, undergraduate students (n = 

200) were randomly assigned to one of eight treatment groups and asked to examine two print 

ads for either utilitarian or symbolic products (i.e., cologne and designer watch vs. mineral water 

and toothpaste). Participants then rated the ads on brand personality using Aaker‘s (1997) BPS 

and indicated their attitude toward the ad, attitude toward the brand and purchase intent. 

According to the authors‘ results, metaphoric pictures elicited higher attitudes toward the ad, 

attitudes toward the brand and purchase intent than metaphoric headlines. Furthermore, Ang and 

Lim (2006) found that when the image in an advertisement was metaphoric, the type of headline 

(metaphoric vs. non-metaphoric) made no difference in attitude toward the ad, attitude toward 

the brand or purchase intent. In other words, participants‘ responses to the advertisements were 
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contained wholly in the visuals, regardless of the type of textual anchoring. These findings 

bolstered past research on picture superiority, reiterating that the type of headline became ―a less 

important concern‖ when a metaphorical picture was used (Ang & Lim, 2006, p. 50). 

In another experiment, Childers and Houston (1984) examined the effects of picture 

superiority on consumer memory. The authors showed undergraduate students (n = 271) a series 

of 20 Yellow Page advertisements, some of which contained both pictures and words and others 

composed of only words. As an additional variable, half the students were directed to process the 

ads at a sensory (shallow) level, while the other half was directed to process at a semantic (deep) 

level. Both groups of students were asked to recall as many brand names as possible immediately 

after the seeing the advertisements and then again two days later. Childers and Houston (1984) 

found that advertisements with pictures were recalled better than word-only ads in all cases, 

although that difference was not statistically significant for the immediate, sensory processing 

group. Furthermore, the picture-superiority effect became even more evident over time, with the 

study‘s strongest findings evident in the delayed-recall results. Although the strength of the 

picture-superiority effect varied based on the experimental conditions, Childers and Houston 

(1984) concluded, ―Visual ads were superior to verbal ads in certain conditions in this study, and 

in no conditions were they inferior‖ (p. 653). 

Additionally, Rayner, Miller and Rotello (2008) found that a viewer‘s goal influenced 

their interaction with advertising images. Using eye-tracking software, Rayner et al. (2008) 

assigned participants (n = 24) to one of two groups and asked them to view 48 previously 

collected advertisements (Rayner et al., 2001) for a variety of products (e.g., cars, skin care, 

watches, food, laundry detergent) taken from popular British magazines. Participants assigned to 

the like group were asked to rate how well they liked each ad, while the effectiveness group was 
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asked how effective they thought each ad was (Rayner et al., 2008; Rayner & Castelhano, 2008). 

Despite their assigned group, results from Rayner et al. (2008) revealed no significant 

differences in the amount of time participants spent looking at the advertisements. Similarly, in 

both the like group and the effectiveness group, participants spent considerably more time 

looking at pictures (61%) rather than text (39%) (Rayner et al., 2008; Rayner & Castelhano, 

2008). 

Although research showed that visuals play a crucial role in advertising, there is still 

much to be learned about how and when they are most effective. For example, Rayner et al. 

(2001) used eye-tracking software to conduct another experiment about how participants viewed 

print advertisements when they were given a specific goal. American participants (n = 24) were 

divided into two groups and asked to imagine that they had just moved to the United Kingdom 

and needed to buy a car (the car condition) or purchase skin care products (the skin care 

condition). Participants were then allowed to scroll through a series of 24 ads taken from popular 

British magazines (8 car, 8 skin care and 8 filler) at their own pace. Not only did participants 

spend more time looking at the ads relevant to their condition, but they also spent more time 

reading the text (71-73%) rather than looking at the pictures (27-29%). Interestingly, these 

results were in direct contrast to their later findings (Rayner et al. 2008) (detailed above), where 

participants spent more time looking at images, suggesting a viewer‘s goal figures substantially 

into the role of text vs. images. 

Similarly, Lehmann and Shemwell‘s (2011) study found that copy-based ads were more 

effective than visual-based ads. In a field test, the authors placed liquor advertisements in both 

the men‘s and women‘s bathrooms at two popular bars. Patrons were then approached after 

leaving the bathroom and asked to verbally respond to a questionnaire (n = 146). Copy-based 
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bathroom ads had higher product recall and depth-of-information recall than visual-based 

bathroom ads. 

When examined as a whole, it appears the effectiveness of advertising visuals might be 

closely related to other advertising factors, such as the particular medium, the ad‘s location or the 

viewer‘s goal (Lehmann & Shemwell, 2011; Rayner et al., 2001; 2008). Based on past research 

findings, it is possible that visuals are more important when participants have general 

interactions with the advertisements (Rayner et al., 2001; Rayner et al., 2008). In contrast, text 

may become more central when consumers are given a specific task to accomplish (Lehmann & 

Shemwell, 2011; Rayner et al., 2001; 2008). Therefore, it could be inferred that visuals might be 

superior for attracting casual consumers and influencing their initial interactions with a brand. 

Alternately, text might play a more significant role for serious consumers nearing purchase. 

Regardless, although images played a reduced role in some instances (e.g., goal-oriented 

viewing), their overall importance, particularly in casual viewing, is evident (e.g., Ang & Lim, 

2006; Childers & Houston, 1984; McQuarrie & Phillips, 2005; Rayner & Castelhano, 2008). As 

Postrel (2003) stated, ―We judge people, places, and things at least in part by how they look. We 

care about surfaces.‖ (p. 72). And, given the evidence above, the same attitude appeared to hold 

true for advertising – brands were judged, at least in part, by the way their advertising looked and 

the visuals they used. 

Visual Devices 

In addition to demonstrating the superiority of visuals over text in many cases, past 

research also shows that consumers processed pictures more involuntarily, unconsciously and 

effortlessly than text, making them ideal carriers for brand messages (Arnheim, 1969; Danesi, 

2008; McQuarrie, 2008). In fact, images are so powerful in advertising that it is not only the 

content that communicates information but also the way the content is presented. According to 
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Messaris (1997), it is likely that viewers were less aware of these visual devices, such as visual 

techniques (e.g., point-of-view, angle, distance), visual syntax (e.g., metaphors, tropes, 

hyperbole) and visual symbolic elements (e.g., gender, setting, color), than they were of the 

image‘s content. As such, ―form can be used as a relatively more subtle or indirect way of 

suggesting certain meanings and evoking viewers‘ reactions to them‖ (Messaris, 1997, p. xv). 

Messaris (1997) further suggested that visual devices played a particularly substantial role in 

print advertising because creative directors spent more time meticulously designing the single, 

still image than the multiple, moving images of a television commercial. Therefore, paying 

attention to image format and presentation, in addition to content, could increase an advertiser‘s 

visual influence. 

Visual Techniques 

Visual techniques, such as point-of-view, angle and distance, are among the advertiser‘s 

many visual devices for creating and controlling meaning within an ad. For example, advertisers 

have used various visual techniques, including implied distance (e.g., close-up, long shot), angle 

(e.g., high, low) and subjective point-of-view (e.g., looking directly at the camera, looking 

through a character‘s eyes), to manipulate the placement of the viewer in relation to the subject 

matter (Messaris, 1997, p. xiv). These visual techniques elicited different feelings and responses 

from the viewer depending on where they were in relation to the subject or scene. Advertising 

images also employed these visual techniques to draw attention to and elicit emotion from 

viewers, often by mimicking real-life, face-to-face interpersonal human interactions (Messaris, 

1997). For example, an image of someone looking directly at the viewer could innately cause 

him/her to return the gaze. Alternately, a low-angle shot could produce feelings of inferiority or 

dependence (like a child looking up to an adult), while a high-angle shot can product feelings of 

superiority or authority (like an adult looking down at a child). 
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In a two-part study of automobiles and their owners, Schuldt, Konrath and Schwarz 

(2012) found the angle at which a product was shown in an advertisement could affect not only 

how viewers perceived the object but also how they perceived the owner. For the first 

experiment, Schuldt et al. (2012) selected eight different automobiles – four sedans and four 

SUVs – and gathered both front and side images from Kelly Blue Book‘s website. This 

procedure allowed the authors to manipulate both automobile type (SUV vs. sedan) and portrayal 

angle (head-on vs. side profile). Community participants (n = 492) were then recruited from 

cities across the U.S. by placing an advertisement on Craigslist.org. During the experiment, 

participants viewed an automobile from one angle and answered a series of seven-point Likert 

scales related to status/power and favorability. The results of experiment one showed that 

automobiles depicted head-on were rated significantly higher in power/status than those viewed 

from the side. Additionally, consistent with their reputation as dominant vehicles, SUVs were 

ranked as significantly higher in power/status than sedans. However, when the results were 

examined more closely, Schuldt et al. (2012) found that head-on portrayals increased the 

status/power rating of SUVs but did not influence the status/power rating of sedans. The results 

also revealed that the portrayal angle had no effect on favorability. According to Schuldt et al. 

(2012), the link between head-on-portrayals of SUVs and status/power underscored that visual 

portrayals are most effective when linked with concepts that are ―applicable and compatible with 

other knowledge‖ about the product (Schuldt et al., 2012, p. 708). 

In a second experiment, Schuldt et al. (2012) examined the link between associations 

about the product and associations about the owner. For this experiment, undergraduate students 

(n = 106) read a brief profile of a target person, Adam, viewed several pictures of his daily life 

including a picture of his SUV, and reported their impressions of him using a power/status scale. 
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The only element manipulated in the experiment was the SUVs portrayal angle (head-on vs. side 

profile). Experiment two‘s results showed that Adam received a significantly higher status/power 

rating when his SUV was depicted head-on rather than in side profile, suggesting that a 

consumer‘s impression of a product might also affect his/her impression of the product‘s owner. 

Overall, according to Schuldt et al. (2012), participants who viewed an SUV head-on rather than 

from a side profile rated both the vehicle and its owner higher in status/power. These findings 

further supported the importance of advertisers paying close attention to not only the content of 

advertising images, but also to specific visual cues within the images, such as horizontal and 

vertical angles. The findings also suggested that subtle visual manipulations of a product might 

shift its meaning, which could then be transferred on to the owner.   

In a discussion of semiotics and visual meaning, Jewitt and Oyama (2004) also argued 

that the same image could have different meaning based on how it interacted with the viewer, 

namely through contact, distance and point-of-view. Jewitt and Oyama‘s (2004) contact category 

examined whether the individual in a visual was looking directly at the viewer. The authors 

identified images with direct eye contact as demand images because they were symbolically 

demanding something from the viewer. Exactly what they were demanding could be determined 

by facial expressions and gestures. For example, an image could demand deference by 

―unblinkingly looking down on viewers‖ or pity by ―pleadingly looking up at them‖ (Jewitt & 

Oyama, 2004, p. 145). Adding gestures also modified or further enhanced the meaning, as 

famously depicted by Uncle Sam‘s pointing finger in his attempt to recruit viewers. When the 

individuals in an image were not engaging the viewer through contact, Jewitt and Oyama (2004) 

referred to them as offers because they simply offered information. In these images, viewers 

tended to observe subjects in a more detached, impersonal way. 
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Jewitt and Oyama (2004) also examined the symbolic meaning of distance between the 

viewer and the individuals in an image, asserting that this distance mirrored the norms of real-life 

social interactions. The authors suggested that close-up shots mimicked the physical closeness of 

intimate relationships, revealing ―every detail of their face and their expression‖ (Jewitt & 

Oyama, 2004, p. 146). Conversely, far away shots reflected the way an individual normally saw 

a stranger – impersonal and in outline. Distance was also shown to visually communicate group 

belonging, suggesting to a viewer that they belonged in the same group as people in close-up 

shots, while people in far away shots differed from them. Jewitt and Oyama (2004, p. 146) noted 

a variety of distances and meanings that existed in between close up and far away by using film 

terminology, including: 

 Close-up shot (head and shoulders or less): intimate/personal relationship 

 Medium shot (cuts off the human figure between waist and knees): social relationship 

 Long shot (full human figure whether barely fitting in frame or much farther off): 

impersonal relationship 

Finally, point-of-view indicated the position from which the viewer interacted with an 

image. According to Jewitt and Oyama (2004), in point-of-view, the vertical angle determined 

the symbolic power relationship. If a viewer was looking down on an object, it suggested they 

were in a symbolic position of power. In contrast, positioning the viewer as looking up at an 

object implied they were symbolically subordinate to the object. Eye-level viewing, then, created 

a symbolic equality. Alternately, the authors proposed that the horizontal angle determined the 

amount of viewer involvement. A front-on view created maximum involvement, directly 

confronting the viewer with the image content, while in a depiction from the side, ―the viewer 

literally and figuratively remains on the sidelines‖ (Van Leeuwen & Jewitt, 2004, p. 135). In 
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addition to these discussed points of view, the authors noted that there were many degrees and 

meanings in between (e.g., three-quarters view, birds-eye view). 

Visual Syntax 

In addition to using the aforementioned visual techniques (e.g., point-of-view, distance, 

angle) to subtly guide viewers toward an advertiser‘s preferred meaning, advertising images can 

also provide products with meaning through visual syntax (e.g., casual connections, metaphors, 

contrasts). In his definition, Messaris (1998) proposed that visual syntax had ―to do with the 

relationships among two or more images‖ (p. 75). He further suggested that the image 

relationships in visual syntax could occur either sequentially over time (e.g., TV, movie) or 

simultaneously in a single-visual display (e.g., print advertising) (p. 75). To correspond with the 

focus of the current study, the following section will examine visual syntax as it occurs in single-

visual displays, specifically print advertising. 

According to Messaris (1997), advertisers employ visual syntax by juxtaposing a product 

with a positive visual portrayal, thus implying a link between the two and claiming the image‘s 

meaning for the product. Messaris (1997) suggested that ads often used visual syntax to connect 

a product to people (e.g., typical users, models, celebrities), lifestyles (e.g., setting, social 

context) or images, allowing the product to take on the meaning of the image sharing its frame 

(i.e., advertisement) (Messaris, 1997, p. 184). 

More specifically, Messaris (1997) proposed that visual syntax included: casual 

connections, contrasts, analogies and generalizations. Casual connections contained implicit 

promises that if the consumer used this product, then they would be associated with some of the 

same qualities, interactions, attributes or satisfactions (Messaris, 1997, p. 184). Contrasts, 

typified by product comparisons and before-and-after advertisements, juxtaposed the product 

with an image in order to illustrate differences and show the viewer what the product was not. 
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Analogies attempted to reinforce some quality of the product by showing similarities between 

the product and the image. For example, an ad might use visual analogy to reinforce a car‘s 

speed by showing both an image of the car and an image of a cheetah. With generalizations, ads 

showed specific instances of a visual concept to illustrate a more general point. Or, alternately, 

they might use generalities to further a particular single instance. Often, ads using 

generalizations featured multiple images or vignettes with a single commonality.  

Zuckerman (1990) conducted a study to examine the ability of visual syntax to transfer an 

advertiser‘s preferred meaning through an image. Expanding on Mitchell and Olson‘s (1981) 

work, Zuckerman (1990) tested real-world ads rather than researcher-designed stimuli. In an 

experiment with high school students, Zuckerman (1990) collected advertisements that used 

visual syntax from magazines the students were known to read. In particular, the author chose 

ads in which visual syntax added something distinctive to the product‘s meaning (Messaris, 

1997; Zuckerman, 1990). For example, one of the ads chosen was for Marlboro cigarettes. 

Because Marlboro cigarettes were targeted at women before the appearance of Marlboro man in 

the 1950s, the authors concluded that there was nothing inherently masculine about the product. 

Therefore, any masculine associations with Marlboro could be reasonably assumed to come from 

advertising‘s juxtaposition of masculine imagery with the product. 

To further ensure that any meaning found in the study came from the advertising and not 

the product itself, Zuckerman‘s (1990) sample included pairs of products with different images. 

For example, Zuckerman (1990) paired Marlboro cigarettes with Benson & Hedges cigarettes. At 

the time, Benson & Hedges cigarettes was running a campaign filled with images of upscale 

people and wealth in urban settings. Zuckerman (1990) then used the sample ads to create two 
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slide shows – one with pictures of the products extracted from the ad (e.g., a pack of Marlboro 

cigarettes), and the other the advertising image (e.g., a cowboy on horseback).  

The high school students were then divided into two groups – one was shown the 

product-only slides, and the other was shown the image-only slides. Both groups rated each slide 

using a 23-item, bi-polar adjective scale (e.g., urban/rural, masculine/feminine). Zuckerman 

(1990) found that students tended to rate the products and their associated images similarly. For 

example, students rated both the package of Marlboro cigarettes and the cowboy image as 

masculine. Additionally, the study showed that students rated product pairs differently. For 

example, on the urban/rural scale, students rated Marlboro cigarettes as rural, but rated Benson & 

Hedges cigarettes as urban. Because both parts of the ad (i.e., the product or the image) were 

assigned similar descriptions despite being rated by different sets of students, Zuckerman (1990) 

concluded that exposure to advertising prior to the study must have formed students‘ product 

perceptions. Therefore, Zuckerman‘s (1990) study supported prior claims that visual syntax, 

including the forms discussed above, was an effective way to transfer an advertiser‘s preferred 

meaning to a product (Janiszewski, 2008; Jeong, 2008; Messaris, 1997; Mitchell & Olson, 1981; 

Morgan, 2005). 

Visual rhetoric  

Furthering Messaris‘ (1997; 1998) concept of visual syntax as the relationship between 

two visuals, other scholars began working toward an understanding of visual rhetoric as a tool to 

communicate meaning in advertising images. In their much-cited taxonomy for classifying 

rhetorical figures (also known as figures of speech) in advertising (see McQuarrie & Mick, 1996, 

p. 426), McQuarrie and Mick (1996) defined a rhetorical figure as ―an artful deviation in the 

form taken by a statement‖ (p. 424). Under the umbrella of rhetorical figures, the authors 

identified two figurative modes: 1) schemes, which contain excessive order or regularity, and 2) 
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tropes, which contain a deficiency of order or regularity. Within the two figurative modes (i.e., 

schemes and tropes), McQuarrie and Mick (1996) defined multiple rhetorical operations. 

Schemes contained repetitions (e.g., rhyme, alliteration) and reversals (e.g., antimetabole, 

antithesis). Alternately, tropes contained substitutions (e.g., hyperbole, ellipsis) and 

destabilizations (e.g., metaphor, pun). Although the focus of McQuarrie and Mick‘s (1996; 

2003) research was on verbal rhetorical figures, their conclusions specifically noted the existence 

of visual metaphors and underscored, ―The most interesting extensions of the taxonomy may 

come from setting aside verbal materials altogether and examining the visual component of ad 

for instances of figuration‖ (McQuarrie & Mick, 2003, p. 436). 

In fact, McQuarrie and Mick (1999) soon turned their own scholarship to the exploration 

of visual rhetorical figures‘ role in advertising communication. Using a series of experiments and 

interviews, McQuarrie and Mick (1999) examined the effect of visual rhetorical figures on 

consumer elaboration (a consumer‘s engagement with the ad and the number of 

interpretations/inferences drawn from it) and pleasure (the enjoyment a consumer gets from an 

ad). The same set of eight print magazine ads was used for each of the study‘s three parts. Four 

actual magazine ads with a variety of visual rhetorical figures were collected – two schemes 

(rhyme and antithesis) and two tropes (metaphor and pun). In addition to the original ads, a 

parallel set of non-rhetorical ads was created by digitally removing or breaking the visual 

rhetorical figures. The headlines for all eight ads were also removed, and a matter-of-fact 

headline was placed below the image so that it did not overlap or interfere with the visual. 

Additionally, in all eight ads, the brand name was replaced with a fictitious name. For example, 

in the original metaphor ad, a box of motion sickness medication replaced the buckle to a car‘s 

seatbelt. In the parallel, non-rhetorical ad, the product box was moved away from the seatbelt 
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and replaced with a normal buckle. In all caps, the headline under both visuals read, ―Motion 

sickness? Take Pramnol on your next car trip‖ (McQuarrie & Mick, 1999, p. 43). 

In the first experiment, undergraduate students (n = 72) reviewed a subset of four ads 

(two rhetorical and two non-rhetorical) and completed a six-item elaboration scale for each ad 

(McQuarrie & Mick, 1999). Results from experiment one established the ability of visual 

rhetorical figures to alter elaboration, showing significantly more elaboration for visual rhetorical 

figures compared to the non-rhetorical control in each of the four ad sets. 

In the second experiment, undergraduate students (n = 181) repeated the same process as 

experiment one, but completed scales for attitude toward the ad, difficulty of comprehension, 

preference for visual processing and answered a variety of additional personal questions (e.g. 

sex, original culture, whether they ever suffer from motion sickness) (McQuarrie & Mick, 1999). 

Based on findings from experiment two, McQuarrie and Mick (1999) demonstrated visual 

rhetorical figures‘ ability to produce a more positive attitude toward the ad. Furthermore, visual 

tropes (e.g, metaphors, puns) demonstrated an even more pronounced increase in positive 

attitude toward the ad compared to more simplistic schemes (e.g., rhyme, antithesis). 

Surprisingly, participants‘ preference for visual processing had no effect on results, suggesting 

that consumers needed no special visual propensity to understand and appreciate visual rhetorical 

figures. Gender also had no effect on participants‘ understanding the visual rhetorical figures in 

advertisements for potentially gender-specific products, indicating that consumers did not 

necessarily need to be a product user to appreciate visual rhetorical devices. However, 

McQuarrie and Mick (1999) did find that a participant‘s original culture affected his/her ability 

to understand visual rhetorical figures, leading the authors to investigate further. 
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In a third part of the study, individual interviews were conducted with undergraduate 

students (n = 12), including four American females, four American males and four international, 

female students from Asian countries (McQuarrie & Mick, 1999). Each interviewee was shown 

the four ads that used visual rhetorical figures and asked about their meanings. After providing 

meanings for each ad, the interviewees were then asked about which particular aspects of the ad 

contributed to their ascribed meaning. While all three groups were able to understand and draw 

similar meanings from the visual schemes (i.e., rhyme and antithesis), the Asian female students 

had marked trouble interpreting and understanding the visual tropes (i.e., metaphor and pun). 

Alternately, both male and female American students easily interpreted similar meanings from 

the visual tropes, despite their differences in gender and potential product use (e.g., mascara, 

weight-loss products). Overall, McQuarrie and Mick (1999) found that, when compared to their 

non-rhetorical counterparts, ads that used visual rhetorical figures resulted in more elaboration 

and more positive attitudes toward the ad. Additionally, in line with Hall‘s (1980) dominant and 

negotiated readings, bounded only by culture, McQuarrie and Mick‘s (1999) participants were 

able to consistently decode advertisers‘ preferred meanings. In addition to emphasizing the 

power of visual rhetorical figures to provide meaning in advertisements and ―have a consistent 

and reliable impact on consumer response,‖ McQuarrie and Mick‘s (1999, p. 51) study also 

underscored the role culture plays in meaning creation and a consumer‘s ability to decode 

preferred meaning. Although McQuarrie and Mick‘s (1999) ad stimuli separated the visual 

rhetorical figure from the matter-of-fact headline under the guise of an ad-in-progress, the verbal 

text might still have performed an anchoring function (Barthes, 1977), directing participants to a 

particular meaning. To avoid the possibility of verbal interference with the visual meaning, the 

current study will avoid using any headlines. 



 

94 

In a second study (discussed in detail above), McQuarrie and Mick (2003) revisited the 

impact rhetorical figures had on consumer responses to advertising, this time specifically 

examining the differences between directed processing (i.e., participants were told to pay 

attention to the ads) and incidental exposure (i.e., participants were not told to pay attention to 

the ads). The study‘s results showed that, while overall ad recall declined as expected when ad 

processing was not directed (i.e. the incidental exposure group), recall within the incidental 

exposure group was almost twice as likely for ads that contained rhetorical figures (25%) than 

ads without rhetorical figures (14%). Further, recall for rhetorical figure ads increased in both the 

directed processing and incidental exposure groups, suggesting that ads with rhetorical figures 

were more memorable despite the amount of processing effort consumers expend. Additionally, 

within rhetorical figures, tropes (e.g., metaphors, puns) had higher recall than schemes (e.g., 

rhyme, antithesis). 

According to McQuarrie and Mick (2003), visual rhetorical figures achieved better recall 

than their controls, with visual tropes outperforming visual schemes. Rhetorical figures also had 

a positive impact on participants‘ attitude toward the ad and were better liked than their controls 

by both directed processing and incidental exposure groups. Similar to ad recall, visual tropes 

also significantly outperformed visual schemes in both the direct processing and incidental 

exposure groups. Overall, McQuarrie and Mick (2003) findings supported past evidence of the 

positive impact of visual rhetorical figures, particularly tropes (e.g., metaphors, puns), on 

consumers. 

Additionally, although much current research still relies on McQuarrie and Mick‘s (1996; 

2003) original work, McQuarrie later teamed up with another researcher to develop a typology 

specific to visual rhetoric in advertising (Phillips & McQuarrie, 2004). Phillips and McQuarrie 
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(2004) argued that ―because pictures are not speech […] existing taxonomies designed for verbal 

rhetorical figures (e.g., McQuarrie and Mick, 1996) do not adequately capture important 

differentiations within the visual domain‖ (p. 114). When creating their typology, Phillips and 

McQuarrie (2004) considered the visual structure (―the way the two elements that comprise the 

visual rhetorical figure are physically pictured in the ad‖) and meaning operation (―the target or 

focus of the cognitive processing required to comprehend the picture‖) of visual rhetoric, 

resulting in a nine-part matrix (Phillips & McQuarrie, 2004, p. 116). The visual structure was 

divided into three categories, which increased in complexity, including: juxtaposition (―two side-

by-side images‖), fusion (―two combined images‖), and replacement (―image present points to an 

absent image‖) (Phillips & McQuarrie, 2004, p. 116). Similarly, the meaning operation was 

broken into three parts, which increased in richness, including: connection (―A is associated with 

B‖), comparison for similarity (―A is like B‖), and comparison for opposition (―A is not like B‖) 

(Phillips & McQuarrie, 2004, p. 116). Furthermore, Phillips and McQuarrie (2004) predicted that 

increases in a visual rhetorical figure‘s complexity and/or richness might contribute to increases 

in cognitive elaboration, belief formation/change, ad liking and recall – although, the article does 

not test these predictions. 

Visual metaphors 

As shown above, McQuarrie and Mick‘s (1999; 2003) early work provided valuable 

insights on the effects and effectiveness of visual rhetorical figures and inspired other researchers 

to produce their own typologies. However, more recently, scholars have built on McQuarrie and 

Mick‘s (1999; 2003) influential body of work by focusing specifically on visual metaphors (e.g., 

Delbaere et al., 2011; Gkiouzepas & Hogg, 2011; Jeong, 2008; Ma, 2008; Van Mulken, Le Pair 

& Forceville, 2010; Phillips & McQuarrie, 2004). A visual metaphor is defined as a ―substitution 

based on underlying resemblance‖ (McQuarrie & Mick, 1996, p. 431). 
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Using a typology with aspects similar to Phillip and McQuarrie‘s (2004) work, Van 

Mulken et al. (2010) specifically examined three categories of visual metaphors based on the 

spacial distribution of the source image (i.e., the image that contains the original meaning) and 

the target image (i.e., the image that takes on new meaning from the source image), including: 

similes (the target and the source are presented as visually separate), hybrids (the target and the 

source are visually fused together), and contextual (either the target or the source is visually 

absent). According to Van Mulken et al. (2010), their visual metaphor categories were similar to 

those on Phillip and McQuarrie‘s (2004) visual structure axis. What Van Mulken et al. (2010) 

called similes, hybrids and contextual metaphors, Phillips and McQuarrie (2004) called 

juxtapositions, fusions and replacements. 

Using an experiment, Van Mulken et al. (2010) sought to examine the validity of their 

typology, investigate culture‘s role in the interpretation of visual metaphors, and explore the 

relationship between a visual metaphor‘s complexity and a consumer‘s appreciation of it. The 

experiment‘s stimuli consisted of 20 real-life automobile advertisements, which were selected by 

a panel of experts (n = 17) in a pretest, including five simile ads, five hybrid ads, five contextual 

ads and five non-metaphorical ads. Logos, slogans and brand names were removed from the 

advertisements. Participants (n = 212, 75 Dutch, 68 French and 69 Spanish) were gathered 

though snowball sampling via the Internet. Each participant viewed all 20 advertisements and 

completed an online questionnaire that had been translated into their own language. Using a 

series of scales, the questionnaire measured deviation from expectation (i.e., not 

straightforward), perceived complexity and appreciation. After the scales had been completed for 

each of the 20 test advertisements, participants were asked to reexamine each advertisement and 

indicate whether they had recognized a comparison the first time they had viewed the 
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advertisement. If they answered yes, participants were prompted to complete the statement, ―In 

my view, the car is compared to…‖ (Van Mulken et al., 2010, p. 3423). If they answered no, 

participants saw a verbal statement explaining the metaphor (e.g., ―Some people thought that in 

this advertisement, the automobile is compared to the strength of a horse.‖) and asked to indicate 

whether they still did not see the comparison or whether they didn‘t see it at first, but now 

understand how other people interpreted it (Van Mulken et al., 2010, p. 3423). 

Results from Van Mulken et al. (2010) showed that participants viewed advertisements 

with all types of visual metaphors (i.e., simile, hybrid and contextual) as more deviant (i.e., not 

straightforward) and more complex than advertisements with no visual metaphors. In terms of 

deviance, hybrids were considered the most deviant, followed by similes and then contextual 

metaphors. According to Van Mulken et al. (2010), participants might have found hybrids most 

deviant because they fused two pictorial elements into a single element in a way that was 

unlikely to occur in reality. In terms of complexity, contextual metaphors were considered more 

complex than both similes and hybrid metaphors. Additionally, findings indicated that 

participants had a higher appreciation for all types of visual metaphors if they recognized and 

understood the comparison being made. Therefore, Van Mulken et al. (2010) suggested that 

increased deviation from expectation, increased comprehension and decreased perceived 

complexity combined as good predictors of a consumer‘s appreciation for visual metaphors. 

However, the authors did not rule out additional factors that future research might find also 

predicts a consumer‘s appreciation for visual metaphors, such as color, design, style, and, 

potentially, brand personality. 

Although Van Mulken et al. (2010) found some small cultural differences in how 

participants viewed visual metaphors (e.g., French and Dutch participants perceived no 
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difference in the complexity of similes and hybrids, while Spanish participants considered 

hybrids to be more complex than similes), the authors noted that most variances were only 

relative and, therefore, inconsequential. Instead, findings from Van Mulken et al. (2010) showed 

that despite differences in language and culture, the three Western European nationalities (i.e., 

Dutch, French and Spanish) viewed visual metaphors in largely the same way, further supporting 

the strength of an advertiser‘s preferred meaning, which is intentionally embedded into an 

advertisement through visuals (Hall, 1980). Finally, in regards to their visual metaphor typology, 

Van Mulken et al. (2010) confirmed that visual metaphors could be distinguished based on the 

space between the target and the source, which also influenced deviation from expectation and 

perceived complexity. More importantly, the authors also found that consumers responded 

differently to visual metaphors based on the spacial distribution of the source and the target 

images (i.e., similes, hybrids and contextual metaphors). 

In another study, Jeong‘s (2008) conducted an experiment with Korean undergraduates (n 

= 261), which found that advertisements using metaphorical images were more persuasive than 

those using non-metaphorical images. During the experiment, the author asked participants to 

view and respond to one of three types of advertising stimuli – non-metaphorical (literal product 

with verbal argument), metaphorical with verbal anchoring (metaphorical image with verbal 

argument), and metaphorical without verbal anchoring (metaphorical image with no verbal 

argument). Based on his findings, Jeong (2008) concluded that some of the metaphorical images‘ 

persuasive power stemmed from requiring more cognitive processing and elaboration from 

consumers – in short, asking consumers to invest more in extracting the ad‘s meaning rather than 

simply being told with words. Furthermore, Jeong (2008) argued that the higher level of 

consumer participation required in extracting meaning from a metaphorical image might make 
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consumers more likely to adopt an ad‘s intended message, feeling that they have constructed it 

rather than merely been offered meaning from a marketer. In addition, according to Jeong‘s 

(2008) results, not only could consumers extract meaningful messages from visual only 

metaphorical advertising, but the meaning they extracted was consistent with the marketer‘s 

intended message. Although the current study will not use metaphorical images, like Jeong 

(2008), it will explore consumers‘ ability to extract marketer-intended meanings from visual-

only, advertising images. 

In another study of visual metaphors, Ma (2008) surveyed Chinese students (n = 50), 

seeking to capture participants‘ understanding of three Nike advertisements that contained a 

pictorial (i.e., visual) metaphor. Because Ma (2008) was interested in both the meaning 

participants ascribed to the visual metaphor and the culture from which it originated, the survey 

questionnaire was designed to gather information on the participants‘ interpretation of the visual 

metaphor and their perceptions of and exposure to American culture. Participants were first 

asked to describe each advertisement, and then answer a series of open-ended questions. Ma‘s 

(2008) findings indicated that, while participants‘ individual backgrounds had some influence on 

their interpretation of the visual metaphors, when the metaphor was clear, their negotiated 

readings aligned largely with a single preferred reading. For the first ad, which showed a Nike 

shoebox that opened to reveal a soccer stadium, 94% of the participants agreed that the 

advertisement‘s message was that Nike provided consumers with ―a big platform to display their 

talents and fulfill their dreams‖ (p. 14). For the second ad, which showed an illustrated maze and 

an arrow leading straight from the Nike logo to the center with no regard for the twists and turns, 

76% of the participants agreed that the advertisement‘s message was that Nike rejected the 

maze‘s complexity and proved that their customers were action takers ―with great innovations 
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and courage‖ (p. 14). Alternately, Ma (2008) admitted that the metaphor in the third ad, which 

showed a tiny man flying high above rugged mountain terrain, was more complicated, leading to 

weaker, more varied interpretations. According to Ma (2008), ―The stronger the metaphorical 

implicature [as in the first two ads], the more likely the consumers are able to reach an agreement 

about its meaning; otherwise, the weaker the implicature [as in the third ad], the greater 

differences appear in consumer interpretations‖ (p. 16). In other words, by carefully selecting 

strong visual metaphors, advertisers are capable of clearing communicating their preferred 

meaning. It is only when advertising visuals are poorly chosen and weakly executed that the 

preferred meaning in lost for consumers. 

Additionally, Ang and Lim‘s (2006) study (discussed in detail above) was the only one 

found to examine brand personality in terms of metaphoric advertising images. Findings showed 

that metaphoric images resulted in higher attitudes toward the ad, attitudes toward the brand and 

purchase intent and enhanced responses to the advertisement despite the type of headline used. In 

terms of brand personality, Ang and Lim (2006) observed that ads with metaphoric images had 

higher levels of sophistication and excitement and lower levels of sincerity and competence 

compare to nonmetaphoric images. Overall, Ang and Lim (2006) noted that pictorial metaphors 

could influence brand personality perceptions and suggested that practitioners could use 

metaphorical images to create or modify brand personality. 

Visual exaggeration 

Past research has recognized and categorized visual metaphors as persuasive advertising 

tools, and scholars have established their ability to influence consumer response (e.g., 

elaboration, attitude toward the ad, recall, liking). However, although loosely related to visual 

metaphors, visual exaggeration (e.g., visual puffery, visual hyperbole) has received little 

academic attention. For example, researchers have only recently begun to investigate the concept 
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of visual puffery – visual cues and imagery in advertisements that result in higher product 

expectations than actual product evaluations (Toncar & Fetscherin, 2012). While academics have 

investigated the effects of verbal puffery and U.S. courts have handed down definitions and 

rulings about its use, visual puffery has been largely overlooked. Despite court rulings in the last 

decade acknowledging that ―puffery can include visual depictions‖ (Fetscherin & Toncar, 2009, 

p. 147), only one study specifically addresses the concept of visual puffery. 

In a multi-method study that examined perfume advertisements‘ use of visual appeal to 

generate sensory expectations, Toncar and Fetscherin (2012) found evidence of visual puffery. 

The authors began by conducting a semiotic analysis of three perfume advertisements to identify 

the most prevalent meanings contained in the ad‘s visuals. This step resulted in attribute-

adjective pairs (e.g., light/understated, bold/powerful, arousing/sensual, romantic/feminine) that 

described the range of meanings present in the ads. The authors then conducted structured 

interviews where potential consumers completed a survey, which asked them to evaluate each of 

the three fragrance ads based on the authors‘ attribute-adjective pairs. After evaluating the 

advertisements, the interviewees were asked to blindly smell each perfume and use the same set 

of attribute-adjective pairs to evaluate the smell. Toncar and Fetscherin (2012) found that 

participants‘ expectations were higher based on the advertisements‘ visuals rather than the 

perfume‘s actual smell. Based on these results, Toncar and Fetscherin (2012) argued that visual 

puffery did exist and might help reinforce intangible product benefits like brand personality.  

Visual Symbolic Elements 

In addition to examining the meanings associated with a visual‘s position in the frame 

and the influence of visual syntax on consumer responses, other authors have explored the 

meaning of specific visual symbolic element within an image. As discussed earlier and in line 

with McCracken‘s (1986; 1988; 1990) previous work, the current study refers to the specific 
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visual elements that communicate culturally based meanings as visual symbolic elements. 

According to Pracejus (2003), visual elements were ―fully capable of conveying persuasive 

information in and of themselves‖ (Pracejus, 2003, para. 2). Rather than merely modify, 

accentuate or interfere with words, visual elements themselves functioned as information (para 

2). 

McCracken (1990) asserted that during the process of creating an advertisement, the 

creative team chooses specific symbolic elements to communicate precise (and predetermined) 

cultural meanings, often through visuals. According to McCracken (1986), these visuals are 

imbued with cultural meanings, such as gender, status, age, lifestyle, time and place. 

Research also showed that ad creators clearly understood the meaning of specific visual 

elements (Pracejus, 2003). By placing a product or brand in the same frame as an image, 

advertisers invite consumers to form nonsensical connections between the meaning-filled, visual 

symbolic element and the product or brand. In other words, because things are shown in the same 

space, consumers assume they are connected. For example, by simply juxtaposing a perfume 

bottle with an image of a beautiful woman‘s face, an advertiser can create a connection between 

beautiful women and their brand of perfume. Visual symbolic elements also work to tell 

consumers what a product or brand is not. In this example, the perfume is not for athletes or men 

or ugly women. 

In addition to ad creators understanding the meanings embedded in visual symbolic 

elements, Pracejus (2003, para. 2) argued that consumers were also able to decode visual 

meanings. Based on past research, Pracejus (2003) concluded that consumers were ―to a large 

extent, quite visually literate‖ (para. 2). 
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In the brand personality research presented above, several studies that examined visual 

symbolic elements in terms of brand personality were discussed (e.g., Akay, 2001; Boudreaux & 

Palmer, 2007; Cunningham et al., 2007; Jewett & Sutherland, 2013; Park et al., 2005). The 

following section will present literature that investigates symbolic visual elements in terms of 

advertising, both outside of and within gender studies. 

Visual symbolic elements in advertising  

In one of the few advertising studies found to examine symbolic visual elements not 

related to gender or brand personality, Pracejus et al. (2003) examined the meaning of white 

space in advertisements according to both the ad creators and consumers. First Pracejus et al. 

(2003) surveyed creative directors at North American advertising agencies (n = 31) to discover 

their opinions on the meaning of white space in an advertisement. According to the results, 

creative directors most frequently proposed that white space communicated prestige, market 

power, trustworthiness, industry leadership and brand quality. Next, to examine whether viewers 

understood these same meanings, the authors asked consumers (n = 63) to examine two 

advertisements for the same product – one manipulated to include a high amount of white space 

and the other to include a low amount of white space. Consumers were asked which ad best 

conveyed prestige, market power, trustworthiness, industry leadership and brand quality. Based 

on results, high amounts of white space conveyed prestige, trustworthiness and brand quality 

significantly more than low amounts of white space, indicating that consumers were able to 

understand several of the meanings ad creators intended white space to express. 

A third study was conducted to test consumers‘ responses to white space when it was not 

explicitly pointed out (Pracejus et al., 2003). Participants (n = 130) were exposed to only one ad 

(either high or low in white space) with no explicit mention of the white space in either case. 

Similarly to the previous study, prestige, trustworthiness and brand quality were all significantly 
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increased for the high white space ad. Additionally, the third study also showed an increase in 

attitude toward the brand and purchase intention but still not market power or brand leadership. 

A fourth study was conducted to ensure that the lack of size context in the previous 

studies had not influenced results. For this study, the authors manipulated both white space (high 

vs. low) and ad size (three sizes) and placed the test ads in a mock newspaper. Like the previous 

studies, results showed that white space had a significant positive effect on prestige, 

trustworthiness, brand quality, attitude toward the brand and purchase intention. Additionally, 

the fourth study also showed white space to significantly affect market power and brand 

leadership. However, ad size only significantly affected perceived company size. Based on 

findings from Pracejus et al. (2003), white space clearly functioned as a meaningful symbolic 

visual element, which contained information. Furthermore, Pracejus et al. (2003) study 

demonstrated that, despite size, consumers were able to correctly interpret the specific white-

space meanings intended by ad creators, particularly when advertisements were placed in context 

(e.g., a newspaper). Beyond white space, the results from Pracejus et al. (2003) suggested that 

consumers were visually literate and capable of understanding the meanings contained in 

symbolic visual elements. Because the current study will use full-bleed images, there will be no 

traditional white space in the advertisement designs. However, white space has been considered 

within the context of the images. It is hypothesized that introverted (I) images will have wider 

crops with more background and empty visual space (i.e., white space) than extraverted (E) 

images, which are hypothesized to be closely cropped with subjects filling most of the frame. 

In another study of symbolic visual elements, Cline and Young (2004) examined the 

meaning contained in direct-to-consumer-advertising (DTCA) visuals for prescription drugs. 

Cline and Young (2004) conducted a content analysis of 994 total DTCA across 18 popular 
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magazines from January 1998 to December 1999. The authors looked for several rewards 

categories: identity rewards, activity rewards and relational rewards. Identity rewards included 

whether the models were healthy (e.g., healthy, ill), friendly (e.g., smiling, not smiling) and 

active. The activity category was further divided into physical activity (e.g., climbing stairs, 

dancing, work-related clothing), social activity (e.g., picnics, parties, embracing), taking 

medicine and inactive/passive (e.g., reading, head shot, body part). Relational rewards included 

social context and relational context. Social context included family (e.g., people from two 

generations, baby), romance (e.g., only two people embracing or gazing at each other), work 

(e.g., work-related clothing or equipment), recreational (e.g., relaxing), and other. Relational 

context was based on the number of people shown in the ad, and included alone (one person), 

dyad (two people) or group (more than two people). Although Cline and Young (2004) did not 

detail the cultural meanings associated with each visual symbolic element they coded, the 

authors did provide some culturally relevant insights. For example, the authors‘ analysis of the 

visual symbolic elements revealed that DTCA portrayed positive personal characteristics (e.g., 

health, activity, friendliness) that consumers ―might readily identify with and desire to emulate‖ 

(Cline & Young, 2004, p. 150). Cline and Young (2004) reported that, although DTCA were 

typically associated with serious, debilitating medical conditions, more than 90% of the ads 

depicted exclusively healthy people with more than half engaged in physical or social activities. 

The authors concluded that the ads‘ overall messages indicated that consumers with the 

advertised conditions could be attractive, healthy and lively with prescription drug treatment 

(Cline & Young, 2004, p. 151) even though medical results showed this is not always true. 

Additionally, Jewitt and Oyama (2004) looked at how meaning was conveyed through 

the people, places and things in images. The authors suggested viewers might recognize a young 
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male as a wimp based on certain visual semantic features, including ―longish hair, submissive 

pose, averted gaze, glasses, [and] ‗limp wrist‘‖ (Jewitt & Oyama, 2004, p. 141). Furthermore, the 

authors proposed that a visual‘s meaning was also represented by such symbolic attributes as 

size, position, color, lighting and gesture. Props could also provide visual meaning, for example 

cars/motorcycles were often symbols of male virility/sexual prowess and sports 

equipment/settings might signal heterosexuality and male competitiveness. 

Visual symbolic elements in gender studies  

Perhaps more than any other line of research, gender studies understands the meaning 

contained in specific advertising visual symbolic elements and regularly identifies the particular 

visual symbolic elements that lead to specific conclusions (e.g., Goffman, 1979; Lindner, 2004; 

Schroeder & Zwick, 2004). If fact, in one study of gender meanings in advertising, Schroeder 

and Zwick (2004) astutely acknowledged, 

Images, saturated by a long cultural history, constitute an engaging and deceptive 

culturally and historically bound visual language system. Advertising imagery – as 

a subset within this system – interacts with it, borrowing from and influencing the 

larger world of visual culture. (p. 45) 

However, gender researchers are often narrowly focused on how visual symbolic 

elements influence interpretations of masculinity and femininity, ignoring other possible cultural 

meanings. For example, in a seminal book examining gender portrayals in advertisements, 

Goffman (1979) focused on hands, eyes, knees, facial expressions, head posture, relative size, 

positioning/placing, head-eye aversion and finger biting/sucking – or what this study would term 

visual symbolic elements. By analyzing these individual elements in more than 500 

advertisements, Goffman (1979) argued that larger assumptions could be made about gender 

roles in society. Goffman (1979) broke his gender findings into the following categories: 

 Relative size: Differences in size correlated to differences in social weight, with more 

importance given to the relatively larger/taller individual. Men were almost always 
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shown as taller than women, unless the man was clearly subordinate in social class and 

often dressed in a servitor costume (e.g., chef, butler, server). 

 Feminine touch: Women were often shown just barely touching, cradling, caressing or 

tracing the outline of an object in an ad but rarely grasping, manipulating or holding. 

Therefore, a woman‘s touch was more ritualistic, while a man‘s touch was more 

utilitarian. Alternately, feminine touch can be applied to the women‘s own body, 

underscoring her body as a delicate, precious thing. 

 Function ranking: When men and women were shown working together, the male was 

likely to perform the executive, guiding or instructional role. When men were shown as 

under the instruction of women, it was most often in a traditionally female domain (e.g., 

the kitchen, nursery, living room during cleaning), suggesting that women‘s expertise 

was limited to domestic duties. Alternately, ads may choose to picture men as 

incompetent or childlike as they attempt traditionally female duties (cooking, cleaning, 

ironing, child-rearing), or mildly successful under the close watch of the female.  

 Family: Most often, the nuclear family was portrayed as a father, mother, one female and 

one male child, positioned visually to show the family‘s social structure. Many images 

further depicted the dominant male slightly outside the family circle, playing the role of 

protector. 

 Ritualization of subordination: Visually, lowering or prostrating indicated deference, 

while superiority was depicted by holding the head high and body erect. Typically, 

women were more likely to be positioned lying on a bed, sofa or floor, while men were 

placed physically above the women and higher on the page. Goffman (1979) also noted 

that women were often posed displaying the ―bashful knee bend‖ (p. 45) where one knee 

is bent slightly forward or a canting posture where the body or head is lowered, 

signifying submission. Furthermore, women were more likely to smile and exhibit 

playful, childlike or clowning poses, while men were more seriously portrayed. This 

unserious behavior suggested that women were more naïve, flippant and changeable than 

men, who were serious, committed and formal. Goffman (1979) also identified the male 

extended arm (creating a boundary around a female), arm lock (male lending support to a 

female), shoulder hold (potentially a sign of sexual proprietorship), hand-holding (an 

indication of sexual potential and an exclusive relationship) as additional signs of male 

domination and female submission. 

 Licensed withdrawal: Women, more often than men, were shown to have psychologically 

withdrawn from the social situation, leaving them dependent on others. This withdrawal 

can be visually shown through covering the face often with hands out of fear, shyness or 

laughter. Sucking or biting the finger can also be seen as partially covering the face and 

may indicate anxiety, thoughtfulness or disengagement. Similarly, finger-to-finger 

positioning also implied disengaged rumination. As other forms of withdrawal, Goffman 

(1979) also addressed head/eye aversion (to conceal current feelings) and withdrawn gaze 

(indicating a wandering mind). 
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However, despite identifying specific visual symbolic elements and the gender meaning they 

contained, Goffman (1979) did not investigate any non-gender-related, wider cultural meanings 

they may potentially contain. 

Similarly, in a longitudinal content analysis of how women were portrayed in advertising, 

Lindner (2004) examined advertisements (n = 1,374) in Time and Vogue from 1955 to 2002. To 

analyze the ads, Lindner (2004) used Goffman‘s (1979) relative size, function ranking, feminine 

touch, ritualization of subordination and licensed withdrawal categories supplemented with 

additional categories from other researchers, including body display (Kang, 1997), movement 

and location (Umiker-Sebeok, 1996) and objectification (a new category developed for the 

study). The body display category examined the amount of clothing a women was wearing (e.g., 

revealing clothing, hardly any clothing, no clothing at all), which is often associated with the 

sexualization of women. The movement category considered whether a woman was inhibited in 

her ability to move (e.g., wrapped in a blanket), symbolically limiting her ability to exert control 

over her environment. The location category noted where a women was pictured (e.g., kitchen, 

bedroom, bathroom, nowhere), looking for women in domestic environments or in 

decontextualized environments that suggested lack of purposeful activity (e.g., self-absorbed 

grooming, no action). The objectification category looked at whether a woman was portrayed as 

merely an object to be looked at in the ad but no specific visual symbolic element examples were 

listed for this category. Overall, Lindner (2004) found that women were depicted more 

stereotypically in Vogue than in Time, and that the stereotypical depictions of women had only 

slightly decreased over time. 

Similarly, examining male gender stereotypes in advertising, Schroeder and Zwick 

(2004) suggested that ads used ―stereotyped iconography of masculinity and femininity‖ 
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including iconic masculine activities such as ―shaving the face, driving fast car, having a hearty 

appetite, smoking cigars, and drinking liquor‖, while feminine characters participated in 

―applying makeup, driving a minivan, eating ‗light,‘ doing the laundry, and decorating houses‖ 

(p. 22). 

In addition to examining the male representation in historical, ontological and 

photographic realms, Schroeder and Zwick (2004) analyzed several purposefully chosen 

advertisements. In their assessment, Schroeder and Zwick (2004) provided some specific visual 

symbolic elements and interpretations. For example, in one alcohol advertisement, a somewhat 

unattractive man looked into a mirror after ordering a particular liqueur. Reflected back at him, 

he saw a strikingly handsome version of himself. The authors identified the male‘s better-looking 

mirror reflection as ―classically attractive‖ and described the reflection as in his ―mid to late 

twenties, tall, dark, a rakish curl of hair falling seductively down his forehead‖ (p. 35). Schroeder 

and Zwick (2004) continued by describing the reflection‘s dark suit jacket with neat pocket-

handkerchief and clean, white dress shirt. The authors also noted that when looking in the mirror, 

the unattractive man had lost his ―eyeglasses, pointed nose, unstylish hair, and oversized chin‖ 

(Schroeder & Zwick, 2004, p. 35). Schroeder and Zwick‘s (2004) analysis of the advertisement‘s 

visual implies there are certain male characteristics (e.g., young, tall, dark, well-tailored) that are 

universally attractive and other less desirable attributes that require alcohol to overcome (e.g., 

eyeglasses, pointed nose, oversized chin). 

Schroeder and Zwick‘s (2004) observations provide support for the idea that visual 

symbolic elements convey meaning that is rooted in culture. The current study will take 

advantage of these culturally infused meanings to embed a particular, preferred brand personality 

into the test advertisements through carefully selected visual symbolic elements. Additionally, as 
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a whole, the above studies highlight the potential meaning present in every visual aspect of an 

image. As such, it also is important to be aware of the potential to convey unintentional 

meanings through visual symbolic elements, which may influence the ability to transfer the 

preferred brand personality. Therefore, not only is it important to choose images that include 

visual symbolic elements that convey the preferred brand personality, but also to choose images 

that do not include visual symbolic elements that communicate other, unintended brand 

personalities. 

Meaning Transfer Theory 

Past research demonstrated that visuals contained meaning, which advertisers could pair 

with products through visual techniques (e.g., point-of-view, angle, distance), visual syntax (e.g., 

metaphors, tropes, hyperbole) and visual symbolic elements (e.g., gender, setting, color). In fact, 

scholars have long accepted that goods contain meaning, and that individuals conspicuously 

consume goods, borrowing that meaning to tell the world something about themselves (e.g., 

Danesi, 2008; McCracken, 1986; 1989; 1993; Veblen, 1899/1994). As an early pioneer of this 

idea, Veblen theorized that individuals judge and are judged based on the goods and services 

they conspicuously consume (Veblen, 1899/1994). Veblen (1899/1994) noted that conspicuous 

consumption was particularly powerful in large, impersonal group settings where ―transient 

observers‖ (p. 54) made quick judgments about an individual‘s social standing, breeding and 

monetary status based on his/her visible consumption. Although the venues for conspicuous 

consumption have shifted from Veblen‘s churches, theatres and ballrooms to modern-day 

schools, workplaces and malls, individuals are still routinely evaluated based on the brands they 

wear, eat, carry, drive or otherwise publicly consume. Relatively common in today‘s vernacular, 

conspicuous consumption‘s modern usage often conjures images of overtly flashy and expensive 

purchases meant to exhibit wealth and status (Messaris, 1997). 
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Indeed, according to Veblen (1899/1994), individuals conspicuously consume to show 

others their social and pecuniary status. However, building on Veblen‘s work, McCracken (1988; 

2005) noted an additional, and perhaps more powerful, motivation for modern consumers‘ 

conspicuous consumption. Unlike Veblen‘s (1899/1994) earlier scenario, modern consumers no 

longer conspicuously consume only to demonstrate their status and wealth. Rather, McCracken 

(1988; 1990; 2005) suggested that today‘s individuals consume to define themselves, fashioning 

an identity by capturing the meaning that resides in goods to construct their own lives. Thus, 

consumption is no longer solely for the benefit of ―transient observers‖ (Veblen, 1899/1994, p. 

54). Today, individuals conspicuously consume to create and define meaning for themselves as 

well as the watching eyes of others. Combined, the high premium placed on freedom-of-choice 

and the disintegration of institutions that previously supplied individuals with meaning and 

definition (e.g., family, church, community) has left modern individuals to construct their 

identity from the ground up (McCracken, 2005). Particularly in Western cultures, the 

combination of individualism and alienation gives individuals almost boundless freedom to 

define matters of gender, class, age, personality and lifestyle. However, when left to create 

themselves from nothing, ―[t]he freedom to choose is now an obligation to decide‖ (McCracken, 

2005, p. 112), placing significant pressure on individuals to consume goods that provide the 

desired cultural meanings. Williamson (1978/2010) agreed that individuals are no longer 

identified by the work that they do or the products they produce, but, rather, by what they 

consume. 

With consumption providing the means and meaning consumers need to construct an 

identity, it becomes essential to understand where that meaning originated, how it came to reside 

in goods, and how consumers extracted the meaning for self-definition. In other words, for goods 
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to serve individuals‘ identity needs, there must be a process for both infusing and extracting 

meaning. McCracken (1986; 1988; 1990; 2005) offered one explanation for this process in his 

meaning transfer theory, which modeled the movement of meaning from a culturally constituted 

world to the consumer‘s psyche. Meaning transfer theory posited that cultural meaning was 

transferred to consumers via a two-step process (see McCracken, 1986, p. 72). Cultural meaning 

is first transferred from a culturally constituted world to a consumer good via advertising or 

fashion. It then moves from the good to the individual consumer through one of four ritual types 

– possession, exchange, grooming or divestment. Because this study is particularly interested in 

the role advertisements play in transferring and communicating culture, it will focus primarily on 

the first phase of the meaning transfer process and its relevance for advertisers. 

McCracken (1986) posited that the meaning transfer process began in the culturally 

constituted world, which he defined as ―the world of everyday experience‖ (p. 72), where an 

individual‘s perception of his/her phenomenal world was created and shaped by his/her cultural 

beliefs and assumptions. In other words, the culturally constituted world was where culture and 

the individual met to shape his/her unique view of the world. 

If meaning begins in a world shaped by culture, then understanding culture is key to 

understanding the meaning transfer process. Defining culture, in itself, is no small feat. In their 

seminal book on culture, Kroeber and Kluckhohn (1952) compiled 164 definitions for culture 

(although the number climbs closer to 300 if footnotes are included). These definitions ranged 

from ―that complex whole which includes knowledge, belief, art, law, morals, customs, and any 

other capabilities and habits acquired by man as a member of society‖ (Tylor, 1871, p. 1 as 

quoted in Kroeber & Kluckhohn, 1952, p. 81) or ―such behavior as is common among a group of 

men and which is capable of transmission from generation to generation or from one country to 
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another‖ (Bose, 1929, p. 14 as quoted in Kroeber & Kluckhohn, 1952, p. 89-90) to ―[t]hat which 

distinguishes men from animals‖ (Ostwald, 1907, p. 510 as quoted in Kroeber & Kluckhohn, 

1952, p. 139) or ―what a society does and thinks‖ (Sapir, 1921, p. 233 as quoted in Kroeber & 

Kluckhohn, 1952, p. 141, italics in original). Yet, despite their interest in and research on culture, 

Kroeber and Kluckhohn (1952) shied away from proposing their own formal definition for the 

term, citing the difficulty of encapsulating such a vast concept in any succinct statement. 

For his purposes and the purposes of this study, McCracken (1988) defined culture as 

―the ideas and activities with which we construe and construct our world‖ (p. xi). According to 

McCracken (1986; 1988), culture was both a lens through which individuals saw the world and a 

blueprint for how they shaped it. As a lens, culture determined how individuals understood and 

internalized daily life experienced through the five senses (things they saw, heard, smelled, 

tasted and touched). As a blueprint, culture provided a plan for how individuals would build and 

interact with the world around them, projecting the influence of human effort. In short, culture 

molded both an individual‘s worldview and his/her resulting actions. 

In meaning transfer theory, culture is the source of meaning (McCracken, 1990). In fact, 

McCracken (1990) insisted the first step to understanding the relationship between culture and 

consumer behavior was to treat culture as meaning (p. 5). McCracken went on to cite culture as 

the source of marketing strategies that infuse goods with meaning and the source of consumer 

strategies that extract and use meaning for self-construction (McCracken, 1990). Danesi (2008) 

agreed that ―advertising and marketing add a dimension to products that was absent from the 

marketplaces of the past – cultural meaning‖ (p. 193). 

However, individuals do not create meaning in a vacuum. They looked to and depend on 

those around them for help. Friends and organizations alike can develop what zoologist and 
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author Desmond Morris called costume echo, adopting uncanny similarities in a variety of 

surfaces – from personal dress to company logos (Postrel, 2003). While costume echo explained 

the purposeful alignment and expression of similar tastes, values and meanings, aesthetics can 

also inadvertently align an individual or organization with others. Making aesthetic choices – ―I 

like that‖ – aligns an individual or organization with others who also had the same taste. In some 

cases, particular aesthetic choices may lead to a false identity or unwanted alignment, forcing the 

individual or organization to adjust its aesthetic signals. Perhaps more important was the 

recognition that every aesthetic choice has meaning. After all, ―There are no truly safe havens, 

no aesthetic defaults we can adopt without fear of interpretation‖ (Postrel, 2003, p. 103). 

Phase One of Meaning Transfer Process 

After meaning is established by culture and created in the culturally constituted world, it 

is then transferred to a consumer good – phase one of the meaning transfer process (McCracken, 

1986; 1988; 1990; 2005). According to McCracken (1986; 1988; 1990), advertising was one of 

the primary vehicles for transferring meaning from the culturally constituted world to a 

consumer good. In fact, with their proliferation and appeal, Danesi (2008) argued that 

advertisements might be instrumental in shaping consumers thoughts, personalities and lifestyles 

by ―tapping into the one need that distinguishes the human species from all others – the need for 

meaning‖ (p. vii). 

Williamson (1978/2010) agreed with McCracken that advertising had an important 

function beyond merely selling things – that of creating structures of meaning and attaching that 

meaning to the products it promotes. Advertising works to translate information about a good or 

product into information about a person. More simply, advertisements attempt to translate what 

individuals buy into who they are. Furthermore, once set in motion, advertising works in a 

circular, self-perpetuation cycle, feeding off of individuals‘ physical needs for material goods to 
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survive and their need for meaning. According to Williamson, ―Material things that we need are 

made to represent other, non-material things we need; the point of exchange between the two is 

where ‗meaning‘ is created‖ (p. 14). 

 Not all scholars, however, supported McCracken‘s (2005) claim of advertising as ―the 

pre-eminent meaning maker‖ (p. 188). In a study of meaning-making, Hirschman (2007) 

examined marketplace metaphors related to hair and hair care products, arguing that metaphor, 

not advertising, was the principal vehicle for meaning creation. Rather, according to Hirschman, 

successful advertising was the foremost user of meaning, rather than creator. Despite Hirschman 

and McCracken‘s difference of opinion on the principal vehicle for meaning creation, it is clear 

that advertising plays an important role in conveying meaning, whether it is as a meaning creator 

or a meaning user. 

Another of advertising‘s goals in the meaning transfer process is to equate tangible 

objects with intangible concepts (e.g., feelings, moods, social status, sexuality), thus making the 

unattainable attainable, convincing consumers their dreams, desires and goals are reachable 

through consumption (McCracken, 1986; 1988; 2005; Messarias, 1997; Williamson, 1978/2010). 

Once advertising successfully transfers meaning from the culturally constituted world to the 

consumer good, it is then up to the consumer to recognize and embrace the meaning, completing 

the transfer process (McCracken, 1986; 1990). For, as long as it remains in an advertisement, a 

product or brand can only represent the intangible. However, upon consumption, a product or 

brand can come to be or create the intangible it once merely stood for (Williamson, 1978/2010). 

In this way, consumers have some small degree of influence over a good‘s meaning through the 

act of consumption. 
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However, consumers are far from responsible for a good‘s ultimate meaning. Similarly to 

the brand research discussed above, much of current communication scholarship emphasized the 

role of the consumer as sole meaning-maker, overlooking the power of the creator (e.g., 

marketers, advertisers, creative teams) (Messaris, 1997). Although it is possible for viewers to 

draw a variety of conclusions from the same advertisement or visual, it does not follow that the 

creator has no role in shaping how the majority of consumers will respond. In fact, limited only 

by budget and brand image, the advertising creative team is free to choose from almost an 

infinite number of symbolic elements, each with their own culturally-constituted meanings and 

symbolic properties (McCracken, 1986, p. 75). This choice not only places the creative team in 

direct control of the tools for conveying cultural meanings but also the degree to which the ad 

effectively transfers these meanings, allowing them to imbue it with a culturally preferred 

meaning. As Hall (1980) argued, most consumers will engage in a dominant reading of the 

advertiser‘s message, interpreting the ad exactly as the creator intended. Even those consumers 

who do not follow the dominant reading, will most likely participate in a negotiated meaning, 

generally agreeing with the advertiser‘s preferred meaning despite mixing it with their own 

personal experiences and interests. 

Furthermore, Messaris (1997) argued that a director‘s competence could be primarily 

measured by his/her ability to affect a particular viewer response. And, although his comments 

referred specifically to film directors and the cinema, the same argument holds true for creative 

directors and advertisements. Therefore, despite the sometimes seemingly diverse viewer 

interpretations of both film and advertising, Messaris (1997) warned, ―That fact should not blind 

us to the possibility that, in the hand of a skillful director, the conclusions at which the viewers 

arrive may be very substantially those that the director has invited them to draw‖ (p. 171). 
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Thus, the creator is largely responsible for generating and imbuing goods with meaning 

through advertising. More specifically, in practice, advertisers transfer meaning by placing a 

consumer good and a representation of the culturally constituted meaning (also called a symbolic 

element) in the same frame – an advertisement (McCracken, 1986; 1988; Williamson, 

1978/2010). Simplified, an ad‘s purpose is to repeatedly show the good and the symbolic 

elements (meaning) in the same frame, thus encouraging the consumer to glimpse the similarity 

between them. When done correctly, the good soon comes to stand for the desired meaning in the 

consumer‘s mind. For example, by repeatedly showing a lone motorcycle traversing vast, 

unbounded expanses of open countryside in their advertisements, a Harley-Davidson motorcycle 

has come to represent individual freedom in many consumers‘ minds. 

Before an advertisement is created, the marketing team must first identify the cultural 

meanings it wishes to transfer to the product (McCracken, 1986; 1989; 1993). These meanings 

may be based on market research or other advice and can include areas such as gender, status, 

age, lifestyle, time, place and personality (Jewett & Sutherland, 2013; McCracken, 1986; 1988; 

1990). In other words, it is up to the marketing team to determine who they want the product to 

be and what they want it to say (McCracken, 1990, p. 6). For example, based on focus groups 

and competitor research, a marketing team may decide that a particular laundry detergent should 

represent high-class, modern females interested in environmental issues. 

The responsibility now shifts to the creative team who surveys the culturally constituted 

world and carefully chooses symbolic elements (particular objects, people, contexts and motifs) 

to communicate the intended cultural meanings (McCracken, 1990). According to McCracken 

(1986), the creative team is free to deliver the meaning through an almost infinite number of 

symbolic element combinations, constrained only by budgetary limitations and the need for a 
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continuous brand image (p. 75). Among the creative team‘s considerations are complex decisions 

about place (e.g.. fantasy/naturalistic, indoor/outdoor, urban/rural), time (e.g., of day, of year), 

people (e.g., number, sex, age, class, status, occupation, clothing, posture) and more. For 

example, to represent the laundry detergent described above, the creative team may choose to 

show a slender, nicely dressed woman wearing pearls while using the detergent in a red, front-

loading, high-efficiency washing machine as the sun sets outside the window. 

However, because specific symbolic elements often house multiple meanings, the 

creative team must exercise extreme care, working to simultaneously highlight the desired 

meanings and suppress the unwanted ones (McCracken, 1986; 1988; 1990). Based on the 

creative team‘s skill, training and talent, the selection process can be more or less successful, and 

it is here that a good creative team distinguishes itself from a bad or mediocre one. If the 

symbolic elements in an advertisement are poorly chosen or combined, consumers can transfer 

undesired, alternate meanings to the product or fail to make any transfer at all. This renders the 

advertisement ineffective, or worse, detrimental. And yet, McCracken (1986) noted that creative 

directors often make these crucial choices on both a conscious and unconscious level, ―not 

always fully cognizant of how and why a selection is made, even when this selection presents 

itself as compelling and necessary‖ (p. 75). 

Although some goods may have conventional meanings or lend themselves more easily 

to particular meanings, there is no predetermined meaning inherent in any particular good. In 

fact, ―advertising is such a powerful means of meaning transfer that virtually any product can be 

made to ‗take‘ virtually any meaning‖ (McCracken, 1990, p. 7). Therefore, the marketing and 

creative teams are tasked with both choosing a good‘s meaning and executing an advertisement 

to clearly communicate it. While one team may choose to transfer the qualities mentioned above 
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to its laundry detergent, another team may wish to communicate that its laundry detergent is 

budget-conscious, easy-to-use and unpretentious. This advertisement would employ much 

different symbolic elements than the first laundry detergent, perhaps showing a relaxed mom 

wearing a t-shirt and jeans helping her child scoop detergent from an economy-sized package 

into a plain-Jane, white washing machine. However, advertising is equally capable of 

transferring either meaning to what is essentially the same product – soap. 

It is also worthwhile to note that a particular good‘s meaning can change over time by 

divesting old meaning, adding to current meaning or claiming new meaning altogether 

(McCracken, 1986; 1988). A particular meaning may also be claimed by more than one good (or 

brand) either simultaneously or subsequently. According to McCracken (1986), this meaning 

merry-go-round makes advertising a ―lexicon of current cultural meanings‖ (p 76), cataloguing 

society‘s present state of cultural meanings. 

Phase Two of Meaning Transfer Process 

Once meaning is transferred to a good through a carefully prepared advertisement, it is 

free to move to its final resting place in the consumer (McCracken, 1986; 1989; 1993). 

According to McCracken (1986), the final phase of the meaning transfer process (from good to 

consumer) is accomplished through one of several types of ritual – possession, exchange, 

grooming and divestment. Possession rituals involve a consumer owning and ―claiming‖ a 

consumer good – and its meaning – as his/her own (McCracken, 1986, p. 79). For example, 

consumers might spend time cleaning, discussing, comparing, reflecting on, showing off or 

photographing their belongings in order to signify that a good and its meaning represented them 

(McCracken, 1986, p. 79). Alternately, in exchange rituals, one individual chose, purchases and 

presents a consumer good to another individual. For example, one friend gives another a birthday 

gift, which results in the purchaser presenting the receiver with both a good and a meaning. 
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Individual consumers participate in grooming rituals when a good‘s cultural meaning has a 

perishable nature that must be repeatedly ―cultivated‖ or ―coaxed out‖ through ―special pains,‖ 

time, patience or anxiety (McCracken, 1986, p. 79). For instance, before going out for the night, 

a consumer often participates in an elaborate rituals to get ready, coaxing out the meaning 

contained in a certain style of makeup, hair, clothes, perfume, etc. However, because of the brief 

nature of both the activity (e.g., going out for an evening) and the goods (e.g., makeup that 

washes off), the claimed meanings are temporary and the grooming rituals must be repeated 

before each evening‘s activity. Finally, in a divestment ritual, individual consumers, as either the 

previous or future owner, attempt to rid a consumer good of its former associations in 

preparation for the meaning to be claimed by a new owner. For example, after purchasing a 

previously owned sports car, a man may clean it meticulously to rid the car of all remnants the 

old owner and prepare to take ownership of its meaning for himself (e.g., masculinity, virility, 

excitement). Alternately, the original owner of a good may also perform a divestment ritual, 

attempting to detach the good‘s meaning from themselves before passing it on to someone else. 

For example, a woman may clean her old, fur coat before donating it to a charity to distance 

herself from the good and prepare to let go of its meaning (e.g., sophistication, affluence, 

luxury). 

After searching consumer goods for a particular, desired meaning (e.g., gender, class, 

age, lifestyle, personality), individual consumers who are looking to construct their self-image 

can then take possession of this meaning through one of the rituals discussed above (McCracken, 

1986; 1988). It is when consumers move beyond the idea of goods as ―bundles of utility‖ to 

goods as ―bundles of meaning‖ that the meaning transfer process is complete (McCracken, 1990, 

p. 8). Therefore, while it is the job of an advertisement to transfer meaning from the culturally 
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constituted world to the consumer good by showcasing the similarities between the meaning 

found in the symbolic elements presented and the good itself, it is the consumer who takes the 

final step in the meaning transfer process by using ritual to transfer the advertiser‘s preferred 

meaning from the consumer good to himself/herself and claim it as his/her own. 

Studies Using Meaning Transfer Theory 

Thus far in advertising research, McCracken‘s meaning transfer theory has been 

primarily applied to studies exploring celebrity endorsements (e.g., Byrne, Whitehead & Breen, 

2003; Campbell & Warren, 2012; Halonen-Knight & Hurmerinta, 2010). In fact, McCracken 

(1989) proposed a meaning transfer model specifically to illustrate how the process explains the 

meaning given to products by celebrity endorsements (see McCracken, 1989, p. 315). 

Specifically, Erdogan (1999) called celebrity endorsements ―special examples of a more 

general process of meaning transfer‖ (p. 305). Beyond merely relying on a celebrity‘s 

attractiveness or credibility, McCracken (1989) argued that ―the secret of the celebrity 

endorsement is largely cultural in nature‖ (p. 320). According to McCracken (1989), symbolic 

elements, which resided in a celebrity, could be moved from the celebrity to a consumer good 

through an endorsement (often within an advertisement). Then, consistent with McCracken‘s 

(1986; 1988) original model of meaning transfer, the celebrity could be passed on to the 

consumer via consumption. 

For example, Campbell and Warren (2012) applied meaning transfer theory to the study 

of celebrity endorsements in a three-part experimental study with undergraduate students, finding 

that a brand was more likely to acquire a celebrity endorser‘s negative personality traits rather 

than the positive traits (p. 184). More specifically, Campbell and Warren (2012) found that: 1) 

participants transferred a fictitious celebrity endorser‘s negative meanings to a brand but not the 

endorser‘s positive meaning; 2) a familiar celebrity endorser‘s negative meaning transferred to 
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both a congruent brand (i.e., a brand that had a similar perceived meaning/personality as the 

celebrity) and incongruent brand (i.e., a brand that had a dissimilar perceived 

meaning/personality as the celebrity) while the endorser‘s positive meaning transferred only to 

the congruent brand; and 3) a familiar celebrity endorser‘s negative meaning transferred despite 

the endorser not sincerely liking the brand while the endorser‘s positive meaning transferred only 

with sincere endorsements. The authors proposed that their findings added nuance to meaning 

transfer theory by showing that ―not all types of meaning are equally likely to transfer‖ 

(Campbell & Warren, 2012, p. 184). Practically, Campbell and Warren (2012) suggested 

marketers needed to seriously consider both the positive and the negative meanings associated 

with a potential celebrity endorser. 

In another study, Byrne et al. (2003) used McCracken‘s (1989) celebrity endorsement 

model to explore a celebrity endorser‘s ability to transfer meaning to a retail store. The case 

study conducted by Byrne et al. (2003) examined what happened when a large British grocery 

retailer (Sainsbury Supermarkets) used The Naked Chef (a British celebrity cook named Jamie 

Oliver) to endorse their brand. After conducting field research with consumers and interviewing 

key advertising agency personnel, the authors concluded that the process of meaning transfer via 

celebrity endorsement became more complex for retailers. Because a retail store had physical 

properties and experiences (e.g., shopping, checking out, looking for products), many aspects of 

a consumer‘s visit must be managed and made to reinforce the same qualities as the celebrity 

endorser, including in-store personnel, stock and employee knowledge. For example, in their 

case study, Byrne et al. (2003) noted that Jamie Oliver endorsed buffalo mozzarella. Therefore, it 

became vital that all in-store employees were aware of the product, where to find it and how it 

could be used in order to maintain congruency between the brand and the endorser. Additionally, 
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the product must be constantly stocked and the checkout lines must be short and efficient to align 

the store with the endorser‘s competent, easy-going style. 

Several years later, Halonen-Knight and Hurmerinta (2010) also studied the alliance 

between British grocery retailer Sainsbury Supermarkets and celebrity endorser The Naked Chef 

(Jamie Oliver) using meaning transfer theory. Unlike the previous study, Halonen-Knight and 

Hurmerinta (2010) explored the concept of mutual meaning transfer, both from celebrity 

endorser to brand and from brand to celebrity. Using a case study approach, Halonen-Knight and 

Hurmerinta (2010) analyzed newspaper articles from a 2004 campaign where Jamie Oliver 

partnered with Sainsbury Supermarkets to endorse farmed salmon. Halonen-Knight and 

Hurmerinta (2010) found evidence of reverse meaning transfer, noting that negative meanings 

originating with the brand (Sainsbury Supermarkets promotion of farmed salmon) were assigned 

to the celebrity endorser (Jamie Oliver). Furthermore, according to the authors, in many cases the 

newspaper articles directly associated negative meanings with the endorser (Jamie Oliver) and 

only implicitly with the brand (Sainsbury Supermarkets). Based on their findings, Halonen-

Knight and Hurmerinta (2010) proposed a reciprocal model of meaning transfer for celebrity 

endorsements, underscoring their nature as mutual brand alliances with both parties providing 

and receiving meaning. 

Meaning Transfer Theory & the Brand 

More recently, meaning transfer theory has evolved to include brands as containers for 

culturally constituted meaning. McCracken (1993) admitted that meaning transfer theory had not 

carefully considered the brand, instead focusing exclusively on goods as carriers of meaning. 

However, seeking to remedy the oversight, McCracken acknowledged meaning was often 

housed in the brand, rather than the good (see McCracken, 1993, p. 128). Like consumer goods, 
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brands are capable of soaking up cultural meanings (McCracken, 1993). In fact, McCracken 

(1993) went as far as defining a brand as a ―bundle or container of meanings‖ (p. 125). 

Just as it does for consumer goods, advertising imbues entire brands with culturally 

constituted meaning, which can then be transferred to consumers (McCracken, 1993). In fact, 

according to McCracken (1993), brands had meaning only because advertising put it there. 

Additionally, McCracken (1993) asserted that strong brands succeed because they contained 

appealing, useful and powerful meanings, while weak brands failed because their meanings were 

uninteresting, conflicting or weak. Further, McCracken (1993) equated a brand‘s meaning with 

its value, saying, ―brands have value because they add value and they add value by adding 

meaning‖ (p. 137). Therefore, both a brand‘s power and value were at least partially determined 

by the brand‘s absorbed meaning (McCracken, 1993). 

From a marketing perspective, the idea of meaning provides a starting point for assessing 

a brand‘s value – particularly its soft value, which includes non-functional aspects of a brand 

such as brand personality, brand image, brand relationship and emotional appeal (Biel, 1993; 

McCracken, 1993). The first step is to examine and understand the meanings contained in the 

brand and the power those meanings hold for consumers. However, to understand the full 

picture, marketers must complete the assessment by investigating how their brand‘s meanings 

compare with and compete against its competitors‘ meanings. By attending to the cultural 

meanings contained in a brand, marketers are augmenting and managing their brands‘ value 

(McCracken, 1993, p. 139). McCracken (1993) reminded industry professionals, 

Our objective is to determine the meanings of the brand and then to manage these 

meanings through better marketing. We want to augment the meanings that give us 

competitive advantage and jettison those that do not. A determination of these 

meanings enables us to design better advertising and other marketing instruments to 

capture and maintain the cultural meanings that give us brand loyalty. (p. 139) 
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Updating meaning transfer theory to include brands as containers for meaning also 

allowed scholars to begin exploring the role brands play in housing and transferring meaning. 

For example, in a qualitative study, McCracken (1993) used a series of open-ended questions to 

examine the cultural meanings contained in beer and beer brands. He found that beer generally 

contained masculine cultural meanings. However, based on the brand of beer, the type of 

masculinity changed and included such categories as wild college partier, stylish young 

professional and conservative ladder-climber. Therefore, young men likely sought out specific 

beer brands in order to possess and convey a particular masculine cultural meaning. 

Alternately, Gwinner and Eaton (1999) used meaning transfer theory to examine the 

transfer of brand personality via sporting events. In an experiment with undergraduate students 

(n = 360), participants examined photos of sporting events that were manipulated to look like 

sponsored magazine ads for one group or unsponsored images for the other. Those exposed to 

sponsored events were then divided into sub-groups where the events and brands had no 

similarity, functional similarity (the brand is actually used during the event), or image-based 

similarity (when the brand‘s image matches the event image). For both the functional and image-

based conditions, the authors found a higher level of congruence between the sponsored events 

and brands as opposed to the unsponsored events and concluded that a transfer of meaning had 

taken place. Furthermore, Gwinner and Eaton (1999) found the transfer process was enhanced 

when the event and brand had matching functional or image-based (brand personality) 

similarities. 

In another two-part experimental study, Escalas and Bettman (2005) used meaning 

transfer theory to investigate brand meanings associated with ingroups (i.e., one‘s own group) 

and outgroups (i.e., a group to which one doesn‘t belong). For the first study, the authors asked 
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undergraduate students (n = 243) to identify a group that they felt a part of (ingroup) and a group 

they did not feel a part of (outgroup). The participants were then asked to list one brand 

consistent with the image of each group and one brand inconsistent with image of each group. 

Finally, participants‘ self-brand connections were measured using a seven-item scale. The 

second study (n = 75) used a method similar to the first study, differing only in the scale used (a 

24-item independent/interdependent scale), the order of the questionnaire, the inclusion of brand 

ratings and an additional thought protocol at the end that asked participants to retrospectively 

reflect on their thoughts during the process. In both studies, Escalas and Bettman (2005) found 

that consumers reported stronger self-brand connections with ingroup-associated brands and 

weaker self-brand connections with outgroup-associated brands, suggesting that brands should 

be aware of the groups consumers connect with their brand. 

Visuals in Meaning Transfer Theory 

Advertisers have long recognized visuals‘ power to transfer meaning. In fact, McCracken 

(1986) suggested that within advertisements, visuals often functioned as the most powerful and 

meaning-filled symbolic elements. Even more emphatic, Williamson (1978/2010) asserted, ―It is 

the images we see in ads which give them significance, which transfer their significance to the 

product‖ (p. 175, italics in original, emphasis added). Building on McCracken‘s (1990) 

description of products and brands as ―bundles of meaning‖ (p. 8), Postrel (2003) suggested 

many of those bundled meanings might be wrapped up in a product or brand‘s aesthetics and 

visual design (e.g., the product itself, packaging, visual identity, advertising). However, thus far, 

the role of images in meaning transfer theory had been largely ignored and remains woefully 

untested. The current study will address this research dearth by focusing specifically on the role 

images and their visual symbolic elements play in the transfer of brand personality. 
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Despite the lack of research examining visuals through the lens of meaning transfer 

theory, scholars do agree that images have the potential to create and transfer meaning on a 

variety of levels, including content, tone, affect and personality (e.g., Janiszewski, 2008; Jewett 

& Sutherland, 2013). Therefore, all aspects of a visual must be considered for their potential 

cultural meanings, from setting, season and time of day to the model‘s gender, age, class, 

clothing and body posture (McCracken, 1986). Yet, although studies have made broad 

assumptions and judgments about the meaning in advertising images, only a few have attempted 

to analyze the particular visual symbolic elements that lead to their conclusion (e.g., Akay, 2001; 

Cline & Young, 2004; Goffman, 1979; Jewett & Sutherland, 2013; Jewitt & Oyama, 2004; 

Pracejus et al., 2003). 

Although research has clearly shown that symbolic visual elements contain specific 

meanings (e.g., Akay, 2001; Jewett & Sutherland, 2013; Jewitt & Oyama, 2004; Pracejus, 2003; 

Pracejus et al., 2003), McCracken (1990) and others (e.g., Postrel, 2003; Zuckerman, 1990) 

asserted that visual symbolic elements possess no inherent meaning, cautioning that visual 

meaning, like all meaning, is dependent on time, place, experience and associations – in short, 

culture. Zuckerman (1990) stressed that the most basic assumption of meaning transfer was that 

there was some meaning to be transferred. Therefore, to succeed, an image must first have 

meaning to the viewer through some system of real-world familiarity. Color, for example, has 

different connotations and signifies different meanings based on cultural context (Labrecque, 

Patrick & Milne, 2013; Postrel, 2003). According to Postrel (2003), ―Embedded in a cultural 

context, blue can mean all sorts of things, from IBM to the United Nations. Blue has historical 

and cultural significance, but it has no ‗authentic‘ meaning‖ (p. 95). Therefore, advertisers must 
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remember that the meaning embedded in visuals is dependent on the culture of those interpreting 

them. 

Proposed Modifications to Meaning Transfer Theory 

In its current state, meaning transfer theory provides one explanation for the movement of 

meaning from culture to goods/brands through advertising and on to the consumer through 

rituals. However, after employing McCracken‘s (1986; 1988; 1990) meaning transfer theory in 

research, some scholars have proposed modifications. For example, in an ethnographic study of 

British high school students, Ritson and Elliot (1999) employed meaning transfer theory to 

examine how advertising was used in daily social interactions. Ultimately, the authors suggested 

two expansions to McCracken‘s (1988) model based on their interview findings: 1) the potential 

role of advertising ritual in transferring meaning from advertising to individual consumers, and 

2) the cyclical influence of individual consumers on the meaning that resides in the culturally 

constituted world (see Ritson & Elliot, 1999, p. 271). 

First, Ritson and Elliot (1999) suggested that advertising could be used to create meaning 

outside of its relationship to a particular brand or product. In his original meaning transfer 

theory, McCracken (1986; 1988) listed possession, exchange, grooming and divestment rituals as 

the vehicles for transferring meaning from a consumer good to the individual consumer. Ritson 

and Elliot (1999) proposed adding an additional type of ritual – advertising ritual – to that list. 

Unlike the other rituals, however, the authors suggested that advertising ritual has the potential to 

bypass the consumer good completely, positioning advertising as a link directly from the 

culturally constituted world to the individual consumer. The authors observed that, unlike other 

rituals, when two individuals formed rituals around advertisements, verbal exchanges in the form 

of advertising interpretations took the place of physical exchanges According to the authors, 

while meaning transfer theory correctly identified advertising‘s role when a product was 



 

129 

consumed, it ―fail[ed] to conceptualize advertising as a cultural product in its own right‖ (Ritson 

& Elliot, 1999, p. 271-272). Therefore, consumers did not need to interact with or consume the 

advertised good in order for advertising to transfer and provide meaning. 

Additionally, after observing students‘ use of advertising text in social situations, Ritson 

and Elliot (1999) proposed that individuals use advertising metaphor to add meaning back into 

the culturally constituted world. Traditionally, a metaphor is the juxtaposition of two normally 

unalike ideas, with one lending meaning to the other. With the term advertising metaphor, Ritson 

and Elliot (1999) suggested that advertising could lend its meaning to other objects, ideas or 

situations, providing context, familiarity or understanding. In this way, the creation of meaning 

was not only top-down but also bottom-up, allowing individuals to add meaning back into 

culture through advertising metaphor. 

In a separate study of American Indian images used to advertise national brands, Merskin 

(2001) cited meaning transfer theory‘s explanatory power to describe the meaning contained in 

brands. She, too, advocated modifying McCracken‘s (1993) model to add a ―reinforcement loop 

from the consumer back to the culture where stereotypes are experienced and recirculated 

through the system‖ (Merskin, 2001. p. 162) (see Merskin, 2001, p. 162). However, while 

Merskin (2001) proposed a recirculation of meaning back to into culture, she did not use her 

results to specifically support this theoretical modification. Furthermore, although both Ritson 

and Elliot (1999) and Merskin (2001) suggested alterations to McCracken‘s meaning transfer 

theory based on their own scholarly observations, neither new model has been tested. 

The above sections offer examples of academic investigation into the process of meaning 

making. However, scholars have only begun to explore human meaning-making, leaving much 

left to learn about how individuals create and derive meaning from the world around them. In 
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fact, Janiszewski (2008) suggested that the act of meaning creation was arguably more important 

and deserving of scholarly attention than the more frequently studied act of information analysis 

(i.e., how people receive and process information, usually studied by examining text-based 

information). By focusing on meaning creation, advertising research could emphasize the 

contributions of social identity, environmental context and culture in meaning creation 

(Janiszewski, 2008, p. 283). 

While Ritson and Elliot (1999) and Merskin (2001) highlighted the role of rituals in 

meaning transfer (the second step in the process) and the consumer‘s cyclical influence on 

culture (a proposed third step in the process), the current study intends to focus on the role 

advertising plays in transferring meaning from culture to brand (the first step in the process). In 

particular, the current study will investigate the function of advertising images and the visual 

symbolic elements contained within in the transfer process. Although McCracken (1986; 1988) 

noted the preeminent importance of visuals in meaning transfer, little scholarly work has 

addressed the role images play in the process. As such, the current study plans to expand 

McCracken‘s (1986; 1988; 1993) meaning transfer theory by updating the model to include the 

specific role advertising images and their visual symbolic elements play in the meaning 

transferring process (see Figure 2-1). 
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Figure 2-1. Proposed modifications to meaning transfer theory. The new model is based on 

McCracken‘s (1986; 1988) original model, McCracken‘s (1993) updated model, and 

this study‘s review of past literature. 

Research Questions and Hypotheses 

Therefore, based on the meaning transfer theory, past visual communication research, 

previous brand personality literature and a brand-specific version of the Myers-Briggs Type 

Indicator (MBTI), this study will qualitatively explore the connection between the visual 

symbolic elements contained in images and multi-dimensional MBTI personalities, asking:  
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RQ1: Which visual symbolic elements in advertising images transfer meaning consistent 

with each MBTI dimension, including: 

a) extraverted/introverted (E/I), 

b) sensing/intuition (S/N) and 

c) thinking/feeling (T/F)? 

 

RQ2: How do visual symbolic elements that represent each MBTI dimension combine in 

advertising images to portray multidimensional MBTI personalities, including: 

a) extraverted/sensing/thinking (EST), 

b) extraverted/sensing/feeling (ESF), 

c) extraverted/intuitive/thinking (ENT), 

d) extraverted/intuitive/feeling (ENF), 

e) introverted/sensing/thinking (IST), 

f) introverted/sensing/feeling (ISF), 

g) introverted/intuitive/thinking (INT) and 

h) introverted/intuitive/feeling (INF)? 

 

RQ3: How do consumers read and negotiate personality information in images? 

 

RQ4: What image did group image sort participants select as most representative for each 

multidimensional MBTI personality, including: 

a) extraverted/sensing/thinking (EST), 

b) extraverted/sensing/feeling (ESF), 

c) extraverted/intuitive/thinking (ENT), 

d) extraverted/intuitive/feeling (ENF), 

e) introverted/sensing/thinking (IST), 

f) introverted/sensing/feeling (ISF), 

g) introverted/intuitive/thinking (INT) and 

h) introverted/intuitive/feeling (INF)? 

 

Additionally, meaning transfer theory names advertising as one of the primary modes of 

transferring meaning from culture to a product or brand (McCracken, 1986; 1988; 1993). 

Furthermore, past research showed that images were particularly effective containers for 

meaning within an advertisement (McCracken, 1986; Williamson, 1978/2010), and that the 

number of visuals in advertising was on the rise (Janiszewski, 2008; Marchand, 1985; 

McQuarrie, 2008). Past scholars also recognized images‘ ability to communicate and persuade 

(Cooper, 2009; Danesi, 2008; Janiszewski, 2008, McQuarrie, 2008; Messaris, 1997; 1998; 

Morgan, 2005) – oftentimes even more effectively than text (Childers & Houston, 1984; 



 

133 

Janiszewski, 2008; McQuarrie & Phillips, 2005; Rayner, et al., 2008; Williamson, 1978/2010). 

Finally, it was shown that specific visual symbolic elements within images could contain 

particular meanings (e.g., Cline & Young, 2004; Goffman, 1979; Jewitt & Oyama, 2004; 

Lindner, 2004; Pracejus, 2003; Schroeder & Zwick, 2004). 

Other studies have focused on brand personality as one specific meanings that images 

could transfer from culture to a brand, and scholars agreed that advertising plays a major role in 

developing brand personality (e.g., Delbaere et al., 2011; Doyle, 1989; Meenaghan, 1995; Yoo et 

al, 2009). Research has also shown that brand personality could increase levels of brand trust, 

affect and loyalty (Sung & Kim, 2010) and help to create brand differentiation (Biel, 1993; D. 

Aaker, 1996; Park et al., 1986; Ramaseshan & Tsao, 2007). But, perhaps more importantly, 

modern consumers have demonstrated their reliance on brands and their meaning, such as 

personality, to define and show the world who they are (e.g., D. Aaker, 1996; J. Aaker, 1999; 

Huang et al., 2012; Malaret al., 2011; McCraken, 1989; 2005; Plummer, 1984/2000; Sirgy, 

1982). 

One way to operationalize and measure personality is with the MBTI (Hirsh & 

Kummerow, 1989; Myers, 1995; The Myers & Briggs Foundation, n.d.). With Strausbaugh‘s 

(1998) brand-specific MBTI scale, the longstanding history, tradition, reliability and validity of 

the MBTI is available for brand researcher as they study brand personality (e.g., Carlyn, 1977; 

Jung, 1923/1971; McCarley & Carskadon, 1986; Myers, 1995; The Myers & Briggs Foundation, 

n.d.; Tieger & Barron-Tieger, 1995; 2000). Additionally, in prior studies, Akay (2001), 

Cunningham et al. (2007) and Jewett and Sutherland (2013) suggested specific symbolic visual 

elements that transferred specific MBTI brand personality dimensions and types. 
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With the importance of brand personality, marketers‘ ability to make a significant 

contribution to the creation of brand personality through advertising, and the growing number of 

visuals in advertising, it is vital for scholars to understand the role advertising visuals play in the 

transfer of brand personality. Therefore, the current study will also test advertising images‘ 

ability to transfer cultural meanings to larger populations through symbolic visual elements that 

represent specific, multi-dimensional brand personalities, hypothesizing: 

H1: Within each tested advertisement, an advertisement using an image with visual 

symbolic elements specific to a particular MBTI personality will be assigned that 

particular brand personality more often than any other brand personality, including:  

a) An advertisement using an image with extraverted/sensing/thinking (EST) visual 

symbolic elements will result in a higher percentage of 

extraverted/sensing/thinking (EST) brand personality assignments when 

compared to all other personalities. 

b) An advertisement using an image with extraverted/sensing/feeling (ESF) visual 

symbolic elements will result in a higher percentage of 

extraverted/sensing/feeling (ESF) brand personality assignments when compared 

to all other personalities. 

c) An advertisement using an image with extraverted/intuitive/thinking (ENT) visual 

symbolic elements will result in a higher percentage of 

extraverted/intuitive/thinking (ENT) brand personality assignments when 

compared to all other personalities. 

d) An advertisement using an image with extraverted/intuitive/feeling (ENF) visual 

symbolic elements will result in a higher percentage of 

extraverted/intuitive/feeling (ENF) brand personality assignments when compared 

to all other personalities. 

e) An advertisement using an image with introverted/sensing/thinking (IST) visual 

symbolic elements will result in a higher percentage of 

introverted/sensing/thinking (IST) brand personality assignments when compared 

to all other personalities. 

f) An advertisement using an image with introverted/sensing/feeling (ISF) visual 

symbolic elements will result in a higher percentage of introverted/sensing/feeling 

(ISF) brand personality assignments when compared to all other personalities. 

g) An advertisement using an image with introverted/intuitive/thinking (INT) visual 

symbolic elements will result in a higher percentage of 

introverted/intuitive/thinking (INT) brand personality assignments when 

compared to all other personalities. 

h) An advertisement using an image with introverted/intuitive/feeling (INF) visual 

symbolic elements will result in a higher percentage of 

introverted/intuitive/feeling (INF) brand personality assignments when compared 

to all other personalities. 
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H2: Across all tested advertisements, an advertisement using an image with visual 

symbolic elements specific to a particular MBTI personality will be rated highest for 

that particular brand personality, including:  

a) An advertisement using an image with extraverted/sensing/thinking (EST) visual 

symbolic elements will result in a higher percentage of 

extraverted/sensing/thinking (EST) brand personality assignments compared to 

advertisements that do not have images with extraverted/sensing/thinking (EST) 

visual symbolic elements. 

b) An advertisement using an image with extraverted/sensing/feeling (ESF) visual 

symbolic elements will result in a higher percentage of 

extraverted/sensing/feeling (ESF) brand personality assignments compared to 

advertisements that do not have images with extraverted/sensing/feeling (ESF) 

visual symbolic elements. 

c) An advertisement using an image with extraverted/intuitive/thinking (ENT) visual 

symbolic elements will result in a higher percentage of 

extraverted/intuitive/thinking (ENT) brand personality assignments compared to 

advertisements that do not have images with extraverted/intuitive/thinking (ENT) 

visual symbolic elements. 

d) An advertisement using an image with extraverted/intuitive/feeling (ENF) visual 

symbolic elements will result in a higher percentage of 

extraverted/intuitive/feeling (ENF) brand personality assignments compared to 

advertisements that do not have images with extraverted/intuitive/feeling (ENF) 

visual symbolic elements. 

e) An advertisement using an image with introverted/sensing/thinking (IST) visual 

symbolic elements will result in a higher percentage of 

introverted/sensing/thinking (IST) brand personality assignments compared to 

advertisements that do not have images with introverted/sensing/thinking (IST) 

visual symbolic elements. 

f) An advertisement using an image with introverted/sensing/feeling (ISF) visual 

symbolic elements will result in a higher percentage of introverted/sensing/feeling 

(ISF) brand personality assignments compared to advertisements that do not have 

images with introverted/sensing/feeling (ISF) visual symbolic elements. 

g) An advertisement using an image with introverted/intuitive/thinking (INT) visual 

symbolic elements will result in a higher percentage of 

introverted/intuitive/thinking (INT) brand personality assignments compared to 

advertisements that do not have images with introverted/intuitive/thinking (INT) 

visual symbolic elements. 

h) An advertisement using an image with introverted/intuitive/feeling (INF) visual 

symbolic elements will result in a higher percentage of 

introverted/intuitive/feeling (INF) brand personality assignments compared to 

advertisements that do not have images with introverted/intuitive/feeling (INF) 

visual symbolic elements. 
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Finally, in addition to examining how the visual symbolic elements in advertising images 

transfer brand personality, the current study will also investigate the influence of brand 

personality on attitude toward the ad, attitude toward the brand and purchase intent. Therefore 

the current study asks: 

RQ5: How does the respondent‘s choice of MBTI brand personality influence his/her 

attitude toward the ad? 

 

RQ6: How does the respondent‘s choice of MBTI brand personality influence his/her 

attitude toward the brand? 

 

RQ7: How does the respondent‘s choice of MBTI brand personality influence his/her 

purchase intent? 
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CHAPTER 3 

METHOD 

The current study combined past work exploring the connection between specific 

symbolic visual elements and particular MBTI brand personality dimensions (Akay, 2001; Jewett 

& Sutherland, 2013) with previous brand personality and visual communication research to test 

an advertising image‘s ability to manipulate and transfer a multidimensional brand personality. 

Specifically, the current study used a mixed method composed of two initial phases – a scale 

reduction and qualitative group image sorts – that culminated with a final quantitative survey. 

The preliminary scale reduction and group image sorts provided the content to be tested in the 

final survey. 

Mixed Method Approach 

Scholars have noted the importance of using mixed methods in both advertising 

(Morrison, Haley, Sheehan & Taylor, 2002) and brand personality (Arora & Stoner, 2009) 

research. Therefore, the current study employed a mixed-method design composed of both 

qualitative and quantitative research. During the first phase, Strausbaugh‘s (1998) brand-specific 

MBTI scale was reduced using a series of statistical methods outlined later in this chapter. The 

second phase included qualitative group image sorts of potential advertising images that 

represent specific brand personalities. Finally, a quantitative survey, which uses the reduced 

brand-specific MBTI scale and findings from the group image sorts, was conducted during the 

third phase. 

Scholars suggest several reasons for using a mixed methods research design, which 

include: a better understanding of the topic, increased validity, decreased methodological 

limitations, and more complete findings. One of the most compelling reasons is to gain a better 

understanding of the subject of study (Greene, 2007). Mixed-method scholars propose that 
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approaching a subject from multiple perspectives inherently leads to a more thorough 

understanding of the topic (Babbie, 2010; Johnson & Christensen, 2004). Because mixed 

methods research is not confined to a single method or approach, it can often answer a broader, 

more inclusive range of research questions (Johnson & Christensen, 2004). 

The second reason for triangulating research through a mixed-method approach is that it 

allows the researcher to check the results of each method, ensuring that all techniques lead to 

similar conclusions (Maxwell, 2013). Mixed methods studies can also present stronger evidence 

for a conclusion when findings converge, providing corroboration (Johnson & Christensen, 

2004). As such, many scholars have also touted triangulating research through a mixed-method 

approach as a way to increase validity (e.g., Balnaves & Caputi, 2001; Denzin, 1978; Greene, 

2007; Maxwell, 2013). According to Denzin (1978), triangulation aids internal validity since ―no 

single method ever adequately solves the problem of rival causal factors [i.e., internal validity 

issues]...[b]ecause each method reveals different aspects of empirical reality, multiple methods 

of observations must be employed‖ (p. 28). 

Additionally, mixed methods can help to overcome the limitations and biases of a single 

method (Babbie, 2010; Greene, 2007; Maxwell, 2013). By layering multiple study methods, 

researchers can reap the benefits of both qualitative and quantitative inquiry (Johnson & 

Christensen, 2004). Further, Johnson and Onwuebuzie (2004) suggested that mixed-methods 

research ―draw[s] from the strengths and minimize[s] the weaknesses‖ (p. 14-15) of both 

qualitative and quantitative approaches in a single study. Johnson and Christensen (2004) 

referred to this concept as the principle of complementarity, suggesting that mixed methods 

researchers strategically use the strengths of one method to overcome the weaknesses of another. 
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However, perhaps most importantly, mixing methods can lead to broader, deeper, more 

inclusive and more complex findings that better represent the intricacies of humans and the 

world they inhabit (Greene, 2007). Unlike solely qualitative or quantitative research, mixed 

methods research can add insight and understanding that might otherwise be missed (Johnson & 

Christensen, 2004). Specifically, mixed methods research allows words, picture and narratives to 

add meaning to numbers while also allowing numbers to add precision to words, pictures and 

narratives (Johnson & Christensen, 2004, p. 414). Thus, when used together, a mixture of 

qualitative and quantitative research can produce a more comprehensive knowledge and 

understanding of a particular topic, which is necessary to inform both theory and practice 

(Johnson & Christensen, 2004). 

Dependent Variables 

The current study evaluated four dependent variables – brand personality, attitude toward 

the ad, attitude toward the brand and purchase intent. As discussed in the previous chapter, past 

literature showed that images had the ability to manipulate brand personality (e.g., Ang & Lim, 

2006; Batra, Lehmann & Singh, 1993; Boudreaux & Palmer; 2007; Jewett & Sutherland, 2013; 

Mitchell & Olson, 1981), which, in turn, could affect attitude toward the ad, attitude toward the 

brand and purchase intent (e.g., Ang & Lim, 2006; Gkiouzepas & Hogg, 2011; McQuarrie & 

Mick, 1999; 2003). Therefore, the current study examined the ability of advertising images to 

transfer specific MBTI brand personalities to consumers and investigate the influence of those 

personalities on consumer attitudes and behaviors. 

Brand Personality 

The first dependent variable was brand personality. Brand personality is defined as ―the 

set of human characteristics associated with a brand (J. Aaker, 1997, p. 347). Specifically, the 

current study measured brand personality using a shortened version of Strausbaugh‘s (1998) 
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brand-specific MBTI scale. Because the scale was reduced as part of the current study, both the 

original scale and the reduction process are discussed in detail below. The scale reduction results, 

including the shortened scale in its entirety, are provided in detail in the next chapter. The 

shortened scale was used to measure brand personality in the current study‘s group image sorts 

and survey. 

Appropriateness of Single-Item Measures  

Although the first dependent variable, brand personality, was measured with a multiple-

item scale, the remaining three dependent variables used single-item measures. According to 

Bergkvist and Rossiter‘s (2007), multiple-item measures are necessary for eliciting attributes
1
, 

such as personality. However, Bergkvist and Rossiter (2007, 2009a; 2009b) found that single-

item measures were more appropriate for measuring doubly concrete constructs
2
, such as attitude 

toward the ad, attitude toward the brand and purchase intent. For doubly concrete constructs, 

Bergkvist and Rossiter (2007; 2009b) demonstrated that single-item measures that used one good 

item: 1) had equal predictive validity as multiple-item measures, 2) captured the same amount of 

information as multiple-item measures, 3) did not suffer from common method bias
3
, and 4) 

increased validity by eliminating off-attributes
4
. Therefore, as suggested by Bergkvist and 

                                                 
1
 Rossiter (2002) defined an eliciting attribute as an ―attribute that is an internal trait or state that has outward 

manifestations, which are mental or physical activities, as components‖ (p. 310). 

2
 A doubly concrete construct consists of a concrete singular object (e.g., the advertisement, the branded product) 

and a concrete attribute (e.g., attitude, purchase intent) (Bergkvist & Rossiter, 2007; 2009a; 2009b). 

3
 According to Bergkvist and Rossiter (2007), ―Common methods bias occurs when the correlation between two or 

more constructs is inflated because they were measured in the same way‖ (p. 177). 

4
 Off-attributes are items in a multiple-item measure that do not truly measure the intended construct (e.g., using 

useful to measure attitude toward the brand) (Bergkvist & Rossiter, 2009b). According to Bergkvist and Rossiter 

(2009b), ―When ratings of these slightly ‗off‖ attributes are averaged in with ratings of the focal attribute, as they are 

with multiple-item measures, the resulting score will be ―off‖ the true score‖ (p. 9). 
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Rossiter (2007; 2009a; 2009b), the current study used single-item measures (discussed in detail 

below) to measure attitude toward the ad, attitude toward the brand and purchase intent. 

Attitude Toward the Ad 

The current study‘s second dependent variable was attitude toward the ad, AAd, which 

has been defined as ―a pre-disposition to respond in a favorable or unfavorable manner to a 

particular advertising stimulus during a particular exposure occasion‖ (MacKenzie & Lutz, 1989, 

p. 49). According to scholars, affect, or likability, is attitude toward the ad‘s main underlying 

attribute (Bergkvist & Rossiter, 2009b, p. 9; MacKenzie & Lutz, 1989). It is also important to 

note that attitude toward the ad refers to ―a particular exposure to a particular ad,‖ and is not 

meant to gauge consumer attitudes toward advertising in general (MacKenzie & Lutz, 1989, p. 

49). 

In the past, academics usually relied on multiple-item scales (e.g., bad/good, 

unpleasant/pleasant and unfavorable/favorable) to measure attitude toward the ad (e.g., 

MacKenzie & Lutz, 1989). However, recent studies have shown that a single-item measure was 

more appropriate for measuring attitude toward the ad (Bergkvist & Rossiter, 2007; 2009a; 

2009b). Specifically, Bergkvist and Rossiter (2009b) found that the single item like to dislike was 

the best measure of attitude toward the ad. Although the use of a single-item measure is 

relatively new (Bergkvist & Rossiter, 2007; 2009a; 2009b), many academics have embraced a 

single-item measure of attitude toward the ad (e.g., Bakalash & Riemer; 2013; Berkvist & 

Rossiter, 2008; Bergkvist, Eiderbäck & Palombo, 2012; Pomering, Johnson & Noble, 2013). 

Therefore, participants indicated their attitude toward the ad using a single-item measure 

– like to dislike (Bergkvist & Rossiter, 2007; 2009a; 2009b). Participants were instructed to 

answer the question, ―Thinking about the ad for this brand of hand soap, which of the following 
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statements best describes your feeling about the ad?‖ by choosing from the following set of 

seven statements: I dislike it extremely, I dislike it quite, I dislike it slightly, I neither liked or 

disliked it, I liked it slightly, I liked it quite, and I liked it extremely (Berkvist & Rossiter, 

2009a). Items were coded from 1 to 7, where 7 was a positive response (Berkvist & Rossiter, 

2009a). 

Attitude Toward the Brand 

The third dependent variable measured was attitude toward the brand, ABrand. Fishbein 

and Ajzen (1975) defined a person‘s attitude as ―a function of his salient beliefs at a given point 

in time‖ (p. 222). This definition is also applicable to brand attitude, positing that a person‘s 

attitude toward a brand is caused by beliefs about the brand (Fishbein & Ajzen, 1975; Mitchell & 

Olson, 1981). Unlike attitude toward the ad, which measures affect, both the definition and 

measure of attitude toward the brand focus on brand evaluation (Bergkvist & Rossiter, 2009b). 

However, similar to attitude toward the ad, attitude toward the brand has traditionally 

been measured using multiple-item measures (e.g., bad/good, unpleasant/pleasant and 

dislike/like) (e.g., Gardner, 1985). Yet, like attitude toward the ad, Bergkvist and Rossiter (2007; 

2009a; 2009) found it was more appropriate to measure attitude toward the brand with a single-

item measure. In particular, Bergkvist and Rossiter (2009b) demonstrated that the single item 

good to bad was the best measure of attitude toward the brand. Additionally, since the 

publication of Bergkvist and Rossiter‘s (2007; 2009a; 2009b) findings, many studies have 

employed a single-item measure of attitude toward the brand (e.g., Berkvist & Rossiter, 2008; 

Bergkvist et al., 2012; Fennis, Das & Fransen, 2012; Hartmann & Apaolaz-Ibáñez, 2012; Kapoor 

& Heslop, 2009; Pomering et al., 2013; Sabri & Obermiller, 2012; Suh, 2009). 
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Therefore, participants indicated their attitude toward the brand using a single-item 

measure – good to bad (Bergkvist & Rossiter, 2007; 2009a; 2009b). Participants were instructed 

to answer the question, ―Thinking about this brand of hand soap, which of the following 

statements best describes your feeling about this brand?‖ by choosing from the follow set of 

seven statements: I think it is extremely bad, I think it is quite bad, I think it is slightly bad, I 

think it is neither good nor bad, I think it is slightly good, I think it is quite good, and I think it is 

extremely good (Berkvist & Rossiter, 2009a). Items were be coded from 1 to 7, where 7 was a 

positive response (Berkvist & Rossiter, 2009a). 

Purchase Intent 

The final dependent variable for the current study was purchase intent, PI. According to 

Lutz, MacKenzie and Belch (1983), purchase intent refers to the likelihood that a consumer will 

purchase the brand in the future. 

Bergkvist and Rossiter‘s (2007; 2009a; 2009b) research on single-item measures also 

extended to purchase intent. Again, Bergkvist and Rossiter (2007; 2009a; 2009b) found that a 

single-item scale was a more effective measure of purchase intent than multiple-item measures 

(e.g., unlikely/likely and uncertain/certain). Specifically, Bergkvist and Rossiter (2009b) found 

that the single item unlikely to likely was the best measure of purchase intent. Like both attitude 

toward the ad and attitude toward the brand, many other scholars have also used single-item 

measures to evaluate purchase intent (e.g., Bakalash & Riemer; 2013; Berkvist & Rossiter, 2008; 

Chrysochou & Grunert, 2013; Hartmann & Apaolaz-Ibáñez, 2012; Sabri & Obermiller, 2012; 

Swaminathan et al., 2009). 

Therefore, participants indicated their purchase intent on a seven-point range using a 

single-item measure – unlikely to likely (Bergkvist & Rossiter, 2007; 2009a; 2009b). Participants 

were instructed to answer the question, ―If you were going to buy hand soap, how likely would 
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you be to try this brand?‖ by choosing from the follow set of seven statements: No chance or 

almost no chance, Slight possibility, Some possibility, Fairly good possibility, Probable, Very 

probable and Certain or practically certain (Berkvist & Rossiter, 2009a). Items were coded from 

1 to 7, where 7 was a positive response (Berkvist & Rossiter, 2009a). 

Confounding Variables 

In addition to the four dependent variables being measured in the current study – brand 

personality, attitude toward the ad, attitude toward the brand and purchase intent – it was 

possible that other factors might have influenced the role of advertising images in the 

manipulation of brand personality. In particular, human personality and gender had the potential 

to confound the brand personality findings. Therefore, both of these additional confounding 

variables were measured in the current study. 

Human personality 

Past research (e.g., Govers & Schoormans, 2005; Hamilton & Sun, 2005; Huang et al., 

2012; Huber & Seelmann, 2012; Nienstedt et al., 2012; Plummer, 2000) found that an 

individual‘s own personality could influence their view of and interaction with a brand‘s 

personality. To control for this variable, both group image sort participants and survey 

respondents indicated their own human personality using the same personality measure that was 

used to measure brand personality – a shortened version of Strausbaugh‘s (1998) brand-specific 

MBTI scale. Using the same scale to measure both human and brand personality allowed for 

parallel dimensions between the participants‘ and brands‘ personalities, increasing the ability to 

compare human and brand data should human personality prove to influence the current study‘s 

results. 
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Gender  

Gender also had the potential to be a confounding variable. Men and women are different 

in a variety of ways that may influence how they view and interpret the symbolic visual elements 

in advertising images. Additionally, differences in the gender distribution of some MBTI 

personality types (e.g., there are more female feelers and male thinkers) also have the potential to 

confound study results (Edinger, n.d.; Jung, 1923/1971; ―Estimated frequencies,‖ n.d.; Tieger & 

Barron-Tieger, 2000). Therefore, gender was measured by asking participants to indicate their 

gender and including gender as a variable. 

Scale Reduction 

The current study‘s first phase was composed of a scale reduction of Strausbaugh‘s 

(1998) brand-specific MBTI scale. Once shortened, the new scale was used to measure one of 

the current study‘s dependent variables, brand personality, and one of its potential confounding 

variables, human personality. 

Strausbaugh‘s (1998) original brand-specific MBTI scale contained 24-items – six-item 

pairs for each of the four personality dimensions. While effective, the original scale‘s length 

made it cumbersome for measuring the personality of multiple brands or advertisements in one 

quantitative questionnaire. Multiple applications of such a lengthy instrument could contribute to 

participant fatigue, which could negatively affect internal validity (Campbell & Stanley, 1963). 

Therefore, this study attempted to decrease the number of dichotomous adjective pairs while 

maintaining the integrity of the scale. 

Using pre-test data gathered in a previous survey (discussed in detail below), the 

researcher used statistical data reduction techniques – Cronbach‘s Alpha and point biserial 

correlations – to reduce the number of scale components in the brand-specific MBTI scale 
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developed by Strausbaugh (1998). This shortened version of the brand-specific MBTI scale is 

referred to as the BHPI (Brand and Human Personality Indicator). 

Strausbaugh’s (1998) Brand-Specific MBTI Scale  

Strausbaugh‘s (1998) brand-specific MBTI scale is based on the Myers-Briggs Type 

Indicator, which determines human personalities based on four dimensions: 

extraversion/introversion (E/I), sensing/intuition (S/N), thinking/feeling (T/F) and 

judging/perceiving (J/P). Strausbaugh‘s (1998) brand-specific MBTI scale contains 24 

dichotomous adjective pairs – six for each of the four dimensions (see Table 3-1). Each 

dichotomous adjective pair is composed of two opposite adjectives, and, when applied, 

participants are asked to choose the adjective that best describes the brand in question. For 

example, when presented with the adjective pair assertive/mild, the participant might choose 

mild as the best description of the brand. 

Table 3-1. Dichotomous adjective pairs from the original brand-specific MBTI scale. 

 

Extraversion/ 

Introversion 

(E/I) 

Sensing/ 

Intuition 

(S/N) 

Thinking/ 

Feeling 

(T/F) 

Judging/ 

Perceiving 

(J/P) 

1 Assertive/ 

Mild 

Systematic/ 

Imaginative 

Logical/ 

Emotional 

Clear-Cut, Definite/ 

Undecided, Variable 

2 Active/ 

Reserved 

Realistic, Down-to-Earth/ 

Idealistic, Visionary 

Firm/ 

Soft-Hearted 

Deliberate/ 

Adaptable 

3 Dynamic/ 

Moderate 

Practical, Functional/ 

Creative, Theoretical 

Cold/ 

Warm 

Dependable/ 

Changeable 

4 Sociable/ 

Shy 

Sensible, Factual/ 

Instinctual 

Indifferent/ 

Sympathetic 

Steadfast/ 

Innovative 

5 Outspoken/ 

Quiet 

Narrow Focus/ 

Wide Interests 

Rational, Reasonable/ 

Passionate, Perceptive 

Decided/ 

Flexible 

6 Energetic/ 

Calm 

Conservative/ 

Unconventional 

Stoic/ 

Excitable 

Well-defined/ 

Indistinct 

 

Creation of Strausbaugh’s (1998) Brand-Specific MBTI Scale  

Strausbaugh (1998) created her initial version of the brand-specific MBTI by choosing 

six adjectives from the Adjective Checklist (ACL) to represent each pole of the four MBTI 
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dimensions (a total of 48 adjectives, or 24 pairs). The ACL was originally developed in 1949 at 

the Institute of Personality Assessment and Research to allow researchers to gather data on 

personalities and has grown to include 300 personality-specific adjectives (Strausbaugh, 1998). 

The ACL also integrated the theoretical personality perspectives of leading personality 

psychologists, including Jung, making it an ideal starting point for personality scale items. In an 

earlier study, Thorne and Gough (1991) had previously compared the ACL to the MBTI and 

correlated each adjective‘s relationship to the MBTI‘s four dimensions. Strausbaugh (1998) then 

borrowed from Thorne and Gough‘s (1991) previous research as a starting point for creating her 

brand-specific MBTI scale by choosing their highest correlating adjectives for each MBTI 

dimension to create her initial scale. 

To pretest the scale, Strausbaugh (1998) asked students (n = 80) to evaluate three cola 

brands – Coca-Cola, Diet Coke and Cherry Coke – using the initial scale. The pretest results 

were then examined using a combination of R-factor analysis and Cronbach‘s alpha 

(Strausbaugh, 1998). To refine the scale, Strausbaugh (1998) noted the pairs with the highest 

reliability and selected additional synonymous adjectives from the ACL. These additional 

adjective pairs were used to replace 10 inconsistent or unreliable pairs in the pretest scale (e.g., 

confident/cautious became dynamic/moderate). Seven other pairs were also modified by 

replacing one half of a pair with a more appropriate opposite (e.g., energetic/gentle became 

energetic/calm). 

Completing this process provided Strausbaugh (1998) with the current 24-item brand-

specific MBTI scale. To test the brand-specific MBTI scale, Strausbaugh (1998) conducted in-

class surveys with undergraduate students (n = 244) at a large southeastern university. The scale 

was evaluated using a total of 10 brands across five product categories (two brands per category). 
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In order to reduce survey fatigue, respondents were split into two groups, each evaluating a set of 

five brands. After gathering data, Strausbaugh (1998) tested the internal consistency of each of 

the scale‘s MBTI personality dimensions using a combination Cronbach‘s Alpha and the split-

half method. 

While creating the scale, Strausbaugh (1998) reported relatively high internal consistency 

across all the brands tested in her study, with all dimension averages exceeding .66 (see Table 3-

2). Although many scholars recommend alpha values of at least .7 (DeVellis, 2003; Nunnally, 

1978; Pallant, 2010), other scholars feel only a minimum of .5 or .6 is necessary to meet 

standards of internal reliability (Caplan, Naidu & Tripath, 1984; Nunnally, 1967; Strausbaugh, 

1998). Additionally, the small number of items per dimension (six) may contribute to slightly 

lower alpha values (Pallant, 2010). Therefore, all four dimensions were deemed reliable. 

However, Strausbaugh‘s (1998) results indicated that the extraversion/introversion (E/I) 

dimension was the most tightly constructed, followed by sensing/intuition (S/N), thinking/feeling 

(T/F) and, finally, judging/perceiving (J/P). Strausbaugh (1998) also noted that the variance 

could be attributed to nuanced differences between the collection of similar, but not 

synonymous, adjectives. 

Table 3-2. Cronbach‘s Alpha values for the original brand-specific MBTI scale.  

Dimension Alpha Range Average Scale Alpha  

Extraversion/Introversion (E/I) .7371-.8618 .8124 

Sensing/Intuition (S/N) .6128-.7773 .7085 

Thinking/Feeling (T/F) .5309-.8019 .6980 

Judging/Perceiving (J/P) .5399-.7724 .6674 

 

 

The validity of the original brand-specific MBTI scale was confirmed using a series of 

correlations, t-tests and cross-tabulations (Strausbaugh, 1998). Overall, Strausbaugh‘s (1998) 

research suggested the brand-specific MBTI scale was a ―functional, consistent measure‖ (p. 
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192) of brand personality. Further, the study argued that the scale was soundly constructed and 

met all the necessary reliability and validity conditions (Strausbaugh, 1998). Additionally, 

Strausbaugh‘s (1998) scale also underwent peer-review (e.g., Sutherland et al., 2004; Jewett & 

Sutherland, 2013). Finally, according to Strausbaugh (1998), the brand-specific MBTI scale was 

a ―‗new-and-improved,‘ and more academically credible brand personality measurement system‖ 

(p. 193). 

Reliability  

During data reduction, it is vital to maintain a scale‘s reliability. A scale‘s reliability 

―indicates how free it is from random error‖ (Pallant, 2010, p. 6), and has three divisions: 

stability, equivalency and internal consistency (Wimmer & Dominick, 2011). 

Reliability‘s first component is stability, which Wimmer and Dominick (2011) defined as 

―the consistency of a result or of a measure at different points in time‖ (p. 58). Perhaps the 

simplest and most intuitive approach to stability testing is the test-retest method, which requires 

measuring a group of people twice with the same measure and correlating the results. However, 

because the same group of people must complete the same measure twice, this method of testing 

reliability has significant shortcomings, including participant fatigue (caused by taking the 

measure multiple times), participant access (gaining access to the same participants at two 

different times), carry-over effects (participants remembering their answers from the first test) 

and genuine change in behavior or attitude if time passes between the two tests (Pallant, 2010; 

Pedhazur & Schmelkin, 1991). Because of the inherent problems with test-retest reliability and 

because this study was more interested in the reliability within a scale, stability testing was 

unsuitable. 

The second component of reliability, equivalency, assesses ―the relative correlation 

between two parallel forms of a test‖ (Wimmer & Dominick, 2011, p. 59). As the definition 
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implies, equivalency testing requires developing and administering two different measurement 

techniques to measure the same concept, then comparing the results. However, Wimmer and 

Dominick (2011) noted that the need to develop two perfectly equivalent scales was a ―major 

problem‖ with this method (p. 59). Further, because the goal of the current study‘s scale 

reduction phase was to fine-tune a single scale, equivalency testing was not appropriate. 

Finally, the third component of reliability is internal consistency, also known as inter-

item consistency (Wimmer & Dominick, 2011). According to Wimmer and Dominick (2011), 

internal consistency ―involves examining the consistency of performance among the items that 

compose a scale‖ (p. 59). In other words, internal consistency examines how closely the scale 

items are measuring the same underlying attribute (Pallant, 2010). Unlike stability‘s test-retest 

method, internal consistency allows researchers to measure reliability with a single 

administration of the measure (Pedhazur & Schmelkin, 1991; Wimmer & Dominick, 2011). 

Additionally, internal consistency testing only requires one scale, unlike equivalency testing. 

Moreover, the scale reduction phase of the current study aimed to shorten an existing scale while 

ensuring that the items continue to measure the same concept. Therefore, the current study used 

the internal consistency component of reliability to guide its reduction of Strausbaugh‘s (1998) 

brand-specific MBTI scale. 

There are two common methods for measuring internal consistency. One method for 

measuring internal consistency is the split-half method. Although the split-half method is 

correlated like other internal consistency measures, it requires splitting the scale in half, 

correlating one half with the other. For example, a 10-item scale would be split into two groups 

of five and compared. Therefore, the test is measuring the reliability of two five-item scales 

rather than one 10-item scale. Further, scale items may be split in many ways. With most 
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researchers using ad hoc split methods (e.g., odd-even, first-second), there is no guarantee the 

two split groups are parallel, causing additional issues. As such, some scholars decry the split-

half method as a severely limited method for measuring internal consistency and suggest 

avoiding its use (Pedhazur & Schmelkin, 1991). Moreover, the split-half method is best for 

longer scales (Strausbaugh, 1998) and not ideal as the current study‘s goal was to shorten the 

brand-specific MBTI scale. Therefore, although Strausbaugh (1998) used the split-half method 

during the development of the original scale, the current study did not apply the split-half 

method. 

Another method for measuring internal consistency is Cronbach‘s alpha. The current 

study used Cronbach‘s alpha to measure internal consistency for two reasons: 1) Cronbach‘s 

alpha is the most common method for measuring the internal reliability of a scale (Pallant, 2010; 

Pedhazur & Schmelkin, 1991; Wimmer & Dominick, 2011) and 2) this method was used by 

Strausbaugh (1998) in her original study. Cronbach‘s alpha ―provides an indication of the 

average correlation among all of the items that make up the scale‖ (Pallant, 2010, p. 6). With 

values ranging from 0 to 1, a higher value indicates a higher reliability (Pallant, 2010). Typically, 

a Cronbach‘s alpha value of .7 or higher is recommended (DeVellis, 2003; Nunnally, 1978; 

Pallant, 2010). However, other scholars feel only a minimum of .5 or .6 is necessary to meet 

standards of internal reliability (Caplan et al., 1984; Nunnally, 1967; Strausbaugh, 1998). 

Alternately, Pedhazur and Schmelkin (1991) suggested that there is no authoritative, universal 

level of reliability, rather ―it is for the user to determine what amount of error he or she is willing 

to tolerate, given the specific circumstances of the study‖ (p. 110). 

However, according to Pallant (2010), Cronbach‘s alpha values are also dependent on the 

number of scale items, and scales with a small number of items (less than 10) can produce 
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smaller values (e.g., .5). Therefore, Pallant (2010) suggests that for small scales it may be better 

to base internal reliability on mean inter-item correlations. When using correlations for this 

purpose, scholars recommend optimal inter-item correlation values between .2 and .4 (Briggs & 

Cheek, 1986; Pallant, 2010). Although Strausbaugh‘s (1998) full brand-specific MBTI scale has 

24 items, the scale is really a combination of four smaller sub-scales – one for each of the four 

MBTI dimensions. Each of the dimension sub-scales is composed of six items, making them 

smaller than the 10 items Pallant (2010) recommended for Cronbach‘s alpha. Moreover, this 

study‘s goal was to further reduce the number of items per sub-scale, potentially causing 

additional complications with Cronbach‘s alpha. 

As such, this study used a combination of Cronbach‘s alpha and correlation values to 

reduce the number of scale items in Strausbaugh‘s (1998) brand-specific MBTI. As the scale was 

reduced, the current study used Strausbaugh‘s (1998) previously reported values for Cronbach‘s 

alpha discussed below to guide the internal consistency of the BHPI. 

As a secondary goal, the scale reduction phase attempted to raise the scale‘s internal 

consistency. Although the average alpha value for each dimension was marginally acceptable, 

the low end of the alpha ranges for three of the four MBTI dimensions dipped significantly 

below the commonly suggested level of .7 (see Table 3-2). The low end of the thinking/feeling 

dimension and judging/perceiving J/P dimension were both below .6 (.5309 and .5399, 

respectively), and the sensing/intuition (S/N) dimension was below .7 (.6128). And, although the 

average alpha values were higher, neither the thinking/feeling dimension nor the 

judging/perceiving J/P dimension reached .7 (.6980 and .6674, respectively). Thus, addressing 

these low internal consistency values provided further value for the current study‘s scale 

reduction phase. 
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Also, since each of the four sub-scales has small number of items, point-biserial 

correlations were run in addition to Cronbach‘s alpha. A point-biserial correlation (rpb) is a 

special case of the Pearson product-moment correlation (r) (Calkins, 2005). The calculation, 

results and interpretation for a point-biserial correlation are similar to a Pearson correlation 

(Brown, 2001). However, unlike a Pearson correlation, which requires two continuous variables, 

a point-biserial correlation allows the researcher to use one dichotomous and one continuous 

variable (Brown, 2001; Calkins, 2005; Lowry, 2013). Therefore, the combination of 

dichotomous (the poles of an MBTI personality dimension) and continuous (number of 

participants) data being compared in the current study made point-biserial correlations 

appropriate (Brown, 2001; Bruning & Kintz, 1968; Calkins, 2005; Lowry, 2013). 

Pretest Data for Scale Reduction  

The scale reduction was conducted using previously gathered pretest data collected 

during Spring 2013. The pretest used Strausbaugh‘s (1998) original, 24-item brand-specific 

MBTI scale to examine the effects of advertising visuals on the brand personality of a fictitious 

brand of cola, Fresh Cola. Unlike the current study, the pretest manipulated only two of the 

MBTI‘s four personality dimensions – extraversion/introversion (E/I) and thinking/feeling (T/F) 

– in the visuals. However, to keep from skewing results, the full, 24-item scale was used and 

participant responses for all four personality dimensions were recorded. 

To examine the effects of advertising visuals on brand personality, the researcher created 

four brand-specific advertisements for Fresh Cola – one extraverted ad, one introverted ad, one 

thinking ad and one feeling ad. Each advertisement was portrait, full-color and visually 

dominant, with a large, full-bleed photograph (see Appendix A). The researcher‘s graphic design 

and advertising background allowed for the creation of profession-looking advertisements 

tailored to each personality. Based on Akay‘s (2001) research, stock images were chosen to 



 

154 

represent each of the four tested personalities and purchased from Depositphotos
®
 

(depositphotos.com) or iStock
®
 (istockphoto.com). Purchasing stock photos allowed the 

researcher to use professional-quality images for minimal cost while providing the appropriate 

copyright licensing to alter and republish the advertisements. The Extraverted (E) image showed 

a tightly cropped, intimate group of people smiling and dancing in a nightclub environment. Two 

of the three people were looking at the viewer, and the image used bright, saturated colors. 

Alternately, the Introverted (I) image showed a woman walking alone and barefoot on the beach 

at sunset. The lighting was low and romantic with the ocean horizon ahead of her and only a 

single line of footprints behind her. The Thinking (T) image showed a bottle of Fresh Cola on a 

white background. Black lines led from specific features of the product to brief explanatory text 

to the right of the bottle (e.g., lid – ―sealed in freshness, label – ―a brand you trust‖). Conversely, 

the Feeling (F) image showed a young woman cuddling her dog. Both the woman and the dog 

were relaxed with their bodies and faces touching. For consistency, the Fresh Cola logo and top 

third of the product bottle were shown in the bottom right corner of all four advertisements. 

Survey participants (n = 304) were undergraduate college students recruited from four 

intro-level mass communication courses at a large southeastern university. Undergraduates were 

offered extra credit for their participation. 

To conduct the survey, an electronic questionnaire was created using Qualtrics
®
 

(www.qualtrics.com), online survey software, and distributed by the course professors. After 

receiving consent, the questionnaire first asked students to indicate their own personality. Then, 

to ensure students did not confuse the fictitious brand with a real brand, participants were asked 

their familiarity with the brand Fresh Cola on a five-point Likert-scale item (not at all familiar to 

extremely familiar) and whether they had ever tasted the product (yes or no). Next, participants 
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were shown advertisements for Fresh Cola and asked to indicate the brand‘s personality based 

on the images they saw. Additionally, participants were asked to indicate their brand attitude 

based on each advertisement using a three-item semantic differential scale – bad/good, 

pleasant/unpleasant and unfavorable/favorable – with a seven-point range (MacKenzie & Lutz, 

1989). Purchase intent was also evaluated on a five-point Likert-scale item (not at all likely to 

extremely likely). Finally, participants were asked to provide some basic demographic 

information about themselves. 

During the survey, participants saw two of the four possible ads – either the Extraverted 

(E) ad or the Introverted (I) ad and either the Thinking (T) ad or the Feeling (F) ad. Limiting 

participants to only two advertisements – one from each personality dimension being tested – 

decreased the potential for participant fatigue. This strategy also ensured that participants 

provided personality feedback for only one adjective from each personality dimension. Because 

the MBTI personality dimensions are bi-polar pairs, survey logic was employed to prevent a 

single participant from rating both opposing poles. 

BHPI’s Inclusion of the Judging/Perceiving (J/P) Dimension 

While the judging/perceiving (J/P) dimension was not manipulated visually in the current 

study (see below for rationale), it was included in the scale reduction process and the BHPI. 

Thus, while the current study measured all four personality dimensions, it was only concerned 

with the ability to transfer three-dimensional personalities through visuals. However, retaining 

the judging/perceiving (J/P) dimension in the new, shortened scale allows future research to be 

conducted on all four dimensions using the BHPI, including research on the role of the 

judging/perceiving (J/P) dimension in brand personality. 
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MBTI Dimensions in Study  

Although all four MBTI dimensions were included in the scale reduction and were 

measured each time the scale was used, the current study visually manipulated only three of the 

four MBTI dimensions – extraversion/introversion (E/I), sensing/intuition (S/N) and 

thinking/feeling (T/F). The fourth dimension – judging/perceiving (J/P) – was excluded based on 

five reasons. 

First, this decision was made, in part, because the judging/perceiving (J/P) dimension is 

not part of the original Jungian personality theory. Rather, Myers and Briggs added the 

judging/perceiving (J/P) dimension during the creation of the MBTI model during the 1940s-50s 

(Myers, 1995), and it was based on Briggs‘ unpublished research. 

Second, the judging/perceiving (J/P) dimension often functions in tandem with other 

dimensions. According to Hirsh and Kummerow (1989), in the MBTI framework, judging is 

linked to the thinking/feeling (T/F) dimension because both thinking and feeling are both ways to 

make a decision or reach a conclusion (p. 52). Alternately, the authors suggested that the MBTI 

framework linked perceiving to the sensing/intuition (S/N) dimension because both sensing and 

intuition provide individuals with ways to gather and process information (Hirsh & Kummerow, 

1989, p. 52). Carlyn (1977) also compiled results from multiple studies that found high 

correlations between judging/perceiving (J/P) and sensing/intuition (S/N) and between 

judging/perceiving (J/P) and thinking/feeling (T/F) (see Table 3-3). Based on these findings, it is 

questionable whether the judging/perceiving (J/P) dimension is truly independent. 
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Table 3-3. Correlations between judging/perceiving (J/P) and other dimensions. 

Samples Study 
S/N & 

J/P 

T/F & 

J/P  

36 University Students Porter & Roll (1992)   .52**    .36* 

300 Female Prospective Secondary Teachers Richek (1969)   .28*    .14 

65 Female Prospective Secondary Teachers Richek (1969)   .29*    .29* 

403 Students at Ohio State Schmidt & Fretz (1968)   .39**    .17** 

300 Male Freshmen at Long Island University Stricker & Ross (1963)   .33**    .18** 

184 Female Freshmen at Long Island University Stricker & Ross (1963)   .47**   -.02 

397 Male High School Students Stricker & Ross (1963)   .26**    .12* 

614 Female High School Students Stricker & Ross (1963)   .33**    .20** 

225 Male Freshmen at Wesleyan Stricker & Ross (1965)   .34**    .24** 

201 Male Freshmen at Caltech Stricker & Ross (1965)   .24**    .23** 

422 Freshmen at Emory Webb (1964)   .25**   -.06 

Note: * p < .05, ** p < .01 

 

Third, while judging/perceiving (J/P) is able to provide insight into human personality, 

the dimension is not particularly well suited for explaining brand personality. The MBTI 

judging/perceiving (J/P) dimension describes how a person lives their outer life (The Myers & 

Briggs Foundation, n.d.). A judging person prefers a structured and decided lifestyle, while a 

perceiving person favors a more flexible and adaptable lifestyle. Because all brands fit into a 

structured and pre-determined product category, all brands could be perceived as judging brands. 

Additionally, because successful brands have continuity in their products, service and 

advertising, they are not free to constantly change or adapt their offerings like the perceiving 

dimension would suggest. This inflexibility further suggests that, to some degree, all brands 

could be considered judging brands by the nature of good marketing practices. 

Fourth, the judging/perceiving (J/P) dimension also indicates how people become aware 

of things and how they form conclusions about those things. Because brands are not sentient 

beings, they can neither become aware of things nor form conclusions about them. Rather, a 

marketer works to convince people to become aware of things about a brand and make 
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conclusions about a brand – namely, to purchase. Therefore, the judging/perceiving (J/P) 

dimension did not seem applicable to brands. 

Fifth, the judging/perceiving (J/P) dimension is difficult to portray using only advertising 

images. Although the judging/perceiving (J/P) dimension has potential to be communicated via 

headlines or body copy, this study was interested in the role of visuals in communicating brand 

personality and thus excluded judging/perceiving (J/P). 

Independent Variable 

The current study‘s goal was to understand the role advertising visuals play in creating 

and manipulating brand personality. Therefore, advertising images, as visualizations of brand 

personality, functioned as the independent variable. Two steps, which are discussed in detail 

below, were required to choose the specific advertising images for use in the final survey. First, 

the researcher used her design background and knowledge to choose images hypothesized to fit 

each of the eight personality dimensions. These images formed an image deck. Second, the 

researcher used the image deck to conduct group image sorts to determine which image best 

represented each of the eight personality dimensions. Those eight images then functioned as the 

current study‘s independent variable. 

Image Deck 

Creating an image deck was the first step necessary to select the particular advertising 

images that functioned as the current study‘s independent variable. An image deck is a 

researcher-compiled set of images that participants sort during group image sorts (Martin & 

Gourley-Delaney, 2013; Moriarty & Rohe, 2005). The current study‘s image deck was composed 

of 24 images – three images hypothesized to fit each of the eight personality types included in 

the study. All images were cropped to 5x7 inches and printed on cardstock. Additionally, all 

chosen images were portrait orientation to mimic the feel of a full-page magazine advertisement. 
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Images were gathered from several stock image websites, including: Depositphotos
®
 

(www.depositphotos.com), Dreamstime
®
 (www.dreamstime.com), iStock

®
 

(www.istockphoto.com) and Shutterstock
®
 (www.shutterstock.com). 

With a background in advertising, graphic design and brand personality research, the 

researcher chose three specific images hypothesized to fit each of the study‘s eight personality 

dimensions – EST, ESF, ENT, ENF, IST, ISF, INT and INF. Based on the brand personality 

descriptions (detailed in the literature review) and past studies (Akay, 2001; Cunningham et al., 

2007; Jewett & Sutherland, 2013), the researcher compiled general descriptions (below) using 

visual symbolic element hypothesized to fit each pole of the three personality dimensions 

included in the current study – extraverted/introverted (E/I), sensing/intuition (S/N) and 

thinking/feeling (T/F).  

Extraverted (E). Extraverted images should show a group of people (preferably 3 or 

more) in a social setting (e.g., nightclub, party, event, workplace). The people should be happy, 

smiling and possibly looking at the camera. The images should have bright, saturated colors and 

be fairly tightly cropped around the people. The images should convey activity, energy and fun. 

Introverted (I). Introverted images should show only one (possibly two people) in a 

private or semi-private location (e.g., home, empty beach, uncrowded restaurant) with low or 

romantic lighting. Alternately, images may show a single person with a pet. The shots should be 

wider, showing more of the person‘s surroundings or setting. The images should have soft or 

muted colors and convey a quiet, calm and mellow atmosphere and/or attitude. 

Sensing (S). Sensing images should show one or more people ―getting their hands dirty‖ 

(e.g., participating in activities, fixing things, helping people). The shots should show people 

using their five senses to engage with the world around them. The images should be realistic and 

http://www.depositphotos.com/
http://www.dreamstime.com/
http://www.istockphoto.com/
http://www.shutterstock.com/
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down-to-earth, and reflect a practical, hands-on attitude. The images may employ more muted or 

primary colors. 

Intuitive (N). Intuitive images should show people planning or daydreaming for a big 

project or life-altering circumstance (e.g., architect with plans for a skyscraper, pregnant mother 

daydreaming about her baby). The images may be brightly colored, have a more 

white/modern/futuristic look, or mix the two. Images may also mix realistic photography and 

illustration. The image may include abstract art, modern sculpture, etc. Alternately, the image 

may be fanciful with mythical creatures and daydream-like qualities (e.g., child daydreaming, 

unicorns, rainbows, fields of flowers, sunbeams). 

Thinking (T). Thinking images should show a cerebral environment (e.g., lab, 

classroom). The images may show the product and emphasize or point to particular features (e.g., 

V8 engine, easy-twist cap, micro-scrub particles). People in the images should be thoughtful and 

may be studying, reading, measuring or examining. 

Feeling (F). Feeling (F) images should show subjects touching (e.g., bodies, faces, 

hands). At least one person should be shown, and should be touching or interacting with another 

person or a cuddly pet. The subjects should be relaxed and convey warmth, emotion and love. 

The images should show people who are comfortable with each other and have some element of 

sentimentality (family, close friends, couples). Images should have a warm, fuzzy feeling. The 

setting should be bright, warm and non-sterile (e.g., outside, comfy living room, front porch). 

Next, the researcher used the general descriptions to produce three scenarios for each of 

the eight personality types included in the current study (below). The scenarios were written by 

the researcher as a starting point to find images that would exhibit multidimensional 

personalities. Because little previous research examined visuals and multidimensional 
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personalities, the researcher had to begin with relatively little initial data. By imagining how each 

personality would look with different settings, surroundings and people, the researcher was able 

to create scenes that fit each multidimensional personality. While as much of each individual 

dimension‘s general description as possible was preserved in the scenarios, some aspects 

required modification to fit the combined personality profile. 

Extraverted/Sensing/Thinking (EST): 

 Extraverted/Sensing/Thinking (EST) Scenario 1: Multiple scientists in a lab (possibly 

looking at the camera, may be wearing round glasses), lots of instruments, crowded 

around with a test in progress or measuring something (but not touching each other), 

close crop 

 Extraverted/Sensing/Thinking (EST) Scenario 2: Group of coworkers (possibly looking 

at the camera, may be wearing round glasses), in action, bright/saturated colors, working 

on project (building a structure, conducting surgery, etc.), hands busy/dirty, people not 

touching, close crop 

 Extraverted/Sensing/Thinking (EST) Scenario 3: Group of professors/students (possibly 

looking at the camera, may be wearing round glasses), wearing bright colors, working on 

project, hands busy/dirty, in action, design classroom, room relatively clean, people not 

touching, close crop 

Extraverted/Sensing/Feeling (ESF): 

 Extraverted/Sensing/Feeling (ESF) Scenario 1: Family (parents and kids) in a kitchen 

(possibly looking at camera), lots of cooking tools, crowded around a bowl touching each 

other, parent leaning over child‘s back helping to exactly measure or chop something, 

close crop 

 Extraverted/Sensing/Feeling (ESF) Scenario 2: Group (possibly looking at camera), 

bright/saturated colors, in action, hands busy/dirty, working on project (gardening/etc.), 

people touching/showing emotion, smiling/enjoying the outdoor environment, close crop 

 Extraverted/Sensing/Feeling (ESF) Scenario 3: Group of people (possibly looking at 

camera), bright/saturated colors, working on project, hands busy/dirty, in action, painting 

studio, walls colorful, messy painting tools, people touching and showing emotion, close 

crop 
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Extraverted/Intuition/Thinking (ENT): 

 Extraverted/Intuition/Thinking (ENT) Scenario 1: Group of scientists in a lab (may be 

wearing square or thick-rimmed glasses, possibly looking at the camera), colorful swirly 

illustrated fumes coming out of vials, not touching, close crop 

 Extraverted/Intuition/Thinking (ENT) Scenario 2: Group of coworkers (may be wearing 

square or thick-rimmed glasses, possibly looking at camera), bright/saturated colors, 

people not touching, daydreaming about project possibilities (looking out over large 

garden/imagining a playground), hands idle, brightly colored illustrated ―ideas‖ above 

head (possibly), looking at building plans, close crop 

 Extraverted/Intuition/Thinking (ENT) Scenario 3: Group of professors/students (may be 

wearing square or thick-rimmed glasses, possibly looking at the camera), wearing bright 

colors, daydreaming about project possibilities, hands idle, illustrated ―ideas,‖ design 

classroom, walls white, computer areas clean, art on walls framed if any, people not 

touching, close crop 

Extraverted/Intuition/Feeling (ENF): 

 Extraverted/Intuition/Feeling (ENF) Scenario 1: Family (parents and kids) (possibly 

looking at the camera), in a kitchen, pots simmering with colorful ―smell‖ fumes coming 

out, crowded together, touching each other, close crop 

 Extraverted/Intuition/Feeling (ENF) Scenario 2: Couple/family (possibly looking at the 

camera), daydreaming about project possibilities (looking at large garden/imagining a 

playground), bright/saturated colors, hands idle (not actively building/constructing), 

brightly colored illustrated ―ideas‖ above head, people touching and showing emotion, 

close crop 

 Extraverted/Intuition/Feeling (ENF) Scenario 3: Teacher and student(s) (possibly looking 

at camera), wearing bright colors, daydreaming about project possibilities, hands idle, 

illustrated colorful ―ideas,‖ painting studio, walls colorful, messy painting tools, people 

touching and showing emotion, close crop 

Introverted/Sensing/Thinking (IST): 

 Introverted/Sensing/Thinking (IST) Scenario 1: One scientist alone in a darkish lab, 

muted colors, lots of instruments, concentrating on a test in progress, possibly measuring 

something or reading instruments, wide crop 

 Introverted/Sensing/Thinking (IST) Scenario 2: One person (may be wearing round 

glasses), muted colors, sunrise/sunset/low-light, working on project 

(gardening/building/etc.), hands busy/dirty, in action, wide crop 
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 Introverted/Sensing/Thinking (IST) Scenario 3: One student, wearing muted colors, low 

light, working on project, hands busy/dirty, in action/studying, walls white, computer 

areas clean, art on walls framed if any, wide crop 

Introverted/Sensing/Feeling (ISF): 

 Introverted/Sensing/Feeling (ISF) Scenario 1: Couple alone in low-lit kitchen (e.g., 

candles on small table set for two), possibly wearing apron, muted/neutral colors, lots of 

cooking tools, man or woman concentrating on measuring something, people touching 

and showing emotion, wide crop 

 Introverted/Sensing/Feeling (ISF) Scenario 2: One person, muted/neutral colors (if 

possible), low light (if possible), interacting with pet (washing/petting/etc.), hands 

busy/dirty, in action, enjoying/soaking in the outdoor environment/beauty, pet touching 

and showing emotion, wide crop 

 Introverted/Sensing/Feeling (ISF) Scenario 3: One person, muted/neutral colors (if 

possible), low light (if possible), working on project, hands busy/dirty, in action, pet 

touching and showing emotion, wide crop 

Introverted /Intuition/Thinking (INT): 

 Introverted/Intuition/Thinking (INT) Scenario 1: One person (may be wearing square or 

thick-framed glasses), not looking at the camera, neutral/muted colors, creative illustrated 

―ideas‖ or ―thoughts‖, wide crop 

 Introverted/Intuition/Thinking (INT) Scenario 2: One person (may be wearing square or 

thick-framed glasses), not looking at the camera, muted colors, sunrise/sunset/low-light, 

hands idle, reading a book, wide crop 

 Introverted/Intuition/Thinking (INT) Scenario 3: One student (may be wearing 

square/thick-framed glasses), not looking at the camera, muted colors, low light (if 

possible), daydreaming about project possibilities, illustrated ―ideas‖ escaping from 

computer, hands idle, computer areas clean, art on walls framed if any, wide crop 

Introverted/Intuition/Feeling (INF): 

 Introverted/Intuition/Feeling (INF) Scenario 1: Couple, not looking at the camera, no 

other people/animals, low light, muted/neutral colors, touching and showing emotion, 

wide crop 

 Introverted/Intuition/Feeling (INF) Scenario 2: One person, muted colors, 

sunrise/sunset/low light, daydreaming about possibilities, hands idle, enjoying/soaking in 

the outdoor environment/beauty, pet touching and showing emotion, wide crop 
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 Introverted/Intuition/Feeling (INF) Scenario 3: One person, wearing muted/neutral 

colors, sunrise/sunset/low light, daydreaming about project possibilities, hands idle, pet 

touching and showing emotion, wide crop 

Next, stock image websites were searched for the images that most closely aligned with 

each scenario. In cases where a single found image was unable to satisfy the scenario‘s essential 

aspects, Adobe Photoshop CS5 was used to combine multiple images, creating a single image 

that more closely fit the description. Below is a description of each selected image (see Appendix 

B to view the selected images). 

Extraverted/Sensing/Thinking (EST): 

 Extraverted/Sensing/Thinking (EST) Image 1: Two scientists (one female and one male) 

dressed in white lab coats and gloves smile at the camera. They are holding vials filled 

with multi-colored liquids and seem to be caught in the act of working.  The female 

scientist is wearing protective glasses, and the male scientist is wearing a hair cover. The 

photo is closely cropped around the two individuals. 

 Extraverted/Sensing/Thinking (EST) Image 2: Four surgeons crowd close together as 

they work together to operate on a patient. All the individuals are concentrating and 

looking down at their work. Several of the individuals are holding surgical instruments 

and are in the process of operating. No blood is shown, and the patient is cut almost 

completely out of the frame with the focus completely on the surgeons. All of the 

surgeons are wearing light blue protective clothing, hairnets, masks and gloves. The 

image is tightly cropped around the people, showing only parts of several individuals‘ 

faces. 

 Extraverted/Sensing/Thinking (EST) Image 3: Two individuals (one male and one 

female) smile at the camera as they crowd around a pottery wheel. Both are touching the 

clay with their hands dirty and are in the process of throwing a pot. The male appears to 

be helping/teaching the female pottery student. Both individuals are wearing overalls and 

the girl has on a bright-green shirt. The area around the two individuals is lightly coated 

in clay, but relatively tidy. The image is closely cropped around the two potters.  

Extraverted/Sensing/Feeling (ESF): 

 Extraverted/Sensing/Feeling (ESF) Image 1: A young mother and father are in the 

kitchen with their elementary-aged son. The smiling father has his arms around the boy, 

helping him chop brightly colored vegetables on a cutting board. The mother leans over 

the father‘s back smiling. The kitchen is white and clean, and the image is closely 

cropped around the family. 
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 Extraverted/Sensing/Feeling (ESF) Image 2: A young mother and father kneel outside in 

the garden with their toddler-aged daughter. The mother smiles at the camera as she helps 

the little girl water a plant. The father crouches closely behind the pair, smiling as he 

watches. All three individuals are wearing brightly colored, summer clothing. The 

surrounding garden is lush and green, and the image is cropped tightly around the family. 

 Extraverted/Sensing/Feeling (ESF) Image 3: A family of four – mother, father, young 

boy and young girl – work together to paint a wall in their house. All four individuals are 

looking at the camera and smiling. Each family member has a paint brush/roller and is in 

the middle of a paint stroke. The two children are standing on a small ladder to help their 

parents, who each have one arm safety supporting a child. The family is painting a 

formerly white wall a bright, chartreuse shade of green. They are standing on a gleaming, 

wooden floor and the whole family is dressed in brightly colored casual clothes. The 

image is cropped around the family, although it does show the full-body of each 

individual. 

Extraverted/Intuition/Thinking (ENT): 

 Extraverted/Intuition/Thinking (ENT) Image 1: A group of young scientists (two males 

and one female) wearing white lab coats, gloves and protective eye glasses smile and 

look eagerly as the girl holds up a vial of green liquid. Brightly colored, illustrated fumes 

(added by the researcher) swirl out of the vial. The group is seated at a wooden table in a 

clean, bright room. On the table, a collection of large beakers and vials hold a variety of 

brightly colored (e.g., yellow, green, blue, red) liquids. The image is cropped closely 

around the individuals. 

 Extraverted/Intuition/Thinking (ENT) Image 2: A group of volunteers (four females and 

two males) stand in a group and smile at the camera as they take a break from clean up 

trash. Two members of the group hold trash bags while another holds an instrument for 

picking up litter. The group is standing outside under a large, green tree on a sunny day. 

Above their heads is a thought bubble (added by the researcher) that contains a hand-

drawn and brightly colored illustration of a children‘s playground. The image is closely 

cropped around the volunteers. 

 Extraverted/Intuition/Thinking (ENT) Image 3: A group of college-aged students (three 

females and two males) study together. Two females and one male are seated at a table in 

the foreground surrounded by a laptop, books and several cups. The group is smiling and 

looking at the book the male is pointing to. Behind them, the other female and male stand 

at a large white-board wall covered in marker brainstorming and sticky notes. They 

appear to be discussing one of the ideas on the wall. The students are wearing brightly 

colored clothing, and the image is closely cropped around the group. 

Extraverted/Intuition/Feeling (ENF): 

 Extraverted/Intuition/Feeling (ENF) Image 1: A family of four (mother, father, young 

boy and young girl) crowd around the stove making dinner. The kitchen is modern, with 

a gas range, stainless steel hood and bright orange walls. The parents smile as the father 
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lifts the lid off of a pot and colorful smell fumes (added by the researcher) escape. In the 

foreground, the two children smile and laugh as the young boy stirs something in a small 

bowl on the counter. The image is cropped closely around the family. 

 Extraverted/Intuition/Feeling (ENF) Image 2: A couple (one male and one female) sits 

daydreaming about their future. The young man smiles at the camera with one arm 

around the young woman‘s shoulders and the other on her knee. The young woman leans 

into the man‘s body and looks up. Above the couple, a thought bubble contains hand-

drawn illustrations of their future (e.g., a city, a home, a dollar sign, a question mark). 

The illustrations are drawn in turquoise and couple is dressed in grays and bright yellows. 

The image is closely cropped with the couple situated in the lower left corner. 

 Extraverted/Intuition/Feeling (ENF) Image 3: A young woman (perhaps a teacher or a 

mother) sits beside a small boy at a table. The table is covered in white paper and a 

variety of brightly colored pencils. The woman‘s hand arm is around the boy as she 

smiles down at him. The small boy holds a red pencil in the air and appears to be thinking 

about what to draw. An illustrated cloud of colorful shapes (added by the researcher) 

escapes from the tip of the pencil. The image is tightly cropped around the pair. 

Introverted/Sensing/Thinking (IST): 

 Introverted/Sensing/Thinking (IST) Image 1: A lone, female scientist stands in a lab 

measuring blue liquid in a beaker. The woman has her hair pulled back and is wearing a 

white lab coat, gloves and protective eyeglasses. She looks seriously down at her work as 

she leans against a counter with shelves full of bottles behind her. The picture is taken 

through a second set of shelves, which are blurred in the foreground. The image is 

somewhat loosely cropped, showing a significant amount of the woman‘s surroundings. 

 Introverted/Sensing/Thinking (IST) Image 2: An older, male farmer squats alone in his 

field  and looks down to examine his wheat. He is wearing a light blue, collared, work 

shirt with worn jeans. He also has on an olive green ball cap pulled down over his eyes. 

The image is somewhat loosely cropped showing the field wheat field and blue sky 

behind the farmer. 

 Introverted/Sensing/Thinking (IST) Image 3: A single student sits on the floor against the 

wall in a library. The girl has legs stretched out in front of her with a laptop on her knees 

and a book open beside her. She is looking at the screen and typing. The library walls, 

floor and shelves are mostly white, and the girl wears a white cardigan over a dark dress. 

The image is relatively loosely cropped with the girl in he bottom, left corner and a long 

row of library shelves stretching down the corridor behind her. 

Introverted/Sensing/Feeling (ISF): 

 Introverted/Sensing/Feeling (ISF) Scenario 1: A couple (one male and one female) stands 

alone in a kitchen. The man tosses a salad on the counter as the woman leans over to kiss 

his cheek with a wine glass in her hand. An empty bottle of wine sits on the counter in the 

background. A chandelier in the foreground casts yellow, romantic light. The kitchen is 
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modern and neutral with white cabinets and beige counters. The couple is also dressed in 

neutral grays. The image is somewhat loosely cropped with the couple centered in the 

scene. 

 Introverted/Sensing/Feeling (ISF) Image 2: A young man washes his dog outside on a 

sunny day. The man bends over the dog, scrubbing its fur with soap. All that can be seen 

of the man is the top of his head and his red shirt. The image is somewhat tightly 

cropped, although the dog is the focus of the image with the young man half cropped out 

of the image on the left and a large tree in the background. 

 Introverted/Sensing/Feeling (ISF) Image 3: A middle-aged woman washes the dishes in 

the sink as a cat prowls on the counter. The woman has her hands in soapy water 

scrubbing a plate as she looks lovingly at the cat. The cat stands to the left of the woman 

looking up at her face. The woman‘s dark hair is pulled back into a ponytail and she is 

wearing a white, patterned shirt. The cat mimics the coloring of the woman and is white 

with large gray patches. The kitchen is modern and almost completely white. Two white 

vases sit on the counter filled with light pink flowers. The image is somewhat loosely 

cropped, showing the woman and cat entirely, along with the kitchen background. 

Introverted /Intuition/Thinking (INT): 

 Introverted/Intuition/Thinking (INT) Image 1: A middle-aged man stands alone in front 

of a chalkboard that is covered in white chalk illustrations and doodles. The man looks 

like a professor with glasses, a long-sleeved, collared shirt rolled up to his elbows, and a 

loosened tie. The man is turned sideways in the frame and has one hand on his hip and 

the other on his chin in a thoughtful pose as he examines the board. The image is 

somewhat loosely cropped with the man in the lower half of the frame and the chalkboard 

filling the entire background. 

 Introverted/Intuition/Thinking (INT) Image 2: A young woman sits with her back against 

a tree reading a thick book. The image shows the woman from the back. She is wearing 

light-colored jeans, black sneakers, a black-and-white, horizontal-striped shirt and a black 

sun hat. The image is somewhat loosely cropped with the girl in the bottom, left corner 

and an long view of a lush, green field and blurred trees in the background. 

 Introverted/Intuition/Thinking (INT) Image 3: A young man stands alone on a white 

background holding a tablet. The man is looking up at gray, illustrated circles that are 

escaping the tablet, which are filled with various illustrations (e.g., briefcase, calculator, 

piggy bank, light bulb). The man has dark, gelled hair and is wearing a light blue, 

collared dress shirt buttoned all the way to the top. The image is somewhat loosely 

cropped with the man in the bottom, right corner and the illustrations centered in the 

frame. 

Introverted/Intuition/Feeling (INF): 

 Introverted/Intuition/Feeling (INF) Image 1: A couple (one male and one female) sit, 

lounging under a large tree. The man is leaning with his back against the tree trunk, while 
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the woman leans back on his chest. The woman has one arm lifted above her head and 

wrapped around the man‘s neck and is looking back at his face. The sun is shining 

through the tree‘s branches casting a yellow-green, romantic light over the image. The 

couple is wearing neutral-colored clothing that blends in with the light. The image is 

loosely cropped with the couple taking up a relatively small portion of the frame. 

 Introverted/Intuition/Feeling (INF) Image 2: A woman sits alone on the beach at sunset 

with her dog. The image is backlit by the sun, creating a low, romantic light. The woman 

is wearing sunglasses as she looks out over the ocean. Her yellow lab sits leaning up 

against her body also looking out over the water. The image is somewhat loosely cropped 

with the woman and the dog centered in the frame, and the beach and ocean visible 

around them. 

 Introverted/Intuition/Feeling (INF) Image 3: A young woman stands next to her saddled 

horse as it grazes in a pasture in the evening light. The woman is wearing jean shorts and 

a neutral-colored shirt. The house is a dark, rich reddish-brown. The image is loosely 

cropped with the woman and the horse in the bottom, left corner of the frame. The green 

pasture and bright blue sky extend far behind the pair. 

Group Image Sorts 

A series of qualitative group image sorts was the second step necessary to select the 

specific advertising images that functioned as the current study‘s independent variable. Group 

image sorts are the fusion of two qualitative research methods – group interviews and image 

sorts (both discussed in detail below). While past research has regularly used both group 

interviews and image sorts, group interviews do not typically include image stimuli, and image 

sorts are most often conducted with individuals rather than groups. However, for reasons 

discussed below, combining these techniques provided the richest data for the current study. 

In their book about qualitative research in advertising, Morrison et al. (2002) noted that 

account planners rely heavily on both traditional qualitative approaches (such as interviews and 

focus groups) and innovative qualitative approaches (such as visual prompts and word 

associations) to gain consumer insights. Therefore, it was appropriate for the current study to use 

group image sorts, which combined group interviewing (traditional) and image sorting 

(innovative) to investigate how consumers visually determine brand personality. 
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During the group image sorts, participates sorted the previously compiled image deck to 

determine which image best represented each MBTI dimension included in the current study – 

extraversion/introversion (E/I), sensing/intuition (S/N) and thinking/feeling (T/F). Further, 

participants were asked to explain their choices, providing the researcher with micro-level 

descriptions of the visual symbolic elements associated with each dimension. 

Group Interview Definition 

Because the current study combined group interviews and image sorts to create a new 

method, group image sorts, it is important to understand the details of how each individual 

method works. Therefore, the following sections define and discuss the advantages of group 

interviews, followed by a definition and discussion of the advantages of image sorts. The group 

image sort method and process used in the current study are then discussed in detail. 

For this study, group interviews were composed of three participants each. According to 

some scholars (Babbie, 2010; Morrison et al., 2002), the terms focus group and group interview 

are interchangeable. Berger (1998) even called focus groups ―collective depth interviews‖ (p. 

89), and Gaskell (2000) noted that there were many similarities between the two methods. 

However, other scholars suggested that focus groups typically have five to 15 participants 

(Babbie, 2010) or six to eight participants (Gaskell, 2000), while group interviews might have 

only two to four (Bernard & Ryan, 2010; Thornberg, 2008). Although the number of participants 

varies, the process of conducting in-depth interviews, group interviews and focus groups is 

similar (Gaskell, 2000). Therefore, because this study used groups of three participants, the term 

group interview was most accurate. For the current study, a group interview was defined as a 

moderated discussion with three participants. 

The current study used three-person group interviews as the setting for the group image 

sorts for several reasons. First, because the true purpose of this format was to conduct group 
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image sorts, it was vital that all participants could see, hear, touch and manipulate the physical 

materials presented. A group of three allowed the participants to sit normally at a table without 

being overcrowded, but still allowed them to be close enough to the materials so that they could 

contribute to the sort. Second, the group image sort exercise required that the participants work 

together and agree on which pile each image should be placed. Three participants per group was 

a large enough number to allow ample discussion between members. But, three participants was 

also a small enough group to allow each participant to see/touch all the visual stimuli, and allow 

the group to ultimately come to a conclusion on where to place each image. Finally, an odd 

number of participants was desirable to prevent the possibility of a tie. With three participants, a 

single dissenting member could be overruled. 

Advantages of Group Interviews 

Group interviews have a number of advantages that are similar to those of other 

qualitative interviewing techniques, such as individual interviews and focus groups. These 

advantages include: understanding attitudes, producing concentrated topical data, and allowing 

follow up questions. 

Like other forms of qualitative interviewing, one advantage provided by group interviews 

is the ability to understand a consumer‘s mental attitudes toward a brand. According to Gaskell 

(2000), an interview (individual or group) was most valuable because it provided data to help 

understand ―the relations between social actors and their situations‖ (p. 39). Often, the objective 

of individual or group interviews also includes detailed insight into a person or group‘s beliefs, 

attitudes, feelings, values, reactions and motivations (Bernard & Ryan, 2010; Gaskell, 2000; 

Gibbs, 1997). Further, Berger (1998) suggested focus groups were usually conducted to discover 

―people‘s attitudes and behaviors relative to some consumer product or choice‖ (p. 89). As such, 

group interviews allowed the current study to explore people‘s reactions to and interpretation of 
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images for potential advertisements, taking advantage of the method‘s ability to reveal the 

relationship between individuals and potential marketing materials. 

Qualitative interview techniques, such as group interviewing, also allow researchers to 

gather a large amount of data specific to their research questions (Morgan, 1997). According to 

Morgan (1997), interviewing was able to produce ―concentrated amounts of data on precisely the 

topic of interest‖ (p. 13). Unlike other forms of qualitative research (e.g., participant 

observations) that gathered a wide variety of information, Morgan (1997) noted that interviewing 

techniques (e.g., focus group, group interviews) allowed researchers to directly target the 

information they were most interested in. 

The current study also took advantage of the inherent flexibility in qualitative forms of 

interviewing, such as group interviews (Babbie, 2010; Berger, 1998). Group interviews provide a 

high level of flexibility, allowing the moderator to easily follow up on comments, ask additional 

questions, clarify responses and request opinions on specific issues (Berger, 1998; Bernard & 

Ryan, 2010; Krueger, 1988). Additionally, in a group interview, a moderator can follow 

participants through unexpected twists and turns that may provide valuable, but unforeseen, 

information. The flexibility of group interviews was an especially important advantage for the 

current study as it sought to understand what specific visual symbolic elements in each image 

were responsible for creating brand personality. With the ability to ask participants questions 

about why they placed images in each category, the researcher could follow their train of thought 

and uncover the specific symbolic visual elements in each image that convey a particular 

personality. 

Advantages of Group Interviews Over Individual Interviews 

In addition to their general advantages, (e.g., understanding attitudes, producing 

concentrated topical data, allowing follow up questions), group interviews, as a form a focus 
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group, also have advantages over individual interviews. These advantages include: encouraging 

group dynamics, gathering data more quickly, and complementing other forms of research. 

Because group interviews allow the researcher to interview multiple people 

simultaneously, they have the added advantage of group dynamic. According to Morgan (1997), 

it is the group interaction that produces data. More specifically, Morgan (1997) suggested, 

―[T]he comparisons that participants make among each other‘s experiences and opinions are a 

valuable source of insights into complex behaviors and motivations‖ (p. 15). Some scholars take 

this concept even further, suggesting that group interviews had ―an almost magical synergy‖ 

(Morgan, 1997, p. 13) and became more than the sum of their parts (Gaskell, 2000). Therefore, 

the current study used group interviews, rather than one-on-one interviews, to take advantage of 

group dynamics. 

According to Bernard and Ryan (2010), another aspect of the group dynamic is a group 

settings‘ ability to stimulate discussions that would not occur between a single interviewee and a 

moderator. Babbie (2010) suggested that these unforeseen discussions could also uncover aspects 

of the topic that were unanticipated by the researcher. For example, the dynamics of a multi-

person group could encourage participants to discuss similarities and differences of opinion, 

providing additional research data (Bernard & Ryan, 2010). Grumbein (2013) also noted this 

aspect of group dynamic; she found that when students worked as a team to sort brand 

personality adjectives, the negotiation and discussion involved was valuable to the outcome. 

Because team members had to agree on the definition and final placement during the exercise in 

Grumbein‘s (2013) study, they were forced to discuss each adjective‘s meanings and nuances out 

loud, working to convince the others in their group. Therefore, by asking multiple individuals to 

collaborate in the current study, the moderator was afforded a glimpse into an otherwise silent 
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thought process. As such, this study encouraged and took special note of discussion among 

participants during group image sorts as they negotiated which category an image belonged to 

and why. 

Like focus groups, group interviews also allow researchers to gather a large amount of 

data more quickly and easily than conducing individual interviews (Morgan, 1997). Morgan 

(1997) noted that, compared to individual interviews, group interviews were more efficient ―in 

terms of gathering equivalent amounts of data‖ (p. 13). 

Additionally, among scholars, the use of focus groups (or here, group interviews) is 

common in tandem with other methods, particularly the development of surveys (Babbie, 2010; 

Bernard & Ryan, 2010; Gaskell, 2000; Gibbs, 1997; Morgan, 1996). Because focus groups were 

able to answer ―why‖ questions, but not ―how many‖ questions, Berger (1998) noted that many 

researchers used the technique in pilot studies and as complements to other kinds of studies (p. 

91). Morgan (1996) also reported that many researchers specifically used group interviews to 

develop content for questionnaires. Further, according to Morgan (1996), combining surveys and 

group interviews was ―one of the most practical ways of bringing together qualitative and 

quantitative methods‖ (p. 136). Thus, group interviews were an appropriate method for the 

current study to gather and develop data for a later quantitative survey. 

Image Sort Definition 

Because the current study fused group interviews and image sorts to create group image 

sorts, the sections above discussed the definition and advantages of group interviews. The 

following section now discusses the definition and advantage of image sorts – the second method 

used to create group image sorts. 

Although past researchers have performed image sorts in a one-on-one context, the 

current study asked participants to partake in group image sorts. For the current study, a group 
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image sort was defined as moderated group composed of three participants who work together to 

sort an image deck into pre-determined categories. During the current study‘s group image sorts, 

participants were asked to collectively conduct several image sorts. This study chose to use the 

term image sort because it best represented the process used. However, similar techniques have 

been known by many names, including photo sort (Gaskell, 2000; Van Riel, Stroeker & 

Maathuis, 1998), picture/issue sort (Gaskell, 2000), image bank (Moriarty & Rohe, 2005), card 

sort (Nielsen, 2004) and pile sort (Bernard & Ryan, 2010; Harman, 2001; Potter & Trotter, 

1993). The term image sort was also selected to distinguish this general method from BBDO‘s 

trademarked Photosort™ technique, which asks consumers to examine photos of different types 

of people to help the agency determine brand personality (Morrison et al., 2002). Additionally, 

the current study avoided the name pile sort because the term most often referred to sorts using 

words rather than visuals (Harman, 2001; Potter & Trotter, 1993). 

During the current study‘s group image sorts, participants sorted images for each of the 

three included MBTI personality dimensions – extraversion/introversion (E/I), sensing/intuition 

(S/N) and thinking/feeling (T/F). Weller and Romney (1988) referred to the process of asking 

participants to conduct several sorts of the same items as a variation on the sort technique called 

a multiple sort (as opposed to a single sort). According to Weller and Romney (1988), in a 

multiple sort condition, participants were given the opportunity to sort and re-sort the same items 

using a different criterion each time (p. 24). In the current study, the criterion for each re-sort 

was specified by the moderator to fit the individual MBTI dimensions. 

Advantages of Image Sorts  

The group image sorts used in the current study drew on a number of the advantages of 

image sorts to help provide a better understanding of participants‘ opinions on potential 

advertising visuals and gather insights on how they viewed specific visual symbolic elements in 
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relationship to particular brand personalities. These advantages include: allowing non-verbal 

feedback, promoting discussion, increasing participant enjoyment, providing brand personality 

information and identifying images for particular purposes. 

One of the biggest advantages of an image sort may be the additional level of non-verbal 

feedback it provides (Van Riel et al., 1998). Traditional qualitative interviews allow participants 

to provide only verbal feedback. However, in addition to verbal responses, image sorts also 

allow participants to provide non-verbal feedback by examining and sorting the images. 

According to Van Riel et al. (1998), the technique was developed as a result of dissatisfaction 

with existing methods for measuring images that required participants to only verbally respond 

to the nonverbal stimuli (images). The authors argued, ―Since images are non-verbal, they should 

be better measured by non-verbal methods‖ (Van Riel et al., 1998, p. 317). Therefore, in addition 

to asking participants to discuss their thoughts out loud as they sort, the current study also 

gathered non-verbal data from participants through the image sorts‘ results. 

The ability to stimulate discussion is another advantage of image sorts. According to 

Gaskell (2000), stimulus materials (e.g., pictures, drawings, photographs) were useful to 

―promote ideas and discussion as a means of getting people to use their imagination and to 

develop ideas and themes‖ (p. 50). Van Riel et al. (1998) also suggested that image sorts could 

help participants overcome any natural inhibitions, such as embarrassment, shyness or a desire to 

please. Moreover, with diminished inhibitions, the technique offered an avenue for ―uncovering 

less conscious, and more deeply-seated feelings and associations‖ (Van Riel et al., 1998, p. 317). 

As an additional advantage, image sorts are enjoyable for participants and create a sense 

of fun during the group interviews (Bernard and Ryan, 2010; Van Riel et al., 1998). Van Riel et 

al. (1998) also found that, when compared to attitude scales and a Q-sort, image sort results 
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evoked the most positive reactions from respondents. In turn, because respondents enjoyed 

participating in the image sort, they not only completed the activity, but also provided many 

spontaneous comments about the airlines and the photos, which were valuable for the researchers 

results (Van Riel et al., 1998). 

Image sorts can also provide researchers with brand personality information. Compared 

to other methods (e.g., Q-sorts, attribute scales), Van Riel et al. (1998) noted that image sorts 

―yielded a number of attributes that were used to describe each company‘s personality‖ and 

emphasized the ―human‖ and ―emotional‖ components of the airlines‘ corporate images (p. 323). 

Because the current study investigated brand personality, this image sort advantage was 

particularly important. 

Finally, image sorts also provide researchers with the added advantage of identifying 

specific images for particular purposes. According to Van Riel et al. (1998), image sorts also 

helped researchers identify ―photographs that symbolize the company‘s values‖ (p. 317). Further, 

advertising agencies often use image sort techniques to create distinctive campaigns (Van Riel et 

al., 1998) and match message strategies to the target audience (Moriarty & Rohe, 2005). 

Therefore, since the goal of the current study‘s image sorts was to provide the researcher with 

eight unique images, each representing one multidimensional MBTI brand personality – EST, 

ESF, ENT, ENF, IST, ISF, INT and INF – this technique effectively aligned with the goals of the 

current study. 

Qualitative Participants 

For the qualitative group image sorts, a purposive sample of students was selected from a 

large, public southeastern university. A purposive sample allowed the researcher to purposefully 

choose participants that were most able to meaningfully contribute to the study (Creswell, 2007). 

Therefore, college students were recruited from the university‘s advertising and graphic design 
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majors through department professors. At the professors‘ discretion, participants were offered 

extra credit for their participation. They also had access to researcher-provided snacks and 

beverages during the group image sort sessions. 

More specifically, in order to participate in the study, students needed to function as 

experts who were able to provide an informed opinion (Moriarty & Rohe, 2005). Therefore, 

advertising students must have completed the curriculum‘s basic design course – ADV 3203 

Advertising Design and Graphics. After completing this course, advertising students had in-

depth knowledge and understanding of brand personality and the symbolic nature of advertising 

images. Alternately, because students must apply for entrance to the graphic design major after 

completing four semesters of department prerequisites and undergoing a rigorous review and 

selection process, all graphic design majors were able to contribute meaningfully to the 

discussion about the meanings of specific symbolic visual elements. 

By limiting group image sort participants to advanced-level advertising and graphic 

design students, the researcher was able to collect more detailed and nuanced information about 

how particular visual symbolic elements related to a specific MBTI personality dimensions. 

Because of differences between the two major‘s schedules, most groups consisted of either 

advertising or graphic design students. 

In addition to requiring participants to be advanced advertising and graphic design 

students, qualitative participants were also limited to American students in order to achieve a 

more homogenous population. Limiting participants to American students also allowed the 

researcher to examine a single culture. Because culture plays a significant role in the 

interpretation of symbolic elements, conducting group image sorts within one culture provided 
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the current study with a more in-depth understanding of a single group. For this study, American 

students were defined as those who have lived in the U.S. for 18 years or more. 

Number of Group Image Sorts 

Because group image sorts are a unique combination of group interviews and image sorts, 

no previous data existed to guide the current study in terms of the number participants necessary. 

Therefore, qualitative research conventions and previous studies‘ recommendations on 

participant numbers for qualitative interviews and individual image sorts were used as guidelines 

for the current study. 

In accordance with qualitative tradition, group image sorts were conducted until 

saturation was reached. Guest, Bunce and Johnson (2006) noted that the most commonly referred 

to type of saturation was theoretical saturation. Theoretical saturation is typically defined as the 

point at which the researcher is uncovering the same information and no longer identifying new 

themes (Guest et al., 2006; Ryan & Bernard, 2004). The point of saturation cannot be predicted 

with a simple, fixed number of participants. Rather, when and how saturation is reached depends 

on the number and complexity of the texts, investigator experience and fatigue and the number of 

investigators examining the text (Ryan & Bernard, 2004, para. 61). 

When examining past literature regarding qualitative interviewing, some scholars 

suggested that increasing the number of interviews might not always result in better findings 

(Gaskell, 2000; Guest, et. al, 2006). According to Gaskell, (2000), this was true because: 1) there 

were limited versions of reality, and 2) the data must be analyzed. Although each individual had 

a unique set of experiences, Gaskell (2000) argued that those experiences grew out of a set of 

shared social processes, creating a shared cultural lens through which individuals view the world 

around them. Because many people share a limited number of cultural lens, a limited number of 

realities exist, particularly when participants are homogenous and from a single culture as in the 



 

179 

current study. Therefore, Gaskell (2000) suggested that as more and more interviews were 

conducted, the researcher would continue to see the same shared experience and overlap of 

insights. In addition, once the interviews were conducted, the data must still be analyzed, 

requiring both time and energy from the researcher (Gaskell, 2000). Thus, by virtue of memory 

and time constraints, there is a limit to the amount of data a single researcher can synthesize 

(Gaskell, 2000). 

Scholars also indicated that the number of interviews needed to reach saturation varied 

from study to study. However, according to Morgan (1997), theoretical saturation could be 

achieved with three to five focus groups in most cases. Similarly, Kruegar (1988) recommended 

beginning with three focus groups and adding an additional group if the third group provides 

new insights. Wimmer and Dominick (2011) also advocated beginning with three groups and 

adding additional groups as necessary. 

Alternately, when conducting individual interviews, Guest et al. (2006) suggested that six 

interviews might be enough to develop high-level, overarching themes with both meaning and 

useful interpretations. Neilsen (2000) agreed, proposing that there were significant diminishing 

returns in new data as the number of usability testers (participants) increased and advised using 

five usability testers, which could uncover 85% of usability issues and maximize the cost-to-

benefit ratio. Finally, Gaskell (2000) suggested the limit for a single researcher was between 15 

and 25 individual interviews or six to eight focus groups. 

Unlike research on qualitative interviewing, past literature on image sorts, which are done 

on individual bases rather than in groups, shows an enormous range. According to Van Riel et al. 

(1998) the typical number of respondents for an image sort was between 30 and 100 (their image 

sort study included 92 participants). Alternately, in his study assessing the knowledge Mayan 
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people have about their elders‘ activities, Harman (2001) used a 56-person sample to sort 

illustrated cards. Martin and Gourley-Delaney (2013)‘s study included 35 sixth-grades students 

sorting photographs of potentially math-related activities, while Abreu and Cline‘s (2003) 

research on the cultural nature of mathematics asked a total of 24 children to sort photos based 

first on whether math was involved in the photo‘s activity and then a second time based on 

whether they thought the subjects were good at math. Further, for their study on creating cultural 

palettes, Moriarty and Rohe (2007) conducted image sorts with eight experts. Nielsen (2004) 

also investigated the ideal number of participants for card sorting and suggested conducting card 

sorts with 15 participants. Because there is such a wide range of past image sort samples – 

ranging from eight (Moriarty & Rohe, 2007) to 92 (Van Riel et al., 1998), this study followed the 

literature on qualitative interviewing to guide the number of participants. 

In line with the qualitative interviewing recommendations of Gaskell (2000), Morgan 

(1997), Guest et al. (2006), Krueger (1988) and Nielsen (2000), the current study began with 

three group image sorts for the qualitative portion of this study while monitoring the stability of 

uncovered themes and adding additional group image sorts as necessary. A total of 10 group 

image sorts were conducted to reach saturation. Further, unlike individual interviews, this study 

used group image sorts with three participants in each. Therefore, 10 group image sorts resulted 

in data collection from 30 participants – more than the minimum of 6 recommended by Guest et 

al. (2006) and beyond the five suggested by Nielsen (2000). 

Further, with 10 group image sorts of three participants each, the images were be sorted 

collectively by at least 30 participants. This number was more the number of image sort 

participants (eight) used by Moriarty and Rohe‘s (2007) in their cultural palette research, which 

had a process similar to the current study in many respects. 
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Screener Questionnaire 

Prior to attending the group image sorts, participants were asked fill out a short online 

screener questionnaire to provide basic descriptive information (e.g., name, age, year in school, 

major, gender, race). The questionnaire also included weed-out questions for graphic design and 

advertising majors and for non-American students. Students indicating that they were advertising 

majors were asked if they had completed ADV 3203 Design and Graphics. As discussed above, 

only students who had completed ADV 3203 Design and Graphics were included in the group 

interviews. Also as discussed above, students who indicated that they had not lived in the United 

States for at least 18 years were also excluded from the group image sorts. 

In addition to basic descriptive information, the screener questionnaire also asked 

participants to determine their own personality using the BHPI
5
. Because Strausbaugh‘s (1998) 

brand-specific MBTI scale, which the BHPI was based on, is applicable to both human and 

brand personalities (Strausbaugh, 1998; Sutherland et al., 2004), it was appropriate to have 

participants measure their own personality using the BHPI. In fact, Sutherland et al. (2004) 

specifically noted that Strausbaugh‘s (1998) brand-specific MBTI scale was ―adapted from the 

MBTI for measuring individual and brand personalities‖ (p. 12). Moreover, Sutherland et al. 

(2004) also used the brand-specific MBTI scale to measure their participants‘ personalities. And, 

although this scale was created with brands in mind, the scale items were designed to correlate 

with the human MBTI, measuring the same personality dimensions in a similar way 

(Strausbaugh, 1998). 

Measuring human personality with the BHPI has several additional advantages, 

including: increasing participant familiarity, shortening survey length and decreasing research 

                                                 
5
 The BHPI scale will be explained in detail in the following chapter. Because the current study plans to reduce 

Strausbaugh‘s (1998) brand-specific MBTI scale to create the BHPI, the instrument does not yet exist. 
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time and costs. First, using the BHPI exposed participants to the scale‘s dichotomous adjective 

pairs. By asking participants to indicate their own individual personality type using the BHPI, the 

researcher was able to introduce them to the adjective pairs prior to the group image sorts. 

Second, the full-length human MBTI, which consists of 126 questions, would take a significantly 

longer commitment from the participants prior to the focus group, which could result in poor 

data or participant attrition. Finally, the full-length human MBTI is costly and must be sent off 

for scoring. However, the BHPI could be scored quickly and cost-free by the researcher. 

Therefore, the data from each participant‘s personal application of the BHPI was collected 

electronically and scored later by the researcher. 

This data was used to provide descriptive information about the group interview 

participants. However, because of the nature of the current study‘s research, it was more 

important that participants be homogenous (i.e., American students) and sufficiently 

knowledgeable about advertising visuals and brand personality (i.e., advanced advertising 

majors, graphic design majors) rather than a particular personality type (e.g., ESTJ, INFP). 

Therefore, information on the participants‘ major and status as an American student was used for 

forming group image sorts, but individual personality data was not. 

Moderator 

During the current study‘s group image sorts, the researcher fulfilled the role of 

moderator. Scholars agree that moderators play a critical role in the success of a group interview 

techniques (Babbie, 2010; Gibbs, 1997). The moderator‘s many roles include probing for details, 

promoting debate, keeping the conversation moving, focusing the discussion and allowing all 

participants the chance to speak (Gibbs, 1997). With past experience moderating focus groups 

and an intimate knowledge of the topic, the researcher was best poised to guide the conversation 
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during the group image sorts. An additional aid was also present during group image sorts to 

help with logistics and take notes. 

Additionally, because the current study had a ―strong, preexisting‖ research agenda, there 

was a high level of interview structure and moderator involvement (Morgan, 1997). A high level 

of moderator involvement keeps the group focused on topics relevant to the research (Morgan, 

1997). Morgan (1997) also suggested that a more structured format was desirable when one of 

the group‘s goals was to provide input for other research efforts such as surveys. Therefore, 

because the current study had a clear research goal (i.e., to identify specific visual symbolic 

elements that are associated with particular personalities) and planned to use the group image 

sort results in a survey (i.e., participant-chosen images will be used to create test advertisements), 

a high level of interview structure and moderator involvement were desirable. 

Moderator’s Guide 

A moderator‘s guide was compiled to help direct the group image sort process (see 

Appendix C for the complete guide). A moderator‘s guide provides a list of questions and topics 

for the group and specifies their preferred order. 

This study‘s moderator‘s guide began with an introductory statement (Morgan, 1997). 

The introduction should present the topic of study honestly but generally (Morgan, 1997). A 

general introduction ensures that the topic is presented at a level that participants can understand 

and avoids providing a ―sense of purpose or direction‖ that could ―restrict and channel‖ the 

discussion (Morgan, 1997, p. 48-49). Therefore, the current study was introduced as part of a 

project to understand more about images and personality. 

The introductory statement should also include a brief summary of the ground rules 

(Morgan, 1997). A brief explanation of the rules and expectations provides participants with 

proper group etiquette, but does not imply that the moderator will be telling the group what to do 
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(Morgan, 1997). In the current study, the moderator‘s guide‘s introduction included references to 

working as a team, the ability to disagree with other participants, respectful behavior, wanting to 

hear everyone‘s opinion and the fact that there are no right or wrong answers. The introductory 

statement also informed the participants that the moderator had no opinion of her own and was 

only interested in hearing what they thought. 

In addition to generally presenting the topic and explaining group rules, the current 

study‘s introductory statement also explained that the group discussion were audio recorded for 

additional analysis. Participants were also asked to speak one at a time to provide the highest 

quality audio recording. 

After the introductory statement, participants were asked to review and sign a consent 

form. The consent form confirmed that the nature of the group had been explained and that the 

participants consented to take part in the group and to be audio-recorded. The consent form also 

ensured that participants understood that participation was voluntary and that there would be no 

negative repercussions if they chose not to participate. Finally, the consent form articulated that 

participants‘ identities would be protected. 

Once all the participants had read and signed the consent form, the moderator began the 

group by asking an icebreaker question (Morgan, 1997). According to Morgan (1997), the 

icebreaker question allows each participant to give a brief self-introduction and helps set the 

mood. For the current study, participants were asked to give their name, major and year in 

school. This question established that all the participants were similar majors (advertising or 

graphic design) and at a similar point in their college careers. 

Next, the moderator‘s guide specifies a discussion-starter question (Morgan, 1997). The 

discussion-starter question presents the session‘s basic topic and aims to allow each participant 
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to provide some meaningful statement. Because the current study was interested in particular 

symbolic visual elements, the discussion-starter question was used to help acquaint participants 

with the ability for specific visual elements to convey meaning. Therefore, the current study‘s 

discussion-starter question was, ―If you were a color, what color would you be and why?‖ After 

each participant answered, the moderator briefly explained the concept that specific visual 

elements, like color, often have meanings that are associated with personality. The moderator 

then explained to participants that she was interested in knowing if a set of images had any 

personality. 

After the icebreaker and discussion-starting questions, the remainder of the moderator‘s 

guide was devoted to key questions (Krueger, 1998). Key questions are those that drive the 

session and which the researcher is most interested in (Krueger, 1998). In the current study, the 

key questions included conducting the group image sorts and asking a series of follow-up 

questions after each sort. Both the image sort process and follow-up questions are discussed in 

detail in the procedure section below. 

To conclude the group discussion, an ending question was asked (Kruegar, 1998; 

Morgan, 1997). An ending question signifies the close of the group discussion and allows the 

participants a final chance to contribute (Kruegar, 1998; Morgan, 1997). In line with Kruegar‘s 

(1998) suggestion, the current study‘s ending question asked if the moderator missed anything or 

if anyone had anything else they would like to add. Once participants had the opportunity to 

answer the ending question, the moderator thanked the participants, and the group image sort 

was concluded. 

Moderator’s Guide Pretest 

Morgan (1997) also suggested pretesting a moderator‘s guide to ensure discussions flow 

from topic to topic. Allowing experts to review the moderator‘s guide is one way of pretesting 
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(Kruegar, 1988). Therefore, an expert committee, who are experienced in conducting focus 

groups, reviewed the current study‘s moderator‘s guide. After the committee‘s review, their 

suggestions were incorporated into the final version of the moderator‘s guide. 

As an additional check, Kruegar (1988) also proposed that the first group serves as a final 

moderator‘s guide pretest. After the first group is conducted, if the moderator‘s guide needs 

major revisions, the group‘s results are discarded and the guide is revised (Kruegar, 1988). In the 

current study, no additional revisions were necessary. Therefore, the first group‘s results were 

used in during data analysis. 

Procedure 

After completing the screener questionnaire, potential participants who did not fit the 

previously discussed criteria were eliminated. Once appropriate participants were identified, 

groups of three were formed based on students‘ availabilities. As previously discussed, most 

groups contained either advanced advertising or graphic design students due to differences in 

each major‘s class schedules. 

The group image sorts were conducted on campus in small, private rooms. The rooms 

were reserved ahead of time, allowing the moderator to set up prior to each image sort. By using 

a private room, the moderator could be sure that the necessary equipment (e.g., table, chairs) was 

available. A private room also ensured that the environment was quiet and conducive to group 

discussions. Holding the group image sorts on campus also ensured that participants (i.e., 

students) could easily access the location. 

On the day of the group image sort, the moderator arrived early and set up the room (e.g., 

set out water and food, arrange table and chairs, prepare materials, test tape recorders). As 

participants began to arrive, the moderator greeted them, offered refreshments and began making 

small talk to build rapport. Each participant was also provided with a name tent and asked to 
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write their name. Using name tents allowed the moderator and each member of the group to 

easily address everyone by name. 

Once all three participants arrived, but before the research activities begin, the moderator 

asked participants for permission to audio record the session and had them sign consent forms 

(see Appendix C for the complete moderator‘s guide, including the consent form). Once 

permission was obtained, the audio recorders were turned on. By audio recording the sessions, 

the researcher had access to the group image sort discussions in order to review and analyze the 

group image sort data at a later time. Only the researcher had access to the audio recordings. 

After the group image sorts, the audio recordings were transcribed and then the recordings were 

destroyed. Additionally, participants‘ real names were not associated with their comments. 

Once the group image sort began, the moderator showed participants the image deck and 

explained the image sort process (Moriarty & Rohe, 2005). Specifically, the moderator explained 

that the participants would work as a team to sort a set of images into piles based on personality 

descriptions, which the moderator would provide. Each card in the image deck had a full-color 

photograph on one side and a unique number on the back so the moderator could easily record 

which pile an image was sorted into (Bernard & Ryan, 2010). While explaining the image sort 

process, the moderator emphasized that the group would complete the process as a team. The 

moderator also encouraged participants to discuss what they were thinking out loud to benefit 

both the other team members and the moderator. 

Immediately prior to each sort the researcher provided the participants with a short verbal 

and written explanation of the dimension to be sorted for that round (see Appendix D). For 

example, the researcher read the following extraverted (E) and introverted (I) descriptions: 

Extraverted (E): Extraverts relate easily to the outer world of people and things. 

They focus on the world around them and gain energy from other people. 
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Extraverts often know a little about a lot, preferring to explore a variety of subjects 

and ideas. Extraverts often need to think out their ideas aloud. Adjectives that 

describe extroverts include: outspoken, active and sociable. 

Introverted (I): Introverts relate easily to the inner world of ideas. They draw 

energy from their inner world and prefer to spend time alone. Introverts tend to 

have fewer but deeper interests, immersing themselves in the topics that appeal to 

them. Introverts prefer to quietly think through an idea in their head before 

speaking it. Adjectives that describe introverts include: quiet, reserved and shy. 

The three dimensions – extraversion/introversion (E/I), sensing/intuition (S/N) and 

thinking/feeling (T/F) – were presented in random order at each group interview to ensure that 

presentation order did not affect the research results. 

Participants were then directed to sort the images into three piles: one for each pole of the 

current dimension (e.g., extraversion or introversion) or a neither pile (Gaskell, 2000; Martin & 

Gourley-Delaney, 2013; Moriarty & Rohe, 2005; Romney, 1988; Van Riel et al., 1998). The 

neither pile ensured that participants were not forced to place a non-applicable image into a 

specific dimension‘s pile. The neither pile also helped the researcher eliminate images with 

visual symbolic elements that did not align with one of the MBTI dimensions. While sorting, 

participants were not allowed to place an image in more than one pile (Bernard & Ryan, 2010). 

If participants asked whether a card could be placed in multiple piles, the moderator first asked 

them to explain why they would like to place the card in multiple piles and identify the particular 

visual symbolic elements that make them feel the image fits in multiple piles. Then, the card that 

caused confusion was set aside and not included in any pile. However, by first asking the 

participants to discuss and identify the particular elements that make the image fit multiple 

MBTI dimensions, the researcher gleaned valuable information. 

To start the sort, the moderator shuffled the image deck and placed it image-side up on 

the table within view and reach of all the participants (Bernard & Ryan, 2010; Gaskell, 2000). 

Small tabletop signs with the two dimensions currently being sorted (e.g., extraversion, 
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introversion) were placed on the sorting surface to indicate where each pile should be stacked. In 

addition to the dimension label, the signs also had a list of each dimension‘s corresponding 

adjectives from the BHPI to remind participants of the dimension definition. An additional 

neither sign was also placed on the table. 

Participants then began working together to sort each of the 24 images from the image 

deck into one of the two dimension piles (e.g., extraversion, introversion) or the neither pile. 

During the sort, the moderator asked participants to discuss why they chose to assign the images 

to a particular personality dimension. Gaining insight into which of the image‘s visual symbolic 

elements (e.g., color, number of people, poses, eye contact) translate into the specific personality 

dimensions resulted in richer data and additional understanding of the cognitive process. After all 

the images had been sorted, the moderator reviewed each pile with the participants and asked a 

series of follow-up questions to ascertain which aspects of the images were most important 

during sorting, which specific visual symbolic elements made them place an image in a 

particular pile, which image most represented each dimension, what might be missing from the 

images and how they would describe the ideal image for each dimension (Van Riel et al., 1998). 

Thus, ―in this way, the set of stimuli become a catalyst for discussion around aspects of the 

issue‖ (Gaskell, 2000, p. 51). 

Once the first sort was complete, each pile and table-top was fastened together with a 

large binder clip and set aside so each image‘s designation (e.g., extraversion, introversion or 

neither) could be noted by the moderator after the session by recording the unique number on the 

back of the card (Bernard & Ryan, 2010). A second, identical image deck was then shuffled and 

given to the participants, allowing them to re-sort the same images for the second dimension 
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(Martin & Gourley-Delaney, 2013). The process was then repeated a third time for final 

dimension. 

By using three separate but identical image decks, the moderator minimized down time 

during the group image sort and recorded the results after the session concludes. Preserving each 

dimension group also allowed for a more thorough review of the data and decreased the potential 

for recording mistakes due to time constraints or distraction. 

Once the three sorts had been completed, the moderator asked the participants if they had 

any additional information they would like to add or questions they would like to ask. 

Participants were then thanked for their time and dismissed. After the participants had left, the 

moderator examined and recorded the image sort results. 

Analysis 

Once saturation was reached, the group image sorts provided the researcher with a better 

idea of 1) which images 2) which specific visual symbolic elements best fit each of the 

individual MBTI personality dimensions (i.e., extraversion (E), introversion (I), sensing (S), 

intuition (N), thinking (T) and feeling (F)), and 2) which specific visual symbolic elements best 

fit each of the eight MBTI brand personality types included in the current study (i.e., EST, ESF, 

ENT, ENF, IST, ISF, INT and INF). However, the priority in the group interviews/image sorts 

was to complete all three sorts in each group, ensuring that the best eight images – one for each 

of the eight personality types – were identified for use in the final quantitative survey. If a group 

completed the activities relatively quickly, there was more time for the moderator to ask probing 

questions and collect more detailed information about specific visual symbolic elements. 

However, if the task took a group longer, less probing was possible. 
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The researcher used the group image results to answer RQ1 (a-c), RQ2 (a-h), RQ3 and 

RQ4 (a-h). Analysis was conducted by reviewing a combination of audio transcriptions and notes 

taken during the group image sorts. 

More specifically, to answer RQ1, which asks about the visual symbolic elements in 

advertising images that transfer meaning consistent with each MBTI dimension, the researcher 

identified the specific visual symbolic elements that participants‘ link to specific MBTI 

personality dimensions as they sort the images into distinct groups. Images from each individual 

dimension‘s sort pile were also analyzed. 

Because RQ2, which asks how the visual symbolic elements that represent each MBTI 

dimension combine in advertising images to portray multidimensional MBTI personalities, was 

interested in multidimensional personalities rather than a single dimension, the researcher 

combined information from the single-dimension group image sorts and group discussions to 

identify the visual symbolic elements that represent specific MBTI personalities. For example, to 

identify visual symbolic elements that represent an extroverted/sensing/thinking (EST) 

personality, the researcher combined the visual symbolic elements group image sort participants 

discussed as being extroverted (E), sensing (S) and thinking (T). The researcher also analyzed 

images that participants from multiple groups sorted into the extroverted (E) pile, sensing (S) 

pile and thinking (T) pile, using those images as model EST images. In both cases, visual 

symbolic elements were organized into categories and/or themes to provide other researchers and 

practitioners with the unique characteristic that represent each of the MBTI dimensions and 

multidimensional personalities. 

To answer RQ3, which asked how participants read and negotiated personality 

information in images, the researcher holistically analyzed the group image sort data. 
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Specifically, the researcher looked for large-scale patterns concerning how participants 

interacted with and drew meaning from the images in the image deck. 

Finally, to answer RQ4 (a-h), which asked what image from the image deck was best 

represented each multidimensional MBTI personality, the researcher selected those images that 

were most consistently sorted into the corresponding personality dimensions. For example, to 

identify the image that best represents an EST image, the researcher determined which image 

was most often sorted into the extroverted (E) pile, sensing (S) pile and thinking (T) pile. 

Participant‘s top image choices were also cross-referenced with the personality assigned by the 

researcher. If participants sorted multiple images into the same piles an identical number of 

times, the researcher referenced which image each group chose as the most representative for 

each dimension
6
. Finally, if a single image still did not emerge as the most representative for a 

multidimensional personality, the researcher used her research and graphic design background to 

determine the most representative image. The most representative image for each MBTI 

personality included in the current study was then used to create the survey‘s test advertisements. 

Survey 

The final, quantitative phase of the study used a survey to explore advertising images‘ 

ability to transfer brand personality. Surveying is a method of gathering data, usually through 

interviews or questionnaires (Balnaves & Caputi, 2001; Demers, 2005; Fink, 2013). According 

to Fink (2013), ―Surveys are information collection methods used to describe, compare, or 

explain individual and societal knowledge, feelings, values, preferences, and behavior‖ (p. 2). 

Although the two terms are often used interchangeably, researchers emphasize the distinction 

between a survey and a questionnaire. While a survey is method of study, a questionnaire is the 

                                                 
6
 This question was asked as a follow up after each dimension was sorted during group image sorts. See the 

moderator‘s guide (Appendix C) for a full list of follow-up questions. 
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actual measurement instrument (Babbie, 2010; Demers, 2005). This study gathered data using a 

self-administered, online questionnaire created in Qualtrics
®
 (www.qualtrics.com). 

Advantages of Surveys 

Specifically, surveying allows researchers to collect information on who people are, how 

people think and what people do – their opinions, actions, beliefs, values, preferences, behaviors, 

orientations and attitudes (Babbie, 2010; Balnaves & Caputi, 2001; Berger, 1998; Demer, 2005; 

Fink, 2013; Rubin, Rubin & Piele, 2010). Balnaves and Caputi (2001) also noted that surveys are 

particularly useful ―when you cannot observe directly what you want to study‖ (p. 75). In the 

current study, a survey was used to measure and quantify participants‘ unobservable opinions 

about and attitudes toward advertising images and brand personality. 

In particular, surveys are useful for describing a large population (Babbie, 2010). With 

appropriate sampling and a standardized questionnaire, survey results allow researchers to make 

assumptions about an entire group of people. Because the current study‘s sample, which is 

discussed in more detail below, was composed of college students, the survey results provide 

some understanding of how college students  – a group with considerable discretionary spending 

power (Marketing Charts, 2013) – view personality in images. 

Additionally, Fink (2013) suggested that surveys were a good methodological choice for 

researchers to gather information that will guide future studies and programs. As such, the 

current study planned to use the information gathered through the survey to inform future brand 

personality studies. The survey results may also help guide practitioners as they build future 

advertising programs, helping them understand how to imbue their brand with a particular 

personality. 

http://www.qualtrics.com/
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Choice of Survey Over Experiment 

In addition to the advantages of conducting surveys, Berger (1998) highlights surveys‘ 

ability to find correlations, or relationships, between variables. While surveys may not show 

causality like experiments, they are particularly adept at describing the relationship between two 

or more factors and providing interesting, useful material for advertisers (Berger, 1998; Rubin, 

Rubin & Piele, 1990). As discussed above, the current study is particularly interested in the 

relationship between specific symbolic visual elements and brand personality, making a survey 

an appropriate method of inquiry. 

Additionally, the design of the current study did not fall within the definition of an 

experiment (Campbell & Stanley, 1963). At most, the current study might be considered a quasi-

experimental design with a posttest and no control group. Moreover, the current method failed to 

meet experimental requirements for issues of internal validity. Essentially, the current study‘s 

survey sought to gather participants‘ reactions to advertisements, with no concern for pretesting. 

In advertising terminology, the current study‘s survey served as a sort of copy test. 

Furthermore, a survey was also chosen instead of an experiment based on the three 

purposes of the research – exploration, description and explanation (Babbie, 2010). Exploratory 

research can be undertaken to familiarize a researcher with a topic or explore a new subject to 

study. Exploratory research is usually conducted for three reasons: 1) to increase a researcher‘s 

understanding and satisfy curiosity, 2) to test the feasibility of a more extensive study, and 3) to 

develop methods for later studies (Babbie, 2010, 92). Babbie also noted that exploratory social 

science research is particularly valuable when breaking new ground and usually leads to new 

insights into the research topic. 

The second purpose of research is description (Babbie, 2010). In the social sciences, 

descriptive research works to describe situations and events (Babbie, 2010). In descriptive 
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studies, the researcher uses methods of scientific observation to carefully observe and describe 

their observations (Babbie, 2010). Descriptive studies often answer what, where when and how 

questions. 

According to Babbie (2010), the third purpose of research is explanation. In explanatory 

research, the researcher seeks to explain and answer the question of why (Babbie, 2010). In 

answering why something happens, researchers often look for causality (Babbie, 2010). In other 

words, they are looking for variables that cause change in other variables. Although surveys have 

some explanatory power (Fink, 2013), researchers conducting explanatory research most often 

perform experiments (Babbie, 2010). 

However, unlike experimental research designs, the current study sought to explore and 

describe rather than explain for several reasons, including breaking new ground, little prior 

research to build on, unclear manipulation variables, multidimensional personalities tests and 

little general knowledge of the transfer process. First, relatively little research has been 

conducted to explore the relationship between images and brand personality. Even less research 

has examined images and brands using the MBTI as a personality measure. Thus, because the 

current study was attempting to break new ground in areas of visual research and brand 

personality research, exploratory survey research offered the most useful method of exploration. 

A second reason the current study chose not to use experiments was that experiments 

most often build on specific existing knowledge when formulating testable hypotheses. For 

example, Campbell and Stanley (1963) referred to experiments as a ―refining process 

superimposed upon the probably valuable cumulations of wise practice‖ (p. 4). Shadish, Cook 

and Campbell (1963) agreed that experiments almost always rely on other experiments‘ prior 

findings. With the dearth of research on images and brand personality, the current study had little 
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―wise practice‖ to refine. As such, an exploratory survey that added to the body of knowledge 

made more sense than an experiment as a starting place. 

Third, a survey rather than an experiment was chosen for the current study because 

experiments require pre-existing knowledge of which specific elements to manipulate. While 

group image sorts provided some idea of the symbolic visual elements that transfer particular 

multidimensional personalities, they did not provide enough information to know all the 

variables in an image that may influence brand personality. If the current study were to conduct 

an experiment that manipulated some, but not all, of the pertinent symbolic visual elements, the 

results could be confounded by an unidentified symbolic visual element. Again, more 

exploratory and descriptive research was required before attempting to manipulate images and 

provide support for causation. 

Fourth, because the current study sought to explore multidimensional personalities in 

images, it was unclear whether an experiment could accurately test multiple dimensions 

simultaneously. Although different symbolic elements might influence different personality 

dimension, when testing multiple dimensions at once, it would be difficult to know which 

manipulations affected each personality leading to issues of internal validity. Therefore, if 

experiments were to be conducted in the future, they would need to start by manipulating only 

one dimension at a time (e.g., extraversion (E)/introversion (I)) before attempting to manipulate 

multidimensional personalities simultaneously. Thus, in order to answer the proposed hypothesis 

concerning multidimensional brand personalities, a survey was the most appropriate method. 

A fifth reason for conducting a survey rather than an experiment was that the process of 

transferring multidimensional brand personalities through images had not yet been shown to 

work. The current study expanded on McCracken‘s (1986; 1989; 1993) meaning transfer theory 
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by exploring the potential for visuals alone to transfer brand personality. Because the theory was 

being extended, the current study must first test that the process works before beginning to 

manipulate particular symbolic visual elements in an experimental setting. Therefore, for the 

reasons discussed above, a survey – not an experiment – was the most appropriate method for the 

current study 

Study Product 

For the final survey, the current study used hand soap as the advertised product for 

several reasons. First, a hand soap brand was chosen because it was a ubiquitous product, 

regularly used by most consumers in both public and private settings. According to a national 

survey of almost 25,000 adults 18 and older, about 86% of U.S. households use liquid hand soap 

(Experian Information Solution, 2013). 

Second, hand soap was considered a neutral product category because it fell near the 

center of the FBC grid. Because no past research had investigated any particular product in 

association with MBTI personality dimensions, the FCB grid was chosen as a means of 

evaluating potential products for the current study. The FCB grid was developed by Richard 

Vaughn to integrate traditional advertising theories and learn-feel-do hierarchies (Vaughn, 1980). 

The FCB model was Vaughn‘s attempt to define a more universal theory of advertising 

effectiveness, explaining how and why advertising works. The model consisted of a four-

quadrant grid with two continuums – think → feel and high involvement → low involvement
7
 – 

suggesting that different purchase decisions are made based on different criteria. In a study that 

included 1,800 U.S. consumers and 250 product categories, both complexion soap and liquid 

                                                 
7
According to Vaughn (1980), ―there are purchase decisions where thinking is most involved and others where 

feeling dominates‖ (p. 30). Vaughn (1980) also noted, ―there are situations that [require more involvement] and 

those that [require less]‖ (p. 30, brackets in original). Both of these types of purchase decisions exist on a continuum 

―in the sense that some decisions involve one or the other, and many involve elements of both‖ (Vaughn, 1980, p. 

30). 
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household cleaner were plotted near the axis of the FBC Grid (see Vaughn, 1986, p. 58). This 

central placement indicates that some form of soap – like hand soap – would meet the standards 

of a neutral product category for this study, allowing its personality to be influenced by 

advertising. 

Because this study was interested in advertising images‘ ability to manipulate brand 

personality, a product category situated near the center of the FCB Grid indicated people might 

be influenced to use either side of both the think → feel and high involvement → low 

involvement continuums to make a purchase decision. The neutrality of soaps (e.g., complexion 

soap, liquid household cleaners), according to the FCB Grid (Vaughn, 1986), provided ample 

room for advertising to successfully transfer and manipulate a variety of viable brand 

personalities. Without this neutrality, it was possible that the type of purchase decision would be 

so strongly linked to the product category that it might confound the study‘s results. For 

example, the high think purchase decision associated with life insurance could have conflict with 

this study‘s attempts to create a feeling personality. Because this study was attempting to break 

new ground concerning the ability of adverting visuals to create multidimensional brand 

personalities, it sought to minimize confounding variables like type of purchase decision. 

Finally, liquid soap dispensers, similar to the hand soap bottles that were used in the 

current study, had been used in previous brand personality research (Govers & Schoormans, 

2005). Therefore, a precedent had been set for using hand soap as a study product. 

Population 

The current study‘s population was composed of college students. According to the 

National Student Clearinghouse (2013), 19.5 million students are enrolled in U.S. colleges. Not 

only are college students the next generation of up-and-coming consumers, they are currently an 

important and profitable target market brands. In 2013, college students had $117 billion in 
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discretionary spending power, up significantly from $90 billion in 2009-2011 (Marketing Charts, 

2013). Of that money, a significant portion, $7.6 billion, went to personal care items like hand 

soap. 

Sample 

The current study used a convenience sample drawn from university students in mass 

communication courses. The online questionnaire was distributed to course professors, who then 

passed it on to their students. Professors were encouraged to provide extra credit for students 

who participated in the survey. 

According to Bartlett, Kotrlik and Higgins (2001), an appropriate survey sample size can 

be determined using Cochran‘s (1977) formulas. Because the current study collected some 

categorical data (e.g., brand personality, human personality, gender), the formula for categorical 

data was used to determine the necessary survey sample size (Bartlett et al., 2001; Cochran, 

1977): 

           (t)
2
 * (p)(q) 

n = ---------------------         (3-1) 

                (d)
2
 

 

In the categorical formula shown above, t equals the value for the selected alpha level, 

(p)(q) equals the estimate of variance, and d equals the acceptable margin of error. As commonly 

used in research and recommended by Bartlett et al. (2001), the current study used an alpha level 

of .05. Therefore, t = 1.96. Because some of the current study‘s variables (e.g., gender) had only 

two answer choices, Bartlett et al. (2001) recommended estimating the variance at the highest 

possible proportion. Therefore, both p and q = .5. Finally, according to Bartlett et al. (2001), the 

acceptable margin of error for research with categorical data is 5%. Therefore, d = .05. 

By using the above alpha levels, estimation of variance and margin of error to calculate 

Cochran‘s (1977) categorical data formula, the current study needed a sample size of 384. 
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          (1.96)
2
 * (.5)(.5) 

n = ------------------------- = 384       (3-2) 

                   (.05)
2
 

Further, because the sample size (n = 384) did not exceed 5% of the population of U.S. college 

students (N = 19.5 million) (National Student Clearinghouse, 2013), no correction formula was 

necessary (Bartlett et al., 2001; Cochran, 1977). 

Test Advertisements 

Using the images chosen via the group image sorts, the researcher created advertisements 

to test advertising images‘ ability to transfer specific, multidimensional brand personalities (see 

Appendix E). The author‘s graphic design and advertising background allowed for the creation 

of profession-looking advertisements tailored to each personality. 

The most representative images chosen by group image sort participants were purchased 

from stock photo websites, including Depositphotos
®
 (www.depositphotos.com), iStock

®
 

(www.istockphoto.com) and Shutterstock
®
 (www.shutterstock.com), to represent each 

multidimensional personality. Purchasing stock photos allowed the author to use professional-

quality images for minimal cost while providing the appropriate copyright licensing to alter and 

republish the advertisements. 

The test advertisements were designed as 5.5 x 7 inch, full-color magazine ads in Adobe 

Photoshop CS5. This size allowed the advertisements to display properly in the online 

questionnaire while maintaining the look, feel and proportion of a full-bleed magazine ad. Each 

image was placed in the background and sized to create a full-bleed ad. For consistency, the 

product logo and top third of the product bottle was placed in the foreground on the bottom right 

corner of all eight advertisements. Because the current study was interested only in the ability of 

advertising visuals to transfer brand personality, no additional text or copy was added to the 

advertisements. To ensure that the test advertisements had high external validity, two experts 

http://www.depositphotos.com/
http://www.istockphoto.com/
http://www.shutterstock.com/
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with professional advertising and graphic design backgrounds (not including the researcher) 

verified that the advertisements look like real ads. 

Rather than giving the hand soap brand a specific name, a generic-looking logo that read 

―hand soap‖ was placed in the bottom right corner of each advertisement along with the top third 

of a generic hand soap pump bottle (see Appendix F). The hand soap logo was created as a 

vector image in Adobe Illustrator CS5 and placed on the advertisements in Adobe Photoshop 

CS5. 

Questionnaire Pilot Test 

Scholars underscore the importance of pretesting a questionnaire prior to conducting the 

actual survey (Fink, 2013). According to Fink (2013), a pilot test is a ―tryout‖ that allows the 

researcher to produce a high-quality, usable questionnaire that provides the necessary research 

data (p. 7). Because self-administered questionnaires must be clearly worded to be accurate, it is 

important to test whether participants understand the directions and can answer the questions 

(Fink, 2013). Further, Fink (2013) asserted that pilot testing will help a survey run smoothly. 

Therefore, the current study pilot tested the questionnaire prior to conducting the final survey. 

Fink (2013) gave several guidelines for conducting a pilot test. First, Fink (2013) 

suggested informally testing portions of the questionnaire (e.g., the directions, the scale). In line 

with Fink‘s recommendation, the current study informally tested portions of the questionnaire by 

sharing them with a committee who is experienced at conducting surveys and incorporated their 

suggestions. 

Fink (2013) also recommended anticipating the actual circumstances for the survey and 

mimicking them for the pilot test. For the current study, this meant testing the survey online 

using the same software as the final survey. 



 

202 

Further, Fink (2013) proposed enlisting a ―reasonable‖ number of people in the trial 

without wasting resources (p. 74). Determining a reasonable number of pilot-test respondents 

requires considering the length of the questionnaire (longer questionnaires need more test 

respondents) and the number of improvements being made (more suggested improvements 

requires more test respondents). Because the majority of the current study‘s questionnaire is 

composed of repeating a single scale, its length may not accurately reflect the number of pilot-

test respondents necessary. Therefore, for the current study, the number of pilot-test respondents 

was guided by the amount of improvements required. The questionnaire was pilot tested until 

few improvements were necessary. 

Finally, to increase the questionnaire‘s reliability, Fink (2013) suggested examining the 

results to see if respondents failed to answer questions, gave the same answer to several 

questions, or wrote notes in the margins or, in the case of an online questionnaire, in the 

comment box provided. To fulfill this guideline for the current study, the researcher reviewed the 

pilot test data for unanswered questions, repeated answers or notes. 

Questionnaire 

A questionnaire was created using the BHPI and researcher-created advertisements (see 

Appendix G). The electronic questionnaire was created using online software called Qualtrics
®
 

(www.qualtrics.com). Course professors at a large southeastern university then distributed the 

questionnaire link to their students through course management software. At the discretion of 

each professor, students received extra credit for their participation in the survey. 

After receiving consent, the questionnaire first asked students to indicate their own 

personality using the BHPI. This questionnaire used the BHPI rather than the human MBTI scale 

for the same reasons as the group image sorts, which included its short length, quick response 

time, similarity to the human test and the researcher‘s ability to score the test. 

http://www.qualtrics.com/
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Next, respondents read the following instructions: ―These are ads for a hand soap brand. 

The name and product packaging have been replaced by a generic logo and bottle so the 

advertiser‘s name and product packaging don't influence your opinions.‖ This procedure 

encouraged respondents to focus solely on each advertising image and ignore the personality 

characteristics of the product name, logo and packaging, while still maintaining the look and feel 

of an actual advertisement. Then respondents saw a random hand soap advertisements that 

visually symbolized one of the eight brand personality types and were asked to use the BHPI to 

indicate the brand‘s personality based on the ad they saw. All eight advertisements were 

randomized using the Qualtrics
®
 survey logic to prevent the order in which the advertisements 

were presented from influencing respondents‘ responses. 

Finally, respondents were asked to provide some basic demographic information about 

themselves, including gender, age, race/ethnicity, year in school and major. Respondents were 

then asked to provide their name, teacher‘s name and course number and name if they were 

receiving extra credit. However, in order to maintain confidentiality, the information respondents 

provided to obtain extra credit was not linked to their survey information during analysis. 

Statistical Analyses 

The current study sought to investigate the effect of one categorical independent variable 

(advertising images) on a several dependent variables – one categorical (brand personality) and 

three continuous (attitude toward the ad, attitude toward the brand and purchase intent). A series 

of differences between percentage tests were run to test H1 (a-h), which hypothesized that within 

each advertisement, the highest percentage of respondents would assign the advertisement the 

intended personality, and H2 (a-h), which hypothesized that the highest percentage of 

respondents would assign each advertisement the intended personality when compared to the 

other advertisements tested. Additionally, a series of chi-square tests were run for each 
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confounding variable, human personality and gender, to determine whether they influenced the 

study results. If the chi-squares return non-significant results (p > .05), then the confounding 

variables were determined not to have influence the results. 

Alternately, RQ3 (a-b), RQ4 (a-b) and RQ5 (a-b), which examine how MBTI brand 

personality influences attitude toward the ad, attitude toward the brand and purchase intent, were 

answered using a series of three-way analysis of variances (ANOVAs). Each three-way ANOVA 

ran the dependent variable (i.e., attitude toward the ad, attitude toward the brand or purchase 

intent) against the independent variable (i.e., brand personality) and both confounding variables 

(i.e., gender, human personality). These statistical tests allowed the researcher to examine 

whether the confounding variables influenced the dependent variable. 

Chi-squares and differences between percentages tests were conducted using an online 

calculator created by the Emory University (www.openepi.com). All other statistical analyses 

were performed using SPSS
®
 version 21. 

 

http://www.openepi.com/
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CHAPTER 4 

RESULTS 

The current study used a mixed-method research design to examine advertising visuals‘ 

ability to transfer and manipulate multidimensional brand personalities. This chapter is broken 

into three sections. The first section presents the BHPI scale reduction process and results. Next, 

the second section details the qualitative group image sort results. Finally, the third section 

provides results from the quantitative survey. 

Phase One – Scale Reduction 

The first phase of the current study was the reduction of Strausbaugh‘s (1998) brand-

specific MBTI scale. To create the reduced scale, pretest data was analyzed with the intent to 

shorten each of Strausbaugh‘s (1998) four subscales – extraversion/introversion (E/I), 

sensing/intuition (S/N), thinking/feeling (T/F) and judging/perceiving (J/P). Before reducing the 

scale, the researcher outlined multiple criteria to ensure that the new scale fit the research 

objectives, including reducing the number of scale items, avoiding equal-personality results, 

correlating above a .6, staying within the original alpha range, limiting evaluative adjectives and 

considering judgmental item qualities. 

First, to make the scale more suitable for multiple uses in a single survey, each subscale 

should be reduced to fewer than six items. Beyond use in survey instruments, reducing the length 

of the overall scale by including fewer items per subscale would also made the scale easier and 

shorter to administer in a variety of other research settings (e.g., focus groups, screening 

instruments). However, because the four subscales measure unique dimensions, each needed to 

maintain a minimum of three items (Cook, 1981; Hinkin, 1995; Raubenheimer, 2004). 

Second, each reduced subscale should contain an odd number of items to avoid an equal-

personality result. Because the original subscales had six items each, it was possible for 
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respondents to select three items that corresponded to one dimension pole and three items that 

corresponded to the opposite dimension pole
1
. For example, within the extraversion/introversion 

(E/I) subscale, a respondent might select three items that corresponded to extraversion and three 

items that corresponded to introversion. When calculated, each pole canceled the other out, 

leaving an equal-personality result. By reducing each subscale to an odd number of items, there 

was no potential for a tie, or an equal-personality result. 

Third, each subscale item should have a minimum of a .6 correlation with the overall 

dimension score. Although past literature suggested that correlations of .5 to 1 indicated a strong 

relationship (e.g., Pallant, 2010), the researcher sought to achieve items with at least a .6 

correlation to ensure a strong item-to-scale relationship that exceeded the minimum scholarly 

requirement. 

Fourth, the reduced scale‘s alpha should fall within Strausbaugh‘s (1998) original alpha 

range (see Table 4-1). During the scale‘s development, Strausbaugh (1998) conducted numerous 

tests of the original 24-item scale, which was composed of four, six-item subscales. Her results 

produced a range of alpha values, which were reported in the original study (Strausbaugh, 1998). 

In the reduced scale, each subscale should fall within the ranges reported by Strausbaugh (1998). 

Table 4-1. Original Alpha Range for Six-Item Subscales. 

Subscale Strausbaugh (1998) 6-item α Range 

Extraversion/Introversion (E/I) .737-.862 

Sensing/Intuition (S/N) .613-.777 

Thinking/Feeling (T/F) .531-.802 

Judging/Perceiving (J/P) .540-.772 

 

                                                 
1
 For example, in the pretest data used to reduce the scale, a no-personality result (a score of zero) was recorded for 

11.3% (n = 103) of E/I responses, 16.1% (n = 147) of S/N responses, 11.7% (n = 107) of T/F responses and 13.7% 

(n = 125) of J/P responses. These numbers represent a sizable portion of the total responses and further support the 

need for the new, reduced scale to avoid no-personality results. 
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Fifth, the reduced scale should limit the number of evaluative adjectives included. One of 

the MBTI‘s strengths is that it does not present personalities as good or bad and clearly states 

that no one personality is better or worse than another (Tieger & Barron-Tieger, 1995; 2000). 

Therefore, the reduced scale should pay close attention to the connotations associated with each 

item, seeking to eliminate pairs that might lead respondents to feel that there is a right/wrong or 

better/worse answer. While no words are wholly without connotation, the reduced scale should 

keep tone, associations and inference in mind when selecting subscale items. 

Finally, the reduced scale should include judgmental item qualities, rather than relying 

entirely on internal consistency considerations (Stanton et al., 2002). According to Stanton et al. 

(2002), relying solely on internal consistency could lead to an overly narrow, redundant 

interpretation of the scale. Therefore, Stanton et al. (2002) suggested that when reducing a scale, 

researchers should consider criteria beyond statistical relationships, or what they termed 

judgmental item qualities. According to the authors, examples of judgmental item qualities could 

include an item‘s clarity of expression, relevance to respondent populations, semantic 

redundancy with other items, perceived invasiveness, and face validity (Stanton et al., 2002, p. 

173). Although scholars do not discuss judgmental item qualities as often as internal consistency 

measures, the authors noted that they were no less important. Stanton et al. (2002) proposed that, 

when reducing a scale, researchers should rely on their own expertise to help determine which 

items should be retained. Further, Stanton et al. (2002) concluded that, at times, internal 

consistency and judgmental item qualities might be at odds, forcing the researcher to ―make 

thoughtful compromises when choosing items to retain in a reduced-length scale‖ (p. 174). 

Computing Overall Dimension Scores 

Before any statistical tests were run, the pretest data was cleaned and recoded so that all 

extraverted, sensing, thinking and judging data was coded as a -1 and all introverted, intuitive, 
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feeling and perceiving data was coded as a 1. During the pretest, each respondent (n = 304) 

completed Strausbaugh‘s (1998) original scale three times (n = 912) – once to indicate their own 

personality and twice to indicate a brand‘s personality based on advertising visuals 

Next, four overall dimension scores were computed for each respondent by adding the six 

scale items: 

Overall E/I Score = assertive/mild + active/reserved + dynamic/moderate + 

sociable/shy + outspoken/quiet + energetic/calm 

Overall S/N Score = systematic/imaginative + realistic, down-to-earth/idealistic, 

visionary + practical, functional/creative, theoretical + sensible, factual/instinctual 

+ narrow focused/wide interests + conservative/unconventional 

Overall T/F Score = logical/emotional + firm/soft-hearted + cold/warm + 

indifferent/sympathetic + rational, reasonable/passionate, perceptive + 

stoic/excitable 

Overall J/P Score = clear-cut, definite/undecided, variable + deliberate/adaptable + 

dependable/changeable + steadfast/innovative + decided/flexible +  

well-defined/indistinct 

Each overall dimension scores could range from -6 to 6, indicating the strength of a 

particular personality dimension on a two-pole continuum (see Figure 4-1). For example, an 

Overall E/I Score of -6 indicated complete extraversion, while an Overall E/I Score of 6 

indicated complete introversion. Alternately, an Overall E/I Score of 0 indicated neutrality – 

neither extraversion nor introversion. Therefore, the closer an Overall E/I Score was to -6, the 

more strongly extraverted the person or brand, and the closer an Overall E/I Score was to 6, the 

more strongly introverted the person or the brand. 
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Figure 4-1. Continuums for overall dimension scores. 

Point-Biserial Correlations 

To examine the scale data before reducing it, point-biserial correlations were run for each 

six-item subscale, which corresponded to the four MBTI dimensions – extraversion/introversion 

(E/I), sensing/thinking (S/N), thinking/feeling (T/F) and judging/perceiving (J/P). Computing 

overall dimension scores for each of the four MBTI dimension created a continuous variable to 

use in point-biserial correlations. In each point-biserial correlation, the appropriate overall 

dimension score was run against the six individual subscale items from Strausbaugh‘s (1998) 

original scale to see which items had the highest correlation. For example, for the 

extraversion/introversion dimension, the Overall E/I Score was correlated with assertive/mild, 

active/reserved, dynamic/moderate, sociable/shy, outspoken/quiet and energetic/calm. The 

results for each dimension are presented in the sections below. 

Cronbach’s Alphas 

To further examine the internal reliability of the original six-item subscales, Cronbach‘s 

Alpha was also run for each MBTI dimension (see Table 4-2). Alphas for the four subscales 
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ranged from .639 to .808. When compared with Strausbaugh‘s (1998) original alpha averages, 

the current study‘s alpha results were lower for three of the four 6-item subscales – 

extraversion/introversion (E/I), sensing/intuition (S/N) and judging/perceiving (J/P) – while the 

remaining 6-item subscale – thinking/feeling (T/F) – was higher (see Table 4-2). However, all 

four 6-item subscales from the current study had alpha values within the range reported by 

Strausbaugh (1998) (see Table 4-2). 

Table 4-2. Comparative Cronbach‘s Alpha Results for Six-Item Scales. 

Subscale 

Current Study 

6-item α
1
 

Strausbaugh (1998) 

6-item α average 

Strausbaugh (1998) 

6-item α Range 

Extraversion/Introversion (E/I) .808 .812 .737-.862 

Sensing/Intuition (S/N) .646 .709 .613-.777 

Thinking/Feeling (T/F) .747 .698 .531-.802 

Judging/Perceiving (J/P) .639 .667 .540-.772 

Note: 
1
n = 912 

 

Despite the fact that both the current study and Strausbaugh‘s (1998) original study used 

identical 6-item scales, the results, both within Strausbaugh‘s original study and across the two 

studies, showed a wide range of alpha values. These differences might demonstrate the need for 

additional scale refinement, both including and beyond the current study‘s work. 

Reducing the Scale 

To reduce the scale, the criteria discussed in detail above were applied to each of the four 

subscales. The reduction criteria included: reducing the number of scale items, avoiding no-

personality results, correlating above a .6, staying within the original alpha range, limiting 

evaluative adjectives and considering judgmental item qualities. 

The first criterion called for a reduction in the number of scale items. Therefore, each 

new subscale needed to have fewer than six items but at least three items (Cook, 1981; Hinkin, 

1995; Raubenheimer, 2004). Additionally, based on the second criterion, the new subscale also 
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needed to avoid a no-personality result. Thus, the new subscale needed to have an odd number of 

items, preventing a personality tie. 

Combining the first and second criteria meant each new subscale needed to have either 

three or five items. Because the overarching goal of the current study‘s scale reduction was to 

significantly shorten the overall scale to make it more manageable for administration in a variety 

of research settings (e.g., surveys, focus groups, screening instruments), reducing each subscale 

by only one item (from six to five) was not satisfactory. Therefore, each subscale needed to be 

reduced to three-items rather than five-items. By reducing each of the four dimensions to a three-

item subscale, the researcher could produce a significantly shorter, 12-item scale. 

Once the new subscale length was determined by the first two criteria, the remaining 

criteria – three through six – were applied individually to each subscale dimension – 

extraversion/introversion (E/I), sensing/intuition (S/N), thinking/feeling (T/F) and 

judging/perceiving (J/P). Results for each subscale are presented below. 

Reducing the extraversion/introversion (E/I) scale 

To reduce the first subscale, extraversion/introversion (E/I), the researcher applied the 

remaining predetermined criteria, including correlating above a .6, staying within the original 

alpha range, limiting evaluative adjectives and considering judgmental item qualities. The 

application of each criterion to the extraversion/introversion (E/I) subscale is discussed below. 

The third criterion dictated that each item‘s correlation with the overall scale should be 

above a .6. Therefore, using a point-biserial correlation, the Overall E/I Score was correlated 

with the individual scale items (see Table 4-3). According to the correlation results, each of the 

six original scale items had a correlation score of more than .6, ranging from .621-.800. Based on 

the correlation results, the top three extraversion/introversion (E/I) subscale items were 

outspoken/quiet, active/reserved and sociable/shy. 
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Table 4-3. Extraversion/Introversion (E/I) Point-Biserial Correlation Results. 

 Item Correlation with Overall E/I Score 

1 Outspoken/Quiet .800** 

2 Active/Reserved .746** 

3 Sociable/Shy .725** 

4 Energetic/Calm .720** 

5 Dynamic/Moderate .675** 

6 Assertive/Mild .621** 

Note: n = 912 

** p < .001 

 

The fourth criterion specified that the reduced subscale‘s alpha should fall within 

Strausbaugh‘s (1998) original subscale alpha range. Therefore, using Cronbach‘s alpha, the alpha 

if item deleted was calculated for each of the original six extraversion/introversion (E/I) subscale 

items (see Table 4-4). Using the Cronbach‘s alpha results for the alpha if item was deleted, the 

best three extraversion/introversion (E/I) subscale items to retain were outspoken/quiet, 

active/reserved and energetic/calm.  

Table 4-4. Extraversion/Introversion (E/I) Cronbach‘s Alpha Results. 

 Item α If Item Deleted 

1 Assertive/Mild .806 

2 Dynamic/Moderate .791 

3 Energetic/Calm .774 

4 Sociable/Shy .773 

5 Active/Reserved .768 

6 Outspoken/Quiet .750 

Note: n = 912 

 

Based on the bi-serial correlations and the Cronbach‘s alpha values, the first two subscale 

items – outspoken/quiet and active/reserved – were identical. However, the third item differed, 

with the point-biserial correlation suggesting the use of sociable/shy and Cronbach‘s alpha 

values suggesting the use of energetic/calm. However, in both cases, the results for each item 

were very close. The bi-serial showed a difference of only .005, and the Cronbach‘s alpha 

showed a difference of only .001. Therefore, the researcher used the remaining two 

predetermined criteria to determine which item was most appropriate for the reduced scale. 
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The fifth criterion suggested that the number of evaluative adjectives included in the 

subscale should be limited. In the case of the extraversion/introversion (E/I) subscale dimension, 

none of the top four items – outspoken/quiet, active/reserved, sociable/shy and energetic/calm – 

had strong positive or negative connotative value. Therefore, all four items could serve as 

appropriate subscale items. 

The sixth and final criterion recommended the use of judgmental item qualities that relied 

on the researcher‘s experience, knowledge and expertise to help determine which items should 

be retained. While the first and second scale items – outspoken/quiet and active/reserved – were 

easily determined based on point-biserial correlation and Cronbach‘s alpha values, determining 

the third item required the researcher to employ judgmental item qualities. 

Because the extraversion/introversion (E/I) dimension measures where energy is gathered 

and directed, the researcher determined that the scale item sociable/shy was a better indicator 

than energetic/calm. Extraverts (E) relate easily to the outer world and gain energy from other 

people. Often, extraverts also need to think their ideas aloud. Combined, these traits indicated 

that extraverts could often be perceived as sociable. However, extraverts could enjoy being 

around others and talking without being overly energetic. They may prefer to sit calmly among a 

large group of friends discussing or debating a variety of subjects. Conversely, introverts (I) 

relate easily to the inner world of ideas and draw energy from within themselves. They enjoy 

spending time alone, and prefer to quietly think fully through an idea before sharing it aloud. 

Together, these traits suggest that introverts could often be perceived as shy, content to sit 

quietly and think. However, introverted brands and people do not have to be calm; they may be 

energetic, directing their energy at pursuing their own ideas and passions. Therefore, the 
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adjectives sociable and shy were determined to be better descriptors of the 

extraversion/introversion (E/I) dimension than energetic and calm. 

Using the three items determined above – outspoken/quiet, active/reserved and 

sociable/shy – the researcher then returned to criterion four to calculate the subscale‘s 

Cronbach‘s alpha. Although the 3-item subscale‘s alpha value (α = .758) is lower than the 6-item 

scale (α = .808), it still falls well within Strausbaugh‘s (1998) alpha range (α range = .737-.862). 

Thus, the new three-item scale fulfills criterion four. 

Based on the application of the predetermined criteria, the current study was able to 

reduce the extraversion/introversion (E/I) subscale of Strausbaugh‘s (1998) brand-specific MBTI 

scale from six items to three items. The new three-item scale is composed of the items: 

outspoken/quiet, active/reserved and sociable/shy. 

Reducing the sensing/intuition (S/N) scale 

To complete the reduction of the second subscale, sensing/intuition (S/N), the researcher 

applied the remaining third through sixth predetermined criteria. The application of each 

criterion to the sensing/intuition (S/N) subscale is discussed below. 

The third criterion dictated that each item‘s correlation with the overall scale should be 

above a .6. Therefore, using a point-biserial correlation, the Overall S/N Score was correlated 

with the individual scale items (see Table 4-5). According to the correlation results, two of the 

six original scale items – systematic/imaginative and practical, functional/creative, theoretical – 

had a correlation of more than .6. A third scale item – conservative/unconventional – also neared 

.6 with a correlation value of .593. Therefore, based on the correlation results, the top three 

sensing/intuition (S/N) subscale items were systematic/imaginative; practical, 

functional/creative, theoretical; and conservative/unconventional. 
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Table 4-5. Sensing/Intuition (S/N) Point-Biserial Correlation Results. 

 Item Correlation with Overall S/N Score 

1 Systematic/Imaginative .709** 

2 Practical, Functional/Creative, Theoretical .707** 

3 Conservative/Unconventional .593** 

4 Narrow Focused/Wide Interests .567** 

5 Realistic, Down-to-Earth/Idealistic, Visionary .523** 

6 Sensible, Factual/Instinctual .507** 

Note: n = 912 

** p < .001 

 

The fourth criterion specified that the reduced subscale‘s alpha should fall within 

Strausbaugh‘s (1998) original subscale alpha range. Therefore, using Cronbach‘s alpha, the alpha 

if item deleted were calculated for each of the original six sensing/intuition (S/N) subscale items 

(see Table 4-6). Using the Cronbach‘s alpha results for the alpha if item was deleted, the best 

three sensing/intuition (S/N) subscale items to retain were systematic/imaginative; practical, 

functional/creative, theoretical; and conservative/unconventional.  

Table 4-6. Sensing/Intuition (S/N) Cronbach‘s Alpha Results. 

 Item α If Item Deleted 

1 Sensible, Factual/Instinctual .647 

2 Realistic, Down-to-Earth/Idealistic, Visionary .641 

3 Narrow Focused/Wide Interests .620 

4 Conservative/Unconventional .600 

5 Practical, Functional/Creative, Theoretical .548 

6 Systematic/Imaginative .546 

Note: n = 912 

 

Based on the bi-serial correlations and the Cronbach‘s alpha values, the top three 

sensing/intuition (S/N) subscale items – systematic/imaginative; practical, functional/creative, 

theoretical; and conservative/unconventional – were identical. 

The fifth criterion suggested that the number of evaluative adjectives included in the 

subscale should be limited. In the case of the sensing/intuition (S/N) subscale dimension, none of 

the top three items – systematic/imaginative; practical, functional/creative, theoretical; and 
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conservative/unconventional – had strong positive or negative connotative value. Therefore, each 

of the three items could serve as appropriate subscale items. 

The sixth and final criterion recommended the use of judgmental item qualities that relied 

on the researcher‘s experience, knowledge and expertise to help determine which items should 

be retained. Because all three scale items were easily determined based on point-biserial 

correlations and Cronbach‘s alpha values, the researcher needed only to confirm that the three 

scale items had face validity. 

The sensing/intuition (S/N) dimension measures how information is taken in. Sensors (S) 

prefer to work with known facts and concentrate on concrete information from their five senses. 

They appreciate simple, matter-of fact reality. Sensors also accurately remember details and 

excel at here-and-now practical matters. Therefore, the adjectives contained in the top three scale 

items – systematic, practical/functional and conservative – accurately describe a sensing 

personality. Alternately, intuitives (N) prefer to look for possibilities and relationships. They 

interpret and add meaning to information, looking at big-picture patterns. Intuitives also value 

big ideas and see obscure connections others may miss, and they tend to be creative and good at 

imagining long-term possibilities for the future. Therefore, the adjectives contained in the top 

three scale items – imaginative, creative/theoretical and unconventional – accurately describe an 

intuitive personality. 

Using the three items determined above – systematic/imaginative; practical, 

functional/creative, theoretical; and conservative/unconventional – the researcher then returned 

to criterion four to calculate the subscale‘s Cronbach‘s alpha. Although the 3-item subscale‘s 

alpha value (α = .624) is less than the 6-item scale (α = .646), it still falls well within 
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Strausbaugh‘s (1998) alpha range (α range = .613-.777). Thus, the new three-item scale fulfills 

criterion four. 

Based on the application of the current study‘s predetermined criteria, the current study 

was able to reduce the sensing/intuition (S/N) subscale of Strausbaugh‘s (1998) brand-specific 

MBTI scale from six items to three items. The new three-item scale is composed of the items: 

systematic/imaginative; practical, functional/creative, theoretical; and 

conservative/unconventional. 

Reducing the thinking/feeling (T/F) scale 

As with the first two subscales, to complete the reduction of the third subscale, 

thinking/feeling (T/F), the researcher applied the remaining third through sixth predetermined 

criteria, which were discussed in detail above. The application of each criterion to the 

thinking/feeling (T/F) subscale is discussed below. 

The third criterion dictated that each item‘s correlation with the overall scale should be 

above a .6. Therefore, using a point-biserial correlation, the Overall T/F Score was correlated 

with the individual scale items (see Table 4-7). According to the correlation results, five of the 

six original scale items had a correlation of more than .6. Based on the correlation results, the top 

three thinking/feeling (T/F) subscale items were firm/soft-hearted; rational, 

reasonable/passionate, perceptive; and cold/warm. 

Table 4-7. Thinking/Feeling (T/F) Point-Biserial Correlation Results. 

 Item Correlation with Overall T/F Score 

1 Firm/Soft-Hearted .713** 

2 Rational, Reasonable/Passionate, Perceptive .706** 

3 Cold/Warm .689** 

4 Logical/Emotional .686** 

5 Indifferent/Sympathetic .650** 

6 Stoic/Excitable .533** 

Note: n = 912 

** p < .001 
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The fourth criterion specified that the reduced subscale‘s alpha should fall within 

Strausbaugh‘s (1998) original subscale alpha range. Therefore, using Cronbach‘s alpha, the alpha 

if item deleted were calculated for each of the original six thinking/feeling (T/F) subscale items 

(see Table 4-8). Using the Cronbach‘s alpha results for the alpha if item was deleted, the best 

three thinking/feeling (T/F) subscale items to retain were firm/soft-hearted; rational, 

reasonable/passionate, perceptive; and cold/warm.  

Table 4-8. Thinking/Feeling (T/F) Cronbach‘s Alpha Results. 

 Item α If Item Deleted 

1 Stoic/Excitable .748 

2 Indifferent/Sympathetic .717 

3 Logical/Emotional .705 

4 Cold/Warm .700 

5 Rational, Reasonable/Passionate, Perceptive .697 

6 Firm/Soft-Hearted .692 

Note: n = 912 

 

Based on the bi-serial correlations and the Cronbach‘s alpha values, the top three 

thinking/feeling (T/F) subscale items – firm/soft-hearted; rational, reasonable/passionate, 

perceptive; and cold/warm – were identical.  

The fifth criterion suggested that the number of evaluative adjectives included in the 

subscale should be limited. In the case of the thinking/feeling (T/F) subscale dimension, neither 

of the top two items – firm/soft-hearted and rational, reasonable/passionate, perceptive – had 

strong positive or negative connotative value. However, the third item – cold/warm – did imply a 

connotative value. When applied to either a brand or human personality, the terms cold can 

indicate a detachedness or lack of emotion. According to Merriam-Webster‘s online dictionary 

(www.merriam-webster.com), one definition of cold was, ―marked by a lack of the warmth of 

normal human emotion, friendliness, or compassion.‖ While a thinking personality may be more 

guided by logic than emotions, it does not mean that it does not possess normal human emotions. 

http://www.merriam-webster.com/
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Further, applying the term cold to a personality has a decidedly negative connotation, putting the 

term at odds with one of the MBTI‘s defining characteristics – that no personality is better or 

worse than another, only different (Tieger & Barron-Tieger, 1995; 2000). 

Therefore, using point-biserial and Cronbach‘s alpha results, an alternative item was 

selected. Logical/emotional was the fourth item according to both point-biserial and Cronbach‘s 

alpha results. In both cases, logical/emotional scored only slightly lower than the third item, 

cold/warm. The point-biserial correlation result for logical/emotional was only .003 less than that 

of cold/warm. Additionally, the Cronbach‘s alpha value for logical/emotional was only .005 less 

than that of cold/warm. Further, when applied to personality, the terms logical/emotional do not 

carry the negative/positive connotations found in cold/warm. 

The sixth and final criterion recommended the use of judgmental item qualities that relied 

on the researcher‘s experience, knowledge and expertise to help determine which items should 

be retained. While the first and second scale items – firm/soft-hearted and rational, 

reasonable/passionate, perceptive – were easily determined based on point-biserial correlation 

and Cronbach‘s alpha values, determining the third item required the researcher to employ 

judgmental item qualities. 

Because the thinking/feeling (T/F) dimension measures how decisions are made, the 

researcher determined that the scale item logical/emotional was a better indicator than 

cold/warm. Thinkers (T) base judgments on impersonal analysis and logic, putting more weight 

on objective principles and impersonal facts. Thinking is closely tied to intellect, and thinkers are 

more driven to be fair and consistent. Thinkers also tend to take things less personally, are harder 

to offend and are uncomfortable with emotions. Therefore, the adjective logical is a better 

descriptor of the thinking dimension than cold. While cold implies a negative, calculating 
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personality, logical hints at a more analytical, objective personality, aligning more closely with 

the intended MBTI personality dimension. 

Alternately, feelers (F) base their judgments on personal values, placing more emphasis 

on people and personal concerns. They place a high premium on the development and 

maintenance of personal relationships. Feelers are also guided by their personal values and 

extenuating circumstances. Often wearing their heart on their sleeves, they are comfortable with 

emotions and may get their feelings hurt more easily. Therefore, the adjective emotional better 

describes the feeling dimension by evoking a personality who makes decisions based on 

emotions and better aligns with the intended MBTI personality dimension than warm. 

Additionally, when taken more literally, the terms cold and warm refer to temperatures. 

This alternate meaning might cause confusion for participants using the scale and provided 

further support for replacing the scale item cold/warm with logical/emotional. 

Therefore, using the three items determined above – firm/soft-hearted and rational, 

reasonable/passionate, perceptive; and logical/emotional – the researcher then returned to 

criterion four to calculate the subscale‘s Cronbach‘s alpha. Although the 3-item subscale‘s alpha 

value (α = .679) is less than the 6-item scale (α = .747), it still falls well within Strausbaugh‘s 

(1998) alpha range (α range = .531-.802). Thus, the new three-item scale fulfills criterion four. 

Based on the application of the current study‘s predetermined criteria, the current study 

was able to reduce the thinking/feeling (T/F) subscale of Strausbaugh‘s (1998) brand-specific 

MBTI scale from six items to three items. The new three-item scale is composed of the items: 

firm/soft-hearted and rational, reasonable/passionate, perceptive; and logical/emotional. 
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Reducing the judging/perceiving (J/P) scale 

Finally, to complete the reduction of the fourth subscale, judging/perceiving (J/P), the 

researcher applied the remaining third through sixth predetermined criteria. The application of 

each criterion to the judging/perceiving (J/P) subscale is discussed below. 

The third criterion dictated that each item‘s correlation with the overall scale should be 

above a .6. Therefore, using a point-biserial correlation, the Overall J/P Score was correlated 

with the individual scale items (see Table 4-9). According to the correlation results, three of the 

six original scale items – decided/flexible; deliberate/adaptable; clear-cut, definite/undecided, 

variable – had a correlation of more than .6. Therefore, based on the correlation results, the top 

three judging/perceiving (J/P) subscale items were decided/flexible; deliberate/adaptable; clear-

cut, definite/undecided, variable. 

Table 4-9. Judging/Perceiving (J/P) Point-Biserial Correlation Results. 

 Item Correlation with Overall J/P Score 

1 Decided/Flexible  .681** 

2 Deliberate/Adaptable .664** 

3 Clear-Cut, Definite/Undecided, Variable .657** 

4 Steadfast/Innovative .559** 

5 Dependable/Changeable .513** 

6 Well-defined/Indistinct .503** 

Note: n = 912 

** p < .001 

 

The fourth criterion specified that the reduced subscale‘s alpha should fall within 

Strausbaugh‘s (1998) original subscale alpha range. Therefore, using Cronbach‘s alpha, the alpha 

if item deleted were calculated for each of the original six judging/perceiving (J/P) subscale 

items (see Table 4-10). Using the Cronbach‘s alpha results for the alpha if item was deleted, the 

best three judging/perceiving (J/P) subscale items to retain were decided/flexible; 

deliberate/adaptable; clear-cut, definite/undecided, variable. 
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Table 4-10. Judging/Perceiving (J/P) Cronbach‘s Alpha Results. 

 Item α If Item Deleted 

1 Dependable/Changeable .635 

2 Well-defined/Indistinct .630 

3 Steadfast/Innovative .618 

4 Clear-Cut, Definite/Undecided, Variable .568 

5 Deliberate/Adaptable .561 

6 Decided/Flexible  .552 

Note: n = 912 

 

Based on the bi-serial correlations and the Cronbach‘s alpha values, the top three 

judging/perceiving (J/P) subscale items – decided/flexible; deliberate/adaptable; clear-cut, 

definite/undecided, variable – were identical.  

The fifth criterion suggested that the number of evaluative adjectives included in the 

subscale should be limited. In the case of the judging/perceiving (J/P) subscale dimension, none 

of the top three items – decided/flexible; deliberate/adaptable; clear-cut, definite/undecided, 

variable – had strong positive or negative connotative value. Therefore, each of the three items 

could serve as appropriate subscale items. 

The sixth and final criterion recommended the use of judgmental item qualities that relied 

on the researcher‘s experience, knowledge and expertise to help determine which items should 

be retained. Because all three scale items were easily determined based on point-biserial 

correlations and Cronbach‘s alpha values, the researcher needed only to confirm that the three 

scale items had face validity. 

The judging/perceiving (J/P) dimension measures the approach to structure and type of 

life adopted. Judgers (J) prefer structured, ordered environments and like to make decisions. 

They like to make a plan and stick to it. Judgers are organized, follow rules to the letter and can‘t 

relax until deadlines are met, often demonstrating a work-before-play attitude. Therefore, the 

adjectives contained in the top three scale items – decided, deliberate and clear-cut/definite – 
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accurately describe a judging personality. Alternately, perceivers (P) would rather stay open and 

adaptable to new ideas and information. They are spontaneous and like to keep plans open 

fearful of missing out if something better comes along. Perceivers don‘t mind a bit of clutter, 

may bend rules they deem unnecessary and see deadlines as suggestions, preferring a play-

before-work approach. Therefore, the adjectives contained in the top three scale items – flexible, 

adaptable and undecided/variable – accurately describe a perceiving personality. 

Using the three items determined above – decided/flexible; deliberate/adaptable; clear-

cut, definite/undecided, variable – the researcher then returned to criterion four to calculate the 

subscale‘s Cronbach‘s alpha. The 3-item subscale‘s alpha value (α = .641) is greater than the 6-

item scale (α = .639) and still falls well within Strausbaugh‘s (1998) alpha range (α range = .540-

.772). Thus, the new three-item scale fulfills criterion four. 

Based on the application of the current study‘s predetermined criteria, the current study 

was able to reduce the judging/perceiving (J/P) subscale of Strausbaugh‘s (1998) brand-specific 

MBTI scale from six items to three items. The new three-item scale is composed of the items: 

decided/flexible; deliberate/adaptable; clear-cut, definite/undecided, variable. 

The reduced scale 

By combining the three scale items determined above for each of the four subscales, the 

researcher created a condensed 12-item scale (see Table 4-11). The new, reduced scale will be 

referred to as the Brand and Human Personality Indicator (BHPI). 
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Table 4-11. Brand and Human Personality Indicator (BHPI). 

 Extraversion/ 

Introversion (E/I) 

Sensing/ 

Intuition (S/N) 

Thinking/ 

Feeling (T/F) 

Judging/ 

Perceiving (J/P) 

1 Outspoken/ 

Quiet 

Systematic/ 

Imaginative 

Firm/ 

Soft-Hearted 

Decided/ 

Flexible  

2 Active/ 

Reserved 

Practical, Functional/ 

Creative, Theoretical 

Rational, Reasonable/ 

Passionate, Perceptive 

Deliberate/ 

Adaptable 

3 Sociable/ 

Shy 

Conservative/ 

Unconventional 

Logical/ 

Emotional 

Clear-Cut, Definite/ 

Undecided, Variable 

 

Phase Two – Group Image Sorts 

After completing the scale reduction, the second phase of this study was to conduct 

qualitative group image sorts. In the group image sorts, the researcher asked three participants to 

sort a deck of images based on MBTI personality dimensions. During each group image sort, 

participants sorted the same image deck three times in random order, once for each of the three 

MBTI dimensions included in the current study. For example, participants were handed the 

image deck and asked to sort the images into categories based on a single MBTI dimension (e.g., 

extraverted/introverted). After the first sort was completed, participants were handed a second, 

identical image deck and asked to sort on a second MBTI dimension (e.g., sensing/intuition). 

Finally, after the second sort was completed, participants were handed a third identical image 

deck and asked to sort on a third MBTI dimension (e.g., thinking/feeling). 

After conducting the group image sorts, the researcher then analyzed the transcripts to 

answer this study‘s research questions. Descriptive data on group image sort participants is 

presented below, followed by an analysis organized by research question. 

Group Image Sort Participants 

Prior to participating in the group image sorts, potential participants were asked to 

complete a short, online screener questionnaire. This questionnaire ensured that potential 

participants fit the study criteria (i.e., advanced advertising or graphic design major, lived in the 
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U.S. for more than 18 years). Additionally, the screener questionnaire gathered potential 

participants‘ MBTI personality (using the BHPI) and basic demographic information. 

A series of descriptive statistics were run to examine group image sort participants‘ 

overall demographic breakdown (see Table 4-12). The majority of participants were non-

Hispanic white females who were seniors in college. Participants were an average of 22 years old 

(M = 21.97, SD = 2.77). The participants consisted of slightly more graphic design majors, and 

the most common three-dimensional MBTI personality type was ENF. 

Table 4-12. Overall Demographics for Group Image Sort Participants. 

Variable n % 

Gender
1
   

     Female 22 73.3 

     Male 8 26.7 

Major
1
   

     Graphic Design 17 56.7 

     Advertising 13 43.3 

Race
1
   

     White (Non-Hispanic) 21 70.0 

     Hispanic/Latino/Latina 4 13.3 

     Asian  3 10.0 

     African American 1 3.3 

     Other 1 3.3 

Year in School
1
   

     Senior  18 60.0 

     Junior 11 36.7 

     Master 1 3.3 

Personality Type
1
   

     ENF 11 36.7 

     ENT 5 16.7 

     INF 4 13.3 

     IST 3 10.0 

     ESF 2 6.7 

     EST 2 6.7 

     INT 2 6.7 

     ISF 1 3.3 

Note: 
1
n = 30  
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Additionally, Table 4-13 provides individual personality and demographic information 

for the group image sort participants. Reporting individual data provides details about both the 

individual members and the composition of each group image sort. 

However, although the current study reports this individual demographic information, the 

researcher found no discernable patterns in the data based on major, gender, age, race, year in 

school, or personality. Instead, themes emerged based on overall group discussion rather than 

specific demographic information. Therefore, because the data was influenced by group and 

individual comments, participants were labeled based on their group number rather than 

demographic information. Participants are labeled first by the number of their group image sort, 

followed by their unique number within that group. For example, Participant 4-1 would be the 

first participant in the fourth group and Participant 7-3 would be the third participant in the 

seventh group. 
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Table 4-13. Individual Demographics for Group Image Sort Participants. 

Participant # Group # Participant ID Major Gender Age Race Grade Personality 

1 1 1-1 Advertising Male 21 Hispanic /Latino /Latina Senior ESF 

2 1 1-2 Advertising Male 24 White (Non-Hispanic) Senior ENF 

3 1 1-3 Advertising Female 20 White (Non-Hispanic) Junior ENF 

4 2 2-1 Advertising Male 21 White (Non-Hispanic) Senior EST 

5 2 2-2 Advertising Male 21 White (Non-Hispanic) Senior ENF 

6 2 2-3 Advertising Male 26 White (Non-Hispanic) Senior ENT 

7 3 3-1 Advertising Female 24 White (Non-Hispanic) Senior ENF 

8 3 3-2 Advertising Female 22 White (Non-Hispanic) Senior ENT 

9 3 3-3 Advertising Female 21 White (Non-Hispanic) Senior ENF 

10 4 4-1 Graphic Design Female 35 White (Non-Hispanic) Master ENF 

11 4 4-2 Advertising Female 21 White (Non-Hispanic) Junior ENT 

12 4 4-3 Graphic Design Female 21 Asian Junior ENF 

13 5 5-1 Graphic Design Female 21 Multi-racial Junior ENF 

14 5 5-2 Graphic Design Male 20 White (Non-Hispanic) Junior ENT 

15 5 5-3 Graphic Design Male 22 Hispanic /Latino /Latina Junior IST 

16 6 6-1 Graphic Design Female 22 White (Non-Hispanic) Senior ISF 

17 6 6-2 Graphic Design Female 21 White (Non-Hispanic) Junior ENF 

18 6 6-3 Graphic Design Female 20 White (Non-Hispanic) Junior INF 

19 7 7-1 Graphic Design Female 22 Hispanic /Latino /Latina Senior ENF 

20 7 7-2 Graphic Design Female 22 White (Non-Hispanic) Senior IST 

21 7 7-3 Graphic Design Female 21 White (Non-Hispanic) Senior ENF 

22 8 8-1 Graphic Design Male 21 Asian Senior IST 

23 8 8-2 Graphic Design Female 22 White (Non-Hispanic) Senior INF 

24 8 8-3 Graphic Design Female 22 Hispanic /Latino /Latina Senior INF 

25 9 9-1 Graphic Design Female 21 White (Non-Hispanic) Junior INT 

26 9 9-2 Graphic Design Female 21 White (Non-Hispanic) Junior INF 

27 9 9-3 Graphic Design Female 21 White (Non-Hispanic) Junior INT 

28 10 10-1 Advertising Female 20 Asian Senior EST 

29 10 10-2 Advertising Female 22 African American Senior ESF 

30 10 10-3 Advertising Female 21 White (Non-Hispanic) Senior ENT 

Note: n = 30 
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Research Question 1 – Visual Symbolic Elements for Single Dimension MBTI Brand 

Personalities 

Research Question 1 (RQ1) asked about the specific visual symbolic elements associated 

with each of the three MBTI dimensions included in this study – extraversion/introversion (E/I), 

sensing/intuition (S/N) and thinking/feeling (T/F). Because group image sort participants sorted 

the image deck by individual MBTI dimensions, the researcher answered RQ1 by analyzing the 

data from each separate dimensional sort. For example, to understand the visual symbolic 

elements associated with extraversion (E), the researcher examined both the images participants 

sorted in the extraverted (E) pile and their verbal descriptions of why they deemed those images 

extraverted (E). Both common themes and less frequently mentioned themes were identified for 

each of the eight individual dimensions included in this study (see Table 4-14). A detailed 

description of the themes is presented for each individual dimension below. 

Table 4-14. Themes for Individual Brand Personalities in Images. 

Dimension Common Themes Less Frequently Mentioned Themes 

Extraversion 

(E) 

Happiness/fun 

Activeness (motion, dynamism) 

Choice 

     To participant in activities 

     To be social 

     To be in public 

Collaboration 

Multiple people 

Body language 

     Smiling 

     Talking/communicating 

     Laughing 

     Eye contact 

Color (bright, loud, lively, vibrant) 

Appearing to feel comfortable 

Attire (trendy, dressy, cute,  

  revealing) 

Subjects in close proximity to 

  each other 

Dog shown 

Tight cropping 

Introversion (I) Choosing isolation 

Quietness (peaceful, lack of  

  noise/talking) 

Immersion 

     In thought 

     In activity 

Relaxation 

Wide cropping 

  



 

229 

Table 4-14. Continued. 

Dimension Common Themes Less Frequently Mentioned Themes 

Introversion 

(I) 

(continued) 

Professions 

     Doctors 

     Scientists 

     Farmers 

Setting 

     Home 

     Nature 

     Isolation 

Number of people 

     Single person 

     Two people 

     Intimate couples 

     Single person with animal 

No eye contact 

     With the viewer 

     With other subjects  

Color/lighting (muted, clean, low) 

 

Sensing (S) Goal-orientation 

     Single goal 

     Task 

     End result 

     Solve a problem 

Short-term focus 

Practicality/functionality 

Systematic process 

Working 

     Science-related occupation 

     Medical-related occupation 

Using one or more of the five senses 

Organization 

Conservative dress 

Color (white, clean, neutral, sterile) 

Technology shown 

Intuition (N) Big-picture thinking 

Future thinking 

Experiencing a moment 

Full of emotion/feelings 

Shown in relationships 

Unconventional living 

Imagination 

Creativity 

Children 

Color/lighting (bright, warm, dreamy) 

Illustration included 

Thought bubble shown 

Set in nature 

Reflecting/daydreaming 
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Table 4-14. Continued. 

Dimension Common Themes Less Frequently Mentioned Themes 

Thinking (T) Logical/rational 

Process-oriented 

Goal-driven/end result 

Focused subjects 

Working 

     Science-related occupation 

     Medical-related occupation 

Setting (sterile, clean, library,  

  laboratory) 

Impersonal 

Body language 

     Thinking pose 

     Looking up 

     Staring into space 

     Not smiling 

Color (sterile, cool, neutral, white) 

Being objective (follow rules, no  

  emotion) 

Being alone 

Attire (business, glasses) 

Thought bubble shown 

 

Feeling (F) Shown in relationships 

     Family 

     Romantic 

     Plutonic 

     Animal 

Emotions 

     Romantic 

     Happy 

Experiencing a moment 

Enjoyable pastimes 

     Volunteering 

     Reading 

Relaxation 

Creative endeavors 

Body language 

     Touching 

     Loving looks 

     Smiling 

     Laughing 

Set in nature 

Color (bright, saturated, warm,  

  yellow) 

Lighting (low, soft, sunrise, sunset) 

Candid photos 

Attire (relaxed, hat, Converse) 
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Extraverted (E) 

The first part of RQ1a asked which visual symbolic elements were consistent with 

extraversion (E). Therefore, the researcher examined the images that participants sorted into the 

extraverted pile and analyzed the verbal reasons given for the placement. Based on the findings, 

several common themes emerged, including the importance of happiness/fun, activeness, choice, 

collaboration, multiple people body language and color. 

Happiness/fun. During the group image sorts, participants linked the happiness, fun and 

energy reflected in an image to increased extraversion. In this case, participants seemed to detect 

the tone or spirit of the images as happy, fun or energetic rather than pointing out specifics 

qualities. For example, the family in one image exuded extraversion because ―they‘re getting 

enjoyment out of just being together more than whatever they‘re doing‖ (Participant 9-3). 

Another participant simply classified an image as extraverted because the child was ―happy and 

stuff‖ (Participant 6-2). 

Other participants picked up on a sense of upbeat energy in extraverted images. Again, 

participants didn‘t identify specific visual symbolic elements; rather, they commented on the 

type of energy they felt coming from the photo, calling it ―positive, fun energy‖ (Participant 6-1) 

or ―bright energy‖ (Participant 4-1). 

Participants also noted that images were more extraverted when there was a sense of fun 

among the subjects. Often the fun seemed to stem from a shared task or activity people were 

participating in together, whether that was cooking, volunteering or brainstorming. At times, the 

participants felt that the fun might be some kind of novelty, like ―maybe they don‘t even do it all 

the time, they‘re just excited to have everyone together‖ (Participant 9-3). Or, the activity wasn‘t 

―really necessary‖ (Participant 6-1) but only for the sake of enjoyment and ―bonding‖ 
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(Participant 9-3). In some cases, the sense of fun even transferred from the image to the viewer, 

making the participant ―want to join them‖ in their fun activity (Participant 4-1). 

Activeness. Participants also noted the importance of activeness in extraverted images. 

For example, Participant 3-2 tied activity to movement, saying, ―It looks like they‘re in motion 

or they‘re about to be in motion.‖ Participant 4-1 agreed, stating, ―In this [image], it seems like 

they‘re actually doing something, which makes them seem more extraverted.‖ Participant 7-3 

summed up the importance of activity to extraversion, saying, ―Yeah, it‘s activity versus…like, 

being dynamic versus being passive.‖ 

Other participants also acknowledged the importance of extraverted activity including 

other people. Not only did the images show motion and activity, but they also portrayed groups 

being active together. Participants honed in on the idea of doing rather than sitting presented in 

extraverted images. For instance, when describing the most important attributes of extraverted 

images, Participant 9-2 noted, ―They‘re not just sitting with people in a close space. They‘re 

doing an activity with people.‖ Additionally, a few groups saw this activity with others as 

reflective of a shared spirit of adventure in both body and mind: ―They‘re trying to entertain the 

kids. They‘re not sitting, watching TV or something‖ (Participant 6-3). ―They‘re exploring a new 

idea‖ (Participant 6-2). 

Choice. Choice also played a significant role in identifying extraverted images. This idea 

of choice was reflected in three ways: the choice to be social, the choice to participate in 

activities together, and the choice to be in a public setting. 

According to participants, extraverted images also often included subjects who seemed to 

have chosen ―a very social way of getting things done,‖ (Participant 5-1) rather than being 

around other people out of necessity. One participant figured that ―if the people are what they're 
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in the situation for then they're probably taking pleasure out of being around others‖ (Participant 

1-3). In fact, participants often pointed out that people seemed to be the focus of an extraverted 

image, rather than just accessories that happened to be in the frame. For example, participants in 

the first group identified extraverted images by asking themselves: ―Was it something that was 

about being with the people? Or is it just that they happened to be with people?‖ (Participant 1-

2). 

Subjects who chose to participate in activities were also identified as extraverted because 

they made a choice to simultaneously interact with the people and world around them. This was 

particularly true when a subject was engaged in an activity that could have been done alone or 

with a group, and he/she ―chose to be with the group‖ (Participant 9-2). For example, in one 

image of a group of volunteers picking up trash outdoors, subjects chose ―to be together,‖ ―to be 

outside‖ and ―to be interactive and help the world‖ (Participant 6-2). And, in another image of a 

family in the kitchen cooking together, subjects weren‘t ―just doing something together, [they‘re] 

interacting and talking to each other‖ (Participant 10-2). Other participants expressed the idea of 

choosing a group activity in terms of a shared experience, even if those experiences consisted of 

normal, everyday behavior such as painting, studying or cooking. For instance, 

He doesn‘t have to be helping prepare dinner, you know? They‘re choosing to do 

this mundane activity together. (Participant 9-2) It seems like they‘re going out of 

their way to make it a family experience. Because one guy could‘ve easily just cut 

that [pepper] and brought it out to the dinner table. But they‘re choosing to do it 

together. (Participant 9-3) 

Additionally, group image sort participants identified a subject‘s choice to be in a public 

setting as important to extraversion – although indoor and outdoor public settings were 

considered equally extraverted. For example, Participant 6-2 said, ―Yeah, they‘re tryin‘ a new 

thing. They‘re, I‘m assuming, in a public pottery place,‖ while Participant 10-2 stated, ―Yeah, 

the fact that they‘re outdoors and they went out of their way to go do something.‖ Thus, these 
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public settings represented subjects who were adventurous, outgoing and actively looking for a 

way to engage other people. 

Although it was mentioned less frequently, a few participants also felt that an extraverted 

choice was something that required additional effort or guts on the part of the subject. For 

example, an image showing a group of volunteers picking up trash outdoors was extraverted 

―because you have to go out of your way for that‖ (Participant 5-3). ―They‘re stepping out of 

their comfort zone to do something‖ (Participant 5-1). 

Collaboration. During their discussions, participants also highlighted the sense of 

collaboration often found in extraverted images. For example, participants identified images as 

extraverted when people were ―working together on a project‖ (Participant 3-1) because ―it‘s 

more of a social [activity], it‘s a collaboration‖ (Participant 3-3). This spirit of collaboration was 

often reflected as teamwork: ―And there‘s a camaraderie in the photos. And just the whole idea 

of thinking your ideas out loud and sharing with others. It comes through‖ (Participant 6-2). 

Sharing ideas, in particular, seemed to be identified as especially collaborative and was noted 

multiple times, along with ―being outspoken‖ (Participant 6-3), ―group work‖ (Participant 10-2), 

and ―brainstorming‖ (Participant 10-1). 

Multiple people. Participants also emphasized the importance of people in extraverted 

images and suggested that images almost always needed multiple people to be considered 

extraverted. Participants noted that having at least two people ―makes a huge difference‖ 

(Participant 8-3) because they could be ―talking to each other or something‖ (Participant 4-1). 

Although images with two people could be considered extraverted, images with larger 

groups of people were seen as exclusively and the most extraverted. As Participant 7-1 said, ―It‘s 

more of a sociable outing, like, it‘s multiple people together.‖ Participants indicated that this 



 

235 

social factor was crucial to extraversion because they felt that people either really enjoyed group 

activities or avoided them. For example, ―Lots of people. They look like they‘re talking and 

they‘re active. I think this one is super extroverted because there‘s a huge difference, you know, 

you either really hate studying in groups or you really love it‖ (Participant 9-2). 

Body Language. Participants also noted the importance of subjects‘ body language in 

extraversion. In particular, participants mentioned smiling, talking/communicating, laughing and 

eye contact. 

In many cases, participants aligned smiling subjects with extraversion. In extraverted 

images, participants noted that smiling often indicated happiness, which they associated with 

extraversion. So, for participants, two-thirds (n = 20) of whom identified themselves as 

extraverted in the screener questionnaire, happiness seemed to be derived from lots of people and 

socializing, while they were less likely to see being alone as a source of happiness. Smiling could 

also show that subjects were enjoying some type of social interaction, ―because they‘re smiling, 

being social, hanging out with each other.‖ (Participant 1-1). Also, in response to an image of a 

two adults helping a child water plants, Participant 7-2 said, ―Aww. This one seems more 

extraverted. The parents, I just assume, interacting with their daughter. Teaching her. Smiling. 

Happy.‖ Again, these findings show the importance of social interaction to extraversion. 

Images with subjects who appeared to be talking and/or communicating were also 

considered to be more extraverted. For some participants, ―just talking‖ (Participant 3-3) was 

enough for an image to be classified as extraverted. While others linked extraversion to a more 

collaborative form of communication where subjects were ―sharing ideas‖ (Participant 8-1) or 

―hanging out discussing things‖ (Participant 4-2). 
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Some participants noted that it was impossible to actually tell if subjects were talking in 

still images, such as those used in the group image sorts. However, participants still 

acknowledged that images with ―the intent to talk or look of communication, like something‘s 

about to be said‖ (Participant 3-2) still communicated extraversion. Participants also classified 

images with subjects who looked like they were in the middle of talking or had just finished 

talking as extraverted because, ―Based on the whole image, they‘re all together, talking – I mean 

it‘s not a moving picture, so we don‘t know – but they‘re smiling, all working together, looking 

at the same thing‖ (Participant 2-1). 

Participants also acknowledged that extraverted images might include subjects who were 

laughing. These participants often tied laughter to communication, noting that subjects who were 

laughing seemed like they were ―about to share‖ (Participant 3-2). Participant 6-3 said, ―I feel 

like it‘s full of energy. The kid‘s laughing out loud. He‘s outspoken. There‘s nothing, to me, that 

says quiet, reserved or shy.‖ 

Eye contact was also closely linked to extraversion. In general, participants agreed that 

the subjects in extraverted images were making eye contact with another person, whether that 

person was another subject in the image or the viewer. In fact, Participant 3-1 suggested that the 

most important aspect of extraverted images were the ―eyes…looking at each other or you.‖ 

Other participants viewed eye contact as a way to visualize ―any sort of human connection‖ 

(Participant 3-2) whether it was another subject or the viewer. 

However, participants agreed that the most extraverted type of eye contact was when one 

or more of the subjects in an image made eye contact with the viewer by looking at the camera. 

When subjects looked at the camera, participants felt they were looking directly at them as 

viewers: ―They‘re looking straight to your eyes. They‘re not, like, downcast or looking down 
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[like they are in introverted images]‖ (Participant 4-3). Looking directly at the camera also made 

participants feel that the subject in the image was ―engaging with [them]‖ (Participant 4-2) or 

―interacting with [them]‖ (Participant 7-2). The direct eye contact was so strong that some 

participants felt it was an attempt at direct connection or communication: ―I feel like they‘re 

sending a message, too. Like they‘re trying to tell you something‖ (Participant 3-3). For 

participants, this interaction was almost as if the subject was saying, ―Come join us!‖ (Participant 

2-2). 

Color. Color, furthermore, played a large role in classifying images as extraverted. 

Almost all of the participants identified the association between bright, saturated colors and 

extraversion. Specifically, one participant saw bright colors as making the image seem more 

―outgoing‖ (Participant 7-2). Other participants also identified the extraverted images‘ saturated, 

lively, vibrant color palettes as loud, indicating that the colors almost screamed for their 

attention, much like an extraverted person would. For example, while looking at one photo, 

Participant 3-1 called the colors ―warm, loud, sunny.‖ And, in several cases, participants 

identified images as extraverted on color scheme alone because ―they‘re all saturated, loud colors 

and he‘s wearing a red shirt‖ (Participant 3-1) or ―it‘s just very vibrant. And, it‘s almost loud 

without saying anything‖ (Participant 4-3). 

In particular, multiple participants pointed specifically to bright greens and oranges in the 

background settings as especially extraverted colors. They found these two colors to be ―just a 

very active, exciting color‖ (Participant 7-2) and ―a communicating color‖ (Participant 7-1). In 

addition to bright colors in an image‘s setting, participants also identified images with subjects 

dressed in bright, vibrant clothing as more extraverted, noting that ―she dresses in color‖ and ―all 

of them are in different colors‖ (Participant 10-1). 
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Participant 9-2 even expressed her perception of multiple bright colors evoking feelings 

of increased activity and people, saying, ―I would say extraverted because there‘s multiple 

people and there‘s bright colors, which make you think of more activity. And multiple colors 

together is like multiple people together.‖ Alternately, Participant 4-1 viewed bright colors as 

engaging the viewer, stating, ―There‘s bright colors, which, to me, feels like you‘re reaching out, 

or you‘re trying to draw people into the conversation. Get ‘em excited.‖ 

In addition to the colors present in an image‘s setting and subjects, a few participants also 

noted that the addition of colored vector illustrations increased an image‘s extraversion. For 

instance, one participant called one of the illustrations a ―bubbly thing‖ and noted that it 

―automatically adds energy‖ to the image, which indicated extraversion (Participant 6-3). 

Less frequently mentioned themes. In addition to the common themes discussed above, 

several other less frequently mentioned themes also emerged for extraversion. These less 

frequently mentioned themes included: appearing to feel comfortable, attire, close proximity, 

tight cropping, and dogs. 

In a few cases, participants referenced the link between extraversion and an image‘s 

subject looking comfortable with themselves and being comfortable in a social setting. In 

particular, several participants identified the body posture of a girl who was sitting alone on the 

floor of the library with her feet stretched out in the aisle as extraverted because an extraverted 

person ―would do what they wanted‖ like ―sit on the floor‖ (Participant 6-2). In reference to the 

same image, participants in the third group gave a more detailed explanation of why the posture 

seemed extraverted: 

To me, I would put her as extraverted just because I feel like it takes a certain kind 

of personality to sit an aisle where you would be in the way of someone even if it‘s 

off to the side. […] She‘s spread out…like, extraverted. (Participant 3-3) I would 

place this as extraverted because she looks comfortable in who she is. Not that 
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introverts aren‘t, but I feel like when placed in social settings they‘re a little bit 

more reserved. Whereas she‘s just like, ―I‘m here!‖ (Participant 3-2) 

Another less frequently discussed theme involved the attire subjects were wearing in the 

images. According to some participants, trendy, dressy, cute or revealing clothing had an 

extraverted connotation. In one image, a girl‘s short jean shorts, which showed off her legs, 

indicated to some participants that she was extraverted even though she was standing alone in the 

middle of a field with her horse. While discussing another image where a young girl was alone in 

a library, participants in the third group were conflicted about the image‘s personality because 

the subject was wearing extraverted clothing, including a bold-patterned dress and gold, open-toe 

sandals. The same participants also felt the girl was ―flaunting her legs‖ with her choice of 

clothing. Another participant felt the girl must have dressed up intentionally because she 

probably thought ―I‘m goin‘ to the library, but I‘m gonna go out after this. So I better get dressed 

now so I have time to go socialize‖ (Participant 6-3). Overall, it seemed that when girls were 

pretty and wearing trendy, leg-revealing clothing, participants assumed that both they and the 

image must be extraverted. 

Another less common theme participants mentioned was the close proximity of the 

subjects within the image. This close proximity was shown visually by the physical closeness of 

the subjects to one another. For example, Participant 7-2 noted that the subjects‘ ―faces are really 

close in the frame,‖ and Participant 9-2 pointed out that ―she‘s kind of leaning on him, and 

they‘re all very close in contact.‖ Thus, participants seemed to feel that subjects‘ physical 

closeness translated to extraversion, perhaps because human contact suggested a human 

connection similar to when people made eye contact with another human. Participants could also 

have been reacting to the violation of personal space in images where subjects were in such close 

proximity. 
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There was also discussion among participants in some groups about the link between 

dogs and extraversion. Participants seemed to transfer their feelings about the dogs in the images 

to the people shown. One group thought dogs were ―extraverted animals‖ who ―wanna like 

everyone. So, dog people tend to be the same way‖ (Participant 5-2). Another group identified 

large, active dogs, like Labrador Retrievers, as particularly extraverted and assumed that people 

who were shown in an image with a Lab were also extraverted. 

Finally, several participants also mentioned that more tightly cropped images appeared 

more extraverted. Some participants associated tight cropping with a more dynamic image and 

then linked that dynamism to extraversion. Alternately, other participants felt a tightly cropped 

image that showed only a few people indicated that there could have been many more people in 

the setting, but the photographer zoomed in to capture only a few. Because they felt that the tight 

crop indicated that more people were in the room, but just out of the frame, they labeled the 

image extraverted. One participant even said, ―Yeah, for a second I like had to double take 

because it felt like there were more people around, but you really only see these two people‖ 

(Participant 9-1). 

To summarize, this analysis showed that extraverted images most often had a happy, 

active feel and often portrayed some type of collaboration among subjects. In extraverted 

images, the subjects also seemed to have chosen to participate in an activity, be social and/or be 

in public. The images also portrayed multiple people who were smiling, talking, laughing and 

making eye contact with another subject or the viewer. The colors in extraverted images were 

saturated, bright, vibrant, lively and loud. Participants noted greens and oranges as particularly 

extraverted colors that indicated activity and excitement. In addition, extraverted images might 
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show subjects in close proximity, subjects who appear to feel comfortable and subjects wearing 

trendy/revealing attire. They could also could include a dog and/or be tightly cropped. 

Introverted (I) 

The second part of RQ1a asked which visual symbolic elements were consistent with 

introversion (I). Therefore, the researcher examined the images that participants sorted into the 

introverted pile and analyzed the verbal reasons given for the placement. Based on the findings, 

several common themes emerged, including choosing isolation, quietness, immersion, 

professions, setting, the number of people, no eye contact, and color. 

Choosing isolation. Participants noted that an image was more strongly introverted when 

it seemed as though the subject(s) had chosen to be alone or to isolate themselves in a place that 

could have included other people. As Participant 8-3 explained, ―She‘s isolating herself in a 

place that isn‘t isolated.‖ In response to an image showing an intimate couple alone under a tree, 

participants in the second group also noted this deliberate decision to be isolated, saying, 

I mean, they could have done that on a park bench in a more crowded area, or 

somewhere…in a booth at a restaurant. But, they chose to go under a tree where 

there‘s no one in sight. (Participant 2-3) Get away from everybody. (Participant 2-

2) It seems like conscious choice to be away from people. (Participant 2-3) 

Quietness. Along with specific settings, participants also identified introverted images as 

exuding quietness, embodying ―a sense of peacefulness and slowed time‖ (Participant 9-3), or 

portraying a ―quieter moment‖ (Participant 9-2). Participant 3-2 noted that image details 

indicated there wasn‘t ―a lot of noise‖ in introverted images, and subjects weren‘t 

―communicating with each other.‖ Other participants also associated quietness with subjects‘ 

body language in introverted images: 

Yeah, I say introvert. He looks like he doesn‘t talk ever. (Participant 3-1) I say 

introverted based on body language. The way he‘s placed again, but the expression 

on his face, too. Like, it doesn‘t look like he has the need to express anything to 

anyone. (Participant 3-2) He looks like a really quiet person. (Participant 3-1) 
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Participant 6-3 also tied quietness to thoughtfulness in an image of a farmer squatting in a 

field of wheat, saying, ―He‘s out doin‘ his chores by himself. He‘s on his own. He‘s probably 

thinkin‘ to himself. He‘s not talking out loud, obviously.‖ 

Besides the image‘s subject projecting quietness, a subject‘s choice of a quiet location 

such as being in a library, a laboratory, alone at home, or out in nature (e.g., a field, a beach, 

under a tree) also suggested introversion. Participant 9-2 observed, ―Libraries are quiet, you 

know, you have to be quiet. So she‘s obviously not in a place where she wants to or is supposed 

to be talking to other people.‖ 

Immersion. Participants also identified immersion as a component of introverted images. 

The subjects in introverted images could be immersed in either thought or activity. Regarding 

thought, participants felt that being alone allowed you to ―focus on your thoughts‖ (Participant 7-

3) and was often times exemplified by a subject ―thinking to himself‖ (Participant 8-1). 

According to participants, the mental process of introverted subjects was also ―very internal 

versus external‖ (Participant 5-2), like ―he could be sitting in his office, eyes closed and seeing 

all of [these ideas] as he‘s trying to figure something out‖ (Participant 3-1). Other participants 

pointed out that introverted subjects‘ immersion in thoughts seemed to leave them disconnected. 

For instance, Participant 1-1 said, ―I think of an introvert as not being…not necessarily aware of 

what‘s going on around them, but them being so immersed in their thought that they could care 

less, and he‘s so into what he‘s doing.‖ 

The second type of immersion – immersion in activity – was represented by a subject 

intensely ―focusing on what she‘s doing‖ (Participant 8-3). Thus, the idea of immersion in 

activity often involved a singular subject with a singular focus. For instance, participants stated, 

―She‘s alone, reading a book, being immersed in this one thing‖ (Participant 6-1), and, ―I would 
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say introverted because she‘s focused on the study, and she‘s alone‖ (Participant 9-2). While 

subjects did not have to be alone for participants to consider them immersed in an activity, in 

many cases, participants seemed to think a single subject was more immersed, perhaps because 

there were no other humans to distract them. 

Professions. In addition to immersion in thoughts and activities, participants felt that 

some professions were more closely tied to introversion. In some cases, participants even 

acknowledged that their choice to label an image as introverted came almost solely from the 

subjects‘ portrayed professions. 

The first profession participants frequently labeled as introverted was doctor/surgeon. 

Participants noted that the singular interest and passion required to become a doctor made 

doctors introverted. Their reasoning was: ―if you‘re going to go to med school, you‘re going to 

spend so many hours by yourself‖ (Participant 3-1). Participants also noted that the profession 

was ―methodical‖ (Participant 10-3) and required ―a lot of studying. And logical processes, like, 

mental processes‖ (Participant 10-1). Similarly, overlapping with the theme of being immersed 

in an activity (discussed above), participants also felt doctors had ―a deep interest‖ (Participant 

7-3) in the subject, ―one passion about [one] specific thing‖ (Participant 9-2) and were very 

focused: ―Doctors. You have to interact with each other, but at the same time, you need to be 

very focused‖ (Participant 5-2). So, in the case of doctors, participants seemed to feel that 

focusing on the task trumped any human interaction. 

Scientists were another profession that was often identified as introverted in images. As 

with doctors, participants often perceived science as the singular focus of scientists: 

Their energy is coming from science. (Participant 1-2) They‘re focusing on one 

thing. (Participant 1-1) Yeah, they‘re not really about each other. (Participant 1-3) 

This isn‘t about being social. This is about the science (Partisan 1-2) It‘s a benefit 



 

244 

that they are having fun together, but they are still trying to achieve the same thing. 

(Participant 1-1) 

Participant 10-2 also expressed the perception that scientists spend a lot of time alone, saying, ―I 

would say introverted because she works in a lab, which is someplace where you really have a 

lot to do by yourself a lot of the time.‖ In their comments, participants almost seemed to be 

operating on a stereotype they held of scientists being science-loving loners who were more 

focused on their work than people. In part, this stereotype might stem from the fact that the 

participants were all creative majors, graphic design and advertising, with, presumably, less 

personal experience in the sciences. 

Finally, participants also consistently labeled an image showing a farmer as introverted, 

often due largely to his profession. In some cases, they tied farming to the introverted concept of 

being ―outside by himself in the middle-of-nowhere‖ (Participant 10-2), which is discussed 

further below. Participants also felt that farmers didn‘t ―enjoy a lot of commotion‖ (Participant 

10-3), ―or other people‖ (Participant 10-1), which they felt were more introverted characteristics. 

Participants in the fifth group also noted similarities between farmers and doctors being 

experts in their respective fields: 

Introverted. (Participant 5-2) Just ‘cause farming is a solitary practice. (Participant 

5-3) And knowing a lot about one subject. (Participant 5-1) Yeah, that‘s true. He‘s 

dedicated his entire life to [farming]. (Participant 5-2) I would say medicine goes 

back to that too. (Participant 5-1) Yeah, exactly. They have to know a lot about one 

thing. (Participant 5-2) 

Participant 6-2 further acknowledged the depth of a farmer‘s knowledge about his livelihood, 

saying, ―And the fewer, but deeper interests, immersing themselves in one topic. And, usually 

farmers are extremely passionate about their crop.‖ 

In fact, participants seemed to identify each of the three professions discussed above – 

doctors, scientists and farmers – with extreme depth of knowledge and singular focus. This 
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indicated that, in participants‘ minds, introversion seemed to be equated with a depth of 

knowledge on a single subject, while extraversion was associated with a breadth of knowledge 

on many topics. This singular focus also suggested that introverted occupations required intense 

concentration on the job at hand, with little room for multitasking, suggesting that introverted 

images might portray subjects completing a singular task, while extraverted images might show 

one subject completing multiple projects simultaneously. 

Setting. In addition to specific professions, participants also noted several setting-related 

factors tied to introversion. These settings include home, nature and isolation. 

First, images that appeared to be set in the subjects‘ own home enhanced the perception 

of introversion. For example, Participant 8-3 felt introversion was tied to ―the whole thing of 

being in a domestic sphere. So, it‘s being at home.‖ Participants linked images of home even 

more strongly to introversion when they felt the subjects were happy at home and had made a 

conscious choice to be there rather than in public. In several cases, participants assumed that the 

subjects didn‘t ―plan on going anywhere‖ and just wanted ―a quiet night in‖ (Participant 9-3). 

For instance, Participant 1-3 suggested that images were more introverted if subjects seemed like 

―they‘d rather be inside [their own home] than at a bar.‖ Participant 3-1 agreed noting, ―They‘re 

obviously making it a point to be in their home. They obviously didn‘t go out to a dinner party. 

They‘re making dinner alone at home.‖ 

Besides staying at home, images set in nature also evoked introversion: 

They‘re out in nature, all of them. So, I wonder if, just being in the grandness of 

nature has something to do with it. (Participant 7-1) Then you‘re really removed 

from all humans. (Participant 7-3) You‘re removed from things and you‘re small in 

comparison to everything else around you. You‘re removed from most manmade 

things. (Participant 7-1) So, your getting in touch with your natural self, I guess. 

(Participant 7-3) 
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More specifically, other participants identified qualities of nature that made it seem introverted, 

such as nature having ―a lot of sky‖ (Participant 4-1) and ―a connotation of being quiet‖ 

(Participant 2-2). According to Participant 2-3, ―It's just that it is isolated. It's the nature of 

nature.‖ For participants, the isolation and grandeur of nature seemed to indicate that subjects 

were smaller in their environments, almost trying to blend in with their surroundings. On the 

other hand, extraverts were often perceived as bigger personalities, taking up more space in the 

frame and almost yelling for the viewer‘s attention. 

Similarly, other participants underscored the difference between being in nature, which 

was more introverted, and being in a manmade environments such as ―a library or a coffee shop‖ 

(Participant 9-1) or on ―a busy street, like a highway or anything crazy‖ (Participant 1-1). While 

participants viewed nature as quiet, isolated, expansive, and calming, they saw manmade 

environments as loud, enclosed, and full of energy and people. 

Related to nature, an isolated natural setting – the middle of nowhere – seemed to have 

even stronger ties to introversion. Part of this relationship might stem from participants strongly 

linking the middle of nowhere to a desire to be alone stating, ―If you live in the middle of 

nowhere, then you probably don‘t mind being alone. Or that‘s your preferred habit‖ (Participant 

7-3). Alternately, participant 6-2 noted the connection between the middle of nowhere and 

thoughtfulness, saying, ―Well she‘s out in the middle of some kind of nowhere, you know, by 

herself hanging out probably thinking about whatever. Just quiet and reserved.‖ 

In addition to settings in home and nature, participants also identified isolated settings as 

a ―key visual‖ (Participant 8-2) for introversion. According to other participants, isolation was 

also tied to ―seclusion‖ (Participant 6-1), ―open space‖ (Participant 7-2) or a lack of other 
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subjects: ―I would call this introversion just because she‘s out in a place that seems sort of 

isolated. There aren‘t other people around, obviously‖ (Participant 9-1). 

Number of people. Further, participants identified the number of people in the image as 

one of the main determinants of an introverted image. According to participants, most 

introverted images have only one or two people and ―definitely not more than two‖ (Participant 

10-2). Not surprisingly, images with a single person were most readily classified as introverted. 

Participants also seemed to feel that the subjects in introverted images were engaged in 

something of their own and happy, rather than seeming lonely or left out. Participant 4-2 

commented that one subject was ―just hanging out alone, doin‘ her stuff,‖ while Participant 3-1 

thought another was just ―enjoying being by herself and working on that by herself.‖ Therefore, 

participants seemed to identify introverted images as those where the subject was deriving their 

happiness from being alone and able to engage in their own thoughts or tasks, unlike extraverted 

images whose subjects‘ happiness relied on being around other people. 

Although images with a single person were most easily identified as introverted, 

participants also noted that an image with two people could be considered introverted under 

certain circumstances, particularly romantic couples pictured in intimate moments. Participant 7-

1 called these moments ―shared introversion‖ in which two people were in a ―private bubble‖ 

and a ―secluded space.‖ Additionally, Participant 5-2 felt, ―It‘s a very intimate thing. There‘s just 

the two of them, quiet.‖ 

Part of the reason romantic couples were considered introverted was because participants 

viewed the couple as a single unit. For instance, participants felt that ―people group couples 

together sometimes as one person‖ (Participant 2-2) because ―they function as one thing‖ 

(Participant 5-2). 
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In addition to a single person or isolated couple, participants often identified images with 

a single person and an animal as strongly introverted. Similar to romantic couples, some 

participants noted that a human and their pet could function as a single unit: ―Yeah, even the 

same thing with the people and their pets. They function as one entity‖ (Participant 7-1). Some 

participants felt that the subjects in introverted images chose ―animal bonding instead of being 

with a human‖ (Participant 9-2), indicating that the subject would rather be around a pet than a 

person. Other participants expanded on the idea of subjects choosing pets over people, calling a 

pet ―a solitary companion‖ (Participant 9-1) and noting that the human in the image was 

―technically secluded, ‗cause I don‘t view my dog as a person‖ (Participant 2-2). 

Participants identified this pattern when multiple kinds of animals, including a horse, a 

dog and a cat, were shown with a single human. For example, one participant identified the scene 

of a girl ―outdoors alone with a horse‖ as introverted and ―quiet‖ (Participant 4-1). In many 

cases, this pattern also held true for humans and dogs. Although dogs were sometimes explicitly 

linked with extraversion, a human alone with a dog evoked a more introverted feel in other 

situations. Participants pointed specifically to images where a subject was alone with a dog in 

nature (e.g., the beach, a park) and it seemed ―like your dog‘s your best friend‖ (Participant 7-2). 

When asked about why some dogs seemed extraverted while others were introverted, 

participants seemed to rely on other visual symbolic elements in the images such as the level of 

activeness, interaction, body language and lighting. Brightly lit dog images where humans were 

playing with or interacting with their dogs while smiling or laughing were extraverted. 

Alternately, dimly lit dog images where humans were sitting calmly next to their dogs while 

appearing to be in thought were more often introverted. 
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Although humans with horses or dogs sometimes evoked introverted feelings, 

participants most strongly linked introversion with cats. Furthermore, when discussing the image 

of a woman and her cat, multiple participants referred to the woman as a ―crazy cat lady‖ 

(Participant 1-2), revealing their stereotypical associations of cat owners living alone with large 

numbers of cats. 

Participants in the sixth group even assumed the woman preferred the company of cats to 

other people: ―I think an introvert. She has a cat‖ (Participant 6-1). ―She‘s talking to the cat‖ 

(Participant 6-3). ―Yeah. It‘s like she prefers cats over humans‖ (Participant 6-1). However, 

Participant 10-2 might have summed up the link between the extraversion/introversion (E/I) 

dimension and pets best saying, ―It‘s, like, not all dog owners are extraverts but all cat owners 

are introverts.‖ 

No eye contact. According to participants, the subjects in introverted images were often 

not making eye contact with any one thing. Participants specifically noted the subjects‘ lack of 

eye contact with any other human, including both the viewer and other subjects within the image. 

For example, Participant 3-2 identified one image as introverted because ―He‘s not looking at the 

camera. He‘s not speaking, and he‘s on his own like he doesn‘t want to share.‖ 

Other participants also commented on the subjects‘ lack of eye contact with anything in 

the image frame. Participants identified subjects as introverted when ―we don‘t know what she‘s 

looking at‖ (Participant 3-3) or they were ―just kind of sitting there, looking off into the 

distance‖ (Participant 4-1). 

If the subject in an introverted image was making eye contact with something, 

participants noted that it was often an inanimate object. For example, Participant 3-1 said, ―I 

think, again, sort of looking off into the distance or looking into like a book or at a blackboard or 
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something.‖ Thus, eye contact with inanimate objects seemed to be a hallmark of introverts. This 

might be due to the fact that inanimate objects were not human and, therefore, had no emotion. 

So, introverted subjects could make eye contact with an inanimate object without forging a 

human connection like the subjects in extraverted images did when they looked at another 

subject or at the viewer. 

Color/light. Color and lighting also played a significant role as participants determined 

which images were introverted. Participants distinguished the colors in introverted images as 

―softer‖ (Participant 4-1), ―subdued‖ (Participant 4-2) and having ―a gray tone‖ (Participant 3-1). 

Other participants noted that the colors in the images were ―cleaner‖ (Participant 3-1), 

―monochromatic‖ (Participant 5-1) and ―muted‖ (Participant 3-2). Specifically, they also 

identified grays, soft blues and whites as more introverted colors. 

Closely related to the introverted color palette, participants also noted the effect of soft or 

low lighting in determining introverted images. For instance, Participant 7-2 said, ―This one‘s a 

little bit darker. It‘s got mood lighting. They‘re wearing darker clothes. So, it seems more 

secluded than this one does.‖ Romantic lighting, such as sunrise or sunset, also set an introverted 

tone in images. For example, Participant 3-2 stated, ―I would put it as introvert, and I think it‘s 

the sunset again. Like the end of the day.‖ 

Less frequently mentioned themes. In addition to the common themes discussed above, 

two other less frequently mentioned themes also emerged for introversion. These less frequently 

mentioned themes included: relaxation and wide cropping. 

In several cases, participants linked introversion to relaxation, which often took the form 

of pursuing a hobby or activity of choice in a secluded area. In particular, reading a book was 

cited several times. For example: ―It looks like she had a lot of options, and she chose that 
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specifically‖ (Participant 2-3). ―Doing a hobby, she enjoys reading, but she‘s doing it out in the 

middle of nowhere to recharge‖ (Participant 2-1). Other times, relaxation took the form of 

inactivity or ―doing nothing at all and just enjoying doing nothing‖ (Participant 1-2). Overall, it 

seemed that participants saw the subjects in introverted images as being less dynamic and 

exerting less energy, engaging in more quiet or sedentary activities. 

Another less common theme participants mentioned was the wide cropping of introverted 

images. Some participants felt that a wide shot ―seems more quiet‖ (Participant 4-3). Others 

associated the expansive backgrounds or scenery in widely cropped images with introversion. In 

part, this expansiveness depicted introversion because of the smallness of a subject within the 

frame, which further emphasized their isolation. 

In summary, this analysis showed that introverted images exuded quietness, with a lack 

of noise or talking. In introverted images, the subjects also seemed to be immersed in their 

thoughts or an activity. Participants felt that professions such as doctors, scientists and farmers 

were particularly introverted. Most often introverted images had one person, or possibly two, 

particularly if they were an intimate couple. Single people shown alone with animals were also 

considered introverted. The subjects in an introverted image also made conscious choices to 

isolate themselves from others, often in a home, in nature or in an otherwise isolated setting. 

Most subjects in introverted images were not making eye contact with another human either in 

the image or the viewer. Instead, they were looking off the image frame or at an inanimate 

object. The colors and lighting in introverted images were soft, muted and low, giving off a clean 

feel. Participants found grays, whites and blues to be particularly introverted colors. 

Extraversion/introversion (E/I) summary 

Overall, participants found extraversion (E) and introversion (I) photos to be almost polar 

opposites visually. While extraverted images showed multiple people who were happy and 
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interacting with each other, introverted images showed only one or two who were quiet and 

immersed in thought or activity. Extraverted images showed people in public, collaborating on 

projects, while introverted images showed a subject isolated at home or in nature immersing 

themselves in their own mind or task. Additionally, while the subjects in extraverted images 

were smiling, laughing and looking at another person or the viewer, subjects in introverted 

images were making no eye contact with other humans. The colors for each dimension were also 

extremely different with bright, loud, lively and vibrant colors (i.e., green and orange) in 

extraverted images and muted, clean, soft, monochromatic colors (i.e., gray, white, blue) in 

introverted images. There may also be some connection between extraverted images being 

tightly cropped and introverted images being more widely cropped. 

The two dimensions did have two characteristics that seemed to overlap – choice and 

dogs. However, the application of these two ideas was quite different. While choice seemed to be 

an important aspect in both dimensions, extraverts made choices that increased their interaction 

with other people, choosing to participate in activities, to be social and to be in public. Whereas 

the subjects in introverted images chose isolation. Dogs were also mentioned in both dimensions. 

However, extraverted images had dogs that were big and active with their owners playing or 

interacting with them. The dogs in introverted images were calm and comforting, seen as 

companions or noted for the bond they displayed with their owners. 

Sensing (S) 

The first part of RQ1b asked which visual symbolic elements were consistent with 

sensing (S). Therefore, the researcher examined the images that participants sorted into the 

sensing pile and analyzed the verbal reasons given for the placement. Based on the findings, 

several common themes emerged, including goal-orientation, short-term focus, 
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practicality/functionality, systematic process, working, using one or more of the five senses, 

organization, conservative dress and color. 

Goal-orientation. In many cases, participants identified sensing images as goal-oriented. 

According to participants, sensing images could focus on a single goal, a task, an end goal or 

work toward solving a problem. 

Frequently, participants mentioned that the subjects in a sensing image were working 

toward a common or singular goal and had an obvious purpose. 

Yeah, and they‘re getting stuff done. They‘re doing things that have a purpose. 

(Participant 5-1) Yeah. Washing dishes. On her computer. Pulling things out of the 

ground. Cutting someone up [during surgery]. (Participant 5-2) 

Participants agreed that sensing images often portrayed subjects with ―clear goals‖ and showed 

―something that has to be done, and they‘re doing it‖ (Participant 9-2). 

In some cases, participants also discussed this goal-orientation in terms of being focused 

on an activity or task. Participants noted that there was ―something that they‘re focusing on‖ 

(Participant 10-3), and it was often a ―practical, methodical activity‖ (Participant 10-2) such as 

washing a dog or painting a wall. 

Other participants identified sensing images as those with ―a very specific end goal‖ 

(Participant 1-1), ―a solution‖ (Participant 1-1) or ―a more end purpose‖ (Participant 3-2). In 

these cases, it was important to participants that they could determine what the end result was 

going to be. For instance, while discussing an image that showed a family painting an interior 

wall, one participant noted, 

There‘s such a defined end goal that I can see in the picture, like, they are going to 

paint that wall green. […] It‘s very simple, and very easy to figure out what‘s going 

on. You really can‘t make up a whole lot about this photo. It‘s not open ended at 

all. (Participant 1-2) 
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Finally, participants also suggested that sensing images were goal-oriented in their 

pursuit of a single or correct answer. For example, in response to an image showing two smiling 

scientists using a dropper to extract liquid from a test tube, Participant 3-2 stated, ―I‘d put them 

in sensing. It looks like they‘re working on something really specific. With a yes or no answer.‖ 

Thus, sensing images seemed to imply a precise answer. While intuitive images had ―no right or 

wrong‖ (Participant 5-3), sensing images did. In many cases, participants seemed to equate this 

right or wrong, yes or no status with scientific or medical images where there might be poor or 

disastrous results if something was done incorrectly. 

Short-term focus. According to participants, sensing images also concentrated on the 

short-term, rather than the future. For example, ―They‘re just kind of […] focused on that 

moment‖ (Participant 7-1), and, ―You‘re not fast-forwarding into what you have to do two hours 

later in the surgery‖ (Participant 10-2). 

Participants also identified sensing images as focused on the here-and-now. Participants 

felt that tasks in sensing images were quickly accomplished: ―[Painting a wall] is so here and 

now. Do it, and we're done‖ (Participant 1-3). Even if the overall task seemed to be more long-

term or big-picture, sensing images portrayed only a ―short term‖ piece that was ―part of the 

overall bigger picture‖ but was ―going to be accomplished soon‖ (Participant 1-2). 

Practicality/functionality. In addition to the short term, get-it-done-attitude, many 

participants identified sensing images as those that portrayed some sort of practicality or 

functionality. Often, participants seemed to interpret the idea of practicality and functionality as 

down-to-earth, conventional or normal – perhaps almost boring. For example, when sorting an 

image into the sensing pile, Participant 2-3 reasoned, ―Practical outfit. Practical pet.‖ Other 

participants used the term functional to describe an image where subjects were ―just painting a 
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room‖ (Participant 4-1) because ―it‘s not painting in a creative way. It‘s just this thing that needs 

to be [done]‖ (Participant 4-2). Another participant described one image, which showed a single 

male subject holding a tablet and looking up at a large number of thought bubbles floating above 

his head, as ―very buttoned up. Systematic. I feel like he's doing the to-do list‖ (Participant 2-1). 

Practicality and functionality were also associated with numerical and financial tasks. For 

instance, participants identified ―a calculator, money, books‖ (Participant 4-2) and the fact that 

with ―money you kinda have to sense patterns and you have to plan based on the patterns‖ 

(Participant 5-3) as practical and, therefore, sensing. 

At other times, participants considered an image sensing if the subjects were engaged in a 

practical or necessary task. For example, participants identified the act of cleaning (e.g., a pet, a 

playground, dishes) as a practical task. In particular, participants from multiple groups equated 

washing a dog with sensing because it‘s ―a very practical thing to be doing‖ (Participant 4-2), ―it 

was necessary‖ (Participant 9-3) and ―there is a function to that. It‘s to keep your dog clean‖ 

(Participant 5-3). Linking another form of cleaning to practicality, Participant 7-3 noted, ―It‘s 

practical to be washing dishes. She‘s just getting stuff done.‖ They also found washing dishes to 

be ―a repetitive job‖ (Participant 5-2) and ―something functional‖ (Participant 5-1), thereby 

making it sensing. 

Additionally, other participants discussed the practical/functional nature of one image 

that showed volunteers picking up trash outdoors. For example, participant in the ninth group 

said, 

It‘s definitely fulfilling a practical need for solving a problem in the community. 

(Participant 9-3) I would agree that it‘s kind of, like, they‘re there for a function. 

(Participant 9-2) Because it doesn‘t seem at all imaginative or unconventional. 

Like, you‘re cleaning up trash. (Participant 9-3) Yeah, they‘re getting something 

done. (Participant 9-2) 
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Systematic process. Beyond being practical and functional, sensing images also 

conveyed a systematic or methodical process. Sometimes, participants pointed out that a subject 

seemed ―like he's doing a process and a method‖ (Participant 2-2), like in an image of a farmer 

examining his crops. Other times, this systematic process was implied. For example, while 

discussing the most important attributes of a sensing image, Participant 1-3 noted that it felt like 

you could often ―see the process going through their head.‖ 

Another most important attribute for sensing images was that they often depicted a 

subject‘s preference for utilizing a system. For example, one image showed a man making a 

salad while a woman kissed him on the cheek. In the image, each salad ingredient (i.e., lettuce, 

tomatoes, carrots) was in a separate bowl on the counter, causing participants to note: ―He‘s 

approached making a simple salad in a very systematic way‖ (Participant 2-3). ―All those 

different bowls‖ (Participant 2-1). ―Yeah, I mean, he didn‘t have to do that‖ (Participant 2-3). 

Although sensing subjects were systematic, that did not make them uninteresting. As one 

participant stated, ―I don't consider a sensing person to be, like, boring or a computer. They can 

still be fun, but they prefer a system‖ (Participant 5-2). Therefore, the subjects in sensing images 

might come across as more organize and rigid, while subjects in intuitive images seemed like 

more go-with-the-flow, free thinkers. 

Additionally, participants noted that, in many sensing images, the systematic process 

implied a number of steps to complete the process. For example, while discussing an image 

showing two smiling scientists using a dropper to extract liquid from a test tube, Participant 6-2 

said, ―It would definitely be sensing ‘cause an experiment is very you do this first, you do that, 

you do this. And you move on. A step-to-step procedure.‖ Participant 7-2 agreed that sensing 

images seem to have more of a planned aspect, stating, ―Everything about surgery is so 
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complicated and a step-by-step process. There‘s no, like, wishy-washy do what you want.‖ 

Further, while discussing the most important attributes in sensing images, Participant 8-2 pointed 

out that complex and ―technical‖ tasks often have ―a lot of steps,‖ implying a higher degree of 

structure. 

Working. The concept of working was also strongly associated with sensing images. 

Underscoring the different associations between jobs and hobbies, one group stated, 

This feels like sensing because it feels like he‘s doing this as a job. […] It‘s not, 

like, a hobby. (Participant 9-2) True, more like a job. (Participant 9-1) I think, 

recreation [is intuitive] versus work [is sensing]. (Participant 9-2) 

In particular, participants also linked some specific professions with sensing images. 

Throughout the group image sorts, participants mentioned general office or business-related jobs 

as well as numerically based careers in areas such as mathematics, finance and accounting as 

sensing. Some participants also identified jobs that required ―critical or analytical thinking‖ as 

particularly sensing, ―so, a lot of the pictures I put in sensing were doctors, test tubes, math‖ 

(Participant 3-2). Participants also identified jobs that were ―super practical, like medicine or 

construction or things that take a lot of extreme, detailed know-how‖ (Participant 7-2) as sensing. 

However, the two most commonly mentioned sensing careers involved science and 

medicine. In part, this may be because several images in the image deck showed scientists and 

doctors. Yet, overwhelmingly, when images portraying science or medicine were shown, 

participants viewed medicine as ―very practical‖ and something that had ―a system to it‖ 

(Participant 5-1). And, in many cases, the link between science and sensing was so strong in 

participants‘ minds that they needed very little else to classify an image as sensing: ―There‘s 

nothing more systematic than chemistry, that I can think of anyway‖ (Participant 2-3). 

Specifically, participants also noted that one image depicting two smiling scientists using 

a dropper to extract liquid from a test tube was sensing because, ―He‘s kind of measuring 
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something‖ (Participant 9-2). ―It doesn‘t look like any kind of crazy experiment. It looks pretty 

standard. Test tube. Measuring‖ (Participant 9-3). ―They‘re not taking too many risks here‖ 

(Participant 9-2). Another participant referred to the same image as ―obviously technologically, 

scientific based,‖ which made her think of ―the scientific method‖ (Participant 8-2). Therefore, it 

seems that participants saw science-related images as safe, standard and procedural, with no real 

elements of creativity, imagination or risk, which made them classify the images as sensing. 

Participants also identified images depicting medical careers such as doctors and 

surgeons as especially sensing, in part because medical settings are ―sterile‖ (Participant 8-3) and 

performing surgery is ―very functional and systematic‖ (Participant 9-2). Furthermore, one group 

so strongly associated medical professions with sensing, that they seemed to find the idea of a 

non-sensing doctor both funny and unsettling: 

They have to follow a procedure. […] Like, if my doctor didn‘t have the syringes 

and stuff, organized for me [I‘d be worried]. (Participant 3-3) 

I‘d be nervous if I had a doctor based on of intuition. (Participant 3-2) [Group 

laughter] Takin‘ creative liberty. (Participant 3-1) 

Using one or more of the five senses. Participants also associated sensing images with 

subjects using their five senses – sight, hearing, taste, touch and smell – and often multiple 

senses at the same time. For example, 

It feels like she‘s about to kiss the cat or something, in the sense of, like, touch. 

Also, the fact that she‘s touching something and there‘s water touching her. The cat 

sniffing her, sort of. The flowers imply scent. Running water is sound. Yeah, I 

think there‘s a lot going on here sensory-wise. (Participant 9-2) 

More than any other sense, however, participants linked sensing images to the sense of 

touch. For instance, while discussing the most sensing images in the image deck, Participant 2-2 

said, ―I'd say these two [images] because they're actually using their sense of touch. […] He's 

examining his crops […] by using his sense of touch. Maybe sight as well.‖ Participant 7-3 also 
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highlighted the sense of touch, stating, ―Yeah, and he‘s really just kind of focusing on the grain 

in front of him. He‘s touching it. It‘s literally using his senses to interact with it.‖ 

Organization. Participants also recognized a high degree of organization in sensing 

images. According to participants, sensing images were neat and everything seemed in its place. 

For example, Participant 8-1 pointed out an image with ordered test tubes, saying, ―Nothing is 

really out of place. Everything just seems to follow some sort of pattern.‖ In another image, 

participants pointed out that even ―all the [thought] bubbles are organized‖ (Participant 4-2), 

indicating that even the subject‘s abundant thoughts were ―so super organized‖ (Participant 4-1). 

While discussing the most important attributes of sensing images, participants also noted 

the presence of ―organizational materials. Like, a beaker bottle or many of them‖ (Participant 3-

3) or ―containers for specific things‖ (Participant 2-3). While discussing one image, which 

showed a group of scientists wearing lab coats and sitting at a table with a number of beakers 

filled with different colored liquids, Participant 3-3 pointed out that the scene‘s neatness even 

extended to the colors in photo, which were ―separately organized‖ in beakers with ―no spillage.‖ 

Conservative Dress. Sensing images, moreover, often contained subjects who dressed 

conservatively. In the images where participants made comments about conservative dress, all of 

the subjects were wearing long-sleeved shirts that showed little skin. For example, Participant 2-

1 noted that one subject looked ―kinda conservative with his shirt all the way buttoned.‖ These 

conservative clothes seemed to transfer to the subject‘s personality, which the participants then 

interpreted as sensing. 

Color. In addition to how subjects‘ dressed, participants related particular colors to 

sensing images. Participants repeatedly identified a sensing image‘s color palette as white, soft, 

clean, plain, neutral and, especially, sterile. For example, while discussing the most important 
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attributes of a sensing image, participants said things like, ―I often associate neutrals with 

practicality and function‖ (Participant 5-1), ―Aesthetically, it‘s very clean. It‘s very, very sterile, 

almost‖ (Participant 5-2) and ―Even if there is color, it‘s very soft‖ (Participant 7-2). After 

surveying the pile of sensing images, one participant was surprised by the similarity in color, 

saying ―Wow. I just noticed how white these [sensing] photos are‖ (Participant 3-3). 

Less frequently mentioned themes. In addition to the common themes discussed above, 

one other less frequently mentioned theme – showing technology – also emerged for sensing. In 

particular, participants pointed out laptop computers and tablets as indicators of sensing. One 

participant said ―computers‖ and ―technology‖ made her think the image was ―systematic‖ 

(Participant 7-1), while another participant indicated that ―just having the technology there‖ 

moved the image from a potentially intuitive image to a sensing image. During the first group, 

participants even noted a distinction in the brand of technology that was sensing, discussing that 

PC computers were sensing, while Mac computers aligned with intuition. 

To summarize, this analysis showed that sensing images were often goal-oriented, 

focusing on a single goal, a specific task, an end result, or solving a problem. Additionally, 

sensing images usually had a short-term focus in the form of a task or activity that would soon be 

completed. Practicality and functionality were also hallmarks of sensing images, with 

participants often interpreting these words to mean down-to-earth, conventional, normal, or even 

boring. Sensing images might also show a subject following a set of steps to complete a 

systematic process. These sensing traits, particularly practicality and a systematic process, 

regularly showed up in images where subjects were working, most often in science or medical 

jobs. Subjects who were using one or more of their five senses, especially touch, also elicited a 

sensing personality. More concretely, sensing images often displayed traits of organization (e.g., 



 

261 

items labeled, separate containers) and conservative dress (e.g., long sleeves, little skin showing). 

Participants also described the colors in a sensing image as clean, neutral and sterile, with 

copious amounts of white. Technology (e.g., laptops, tablets) might also have some connection 

to a sensing personality. 

Intuition (N) 

The second part of RQ1b asked which visual symbolic elements were consistent with 

intuition (N). Therefore, the researcher examined the images that participants sorted into the 

intuitive pile and analyzed the verbal reasons given for the placement. Based on the findings, 

several common themes emerged, including big-picture thinking, future thinking, experiencing a 

moment, full of emotions/feelings, shown in relationships, unconventional living, imagination, 

creativity, children, color/lighting, illustration included and thought bubbles shown. 

Big-Picture Thinking. According to participants, intuitive images included subjects who 

were thinking about the big-picture. For example, while discussing the most important attributes 

of intuitive images, one participant acknowledged, ―I think there needed to be an underlying type 

of…like two different pictures. You can see that there‘s one thing going on, but then there‘s also 

something bigger going on behind it‖ (Participant 10-3). This indicates that, perhaps, intuitive 

images needed to show both the subject‘s physical body and setting, but also show a second 

picture that gave participants a glimpse inside their mind. 

Participants also noted that big-picture thinking was often the result of many ideas 

coming together to form a larger, more cohesive, single idea, which they identified as a big idea 

or big-picture idea. For some participants, intuitive images could be recognized by the fact that 

all the pieces in an image were coming together to form a single, bigger overall idea. For 

instance, in response to one image, which showed a single male subject holding a tablet and 

looking up at a large number of thought bubbles floating above his head, Participant 1-2 said, 
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―There's so many things to this that it's not like he's accomplishing one. He looks to be in thought 

about all of them. But it's kinda like he thought for a second and POOF, all these things came 

out.‖ According to Participant 6-3, a single big idea can also result in many options: ―I think that 

it‘s more about a bigger idea, and that you‘re thinking about a bunch of different possibilities.‖ 

Big-picture thinking also included elements of theoretical thought, or that ―it might 

happen‖ (Participant 9-1). For example, big ideas involved a subject ―trying to find something 

much bigger than we can, like a big discovery […] trying to test something out and solve it‖ 

(Participant 3-3). And, it was clear to participants that the subjects were ―not just thinking x plus 

y is whatever‖ (Participant 1-2). 

Intuitive big ideas also seemed to lack organization. Instead they were ―just one, giant 

brainstorm that just kept going‖ (Participant 3-2) or a collection of ―so many random 

things…there‘s like a duck, […] a lot of medical symbols, a fish‖ (Participant 3-3). 

Future thinking. Closely related to the idea of big-picture thinking was the theme of 

future thinking. Participants felt the subjects in intuitive images were ―imagining the long-term 

possibilities for the future, looking for relationships, making connections‖ (Participant 6-1). 

Approaching from a slightly different angle, Participant 8-2 suggested that, in an image of a 

romantic couple cuddling under a tree, the subjects looked like they were ―thinking about long-

term things.‖ 

In some cases, participants noted that subjects were currently engaged in an activity that 

they seemed to think would prosper in the long-term. For example, in an image that showed a 

volunteer group picking up trash outside, Participant 7-1 interpreted a thought bubble, which 

contained a child‘s sketch of a playground, to represent subjects ―imagining the future and what 

their work is going to pay off to be,‖ while Participant 7-2 saw intuition in scientific 
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―experimentation, which in essence is hoping for a future or different kind of results.‖ Several 

participants noted this expectation for the future in an image of a group of volunteers who were 

cleaning up trash, but ―thinking about the long-term of this park that they‘re going to build‖ 

(Participant 10-2) or ―giving back to the community‖ (Participant 6-3). A few participants even 

saw this forward-looking thought as a sign of hope: 

It‘s about being with people. There‘s this overall arching idea of, I would say, 

helping the world and that‘s kind of a bigger thing. (Participant 1-2) It‘s the 

possibility of them making a difference. […] It‘s like them having this, kind of 

hope, I guess, makes it intuition. (Participant 1-2) 

Some future-thinking also overlapped with the previous theme of big-picture thinking, as 

if subjects were looking into the future to see the bigger picture of what could be. For example 

Participant 10-2 said, ―I think intuition because I think he‘s thinking about what his crops are 

going to yield, which is a big picture kind of thing.‖ 

Experiencing a moment. Big-picture or future thinking was one way in which 

participants identified intuitive images. However, seemingly contradictorily, they also identified 

intuitive images as those where the subjects were experiencing a particular moment in time. 

Some of these moments were personal moments where participants felt the subject was more 

―imaginative‖ (Participant 3-1) or ―not doing anything in particular‖ (Participant 1-2). Other 

times participants identified moments as open-ended or frozen in time: 

With this picture [of a couple cuddling under the tree] particularly, you don‘t know 

what‘s going to happen after that. It‘s just kind of like they took a moment and 

they‘re there. […] It was just kind of like, let‘s take some time off in the park 

indefinitely. Or, [in the image of the farmer in his field] let‘s check out my wheat 

for a while. There‘s no end goal. There wasn‘t a reason to start with. It‘s just 

something maybe you wanted to do. Or to take time to think about something. […] 

Just a moment in time kind of thing. (Participant 3-2) 

Other participants associated intuitive images with the feeling that, although the subjects 

were engaged in an activity, their primary motive was an experience or connection with others, 
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often family or kids. For instance, Participant 2-3 said, ―They‘re not trying to accomplish making 

dinner, they‘re just enjoying the time, cutting [vegetables], seeing what their son can do.‖ 

Full of emotion/feelings. Although they often couldn‘t explain it, participants also 

identified intuitive images as filled with ―more feeling‖ (Participant 2-2) and ―more emotion‖ 

(Participant 3-1), and ―less suit-and-tie‖ (Participant 2-2) and ―less analytical‖ (Participant 3-1) 

In fact, emotion played such a strong role for some participants that it defined the intuitive image 

category. According to Participant 3-2, the difference between sensing and intuition could be 

summed up in the image‘s emotion: ―[Sensing is,] not necessarily not relaxed, but more focused 

with a more end purpose. And [intuition] is just kind of in the moment, more emotionally-

driven.‖ 

Other participants also specifically identified romantic emotions as intuitive due to their 

―sensual‖ nature (Participant 3-1), and because the subjects ―look happy and not like they‘re 

trying to achieve something‖ (Participant 3-3). Participant 8-1 tied the theme of experiencing a 

moment to intimacy as well, identifying an image as intuitive because, ―It‘s sharing a moment, 

and it‘s nice and intimate with the beach and the sunset.‖ 

Shown in relationships. Similar to emotions, participants also classified images that 

displayed relationships as intuitive. Participant 8-1 indicated that an image could be intuitive 

whether it showed ―relationships between the people inside the photos or the people and 

animals.‖ In fact, the relationships depicted often overshadowed other aspects of the image. For 

example, Participant 5-2 said, ―Intuition. I mean, they‘re gardening, but it‘s the relationship 

they‘re having with their child. If she was just a gardener, I‘d probably say sensing.‖ Other 

participants agreed that the activity might lean more sensing, but if multiple people were taking 
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part in order to strengthen their bond of friendship, love or family, then the image was ultimately 

intuitive. 

Unconventional living. Participants also linked intuitive images to being 

unconventional. However, participants seemed to interpret the meaning of this term unusually. 

For some, they saw unconventional as ―more relaxed,‖ ―less uptight,‖ and ―less staged‖ 

(Participant 3-3), such as in an image of a mom and dad smiling and letting their toddler water 

plants. 

Alternately, some seemed to use the word to describe activities that were outside the 

perceived norm. For example, Participant 9-2 pointed that it was ―unconventional to be reading a 

book outside,‖ while Participant 6-1 commented on the unusual dress of a student studying in the 

library ―I think she‘s not a conservative student. That‘s not what a student would be wearing.‖ 

Finally, participants defined unconventionality as something that was illogical or 

impractical such as, ―It‘s unconventional to have your bowls that close to the edge of the 

counter‖ (Participant 9-2). Most often, this lack of practicality was identified in images where 

parents allowed children to help with an adult activity. To many participants, involving children 

in an activity complicated the process and represented a less efficient way of achieving a goal. 

For example, Participant 3-3 felt, ―someone would probably say it‘s unconventional because you 

don‘t let kids paint walls.‖ And, participants in one group saw the impracticality in terms of the 

family painting the wall chartreuse rather than a more typical wall color. 

Imagination. In many cases, participants also associated intuitive images with 

imagination. For example, participants identified intuitive images as ―imaginative‖ and filled 

with ―vibrant ideas‖ and ―energy‖ (Participant 4-1). Participant 5-2 also identified imagination as 

important to intuition because it helped participants create something, ―whether that‘s using 
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information you collected and creating something like in this research picture or imagining 

something that you want to happen.‖ 

Other participants noted that imagination defined the difference between intuitive images 

and other more clinical, or practical images. For example, in one image that showed a group of 

scientists at a table with a large number of beakers filled with brightly colored liquids, 

Participant 9-3 felt that the purpose of adding ―the extra [illustration of colored fumes coming 

out of a test tube] was to take that practical image and try to make it into something that seems 

more imaginative and fun.‖ The same image also gave Participant 8-2 ―a sense that they‘re 

making more of a discovery. And, making discoveries, I feel like, involves some aspects of 

experimenting, cause and effect, having an imagination to try different things.‖ Therefore, by 

virtue of the bright colors and a swirling illustration, a science-oriented image was transformed 

from practical and, therefore, sensing to intuition by infusing it with a sense of imagination and 

fun. 

Still other participants tied the idea of imagination to the themes of big picture and future 

thinking (discussed above). For example, Participant 9-1 felt that one image, which showed a 

man looking up at a chalkboard filled with doodles and figures, was imaginative because it had 

such an odd collection of sketches, like ―these weird equations but also this drawing of a bird and 

buildings and stuff,‖ which indicated that the subject was ―coming up with a bigger idea.‖ 

Similarly, some participants connected imagining with the theme of future thinking. For 

instance, in an image where a woman was coloring with her child, Participant 6-1 felt the mother 

was ―imagining all the possibilities of the kid in the future.‖ 

However, participants most commonly associated intuitive images with imagination 

through books and reading because books place you ―in a different world‖ (Participant 9-2) and 
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allow you ―to imagine the characters in your head‖ (Participant 1-3). As one participant said, 

there is an ―intimate quality about reading…you build the visuals in your mind. It‘s definitely 

more abstract than physical‖ (Participant 8-2). 

Creativity. Participants also consistently identified intuitive images as having elements 

of creativity. Intuitive images, such as a picture of a man looking up at a chalkboard filled with 

doodles and figures, displayed more creative thinking: ―I mean, it looks like there‘s a thought 

process, but it doesn‘t look as organized as the other one. It looks like it‘s a little more 

spontaneous and creative‖ (Participant 3-1), perhaps due to the random collection of both math 

equations and odd drawings (e.g., a bird, a fish, a martini glass) on the chalkboard. Additionally, 

intuitive images could show creative tasks: ―I feel like she's trying to make a garden. And 

gardens are her creation. I guess it's more of a creative task. People look at it more as a hobby‖ 

(Participant 2-2). 

Other participants recognized intuitive images as taking place in a creative environment 

or atmosphere because of numerous characteristics such as smiling, appearing to have fun, and 

looking relaxed while working. In addition, their clothing marked them as creative and, 

therefore, intuitive: ―And they look like creative people. They‘re not wearing business suits. 

They‘re wearing plaid and colors‖ (Participant 3-1). 

Still other participants identified elements of art or creation in intuitive images. 

Participants designated subject who were ―about to paint something‖ (Participant 2-1), ―casually 

drawing‖ (Participant 2-2) and throwing pottery as intuitive because ―they could just buy a pot‖ 

(Participant 2-2), but instead they chose to create it themselves. Additionally, a few participants 

noted the potential for cooking to be a creative endeavor because it didn‘t matter if ―it's a boring 

dish or not, they‘re still creating it‖ (Participant 9-2). 
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Children. Children were also frequently mentioned as one of the biggest indicators of an 

intuitive image. Interestingly, participants often linked children to intuition via one of the 

previously discussed themes. For example, Participant 10-2 linked children to intuition using the 

theme of future thinking, saying, ―I think anything that incorporates the future has a lot to do 

with it. And, so, for me, pretty much everything that had little kids in it was intuitive to me.‖ 

Alternately, Participant 6-2 noted the overlap between the theme of experiencing the moment 

and children, saying, ―Yeah, it‘s more like they‘re enjoying time with the kid, and they‘re not 

trying to teach the kids a skill.‖ 

Other participants identified images with children as intuitive because of their 

unconventional nature. Participants thought images where children were helping with something 

indicated that the task was ―not going to be systematic, practical or functional‖ (Participant 7-3) 

or ―not at all practical‖ because the children were ―not actually helping‖ (Participant 9-3). 

Instead, the images seemed to be about ―doing something with [the children] to kind of teach 

them and expand their horizons‖ (Participant 7-3) and ―fostering the desire to do [the task]‖ 

while they were ―learning the skill‖ (Participant 9-3). 

Another reason for associating children with intuition was based on participants‘ beliefs 

in the creative nature of children. Participant 3-3‘s comment was typical of many participants‘ 

sentiments: ―Anything with kids, I just refer to it as creative. […] And, I mean, he‘s holding a 

crayon or a marker.‖ This creative nature can also flow from adult encouragement or inspiration: 

―You‘re inspiring the kid to, like, cook things and make things‖ (Participant 7-1). 

Still other participants identified images with children as intuitive via the theme of 

imagination. Participants felt that kids, more than adults, were particularly imaginative. For 
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instance, Participant 8-2 said, ―Here there‘s a direct, blank canvas and there‘s a lot of 

imagination that goes into deciding, as a kid […] what you‘re going to put on the paper.‖ 

Color/lighting. Another quality of intuitive images was having a specific color palette 

and distinct lighting feel. Participants often described intuitive images as having ―very saturated‖ 

(Participant 5-2), ―very bright‖ (Participant 3-3) and/or ―warmer colors‖ (Participant 3-1), in 

part, because bright colors ―are associated with creativity a lot‖ (Participant 5-1), and warmer 

colors were associated ―with kinetic energy‖ (Participant 8-2). Participant 3-1 also identified 

color as one of the most important attributes for intuitive images, describing some of the nuances 

of the color: 

[The color needs to] feel a bit warmer. And, like, I don‘t want to say calm because, 

I guess, blue‘s kinda calm, but most of those [sensing pictures] are blue. But, I 

guess […] there‘s blue that‘s tranquil blue and blue that‘s sterile blue, depending 

on what it‘s paired with. 

Other participants focused on the lighting in intuitive images. For instance, Participant 3-

2 said, ―I would put it in intuition based off the lighting. It gives me more of a dreamy feel and 

an imaginative feel.‖ In particular, participants described the lighting as ―heavenly‖ (Participant 

3-3), ―ethereal‖ (Participant 7-1) and ―romantic‖ (Participant 7-3). 

Illustration included. Several images in the image deck contained vectorized color 

illustrations that were added by the researcher. Participants strongly associated these illustrations 

with intuition because illustrations ―always look creative to me‖ (Participant 7-3), ―make it more 

artsy‖ (Participant 4-3), and make it look like ―they‘re having a whole bunch of fun‖ (Participant 

4-2). 

Some participants associated the color illustration with increased imagination ―because 

somebody had to add that to this image‖ (Participant 9-2). In some cases, they specifically 
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identified the imaginative nature of the color illustrations: ―That little vector thing, immediately I 

go, ‗Mm, intuition.‘ Colored pencils. He‘s imagining‖ (Participant 5-2). 

Other participants felt that the color illustrations represented something more than could 

be seen in the image. For instance, participants in the fourth group speculated that the color 

illustration represented what would happen when scientists mixed the contents of several 

beakers, while Participant 10-1 thought the ―colorful bubbles [illustration] above his head‖ 

indicated that ―you don‘t really know what this is going to end up! Like, something is possible." 

Several other participants also commented on how a color illustration turned cooking into a more 

creative experience because it symbolized ―cooking imagination‖ and looked ―like they‘re just 

trying to present something more than just cooking or else they wouldn‘t have it there‖ 

(Participant 5-1). 

Thought bubbles shown. Several images in the image deck also included thought 

bubbles, some of which were part of the original stock images and some of which were added by 

the researcher. For some participants, these thought bubbles acted as an ―immediate, kind of, 

trigger for intuitive‖ (Participant 1-3). One reason thought bubbles were associated with intuition 

was that the thought bubble ―made it seem like it‘s an idea rather than a physical [entity]‖ 

(Participant 8-2). 

Less frequently mentioned themes. In addition to the common themes discussed above, 

two other less frequently mentioned themes also emerged for intuition. These less frequently 

mentioned themes included: being set in nature and reflecting/daydreaming. 

In several cases, participants noted a relationship between nature and intuitive images. 

For example, Participant 8-1 commented, ―It was more of the idea of the land. Just, like, the 

openness.‖ 
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Another less frequently mentioned pattern that some participants identified was that 

intuitive images might include subjects who appeared to be reflecting or daydreaming. For 

example: 

She looks like she‘s thinking about something. (Participant 5-1) Mm-hm. Pensive. 

[…] You can see, like, she would be imagining something. She‘d be thinking about 

something. (Participant 5-2) It‘s a place of reflection. (Participant 5-3) It‘s less 

concrete, it‘s more reflective. (Participant 5-2) 

Summarizing, this analysis showed that intuitive images often displayed subjects engaged 

in big-picture or future thinking. Alternately, they could also depict subjects experiencing a 

moment and taking in the here and now. Many participants agreed that intuitive images were full 

of emotions and feelings and often showed subjects in relationships. They also portrayed aspects 

of unconventional living, which participants usually defined as more relaxed, outside the 

perceived norm, illogical or impractical. Most often, this was identified in images where adults 

were allowing children to help or participant in a task. Intuitive images also had a high degree of 

imagination and creativity. Further, participants identified a strong link between intuition and 

children, often sorting an image as intuitive simply because a child was shown. Additionally, 

intuitive images had a color palette that was bright, saturated, warm color and lighting that was 

dreamy, heavenly and ethereal. Participants also identified images with illustrations or thought 

bubbles as intuitive. Intuitive images might also be set in nature and show subjects reflecting or 

daydreaming. 

Sensing/intuition (S/N) summary 

Overall, participants perceived sensing (S) and intuitive (N) images very differently. 

Sensing images had a short-term focus and were goal oriented, focused on a single goal, task, 

end result or solution to a problem. Intuitive images, on the other hand, involved big-picture or 

future thinking, or even possibly daydreaming. Even when intuitive images portrayed subjects 
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experiencing a moment in the here and now, which could be seen as short-term, it was a moment 

with no goal or purpose in mind – quite different from sensing images. Additionally, where 

sensing images conveyed practicality, functionality and systematic processes, intuitive images 

were full of emotion, feelings and relationships. Intuitive images were also linked to 

unconventional living, which participants defined as impractical and illogical – the exact 

opposite of a sensing image. Further, sensing images portrayed subjects at work, specifically in 

methodical, practical and systematic jobs like science and medicine. Inversely, the subjects in 

intuitive images were engaging their imagination and creativity. In particular, children were seen 

as intuitive, directly opposing the working adults seen in sensing images. Also unlike intuitive 

images, sensing images were seen as organized and filled with conservatively dressed subjects. 

Moreover, sensing had links to technology, while intuition was more likely to be set in a nature. 

The color palettes for the two images were also drastically different. Sensing images were 

described as clean, neutral and, especially, sterile with lots of white. Alternately, intuitive images 

had colors that were saturated, bright and warm with dreamy, ethereal lighting. 

Thinking (T) 

The first part of RQ1c asked which visual symbolic elements were consistent with 

thinking (T). Therefore, the researcher examined the images that group image sort participants 

sorted into the thinking pile and analyzed the verbal reasons given for the placement. Based on 

the findings, several common themes emerged, including logical/rational, process-oriented, goal-

driven/end result, focused subjects, working, setting, impersonal, body language and color. 

Logical/rational. In many cases, participants identified thinking images as exuding logic 

or rationality. For participants, logic and rationality often took the form of something that 

required thought, planning and intelligence. For example, participants identified logical decisions 

as those ―that are advancing them toward something‖ (Participant 1-3). They also noted that 
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thinking images were logical or rational because everything seemed ―planned out‖ (Participant 4-

2) like a ―to-do-list‖ (Participant 5-2). These images were also about ―what they‘re working on‖ 

and ―not really about their relationships with each other‖ (Participant 1-3). 

More specifically, some participants pointed out how subjects in thinking images were 

applying logic and rationality to a particular situation. Participants identified studying, finance, 

science, medical and business situations as logical activities. For instance, ―Yeah, and things, 

like the calculator. That‘s just a rational thing. It‘s logic. And the money is also a logical thing‖ 

(Participant 6-2), and, ―Because you have to be extremely, really rational to be able to work in 

that [medical] industry. You can‘t make mistakes‖ (Participant 8-2). Related to mathematics, 

Participant 9-2 also identified images with things that looked ―complicated‖ and contained 

―equations‖ as thinking. 

Process-oriented. Thinking image were also process-oriented. This process could take 

the form of a thought process, a detailed plan or a step-by-step method. In some images, 

participants noted that a mental-process, rather than verbal, appeared to be taking place. For 

instance, participants noted that, in some thinking images, the process was ―in their head‖ 

(Participant 3-3) or ―in his thoughts‖ (Participant 7-1). Participants also seemed to connect 

mental processing or ―pondering‖ (Participant 8-1) with trying to solve a problem: 

He worked through his thought process. (Participant 5-2) Yeah, and he‘s really 

trying to reason through all this to come to some kind of thing that makes sense. 

(Participant 5-1) So, it was a lot of mental, like, this was very mental. (Participant 

5-2) 

Participants also considered images especially thinking if the activity required subjects to 

―follow a process‖ (Participant 10-1). Participants in the fifth group noted that even creative 

thinking follows a process, saying: ―They‘re working through ideas. […] Even if it‘s a creative 
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thinking process, it‘s still thinking‖ (Participant 5- 2). ―Yeah, there has to be a plan and it has to 

be a system‖ (Participant 5-3). 

Furthermore, some participants projected a process onto the subject based on other 

elements in the image: ―It‘s very firm, logical, everything is very precise. Everything is labeled‖ 

(Participant 8-2). ―Yeah, she‘s probably thinking, like, what should I do next?‖ (Participant 8-1). 

Thus, participants seemed to infer that organized elements, such as labeled beakers, organized 

test tubes and separate containers for individual substances, indicated the subject was in the 

midst of working through a precise process. 

Other participants specifically noted that subjects in thinking images often used a process 

while completing a task or as part of their profession. In particular, participants discussed the 

step-by-step processes involved in medicine and science. They felt that medical personnel 

―couldn‘t really wing it,‖ but had ―a very specific protocol that they have to follow‖ (Participant 

10-2) and ―a very precise method in order not to kill the person‖ (Participant 10-1). Similarly, 

one participant identified scientists as engaging in ―concrete thinking‖ and ―concentrating on 

something‖ because ―especially with chemistry, there are, like, so many steps and it's so 

methodical, you have to do this and then this and then this‖ (Participant 3-1). Part of how 

participants derived this step-by-step process from visuals was based on the job setting shown in 

the image: 

Just the setting. Just, um, experimental. They have to follow some sort of set of 

guidelines or procedures, you know, not to make something explode or create toxic 

fumes. So although they are kinda, like, ―Whoa, this is cool!‖ At the same time the 

essence of what they‘re doing is because they‘re following some something. 

(Participant 8-3) 

Goal-driven/end result. In many cases, thinking images were also driven by a goal or 

end result. For example, Participant 2-3 identified an image as goal-driven because there was ―an 

immediate objective in the near future that he‘s trying to reach.‖ 
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Similarly, other participants saw the goal of thinking images as a final decision, specific 

solution or end result. For example, Participant 5-3 distinguished between open-ended creative 

thinking, which he did not consider to fit in the thinking category, and thinking images where ―x 

+ y only equals z kinda thing, like chemicals mixing and things like that.‖ 

Participants also felt that thinking images pictured a subject ―working on something that 

they need to get done‖ (Participant 4-2) or ―things he has to do‖ (Participant 5-3). Thus, not only 

did thinking images include visuals of subjects working, but that work seemed to be necessary 

rather than as a form of enjoyment or a hobby. 

Additionally, participants pointed out that the subjects in thinking images appeared to be 

―trying to figure something out‖ (Participant 6-3) or deciding something specific. Specifically, 

Participant 4-1 linked thinking to images where subjects were ―trying to make a decision about 

buying or about money.‖ 

Focused subjects. In addition to being logical/rational and process-oriented, participants 

identified the subjects in thinking images as displaying a high degree of focus. In a statement 

typical of many comments, Participant 9-1 said, ―And they seem very focused on one activity. 

Like, serious focused not fun focused like a family cooking. It‘s more like, ‗I gotta get this 

done.‘‖ Many times, these types of statements seemed to be in reference to images where 

―everyone kind of has a task or something that is on their mind‖ (Participant 10-3). Usually, 

these statements referred to images where subjects seemed to be engaged in tasks that required a 

high degree of mental focus, such as business-planning, scientific experiments or surgery. 

In several cases, participants also linked focus to other patterns found in thinking images. 

For example, some participants associated focused images with thinking via logical or step-by-

step processes (discussed above) because the subjects were ―carrying out steps‖ or ―focused on a 
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task‖ (Participant 4-1). However, while the subjects could be ―focused on a logical process‖ 

(Participant 1-3) or ―focused on fixing [something]‖ (Participant 1-2), participants agreed, that 

the focus was on work or a task, not a relationship or a person. 

Alternately, some participants noted the connection between the two thinking themes of 

focus and a subject‘s profession. For example, Participant 8-3 said, ―There‘s a lot of focus being 

put into this [surgery]. I would not want to be cut open by somebody who was dealing with their 

feelings with a scalpel in their hand.‖ In fact, an image of a surgeon and several nurses operating 

on a patient elicited the most comments about focus, most likely due to the serious nature of the 

activity and the single-minded focus participants felt was necessary to succeed. 

Working. Working and job-related images were also described as more thinking. In 

particular, participants felt the subject was at a job and ―just doin‘ his thing‖ (Participant 7-3) or 

working and ―just doing her own thing examining whatever liquid that is‖ (Participant 7-2). 

According to participants, this work and thinking connection was strongest when an 

image depicted a science- or medical-related occupation, similar to the process orientation theme 

discussed above. In fact, in many cases, participants based their decision to sort an image as 

thinking almost solely on the subject‘s perceived occupation. For example, Participant 8-3 said, 

―Logical again, the whole medical, scientific setting,‖ while participants in the seventh group 

noted: ―Science, math and labor jobs‖ (Participant 7-3). ―It‘s like things you do with your hands. 

Things you do with your mind. Just working in general. Being left brained‖ (Participant 7-1). 

In particular, participants identified almost all images depicting medical jobs as thinking 

because they had ―a logic to the practice. Like the farming and the medicine, for me, stand out as 

things that are really logical‖ (Participant 5-1). Participants also identified a medical practitioner 

as ―a very rational person‖ (Participant 5-2) who ―base[d] their decisions off of logic‖ 
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(Participant 4-2), noting that it took ―a lot of thinking to do surgery‖ (Participant 6-3). And, 

according to Participant 2-3, medical professions were, ―Methodical. It‘s, like, a flow-chart. 

That‘s how medicine is. Medicine has to be objective.‖ One participant also felt that medical 

personnel, like surgeons, were ―supposed to be emotionally detached during that moment‖ so 

there was ―no emotional connection to the patient‖ (Participant 6-3). This sentiment suggested 

that images of medical practitioners in the midst of a process or treatment might be particularly 

thinking, especially when little or none of the patient is visible. 

Along with medical professions, science-related occupations were also closely linked to 

thinking because participants associated science with ―people who are more firm and logical and 

methodical‖ (Participant 3-1), the ―rational, searching for logic‖ (Participant 5-1), and being 

―very left-brained‖ (Participant 9-2). 

Setting. An image‘s setting also played an important role as participants identified 

thinking images. Thinking settings were ―white,‖ ―sterile‖ (Participant 5-2) and ―clean,‖ giving 

the image a ―very direct‖ (Participant 3-3) feel that made participants ―think of logic‖ 

(Participant 5-1). They were also visually organized, employing ―clean-cut‖ (Participant 4-2) and 

―straight lines‖ with ―everything‘s coming to a vanish point that‘s very evenly spaced‖ 

(Participant 3-1). Thus, these traits made the setting look and feel ―impersonal‖ (Participant 4-1). 

A few participants also mentioned that, in these settings, computers, notebooks and books could 

also indicate a thinking image. 

Some specific settings locations were also identified as more thinking: ―She's in a lab, 

they're doing science, they're doing surgery, she's in a library, they're in a lab. [...] Also, probably 

a classroom or an office‖ (Participant 3-1). In particular, settings that were ―kind of scientific or 
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academic‖ (Participant 6-1) elicited thinking. Many participants felt that a library and laboratory 

settings were particularly conducive to thinking. 

Impersonal. While participants identified some thinking settings as impersonal, other 

aspects of thinking images also had an impersonal feel to participants. For example Participant 4-

1 said, ―I don't know, for me I think thinking‘s more, like, analysis and logic and impersonal.‖ 

This impersonality was often manifested visually through a lack of connection with the viewer 

such as ―not making eye contact‖ (Participant 3-3) or ―not looking at the camera, because if 

they‘re looking at the camera, you feel that bond with the person‖ (Participant 9-1). This 

impersonality tended to produce a generic, disconnected feeling with the subject: 

It‘s also very much a generic person. You‘re not attached to them at all. I don‘t feel 

any attachment between the people or the activity they‘re doing. It‘s just very 

posed. (Participant 9-3) Distant. (Participant 9-1) 

Participants further defined impersonal images as those where the subject is ―focusing on 

an object or activity, which means they‘re focused on something else that‘s not human‖ 

(Participant 9-1). Thus, in thinking images, subjects were more often focused on inanimate 

objects or abstract ideas. For example, Participant 3-3 said, ―I think it was kind of, like, engaging 

with something else. Almost something impersonal, whether that‘s an idea, or your occupation, 

or a computer.‖ 

Body language. Participants also frequently discussed the body language of subjects in 

thinking images. In addition to not making eye contact, participants enumerated several other 

body language factors that contributed to an image being identified as thinking, including a 

thinking pose, looking up, staring into space and not smiling. 

The most commonly mentioned body language associated with thinking was the thinking 

pose. This pose consisted of a subject looking up and holding his/her chin and may be 

intertextually linked to Rodin‘s stature The Thinker – although the man in Rodin‘s statue is 
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looking down with his chin on his fist. This pose was so stereotypically thinking, that many 

participants felt no need to even describe it and merely mentioned the pose in passing. However, 

Participant 10-1 linked this thinking pose to a subject who ―looks like he‘s analyzing‖ and 

―trying to figure out what is happening,‖ while Participant 9-2 noted the pose in conjunction with 

learning: ―I actually want to say thinking for this one because he‘s in his thinking pose, and she‘s 

kind of looking and showing him, like, it looks like she‘s trying to teach him.‖ 

Similarly to the thinking pose – and sometimes overlapping with it – some participants 

linked a subject who was simply looking up with thinking. For example, Participant 2-2‘s 

comment was typical of many participant‘s views: ―Definitely his body language, too. He‘s 

looking up. Even if you remove all of the equations and everything in the background, I could 

definitely tell you that he was thinking because of his body language.‖ 

Participants also identified not smiling as another form of body language that indicated a 

thinking image. For example, Participant 9-2 felt images where subjects ―really aren‘t smiling 

and they‘re really not looking‖ were particularly indicative of thinking, ―especially the surgery 

one. Their gaze is completely turned. We don‘t see anybody‘s full face.‖ Further, if a subject was 

smiling, participants seemed to think that ―because they‘re smiling so much it makes them seem 

like they‘re not thinking‖ (Participant 4-1). 

Color. Participants also commented on the strong connection between certain colors, or 

lack of colors, and thinking. In particular, participants identified thinking images as having a 

sterile, cold or clean feeling as a result of a color palette that was neutral, cool and 

monochromatic. Specifically, thinking images had a large amount of blue and white: ―A lot of 

white, very clean spaces. Every one has a white background‖ (Participant 9-3). Participants also 
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indicated that this ―low amount of color‖ (Participant 7-1) made the images feel ―very sparse‖ 

and ―cold‖ (Participant 7-2). 

Less frequently mentioned themes. In addition to the common themes discussed above, 

four other less frequently mentioned themes emerged for thinking. These less frequently 

mentioned themes included: being objective, being alone, attire and thought bubbles shown. 

One less frequently mentioned pattern that emerged in thinking images was that of 

objectivity. This often took the form of participants‘ assuming that the images‘ subjects would 

follow the rules and not allow emotions to play a role in the decision-making process. For 

example Participant 4-2 said, ―Yeah, I still say thinking. Like, I don‘t think he‘s the type of 

person that‘s going to make any exceptions to rules, or anything like that.‖ 

In several cases, participants identified images as being more thinking if there was a 

single subject, alone in the image. For example, ―I feel like in that picture she‘s not really 

expressing anything, she‘s kind of just, like, very sedentary. Just inner reflective not interacting 

with someone else‖ (Participant 3-1). Therefore, a single person indicated that the subject could 

be on their own in order to reflect or think about something personal, which participants 

identified as a thinking behavior. 

A few participants also mentioned specific parts of a subject‘s attire that indicated an 

image was thinking. In thinking images, the subjects were dressed in ―business attire‖ 

(Participant 9-2) with ―a tucked in shirt‖ (Participant 2-2). Participant 6-2 also noted that one 

subject was ―wearing glasses.‖ One group also mentioned a subject‘s work-related attire as 

thinking: ―He has medical gloves on, and they‘re in white coats‖ (Participant 6-1). ―Hair net. 

Very lab oriented‖ (Participant 6-3). Overall, participants seemed to feel that the subjects had 

―almost like a uniform‖ that made them look ―more stern‖ and ―more rigid‖ (Participant 2-2). 
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Finally, some participants also identified images with thought bubbles as thinking: ―I‘d 

put this in thinking. I mean, it‘s obvious. It‘s a thought bubble‖ (Participant 3-1). One participant 

felt that a thought bubble visually represented thinking about future decisions: ―Thinking. It‘s 

pretty much, like, illustrated. She‘s thinking about the future. And, it‘s more like, ‗Oh, should I 

get a house or an apartment?‘‖ (Participant 8-1). 

In summary, this analysis showed that thinking images were typically logical or rational. 

This often took the form of tasks or activities that required thought, planning and intelligence. 

Thinking images were also process-oriented, implying the use of intricate mental thought 

processes, detailed plans or step-by-step methods. In many cases, thinking images were also 

driven by a goal or an end-result where subjects were working on a task that had an clear end 

product or was something that needed to be accomplished. In thinking images, subjects tended to 

be highly focused on a single task or activity. In many cases, images of people working were 

also considered to be more thinking, particularly when the job was science or medical in nature. 

Particular settings also tended to indicate thinking, including those with a sterile, clean feel, such 

as a library or a laboratory. Further, thinking images often felt impersonal, with no visual 

connection between the viewer and the subject. Body language, too, played an important role in 

determining thinking images. In these images, subjects were often identified as in a thinking pose 

(i.e., looking up with hand on chin), looking up, staring into space and/or not smiling. 

Additionally, cool, neutral color palettes with an abundance of white and blue also gave thinking 

images a sterile, clean feel. Thinking images might also have some connection to a single subject 

portraying objectivity (e.g., following rules, no emotion), being alone and wearing certain attire 

(e.g., business, glasses). In a few cases, thought bubbles were also connected to thinking. 
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Feeling (F) 

The second part of RQ1c asked which visual symbolic elements were consistent with 

feeling (F). Therefore, the researcher examined the images that participants sorted into the 

feeling pile and analyzed the verbal reasons given for the placement. Based on the findings, 

several common themes emerged, including relationships, emotions, experiencing a moment, 

enjoyable pastimes, relaxation, creative endeavors, body language, nature, color and lighting.  

Relationships. In many cases, participants identified feeling images as those that 

displayed some sort of relationship. For example, participants felt it was important to see 

―connectivity, whether with the subject and the viewer or the subjects with each other‖ 

(Participant 7-2) or that the subject was ―connecting with something else, whether it‘s an animal 

or a person. And then in a few, it‘s connecting with nature‖ (Participant 6-2). In fact, participants 

from most groups identified relationships or connections as one of the most important or 

―number one‖ (Participant 5-2) components of a feeling image. 

To many participants, these relationships indicated that there was an ―emotional 

connection‖ (Participant 10-3) and that the image was ―not about the thing they‘re doing, it‘s 

more about the camaraderie or their relationship with the people who are in the photo‖ 

(Participant 1-2). They also recognized a ―positive energy‖ in feeling images that suggested 

―togetherness‖ and ―unity‖ (Participant 1-1), or that subjects were ―sharing an experience 

together and bonding over it‖ (Participant 9-2). 

Furthermore, the relationships in feeling images were further divided into four categories 

– family, romantic, plutonic and animal. Each type of relationship is discussed below. 

Group image sort participants consistently identified images displaying family 

relationships as feeling. In the image deck, most family images included a mom, dad, and one or 

more small children. Participants recognized family relationships as feeling because they were 
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―sweet‖ (Participant 5-1) and ―doing [something] for the betterment of the child and that 

relationship you have with them‖ (Participant 7-1). In fact, in an image of a family painting a 

wall, one participant identified family relationships as a key difference between feeling and 

thinking images: 

The people they were doing the activity with. Because painting by yourself would 

seem more thinking cause your thinking about color that you want, like, the process 

of it, but because they interacted with their kids and included them in a chore, it 

could be looked at as a chore, but now it‘s not a chore, it‘s more of an experience. 

(Participant 2-1) 

Some participants even suggested that they identified images as feeling almost wholly 

based on the subjects being a family. For instance, 

You‘re with your family, and it‘s just the feeling of, like ‗Don‘t you want to hang 

out with your kids?‘ (Participant 3-3) I probably would say feeling. Only because it 

is a family, and I think that just the aspect of family is more feeling than thinking. 

(Participant 3-1) Emotional. You‘re more connected. It‘s more personal. 

(Participant 3-3) 

Additionally, some participants identified family relationships as more feeling than 

romantic relationships because they were more ―soft-hearted‖ and less ―plutonic passion‖ 

(Participant 7-3). Participant 7-2 added, ―You forgive your family, but you don‘t always forgive 

your romantic partner.‖ 

Although some participants identified family relationships as stronger than romantic 

relationships, many participants still classified images that portrayed romantic relationships as 

clearly feeling. Participants explained that romantic relationships were feeling because ―they‘re a 

couple and not just one person‖ (Participant 9-1), and they seemed ―intimate‖ (Participant 7-1) 

and like ―almost one unit‖ (Participant 4-2). Other participants focused on the emotional aspect, 

pointing out the ―romance‖ (Participant 3-1) and calling them ―sappy‖ (Participant 3-3). 

Participants from the third group agreed, saying, 
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It‘s, like, love associated. (Participant 3-3) It‘s very sensual, personal. (Participant 

3-1) Smiley. (Participant 3-3) Yeah, the interaction between them and it just looks 

very personal. And passionate. (Participant 3-1) 

Although not as strong as family or romantic relationships, plutonic relationships could 

also indicate a feeling image. In a few cases, participants pointed to the ―interaction that people 

have‖ with other people, or even inanimate objects, like ―their wheat‖ (Participant 10-3). These 

plutonic relationships could also occur between friends or coworkers as long as there was a 

―connection with someone‖ (Participant 3-3). 

The final type of feeling relationship identified by participants was between a human and 

an animal. For instance, in a discussion typical of many participants‘ feelings, participants in the 

third group specifically noted the relational aspect of a man washing his dog: 

It‘s a little more of a relationship thing with you. (Participant 3-1) You can also go 

get your dog groomed if you want to. Or, you can wash him yourself, which is a 

feeling thing ‘cause you enjoy it. (Participant 3-3) You know, their fur in your 

hands, and your talking to them and playing with them. (Participant 3-1) And, also, 

it has nothing to do with you personally or your future. It‘s just your dog and you. 

(Participant 3-3) Yeah, it seems more like focusing on his relationship with the dog 

and not so much like, ‗Oh, this is something I have to get done.‘ I don't know, they 

both look happy. (Participant 3-1) 

Other participants talked about human and animal relationships in terms of ―a bond 

between the human and animal‖ (Participant 9-2), being ―connected to his animal‖ (Participant 

4-2), or ―being companions‖ (Participant 5-3). Another participant noted that feeling had to with 

the ―clear relationship‖ between ―the person and the horse‖ because ―any time you take care of 

an animal, you have to be a relatively empathetic person‖ (Participant 8-2). 

Some participants even indicated that simply having an animal or a pet in the photo was a 

strong indicator of feeling. For example, 

Those pets, man. (Participant 6-3) Yeah, anytime there‘s gonna be a pet and an 

owner smiling, even if the owner‘s not smiling, if he‘s, like, mad and the dog‘s like 

[makes happy noise]. (Participant 6-1) All feeling. (Participant 6-3) 
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Emotions. In addition to images that depicted relationships, participants identified 

feeling images as portraying emotions. One way in which emotions were portrayed was thinking 

about emotions or something emotional. For example, one image showed a young man looking 

at the camera with his arm around a young woman who was looking up at a thought bubble 

floating over their heads, which contained sketches of a city, a house, a shopping car, a lock and 

the word ―sale.‖ In response to this image, Participant 7-3 noted: ―This is, like, thinking about 

your feelings. Thinking about getting a house together and stuff like that, which is a very 

emotional kind of thing.‖ 

Participants also noted that the image subjects seemed focused only on emotions. For 

instance, in an image of a couple cuddling under a tree, participants in the first group pointed 

out: ―They‘re not focused on a task at all. They‘re just engaged [in each other]‖ (Participant 1-1). 

―They‘re just lost in each other and lost in each other‘s emotions, pretty much‖ (Participant 1-2). 

Based on participant comments, the most emotional feeling images seemed to be those which 

showed multiple people and no real task. Instead, ―They‘re all SO pleased with each other. 

They‘re all so wrapped up in each other‖ (Participant 1-3). Additionally, participants pointed out 

that subjects often visually displayed this infatuation by looking at and touching each other. 

Similarly, in many cases, participants honed in on the romantic emotions displayed in an 

image. In response to one image, which showed a man making a salad in the kitchen while a 

women held a glass of wine and kissed his cheek, Participant 4-2 said, ―They seem like they‘re 

in love. They really only care about them, those two. And, it‘s a very passionate photo, I think.‖ 

And in some cases, the romantic emotions elicited a personal connection for the participant. For 

example, while looking at an image of a couple cuddling under a tree, Participant 3-1 said, ―I 

love love. You can just, like, read it in the picture.‖ 
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In other cases, participants noted that a depiction of happiness, rather than romance, was 

the emotion that made them classify an image as feeling. Furthermore, this happiness was 

occasionally connected to other positive emotions: ―It‘s happy. It‘s family, so you assume that 

there‘s, like, love there‖ (Participant 9-2). 

Although all the images in the image deck conveyed positive emotions, multiple 

participants noted that negative emotions (e.g., grief, sadness, fear) would have also been 

classified as feeling images. For example, participants suggested images of people crying, a team 

losing a sporting event, a funeral, older people, sick people or a war could also elicit a feeling 

personality. 

Experiencing a moment. Participants also identified feeling images as those in which 

the subjects were experiencing a moment or making a memory with another subject. Related to 

the relationships theme discussed above, it was almost as if feeling images captured subjects in a 

particular moment within their relationship. 

In some images, the moment was among a family. For example Participant 2-2 stated, 

―[It‘s] much more about the moment. It‘s like a mother and a son drawing together. Having a 

time. It‘s about the moment.‖ In other cases, participants identified an intimate moment between 

romantic partners. For instance, participants in the eighth group noted that subjects were ―sharing 

that intimate moment‖ (Participant 8-1) and looked ―the most passionate‖ (Participant 8-2). 

Alternately, the moment could also be shared between a human and an animal where viewers got 

―a little snapshot into what she‘s doing. Like, a little moment between her and the cat‖ 

(Participant 3-1). 

Enjoyable pastime. In addition to relationships and emotions, participants associated 

feeling images with enjoyable pastimes, hobbies and non-work situations. In particular, when the 
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act of volunteering appeared in an image, participants consistently identified it as feeling, seeing 

volunteers as ―soft-hearted‖ (Participant 6-3), ―emotional‖ (Participant 9-2), and ―kind‖ 

(Participant 9-2). Furthermore, they saw the act of volunteering as something that only ―the type 

of person that can feel strongly about those issues‖ (Participant 3-1) would do because, in part, it 

was ―not a rational thing to do. ‘Cause you‘re not getting paid for it, and there‘s no reason for 

you to do it unless you have an emotional tie to it‖ (Participant 5-2). 

Other participants noted that reading a book was often a relaxing pastime and usually 

constituted a feeling image. 

I would say it‘s an emotional, like, she‘s having an imaginative venture through 

this relatively long book. (Participant 5-2) And, the way she‘s relaxed in this day, I 

feel like she‘s reading to enjoy. (Participant 5-1) 

However, most participants did stipulate that the type of book would make a difference. 

Only images where subjects seemed to be reading books chosen for fun or relaxation would fall 

into the feeling category because ―books are sort of an escape‖ (Participant 9-1). For example, 

Participant 8-3 said, ―I‘d like to assume that she is reading a novel or something that she wants to 

go out and read. So I‘m going to go with feeling.‖ Moreover, the setting coupled with the book 

indicated feeling. Reading outdoors ―suggests a little more freedom‖ (Participant 9-2) and the 

need to ―get away and relax‖ (Participant 2-2), making it feeling. 

Relaxation. In addition to participating in enjoyable pastimes, participants indicated that 

an image could be feeling when the subjects were just relaxing and ―less formal‖ (Participant 4-

1). For example, participants in the first group noted the lack of urgency in feeling images: 

―They‘re just sitting under a tree in the middle of the day‖ (Participant 1-1). ―Yeah. Like, there‘s 

no need for thinking. They‘re just there‖ (Participant 1-2). 

Additionally, several participants directly compared the relaxation in the feeling images 

to the lack of relaxation in the thinking images. According to one participant: 
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[Feeling images] are more effortless, you know? People look like they‘re enjoying 

themselves. And, other things, like math and science and beakers, it looks like so 

much goes into that, like, so much effort. (Participant 3-1) 

Creative endeavors. Participants further identified creativity as a component of feeling 

images because they thought of ―creative people as more feelers than thinkers‖ despite the fact 

that they thought creative thinking could be process-oriented. In some cases, the creative 

endeavor depicted in the image was more akin to professional artist who were ―making a piece of 

art‖ while ―in an art studio‖ (Participant 3-1). Despite the more professional nature of the 

subjects, the creativity made the image feeling because participants identified an artist as ―a 

passionate, emotional person‖ (Participant 3-1). In an image of two people throwing pottery, 

participants identified the artists as ―soft-hearted‖ because they were ―working together‖ 

(Participant 3-3) and ―engaged with each other‖ (Participant 4-2). The artwork itself was also 

associated with feeling because ―they‘re doing something […] that almost requires feeling. 

Rather, than, like, ‗Oh, here‘s how you make a vase‘‖ (Participant 4-1). For these participants, 

artwork seemed more about using instinct or following your feelings to create rather than 

following instructions or a process. 

In other cases, participants identified more novice forms of art and creativity as feeling. 

For example, Participant 10-2 said, ―I think it‘s feeling because they have colored pencils. So 

they‘re doing an art project.‖ Similar to professional art, participants still identified the freedom 

and need to follow your feelings in any type of artistic expression: ―It‘s not, like, a paint-by-

numbers. He has a blank sheet of paper, which could be anything‖ (Participant 4-2). 

Body Language. Participants also noted the importance of body language to feeling 

images. Based on participant comments, feeling body language was divided into several 

categories – touching, loving looks, smiling and laughing. When all shown together, participants 
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noted that ―smiling,‖ ―touching each other,‖ and ―looking at each other‖ gave the image a ―very 

warm‖ (Participant 1-3) and ―sensual‖ (Participant 1-1) feel. 

More specifically, participants identified images in which the subjects were touching 

another human or an animal as strongly feeling because touching indicated an emotional or 

intimate connection: ―They‘re both touching each other, and she‘s laying on his lap‖ (Participant 

10-3). ―It‘s a clear emotional connection‖ (Participant 10-2). 

In addition to touching, participants identified images as more feeling when there was a 

look of love between subjects: ―They‘re lovingly looking at each other‖ (Participant 9-1). 

Participant 1-1 agreed noting that one woman‘s loving ―facial expression‖ was so strong that 

even if ―she‘s looking at a rock, she‘s lovin‘ that rock!‖ 

Another attribute of feeling images was smiling, which visually signified emotion: 

―Because they‘re smiling, which, again, there‘s emotion there‖ (Participant 9-2). Participants in 

the third group also indicated that the more genuine the smiles looked, the more feeling they 

communicated. Therefore, while any smile seemed to communicate some degree of feeling, 

more genuine smiles elicited much stronger feeling responses from participants. 

Finally, when subjects appeared to be laughing in an image, participants were also more 

likely to classify it as feeling because it conveyed warmth and connection. For example,  

Participant 9-1 noted that feeling images could show human subjects laughing with their pets 

because it showed ―a little tender moment between the dog and him.‖ 

Set in nature. For many participants, images set in nature were also more feeling. The 

connection between nature and feeling was so clear to the majority of participants, that they gave 

little additional explanation. For example, in a typical comment, Participant 9-1 noted only, 

―Nature. The outdoors.‖ 
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Those participants who were able to explain the connection they saw between nature and 

feeling voiced a variety of opinions. For instance, Participant 9-2 related nature to relaxation 

because ―being outdoors is the least stressful thing. We spend so much time indoors, and there 

are more stressors indoors. We automatically associate the outdoors with relaxation and 

recreation.‖ Participant 10-3 mentioned a connection between nature and romance: ―Because 

they‘re engaged in each other. And, the background, like, nature has a lot to do with it too. 

Everything just kind of goes well together. And, the only reaction it gets out of me is love.‖ 

Finally, participants in the fourth group identified nature as a place people go for emotional 

clarity, saying, 

The beach is kinda like a place you go to sort out your feelings. (Participant 4-2) 

Yeah. You go sit on the beach and think about life. (Participant 4-1) It‘s not a 

logical type of thinking. It‘s an emotional type of thinking. (Participant 4-2) 

Color. Participants also strongly associated feeling images with a specific color palette. 

In particular feeling images were composed of a lot of bright, saturated, warm colors with 

specific mentions of yellows and greens. For example, participants in the fifth group said: 

―Literally, there‘s no white at all. Maybe there, where the sky got blown-out‖ (Participant 5-2). 

―Really bright colors‖ (Participant 5-1). ―And, then the same with the really rainbow colorful one 

in the kitchen‖ (Participant 5-2). 

Other participants focused more on the warm feeling of the color palette, saying: ―It‘s not 

an unemotional, cold photo, it‘s still warm with the colors‖ (Participant 7-1), and, ―Ooh, look 

how pretty! So much color. […] A lot more color. High saturation. Warmth‖ (Participants 5-2). 

In several cases, participants noted the presence of warm, yellow tones as particularly 

indicative of feeling. For instance, Participant 7-3 said, ―Yeah, and the overall yellow tone also is 

very warm and kinda fuzzy.‖ This link between yellow and warmth is not surprising given color 
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association. Typically, warm colors – yellow, orange and red – generally suggest energy and 

passion. While, yellow, in particular has happy, cheerful connotations. 

Lighting. Beyond color, an image‘s lighting was connected to feeling images. In 

particular, some participants described the lighting in feeling images as low or soft, such as ― the 

soft afternoon light‖ (Participant 9-1). Other participants expanded on the idea of soft light to 

include low-light times of day, mainly sunrise and sunset, implying that those times of day were 

more evocative of feeling. For instance, Participant 9-2 felt an image was feeling ―because of the 

time of day [sunset]. It‘s warm. It‘s kind of an emotional time, you know?‖ Participant 4-2 

agreed that sunset made the subject ―seem like she‘s at peace‖ because ―we kind of associate 

[sunset] with feeling at peace and feeling the warmth of the sun,‖ adding that it also ―doesn't 

make her look very mental or stressed about anything.‖ 

Although less frequently mentioned, several participants also identified feeling images as 

having more dramatic lighting to indicate high emotions and passion. For example, participants 

in the seventh group image sort noted that the lighting in thinking images was ―really flat,‖ while 

the lighting in feeling images was ―very dramatic‖ (Participant 7-1), which ―makes things 

passionate‖ (Participant 7-3). 

Less frequently mentioned themes. In addition to the common themes discussed above, 

two other less frequently mentioned theme emerged. These less frequently mentioned themes 

include: candid photos and subject attire. 

In a few cases, participants identified feeling images as more candid and less posed. For 

example, Participant 10-1 felt like the photographer ―caught this family in a moment. Like it 

wasn‘t planned. Like they‘re not posing for a photo.‖ Similarly, Participant 6-2 also thought one 
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image looked ―like someone took a picture without her knowing. So we‘re capturing her in this 

candid environment, which is more feeling.‖ 

Moreover, participants also mentioned that feeling images seemed as if they ―had a sense 

of value‖ (Participant 9-3): 

Like you were looking through someone‘s scrapbook or something like that. And, 

even if it wasn‘t meaningful for you, you still got that sense that they were 

important to someone. Whereas [thinking images], they don‘t feel important. You 

could throw them away and not feel guilty [laughter]. (Participant 9-3) [Thinking 

images] don‘t feel special. (Participant 9-1) 

Additionally, this pattern also encompassed the idea that feeling images looked less like a 

stock photo and more like someone‘s personal photo. Although all of the images in the image 

deck were stock photos, participants identified some images as feeling more relaxed, less posed, 

less professional – in short, less like a stock image. For example, Participant 9-3 pointed out that 

―the photo‘s imperfect,‖ ―a little off center‖ and ―doesn‘t look really professional,‖ but these 

qualities seemed to make it ―sentimental to the family because it‘s theirs regardless of the 

quality.‖ 

Participants also tied a subject‘s attire to feeling, although less frequently than other 

themes. For example, Participant 10-2 felt an image was feeling because the girl was ―wearing a 

hat‖ and ―wearing Converse and stuff,‖ which made her look ―like a creative person.‖ Other 

participants felt that subjects in feeling images were ―wearing comfy clothes‖ like a ―nice 

comfortable sweater‖ that made them seem ―more relaxed‖ (Participant 2-2). They also noted 

that this relaxed clothing style was in direct contrast to the clothing in thinking images, which 

was more reminiscent of a uniform and made subjects look stern and rigid. 

To summarize, this analysis showed that feeling images most often contained 

relationships – whether it was between family members, romantic partners, plutonic 

acquaintances, or a human and an animal. Feeling image were also rife with emotions, 
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particularly romantic and happy feelings. Some of the subjects in feeling images were simply 

experiencing a moment, almost caught in a moment in time, while others were engaged in an 

enjoyable pastime such as volunteering or reading. Participants also identified subjects engaged 

in creative endeavors as particularly feeling. Further, a subject‘s body languages often 

communicated a feeling personality through touching, loving looks, smiling and laughing. 

Natural, outdoor settings also contributed to a feeling personality in images. Moreover, specific 

colors and lighting also indicated an image was feeling. Specifically, bright, saturated and warm 

colors, including yellow, were notably feeling. And, low, soft lighting, such as sunrise and sunset 

were often associated with feeling images. There might also be a connection between feeling 

images being more candid and less posed. Additionally, few participants mentioned a subject‘s 

relaxed or creative attire (e.g., hat, Converse) as contributing to a feeling personality. 

Thinking/feeling (T/F) summary 

Overall, thinking (T) and feeling (F) displayed extreme visual differences. While thinking 

images were logical and rational, feeling images were filled with emotions like happiness and 

romance. Relationships of all types – family, romantic, plutonic and with animals – also 

dominated feeling image with subjects touching, smiling, laughing and looking lovingly at each 

other. On the other hand, thinking images were impersonal and often showed only a single 

person. Further, where thinking images depicted subjects following processes and step-by-step 

methods, the subjects in feeling images were experiencing a single moment in time or making a 

memory. Participants also associated thinking images with goals and end results, specifically 

noting tasks that were necessary and had clear, immediate outcomes. But, feeling images showed 

subjects engaged in open-ended creative endeavors and artistic pursuits that relied on instincts. 

While thinking subjects were focused and often shown working, particularly in scientific or 

medical occupations, feeling subjects were relaxing or participating in enjoyable pastimes such 
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as volunteering or reading. The two dimensions also had different settings, with thinking images 

taking place in sterile, clean environments like a library or a laboratory, and feeling images set in 

nature and away from stress. Finally, the colors associated with each dimension were also 

opposite. Thinking images were composed of cool, neutral colors, specifically whites and blues, 

which gave off a sterile feel. Alternately, feeling images were filled with bright, saturated and 

warm colors, (i.e., yellow) and soft, low lighting (e.g., sunrise, sunset), which implied happiness 

and emotion. 

The two dimensions did have one theme that might appear to be similar initially – attire. 

However, although attire helped to identify each dimension, the type of clothing worn by 

subjects was drastically different with no actual similarity. While the subjects in thinking images 

wore business attire, tucked in shirts and lab coats, feeling subjects were dressed in sweaters, 

funky hats and Converse shoes. The connotation of these clothes was also opposite with the 

clothes in thinking images giving off a stern, rigid feel and the clothes in feeling images seeming 

relaxed, comfortable and creative. 

Research Question 2 – Visual Symbolic Elements for Multidimensional MBTI Brand 

Personalities 

Research Question 2 (RQ2) asked how visual symbolic elements from individual MBTI 

dimensions combined to portray the eight multidimensional MBTI personalities included in this 

study – extraverted/sensing/thinking (EST), extraverted/sensing/feeling (ESF), extraverted/ 

intuitive/thinking (ENT), extraverted/intuitive/feeling (ENF), introverted/sensing/thinking (IST), 

introverted/sensing/feeling (ISF), introverted/intuitive/thinking (INT) and introverted/intuitive/ 

feeling (INF). RQ2 was answered using the qualitative data gathered from the group image sorts. 

The researcher was able to create image profiles by examining and combining the themes 

identified in RQ1. Although the themes noted in RQ1 can be combined in large variety of ways 
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to produce images with specific multidimensional brand personalities, in most cases, to achieve a 

multidimensional brand personality, some elements of each individual brand personality had to 

be compromised. Because of the complex and nuanced nature of visuals, some combinations 

might work better than others. An example of each multidimensional brand personality 

combination is below. The researcher created these combinations based on the data and her prior 

knowledge of the topic (see Table 4-15). 

Table 4-15. Multidimensional Brand Personality Visuals. 

Dimensions Elements 

Extraversion (E) 

Sensing (S) 

Thinking (T) 

 Multiple people (E) 

 Collaborating (E) 

 Other people in the background (E) 

 Dressed conservatively (S) 

 In a science or medical job (S/T) 

 Working on a practical task that requires a clear process (S/T) 

 Touching the project being worked on (S) 

 Smiling (E), but looking at task (T) 

 People wearing bright colors (E) surrounded by a white/sterile/neutral/ 

clean environment (S/T) 

Extraversion (E) 

Sensing (S) 

Feeling (F) 

 Multiple people (E) in a family (F) 

 Other people/families in the background (E) 

 Dressed conservatively (S) 

 Working outside (F) in a public space (E) to complete a practical task 

with a clear end goal (S) that they chose to engage in (E) 

 Touching each other (E/S) 

 Using their five senses (S) 

 Smiling and look happy (E), but looking at the task (T) 

 Bright, saturated colors (E/F) but a clean, organized environment (S) 

 

Extraversion (E) 

Intuition (N) 

Thinking (T) 

 Multiple people (E) who look like they know each other and have a 

relationship of some type (E/N) 

 Collaborating (E) 

 Other people in the background (E) 

 In a library or laboratory (T) 

 Thinking pose or looking up (T) 

 Thought bubble (N/T) filled with colored illustrations (N) of logical, 

rational or process-oriented thoughts (T) 

 People wearing bright colors (E) surrounded by a white/cool/neutral/ 

clean environment (T) 
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Table 4-15. Continued. 

Dimensions Elements 

Extraversion (E) 

Intuition (N) 

Feeling (F) 

 Multiple people (E) in a family – parents, children and a pet (N/F)  

 Touching each other (E/F) 

 Wearing trendy, cute clothing (E) 

 Happy, smiling, laughing (E/F), talking (E) 

 Other people in the background (E) 

 In a public place (E) set in nature (N/F) 

 Participating in an enjoyable activity together (E/F) to create a 

memorable moment (N/F) 

 Letting kids participate in an adult activity or create some kind of art 

(N) 

 Bright, vibrant, saturated and warm colors (E/N/F) 

 

Introversion (I) 

Sensing (S) 

Thinking (T) 

 A single person (I) 

 Immersed in their work (I) 

 Not smiling or making eye contact, but looking at task (I/T) 

 Isolated with no one else visible (I) 

 Dressed conservatively (S) 

 In a science or medical job (I/S/T) 

 Working in a laboratory (T) 

 Working on a practical task that requires a clear process (S/T) 

 Focused on the short term, here and now to achieve an end result (S/T) 

 Touching the project being worked on (S) 

 Quiet atmosphere (I) 

 White/blue/sterile/neutral/muted/clean color palette (I/S/T) 

 

Introversion (I) 

Sensing (S) 

Thinking (T) 

(continued) 

Introversion (I) 

Sensing (S) 

Feeling (F) 

 A single person (I) 

 Alone, touching/interacting with a pet (I/S/F) and looking lovingly at 

the pet (F) 

 Dressed conservatively (S) 

 Immersed in a task with a clear end goal (S) 

 At home with no one else in sight (I) 

 In a clean, organized environment with a white/neutral color palette 

and simple, straight-lined furniture (S) 

 Low lighting (I/F) 
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Table 4-15. Continued. 

Dimensions Elements 

Introversion (I) 

Intuition (N) 

Thinking (T) 

 A single person (I) 

 Thinking pose or looking up (T) 

 Not smiling or making eye contact (I/T) 

 Isolated with no one else visible (I) 

 In a science or medical job (I/T) 

 Working in a laboratory (T) 

 Wide crop (I) 

 Quiet atmosphere (I) 

 White/blue/sterile/neutral/clean environment (I/T) 

 A colorful, illustrated thought bubble above the subject‘s head (N) 

depicting abstract scientific ideas (I/T) 

 

Introversion (I) 

Intuition (N) 

Feeling (F) 

 A romantic couple (I/N/F)  

 Isolated in nature (I/N/F) 

 Quiet atmosphere (I) 

 Smiling and touching (F), but not making eye contact (I) 

 Isolated with no one else visible (I) 

 Experiencing a moment (N/F) 

 A colorful, illustrated thought bubble above subject‘s head (N) 

depicting their shared, imaginary future, including children (I/N/F) 

 Low-light (F) 

 Warm, bright, saturated colors (N/F) 

 

Extraverted/Sensing/Thinking (EST) 

To create an extraverted/sensing/thinking (EST) personality, an image should include 

multiple people in a science or medical job who are collaborating together on a task. The people 

should be dressed conservatively (e.g., not showing a lot of skin, not overly trendy, may be 

business style) but in bright colors. They should also be smiling but looking at the task they are 

working on. They should be physically touching the task they are working on. The task itself 

should be a practical task that requires a clear process. In the background, additional people 

should be visible, also working on tasks. While the people in the image are dressed in bright 

colors, the surrounding environment should be clean, sterile and neutral with a significant 

amount of white. 
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An example of this image might be: Multiple nurses in bright scrubs with long-sleeved 

shirts underneath working together to take a patient‘s blood pressure. Only part of the patient is 

show in the image; in particular, the patient‘s face is not shown (making the patient more of a 

task than a subject). The nurses smile faintly while looking down at a watch or device. They are 

not making eye contact with each other or the patient – clearly focused on the task. In the 

background, others nurses can be seen working together to perform practical tasks in a hospital 

room that contains several beds and patients (none of whose faces are visible). No one is make 

eye contact, but everyone looks happy. The room is clean, sterile and white. 

Extraverted/Sensing/Feeling (ESF) 

To create an extraverted/sensing/feeling (ESF) personality, an image should include 

multiple members of a family working outside in a public space to complete a practical task with 

a clear end goal. The task should be something the family chose to engage in. Family members 

should be dressed conservatively but in bright colors. They should be touching each other and 

actively working, engaging the task with their five senses. The family members should be 

smiling and appear happy but looking at their task. The outdoor, natural environment should be 

filled with bright, saturated colors. However, the environment should also be clean and 

organized. Other people and families should be visible in the background. 

An example of this image might be: A family, which includes parents and children, 

volunteers to pick up trash at an outdoor park. The park is filled with trees, lush grass and some 

distant playground equipment. Other families are visible in the background also picking up trash. 

The family members look happy to be there, smiling, touching each other and interacting but 

keeping their eyes on the task. They are dressed conservatively in pants, long-sleeved work 

clothes and work gloves. The males have on hats, and the females have their hair tied back in 

ponytails or bandanas. Some family members are bending down to physically touch/pick up 
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trash. Others hold trash bags. Everything in the environment is organized, and little trash is 

shown (most of it having already been picked up). 

Extraverted/Intuitive/Thinking (ENT) 

To create an extraverted/intuitive/thinking (ENT) personality, an image should include 

multiple people who look like they know each other and have a relationship of some type. The 

people should be collaborating together in a library or laboratory setting. They should not appear 

to be working on a task but instead are looking up (some might also be holding their chin in a 

thinking pose). A thought bubble filled with colored illustrations of logical, rational or process-

oriented thoughts hovers above their collective heads. While the people in the group are wearing 

bright colors, their environment (e.g., library, laboratory) should be cool, neutral, clean and 

white. Other people can also be seen in the background of the photo, although it should be clear 

that those people are not part of the main group. 

An example of this image might be: Multiple young people collaborate in a library 

setting. A group of at least 5 young people sit around a single table wearing bright, trendy 

clothes. Some are touching in a friendly manner (e.g., hand on shoulder, sitting closely, leaning 

over each other). Thick, textbooks are open on the edge of the table, but no one is looking at 

them. Instead, everyone is looking up as if in thought. A thought bubble floating above their 

collective heads is filled with brightly colored illustrations of math formulas and symbols. 

Extraverted/Intuitive/Feeling (ENF) 

To create an extraverted/intuitive/feeling (ENF) personality, an image should include 

multiple members of a family with parents, children and a pet. The family is happy; they are 

smiling, laughing, talking and touching. All the family members should be wearing trendy, cute 

clothing. The family should be in a public place set in nature. They should be participating in an 

enjoyable activity together to create a memorable family moment. The parents should be letting 
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the children create some kind of art or participate (with their help) in an adult activity. The 

surroundings should be filled with bright, vibrant, saturated and warm colors. 

An example of this image might be: A family, which includes a mom, dad and two kids, 

looks happy as they participate in an outdoor painting class at a local park. The park is filled with 

green trees, lush grass and bright flowers. A large pet dog on a leash sits near one of the family 

member‘s, watching as he/she paints. The family is clustered together and the focus of the image, 

but you can see other class members painting in the background. The family smiles, laughs and 

talks. The children have their own easels and paints, participating like the adults. The mom leans 

over one child to help. The family is wearing trendy, bright clothing, and the image is highly 

saturated with bright colors. 

Introverted/Sensing/Thinking (IST) 

To create an introverted/sensing/thinking (IST) personality, an image should include a 

single person in a science- or medical-related job working alone in a laboratory. He/she should 

be dressed conservatively and immersed in his/her work. He/she should not be smiling or making 

eye contact with any other subject (including the viewer) but looking and touching the task at 

hand. The task should be practical and require a clear process to achieve a short-term, here-and-

now, end result. The laboratory should feel quiet and isolated, with no other people visible. The 

setting should have a sterile, neutral, muted and clean color palette with an abundance of white 

and blue. 

An example of this image might be: A female scientist is alone in a lab wearing a long-

sleeved, white lab coat. She also has on blue medical gloves and protective eye goggles. She is 

focusing on a scientific experiment with a clear process. She is holding a dropper filled with 

clear liquid, which she is dispensing into a row of test tubes that will then be transferred to an 

empty machine waiting next to her. She is looking down at her work, concentrating and not 
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smiling. No one else is in the room, and it seems quiet and still. The lab is clean and sterile, filled 

with white and blue hues. 

Introverted/Sensing/Feeling (ISF) 

To create an introverted/sensing/feeling (ISF) personality, an image should include a 

single person alone at home, dressed conservatively in muted colors. Although there are no other 

human subjects in sight, the person should be lovingly looking at and touching/interacting with a 

pet. While petting the animal, the person should also clearly immersed in a task with an obvious 

end goal (e.g., painting a room, mowing the grass). The lighting in the image should be low, and 

the home environment should be clean and organized with simple, straight-lined furniture and a 

white, neutral color palette.  

An example of this image might be: A woman sitting at a table with a cat in her lap. She 

is clearly loving/touching/cuddling the cat while working to complete a crossword or jigsaw 

puzzle. She is dressed conservatively in muted colors. No one else is visible, and the house is 

clean and modern with a white, neutral, muted color palette. The lights in the house are low with 

a sunset shown outside the window. 

Introverted/Intuitive/Thinking (INT) 

To create an introverted/intuitive/thinking (INT) personality, an image should include a 

single person in a science- or medical-related profession who is isolated and alone in a laboratory 

with no one else visible. The person should not be smiling or making eye contact with anyone 

(including the viewer). Instead, he/she should be looking up or striking a thinking pose (looking 

up with hand on chin). The laboratory environment should seem quiet and have a sterile, neutral, 

clean color palette with an abundance of white and blue. However, a brightly colored, illustrated 

thought bubble should float above the subject‘s head depicting abstract scientific ideas. The 
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image should be widely cropped showing a large portion of the laboratory with the subject 

relatively small in the frame. 

An example of this image might be: A single male scientist is alone in a sterile, clean, lab 

full of white and blue hues. No one else can be seen. He is wearing a white lab coat, striking a 

thinking pose (looking up with hand on chin) and has a serious look on his face. The image is 

widely cropped so the scientist takes up relatively little room in the frame and much of the lab 

can be seen. Above his head, floats a brightly colored, illustrated thought bubble depicting 

abstract scientific ideas (e.g., an idea light bulb, atoms, planets, a microscope, chemical 

formulas). 

Introverted/Intuitive/Feeling (INF) 

To create an introverted/intuitive/feeling (INF) personality, an image should include a 

romantic couple isolated in nature with no other subjects visible. The atmosphere should seem 

quiet and still with little noise. Both the subjects should be smiling and touching but not making 

eye contact with each other or the camera. They should seem to be experiencing a moment 

together. The lighting should be low, but the image should be filled with warm, bright and 

saturated colors. A colorful, illustrated thought bubble should hover above the subjects‘ heads 

depicting their shared, imaginary future, which includes children. 

An example of this image might be: A boy and girl lay side-by-side on a colorful, 

patchwork quilt in the middle of a field as the sun sets. The field is filled with bright, saturated 

grass and flowers but seems quiet and isolated with no one else in sight. His arm is around her, 

and she rests her head on his chest. They are not making eye contact, but they are smiling. A 

colorfully, illustrated thought bubble hovers over both their heads, depicting their shared dreams 

for the future – a house, kids and a dog. The sunset casts a warm, yellow light across the scene. 
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Research Question 3 – Understanding Images 

Research Question 3 (RQ3) asked how consumer read and negotiated personality 

information in images. During the group image sorts, participants were primarily concerned with 

sorting the image deck into individual MBTI personality dimensions. However, as they sorted 

and discussed each image, they also provided valuable insights into how consumers understand 

and make sense of images. Therefore, the researcher answered RQ3 by reviewing the group 

image sort data for information about how participants read, negotiated and, ultimately, made 

decisions about each image in the image deck. 

Three groups of themes were identified. First, three themes emerged concerning how the 

group image sort process influenced participants‘ readings of the images – meaning negotiations, 

sort patterns and hatred of stock photos. Second, the researcher identified three themes related to 

the MBTI personality dimensions used in the sort – dimension overlap, family problems and 

sensing/intuition (S/N) difficulties. Finally, a number of themes developed regarding how 

participants derived meaning from the images themselves, including storytelling, prior 

knowledge, subject‘s personality, own personality, self projection and intertextuality. Each set of 

themes is explored in detail below. 

Group image sort themes 

As participants sorted the image deck, the researcher identified several patterns related to 

the group image sort process that influenced how participants assigned meaning to each image. 

These themes included, meaning negotiations, sort patterns and hatred of stock photos. 

Meaning negotiations. Each group image sort was composed of three participants who 

were asked to work as a team to sort a single image deck based on each image‘s personality. 

During this process, for most images, participants engaged in meaning negotiations to determine 

an image‘s personality. These negotiations required participants to compromise and give-and-
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take. They also necessitated each participant voicing their opinion and the reasons for that 

opinion. 

For example, this process might involve one participant stating their opinion about an 

image‘s personality (i.e., extraverted). Then, another participant might disagree and state an 

opposite opinion (i.e., introvert). The third participant would then either agree with one side or 

remain momentarily undecided. Next, each participant would make a case for his/her opinion. In 

the end, the dissenting parties would often come around to the other side, creating an agreed 

upon meaning. Participants in the sixth group provided a quick example of this process for an 

image that showed a young man holding a tablet and with illustrated ideas in bubbles floating 

above his head: 

Sensing. (Participant 6-2) But he‘s imagining. (Participant 6-1) I mean, I think it‘s 

sensing. (Participant 6-3)  But the things he‘s imagining about are very practical 

and functional. (Participant 6-2) They‘re systematic, yeah. (Participant 6-3) OK. I 

can see that. (Participant 6-1) 

In other cases, none of the participants had strong initial opinions. In these cases, they 

worked together to create meaning by each weighing in and pointing out different aspects of the 

image. For instance, participants in the fourth group discussed an image of a woman washing 

dishes with her cat from multiple angles, eventually agreeing to place the image in the sensing 

pile: 

What is she doing? (Participant 4-1) She‘s washing the dishes. But, I feel like the 

bigger part of this picture is her interaction with the cat. (Participant 4-2) Mm-hm. 

(Participant 4-3) ‘Cause she is doing a task, but you don't even recognize that at 

first. (Participant 4-2) But she could be thinking, like, talking to my cat is what I 

should do every day, practically. [laughter] I don‘t think it‘s creative, washing 

dishes and talking to your cat. (Participant 4-1) No. (Participant 4-2) It‘s a little bit 

of a neither. (Participant 4-3) Or both. (Participant 4-1) Yeah. (Participant 4-3) 

Well, it can‘t be both. If it‘s not intuition, it‘s not going to be both. So, I think it‘s 

either sensing or neither. She‘s definitely washing the dishes, but I don‘t… 

(Participant 4-2) I mean, she seems happy. She doesn‘t seem to mind washing the 

dishes, but she‘s still washing dishes. (Participant 4-1) Yeah. (Participant 4-2) 

Yeah. I mean, the image isn‘t really about the dishes. It‘s just about her and the cat 
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and the space around. So, it‘s not really about either the sensing or the intuitive. 

(Participant 4-3) If we had to force it into a category, it would probably be sensing, 

but I don't feel like it should be in that category. (Participant 4-2) I would say 

sensing. Because, even the way she‘s dressed, and it‘s a white kitchen. (Participant 

4-1) And, she does look very conservative. I guess, yeah. (Participant 4-2) 

Sort patterns. Another theme identified during group image sorts was the emergence of 

sort patterns. As participants worked through each of the three individual dimensional sorts, 

many groups began to rely on patterns created by the earlier images to determine the personality 

of the later images. For example, participants in the seventh group established rules early during 

their sensing/intuition (S/N) sort about families with children and then stuck to those rules with 

little deviation. Specifically, they determined that doing activities with children was not 

practical, involving children in adult tasks was unconventional and that children evoked 

creativity. Therefore, if an image had a child in it, they almost automatically sorted the image as 

intuitive. 

While some groups unconsciously established patterns, like in the case above, other 

groups were more aware that they were following patterns. For instance, Participant 8-2 noted, 

―As we go through these images, I feel like I am forming sort of a generalization [about where 

the subject is looking in intuitive images].‖ 

In some cases, it seemed difficult for participants to break sort patterns once they had 

been established. For example, while looking at an image of a woman washing dishes with her 

cat, Participant 7-2 felt restricted by the fact that ―we set up these rules for ourselves.‖ However, 

ultimately, she decided, ―I think you can break the rules. I don't know, I feel like I go with the 

gut‖ (Participant 7-2). However, in other cases, participants acknowledged the difference more 

easily and simply moved on. For instance, while discussing one image that showed a group of 

scientists holding brightly colored beakers of liquid, Participant 3-1 noted, ―This one, I don‘t 

know why, but I go against the way I‘ve rolled on everything else that‘s sciency.‖ 
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Hatred of stock photos. Another common theme that emerged was participants‘ hatred 

of stock photos. As they examined images, participants often bluntly expressed their dislike of 

stock photos and harshly criticized the images, calling them ―strange‖ (Participant 7-1), ―awful‖ 

(Participant 3-3), and ―the bane of my existence‖ (Participant 2-2). Participants also discussed 

the unrealistic feel of some stock photos, referring to images as ―fake‖ (Participant 9-1) and 

―artificial‖ (Participant 4-3). Sometimes, participants even acknowledged the subjects as playing 

a role, like in an image of a group of scientists holding colored beakers: ―They don't look like 

real scientists‖ (Participant 4-1). ―Because they are models‖ (Participant 4-2). 

In some cases, the ―staged,‖ (Participant 9-3) ―posed‖ (Participant 6-3) and ―composed‖ 

(Participant 8-2) nature of the stock photos also made it harder for participants to determine an 

image‘s personality. As an example of a typical statement, while discussing one image of a 

couple daydreaming about their future, Participant 3-2 noted, ―I guess they‘re having that 

moment between them, and it‘s her thoughts instead of her speaking. But, it‘s SO staged that it‘s 

hard for me to place it.‖ 

However, despite many participants general dislike of stock images and their admission 

that the staged nature sometimes made it hard to identify a personality, it did not seem to 

significantly affect the personality sorting. In most cases, one participant mentioned disliking an 

image; the whole group agreed and lamented the nature of stock imagery; and then the sort 

moved on with the group doing their best to look beyond the fact that it was a stock image. For 

example, while trying to determine the personality of an image of a family painting an interior 

wall, one participant even asked, ―So, if we pretend that it‘s not a stock image…are we allowed 

to do that?‖ (Participant 9-2). 
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Although the theme of hating stock photos was quite common during the group image 

sorts, it may be more prevalent due to the participants‘ majors. As a requirement of the current 

study, participants were either advanced advertising or graphic design majors. Therefore, they 

might have been more familiar with stock photos, better able to identify them, and quicker to 

dislike them. 

MBTI personality dimension themes 

After reviewing the group image sort data, the researcher recognized three additional 

themes related to the MBTI personality dimensions used in this study. These themes included, 

dimension overlap, family problems and sensing/intuition (S/N) difficulties. 

Dimension overlap. Another pattern that emerged during group image sorts was the 

overlap of multiple MBTI dimensions. As participants discussed the same images multiple times 

during a session, some dimension overlap occasionally occurred despite the moderator‘s 

instructions to think about each sort separately. For example, during the thinking/feeling (T/F) 

sort of an image that showed a woman sitting at the beach with her dog, Participant 7-3 noted 

that the image was ―feeling overall,‖ but ―agree[d] with it looking introverted,‖ which, to her, 

went ―along with thinking.‖ In one group, participants identified how they felt all the 

personalities aligned: 

I would put introverted with sensing and thinking. (Participant 1-1) These three 

[INF] – boom, boom, boom – all the way across. (Participant 1-3) I would do 

introverted, sensing, thinking and then extroverted, intuition, feeling. (Participant 

1-2) 

Family Problems. In addition to some dimensions overlapping, participants also had 

some problems deciding where to place images of families. While most groups were able to 

easily place family images in feeling (F) rather than thinking (T), some groups struggled with 

sorting family images as either sensing (S) or intuition (N). However, these family problems 
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were, by far, most evident and consistent during the extraversion/introversion (E/I) sorts. 

Participants were ―confused when there‘s multiple [people], especially when it‘s a family‖ 

(Participant 6-2). 

This confusion also stemmed from participants observing that family members ―didn‘t 

choose to be together‖ or didn‘t go ―out of their way to hang out together [because] they lived 

together‖ (Participant 10-2). Thus, they were together because they were family. And, this lack 

of choice made it harder for participants to decide whether a family image was extraverted or 

introverted. Some participants found this sentiment to be particularly true when young children 

were included as part of a family image. Participants felt that because the children were unable to 

be alone, they were unable to act on their extraverted or introverted tendencies. For instance, in 

an image of a woman sitting next to a small boy as he colored, participants in the second group 

noted, 

The kid can‘t be alone anyway cause he‘s too young. (Participant 2-2) Yeah, it‘s 

the mother/son relationship, so it‘s very different. That [parent] has an obligation to 

that  [child], right? Because that little person doesn‘t understand the world. 

(Participant 2-3) 

Additionally, participants often mentioned that families made it particularly hard to 

determine an image‘s personality because participants felt that everyone, even an introvert, 

would be comfortable around his/her family members. For instance, while discussing an image 

of a family cooking in a kitchen, Participant 9-2 noted, ―This one is hard because […] it could be 

introverted, they‘re at home cooking with the family instead of going out to see other people. 

And, introversion doesn‘t mean you don‘t want a family.‖ 

While discussing the problems associated with family images, several groups suggested 

that seeing multiple families together would indicate an extraverted image because it ―could be a 

social activity‖ (Participant 3-3). Alternately, family images could more easily be labeled 
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introverted if they were not interacting with each other or ―just sort of sitting together‖ 

(Participant 3-3). Similarly, participants felt that families who were in their own home were more 

likely to be introverted, while families that were in public were more likely to be extraverted 

because they chose to be in public. For instance, Participant 2-3 commented, ―They could be out 

doing something. They could be at Disneyland, anywhere, but they chose to stay home and have 

an activity with just each other.‖ 

Sensing/intuition (S/N) difficulties. Although images of families caused some confusion 

during group image sorts, participants noted that, overall, the sensing/intuition (S/N) dimension 

was the most difficult for them to understand and assign to images because it was hard for them 

―to see the big difference between two‖ (Participant 6-1). Participants also felt like the sensing 

and intuition were ―kind of harder to pin down‖ (Participant 9-2) and ―a hard thing to kind of 

capture‖ (Participant 7-2). 

In some cases, the sensing and intuition dimension labels proved confusing for 

participants. For example, Participant 3-3 was confused by the word sensing because it made her 

―think of, like, smell, feel, touch‖ but that was only one small part of the MBTI definition. 

Similarly, Participant 10-1 was thrown off by the intuition label, noting that she was ―having a 

hard time incorporating [the MBTI‘s big-picture aspect] into my definition with the other 

definitions that I have [of intuition].‖ In both cases, the standard definition of the words sensing 

and intuition was interfering with the participants‘ ability to understand the MBTI definitions, 

which are significantly different than how the words are used in common vernacular. 

Image-related themes 

Finally, a number of themes also emerged regarding how participants derived meaning 

from the images themselves. These themes included, storytelling, prior knowledge, subject‘s 

personality, own personality, self-projection and intertextuality. 
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Storytelling. One of the most common patterns observed during the group image sorts 

was storytelling. As participants attempted to understand and negotiate the meaning of each 

image and determine its personality, they constructed elaborate stories to provide the images 

with additional meaning. And, these stories were not isolated incidences. Dozens of stories were 

told in each group, and almost every image had at least one story told about it. 

Some participants were able to recognize that ―as we‘ve gone through the categories, 

we‘ve built a story‖ (Participant 5-3). For example, during the third and final sort, when group 

five came to an image that showed a male and female scientist smiling at the camera while 

working together on a task, Participant 5-2 noted how differently he felt about the image now 

than when he first saw it because the group had told a story about how the two coworkers‘ big 

smiles might indicate they were having an office affair: ―I would have totally put that in 

introverted the first time we saw it. But now, all of a sudden, they‘re best friends slash lovers and 

they made it into the extraverted category.‖ 

Moreover, participants in the same group sometimes told different stories for the same 

image. For example, two participants in one group were both looking at an image of a couple 

making dinner in the kitchen. Participant 9-3 felt the couple had just come home and didn‘t want 

to go out so they just quickly fixed a salad, while Participant 9-2 felt it was a planned ―date 

night‖ because there were lots of ingredients, wine and she was kissing his cheek. Because they 

viewed the situation differently, participants labeled the image‘s personality differently. For 

example, after the conversation above, Participant 9-3 felt the image was sensing and Participant 

9-2 felt the image was intuitive. 

In some cases, participants created stories after they determined the personality. In these 

instances, the stories seemed designed to bolster the personality they had already decided on. 
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While looking at the same image of a couple cooking together in their kitchen, another group 

unanimously decided the image was introverted, then provided a story to backup their choice: 

They obviously have discretionary money. They have a chandelier. [group 

laughter] And that wine looks spectacular! […] They‘re not having a dinner party. 

(Participant 2-3) Yeah. They‘re probably tired. They don‘t want to leave their 

house. So they just recharge their batteries by having a quiet dinner at home. 

(Participant 2-2) 

In other cases, when they felt the image lacked a clear narrative of its own, participants 

attempted to build their own story. For example, while discussing an image of a dad helping a 

small boy cut peppers with a sharp knife, the tenth group decided the only reason that such a 

small child would be allowed to use such a big knife was that the adults must be ―overachieving 

[…] Montessori parents who want their kids to grow up and be super ahead of the game‖ 

(Participant 10-2). 

Participants also told stories to help them explain and identify the personality of images 

they didn‘t fully understand. For instance, participants in the tenth group ―[didn‘t] know what 

was going on‖ (Participant 10-3) in an image of family cooking around a stove. After discussing 

some of the image‘s visuals such as the family members and their interaction, one participant 

voiced that it ―almost look[ed] like it was a blended family. Like the mom and dad are on a date 

more than they‘re married‖ (Participant 10-2). The other two members immediately agreed, 

sounding almost relieved because they now had a reference point to understand the scene. 

Some participants told their stories through the eyes of the image subjects. For instance, 

Participant 1-1 created a story through the lens of the mother in the image who was helping her 

young daughter water plants and thinking ―Oh, this plant is like a little baby plant, but it‘s going 

to blossom into something beautiful, you know, a bush or a flower or something like that. And, 

that‘s what my baby girl‘s going to do.‖ 
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Similarly, in other cases, participants created stories that speculated about the future of an 

image‘s subjects. For example, participants in the fifth group imagined how a child‘s future as ―a 

chef‖ (Participant 5-1) could be shaped by the image‘s scene where his parents were ―showing 

him how to cook‖ (Participant 5-1) and ―teaching him to cut vegetables without taking his 

fingers off‖ (Participant 5-2). 

Alternately, some of the participants‘ stories involved creating a past for the image‘s 

subjects. In an image of a man washing his dog, participants in the first group took into account a 

possible history of events, reminiscing that he‘d ―probably [washed him] when he was a puppy. 

Probably did it when he was a little older than that. And, there‘s, like, kind of this timeline of 

him, you know, getting older with this dog‖ (Participant 1-1). 

Other times, participants based their stories on surface-level visual factors. For example, 

Participant 10-1 decided that the family in an image was ―quirky and cute‖ and ―not a normal 

family‖ based on the mother in the photo having ―short hair‖ and an ―alternative‖ look. In 

another instance, participants created their story about a girl liking ―fantasy fiction‖ (Participant 

10-1) around how the girl in the image was dressed because they felt that ―wearing a hat‖ and 

―Converse [sneakers]‖ made her ―a creative person‖ who was more likely to read novels 

(Participant 10-2). In other cases, participants used clothing as the basis of their story, but the 

dress was used to extrapolate the subjects‘ abilities. In response to an image showing people 

building a playground, Participant 5-2 said, ―Look at these unqualified people. In skinny jeans. 

And flats. And he‘s in flip-flops, like, these people are useless!‖ 

Another interesting finding was that once a story was established, it often followed the 

group through each of the remaining sorts. For example, early on, participants of the ninth group 

imagined an image showing a group of young people huddled around a table to be a photo of ―a 
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study group preparing for an exam or something like that‖ (Participant 9-2). Then, when the 

same image came up again in the next personality sort, the story continued, still guiding how 

they viewed and sorted the image: 

This is probably kind of practical because they are studying for something and 

getting things done. (Participant 9-1) I think we‘re assuming it‘s sensing because 

we‘re calling it a study group. But if you had informed us ahead of time that it was 

actually a brainstorming for a start up company or something, I would see that as 

more creative. (Participant 9-3) 

On a few occasions, participants told stories that were peculiar and a bit far-fetched. For 

example, participants in the fifth group believed the dog that a man was washing was actually a 

wolf. And, despite the strangeness of seeing a dog as a wolf, the story persisted through the 

remaining image sorts as they talked about how ―he‘s connecting with his pet wolf‖ (Participant 

5-2) and he had to wash the animal himself instead of taking it to the groomer because groomers 

wouldn‘t wash wolves. 

Although most of the unusual stories were isolated, participants from multiple groups 

told the same unexpected story in a few instances. For example, while looking at an image of a 

young couple daydreaming about their future, multiple groups told similar stories about the 

female being a gold-digger because the male was looking at the camera, while she was looking 

up at the thought bubble over their heads, which contained sketches of a city, a house, a dollar 

sign, a shopping cart, a question mark, a lock and the word ―sale.‖ Instead of seeing the image as 

the couple imagining their future together like most participants, a few participants said the 

image reminded them of ―getting your MRS degree‖ or being ―a gold-digger‖ because she 

seemed to be ―just thinking about all the things [she was] gonna get‖ (Participant 6-1) and ―about 

how much money he has and what she‘s going to buy with it‖ (Participant 10-3). 

In some cases, participants told stories that were completely unexpected, running 

opposite to the personality dimension the researcher predicted. And yet, the story was told 
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consistently. For instance, the researcher labeled one particular image of a girl sitting of the floor 

of a library with her laptop and books as both introverted and thinking. However, several groups 

told stories that placed the image in both extraversion and feeling. In both cases, the group‘s 

decisions were based on stories they told of the girl probably being on Facebook instead of 

studying and sitting on the floor with her legs stretched out into the aisle. Participants also talked 

about her cute/trendy clothes, specifically that she was ―all dressed up‖ (Participant 6-3) and 

―wearing a sundress‖ (Participant 10-1) with ―a bold pattern, a gold sandal‖ (Participant 3-2) that 

was ―flaunting‖  (Participant 3-3) her legs. They also mentioned her personal appearance as ―a 

pretty girl‖ with ―her makeup done‖ (Participant 3-3). Participants then used these details to tell 

stories about how ―she‘s waiting to get picked up or something‖ (Participant 3-3) or she had 

probably planned, ―I‘m goin‘ to the library, but I‘m gonna go out after this. So I better get 

dressed now so I have time to go socialize‖ (Participant 6-3). 

Prior knowledge. In addition to telling stories about images, participants also used their 

own prior knowledge about the subject matter to determine an image‘s personality, noting, ―I 

immediately apply my knowledge […] and then project onto the picture‖ (Participant 1-2). 

Participants‘ used their prior knowledge across several categories when deciding an image‘s 

personality. Specifically, participants used prior knowledge associated with personal 

experiences, important others and general information. 

When negotiating image meaning, participants often relied on personal experiences to 

define an image‘s personality. For example, Participant 2-1 related an image of a young man and 

woman throwing pottery to a recent experience with his girlfriend: 

I would say extroverted ‘cause I‘m just slightly biased because […] my girlfriend 

and I did something similar in D.C. over winter break. It was like this couples thing 

where a bunch of people all did something like this. We created art, drank wine, 

had a good time. And, I feel like that‘s the setting they‘re in. It‘s not so much 
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they‘re together just creating art. They‘re much more a group setting enjoying the 

company of others. 

Other participants relied on personal experiences related to topics such as their school major, 

childhood, family and animals to determine image personalities. 

In many cases, participants negotiated an image‘s meaning through the lens of their 

college major, which, for this study, was either advertising or graphic design. For example, while 

looking at an image of a female scientist working in a lab, Participant 3-1, an advertising major, 

acknowledged that it was hard for her to see creativity in science, but that she was ―probably a 

little bit of bias because we‘re all advertising, so we all have that [kind of] creativity in us.‖ 

Similarly, those participants who were graphic design majors also made assumptions 

about images based on their major. For instance, Participant 6-2, a graphic design major, saw 

similarities between her major and an image showing a group of young adults collaborating on a 

project with color swatches pinned to a wall: ―They‘re obviously thinking and being rational, but 

at the same time, just knowing our major, when you choose a color there‘s an emotional reason 

for it too.‖ In one particularly interesting use of personal experience, some graphic design majors 

had very specific thoughts on an image depicting a young man and woman throwing pottery. 

Because of their prior knowledge on the subject, which advertising majors did not have, these 

participants were able to make a fine distinction between pottery as a craft rather than an art 

form, noting that they would ―put artists here [intuition]. Crafters there [sensing]‖ (Participant 5-

2). 

Along with their school major, participants also used their childhood personal 

experiences to read and negotiate image personalities. Often, when an image showed a child, 

participants conjured up their own childhood memories to understand the image and assess its 

personality. For example, in an image of a dad helping a young child cut vegetables, participants 



 

316 

in the second group discussed a shared personal childhood experience about kitchen knives. One 

participant noted that the child was ―so close to that knife. I don‘t think my parents did that. It‘s 

not even a butter knife. It‘s a steak knife‖ (Participant 2-2). In reaction to another image of a 

family painting a wall in their house, one group expressed different childhood experiences: 

It‘s unconventional because you don‘t let kids handle walls, like, painting walls. 

(Participant 3-3) Oh, my family always made that a project. And, I hated it when I 

was little. (Participant 3-2) [group laughter] I was not allowed to go near the walls, 

ever! Even when there wasn‘t paint, my mom told me to stay away from the walls! 

(Participant 3-3) 

In addition to using childhood memories, participants also relied on experiences in their 

current family life. For instance, while discussing an image of a family cooking together in the 

kitchen, two participants in the tenth group both used their own families to provide very different 

illustrations of how an introverted family might look, demonstrating the role personal 

experiences play in reading and negotiation image personalities. Participant 10-1‘s introverted 

family isolated themselves from each other with ―most of us are in our rooms just, like, on the 

phone versus cooking together in the kitchen and talking.‖ Alternately, Participant 10-2‘s 

introverted family was highly interactive with each other, but avoided outsiders: ―My family is 

all introverts, and we hate hanging out with everyone but each other.‖ 

Finally, participants also used their personal experiences with animals to interact with 

images and determine personality. In many cases, participants related images back to positive 

experiences with pets. For example, participants in the sixth group identified an image of a man 

washing his dog as feeling because of their own pets: ―I mean, it could be thinking ‘cause dogs 

smell. But, feeling, ‘cause I know that I love my dogs. So, I clean them‖ (Participant 6-1). But, 

while dogs seemed to elicit positive memories, cats, in particular, seemed to bear the brunt of the 

negative associations. For instance, participants in the fifth group factored their own dislike of 

cats into their assessment of the image, saying: ―People say horrible things to their cats but look 
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like they‘re saying it very friendly‖ (Participant 5-2). ―I say horrible things to my roommate‘s 

cat‖ (Participant 5-3). ―See? Nobody likes cats‖ (Participant 5-2). 

Participants also seemed to have strong personal opinions on horses and what they 

implied about the people associated with them. Participants tended to use these personal 

experiences with horse people to determine the subject‘s personality and then transfer that 

personality to an image of a girl standing next to her horse as it grazes in an open field. For 

instance, different participants identified horse people as passionate, impractical, quiet and 

focused. However, although many participants seemed to have strong opinions about horse 

people based on their personal experience with horses or knowing someone who loved horses, it 

was not always similar and did not always lead to the same personality conclusions. 

In addition to personal experiences, a second type of prior knowledge that participants 

used to read and negotiate a brand‘s personality was prior knowledge from important others, 

either friends or family members. For instance, while discussing an image depicting a surgeon 

performing surgery, Participant 2-3 said, ―I know surgeons, and they‘re all extroverted.‖ Other 

times, participants relied on family members to assign an image personality. For instance, while 

discussing the same surgical image, Participant 6-1 said, ―I keep relating it to my dad ‘cause I 

see him in scrubs everyday. And, I know that at the office he‘s outspoken and sociable, but I 

know in other areas of life he‘s more introverted.‖ 

However, like with personal experiences, sometimes participants had prior knowledge 

from the same family acquaintances but came to opposite personality conclusions. For example, 

two participants in different groups both had family members who were farmers. Yet, when 

viewing an image of a farmer crouched in a wheat field, one participant found the image to be 

sensing because she knew ―the huge, here-and-now, practical, how much effort goes into making 
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the perfect crop happen. It‘s a very systematic. It‘s a process‖ (Participant 1-3). However, the 

other participant identified the image as intuitive because the farmers in her family ―use that time 

to go out there and just think about life‖ (Participant 3-2). 

Finally, in addition to using prior knowledge based on personal experience and important 

others, participants sometimes relied on general information that they had gathered throughout 

their lives to assess an image‘s personality. In these cases, participants did not cite a source for 

their information but seemed to rely on what they felt to be common understandings of how the 

world works. However, there was no guarantee that their common knowledge was the same as 

another participants. Most often, participants seemed to apply this general information to their 

understanding of medical professions, farmers and horse people. For example, several 

participants commented in general terms about the requirement for surgeons to be unemotional, 

detached, methodical and studious, which made them introverts. In a comment typical of many, 

while looking at an image of surgeons performing surgery, Participant 10-1 noted that doctor 

were introverted because of ―a lot of studying. And logical processes, like, mental processes.‖ 

Alternately, when participants had no prior knowledge from personal experiences, 

important others or general information to use as frame of reference, some participants found it 

hard to assign a personality to images. For example, Participant 3-1 noted, 

I noticed that the ones I didn‘t really know where to place were the ones that I 

didn‘t have personal experience with. Like the farming, I have absolutely zero 

connection to farming. Chemistry, I can be, like, that‘s scientific. Maybe because I 

have experience through [my girlfriend] because she‘s in science. But stuff like 

farming, I don‘t know where to place that ‘cause I don't know anything about that. 

(Participant 3-1) 

Subject’s personality. Beyond storytelling and prior knowledge, participants also relied 

on the personality of subjects in the image to determine the image‘s personality. In many cases, 

participants found it difficult, if not impossible, to separate the personality of an image from the 
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personality of the subjects shown in the image. Despite initial instructions and numerous 

redirects from the moderator, participants often determined the image‘s personality based on the 

people in it. Often participants seemed to forget – or, perhaps, never understand – that they were 

supposed to be basing their personality judgments on the whole image. For example, while 

discussing an image of a man washing his dog, Participant 2-3 said, ―I couldn‘t tell if he was 

introverted or extroverted. He‘s just doing a job‖ (Participant 2-3). However, when the 

moderator reminded him to concentrate on the personality of the image, not the person in the 

image, he quickly identified the image as introverted. 

Sometimes, it seemed as if participants‘ inability to separate the image‘s personality from 

the subject‘s personality was because they felt bad about making personality judgments based on 

the little information contained in a single image. Many participants were torn between that 

snapshot and what the subject might be like at other times. For example, while looking at an 

image that showed a couple cuddling under a tree, participants in the first group image sort said, 

―I keep thinking, like, the individual people. Well, they could be sensing people, but the picture 

is more intuition‖ (Participant 1-2). 

Own Personality. While some participants used the subjects in images to guide their 

personality decisions, other participants used their own personalities to interact with and 

determine an image‘s personality. Although it could be assumed that most participants‘ 

personalities probably interacted with and influenced their views of the image personalities to 

some degree, a few participants were self-aware enough to expressly mention the connection 

between their own MBTI personality and that of the image. For example, Participant 5-2 noted 

how his own personalities affected the way he determined an image‘s personality, stating, ―I‘m 

sorry! I‘m a thinker! I would put me there [points to thinking pile]!‖ 
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Some participants seemed to use their own personality as a barometer of sorts, gaging 

whether an image was like them or not. Images that were like them received the same personality 

as them, and those that were not were assigned the opposite dimension. For example, in a 

discussion about the overall sorting process at the end of the group image sort, Participant 3-1 

noted, 

But in each category, even though I honestly tried not to, I kinda placed which one 

I think I am and which one I think I‘m not and then the photos I felt more distance 

from, I tended to put them in what I‘m not […] I was like, well, I‘m a feeling 

person, and I like that, so it must be feeling. Or, I don‘t like that so it must be 

thinking. 

Other times, a participant‘s personality was used to bolster an image personality decision. 

For instance, Participant 5-2 noted that an image of surgeons conducting surgery was thinking 

because ―you have to be a very rational person‖ to conduct surgery. He then turned to Participant 

5-1, who had earlier identified herself as feeling, and asked, ―As an emotional person, could you 

cut into somebody?‖ Participant 5-1 shook her head and responded, ―Oh my god! I‘d be SO 

nervous! I could never do that.‖ Participant 5-2 took this as proof that his assessment of the 

image‘s personality was correct, saying, ―There we go.‖ 

Self-projection. Some participants also determined an image‘s personality by placing 

themselves in the subject‘s shoes. For example, while looking at an image of a man holding a 

tablet with thought bubbles floating over his head, Participant 7-1 stated, 

When I‘m looking at these images, I'm almost placing myself in these people‘s 

situations, and if I was in his situation, I‘d be thinking to myself and that feels 

introverted. Versus those pictures where I‘d be thinking about what other people 

are doing, which makes me feel extraverted. 

While some participants understood their self-placement, other participants seemed to 

instinctively place themselves in the subject‘s shoes, unaware of the behavior. For example, 

while discussing an image of a woman and her dog sitting on the beach, Participant 10-3 said, ―If 
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I was sitting on the beach with the sunset, I would only be focused on the sand and the sun 

setting and my dog right there.‖ 

Intertextuality. Participants also read and negotiated image personality using 

intertextuality, or the connecting of one text to another (Chandler, 2013). Specifically, during the 

group image sort, participants used other familiar texts – including popular books, TV shows and 

movies – to understand images in the image deck and assign them personalities. For example, 

while looking at an image of scientists holding brightly colored beakers, Participant 2-2 said, 

―It‘s like The Magic School Bus mixed with some science lab,‖ and Participant 3-3 thought that 

the image ―would be perfect for Saturday Night Live to make fun of ads, like, 10 years later, the 

kids from the commercials.‖ Other intertextual comparisons included references such as: 

 The Brady Bunch (TV show): Participants in the second group thought an image showing 

a family (i.e., mom, dad and two children – one girl and one boy) painting a wall in their 

house looked like “a Brady Bunch episode‖ (Participant 2-2) because ―they just wanted 

to have some fun‖ (Participant 2-3). 

 Ghost (movie): While looking at an image of a young man and a young woman throwing 

pottery together, several participants said it reminded them of ―a scene from Ghost‖ 

(Participant 2-2). And, because of the connection with the movie, Participant 6-1 

classified the images as feeling. 

 Twilight (book and movie series): In response to one image, where a young woman is 

sitting under a tree in a field of grass reading a book, Participant 1-2 said, ―I see this, and 

I immediately think of that scene in Twilight, like, I‘m expecting a vampire to come 

running across the field or something.‖ 

 Taylor Swift (musical artist): Immediately upon seeing an image of a young, female 

scientist working alone in a laboratory, Participant 10-2 said, ―OK, it‘s Taylor Swift in a 

lab,‖ presumably because of the girl‘s blond hair and body type. 

In addition to references for individual images, participants from the first group also used 

intertextuality to explain the entire thinking/feeling (T/F) dimension in terms of characters from 

a popular TV show, The Big Bang Theory. They pointed to the thinking pile calling it ―Sheldon,‖ 

and pointed to the feeling pile calling it, ―Penny.‖ 
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Research Question 3 (RQ3) summary 

In summary, this analysis identified multiple themes regarding how participants read and 

negotiated personality information in images. These themes were divided into themes that related 

to the group image sort process, themes that focused on the MBTI personality dimensions and 

themes regarding how participant derived meaning from the images themselves. 

Some of the themes were related to how the group image sort process influenced 

participants‘ readings of the images, including meaning negotiations, sort patterns and hatred of 

stock photos. During the sorting process, the group dynamic encouraged meaning negotiations 

where the three participants would give-and-take until they came to a single acceptable 

personality for an image. Participants also established sort patterns, in which they identified 

certain characteristics that they felt embodied a personality dimension and then sorted according 

to those qualities rather than examining the details of each image separately. Finally, while 

viewing the image deck, many participants expressed hatred of the stock photos they saw. In 

particular, participants disliked the unrealistic and posed nature of stock photos. In part, this 

aversion to stock photography may have stemmed from their majors in school, graphic design 

and advertising, which are more visually literate and aware. 

Three other themes found during the analysis were related to the MBTI personality 

dimensions used in the sorts, including dimension overlap, family problems and sensing/intuition 

(S/N) difficulties. During the sorts, some participants had difficulty separating each MBTI 

dimension from the others, and referred back to how an image was sorted in a previous 

dimension or commented about how multiple dimensions seemed similar. Participants also had 

particular trouble sorting images of families into either extraversion (E) or introversion (I), 

noting the complications of having multiple people in an image and determining personality 

based on how people acted around their immediate family members. Lastly, the sensing/intuition 
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(S/N) dimension was, by far, the hardest dimension for participants to understand and assign to 

images. For some, the dimension labels of sensing and intuition were confusing because the 

MBTI definitions were different than the common definitions they knew. Others understood the 

definitions, but found it harder to apply to visual characteristics. 

Finally, a number of themes developed regarding how participants derived meaning from 

the images themselves, including storytelling, prior knowledge, subject‘s personality, own 

personality, self projection and intertextuality. While assigning personality to images, 

participants often told elaborate stories to bolster the personality they had already decided on or 

to provide context when they didn‘t understand what was happening in an image. Sometimes 

participants told similar stories about an image, while, other times, the stories were very 

different. Stories could also be based on the past, present or future surrounding the image. 

Participants also used their prior knowledge associated with personal experiences (e.g., school 

major, childhood, family, animals), important others (e.g., family members, friends, coworkers) 

and general information (i.e., information they felt was common knowledge) to help determine 

an image‘s personality. Additionally, participants sometimes identified an overall image‘s 

personality based on the perceived personality of the image‘s subject(s). Other times, 

participants‘ own individual personalities influenced the personality they assigned the overall 

image. Beyond using the subject‘s personality and their own personality, participants sometimes 

placed themselves in the subject‘s shoes, imaging what it would be like to be in the scene and 

then determining the image personality based on those self projections. Lastly, participants also 

connected the images to other familiar texts, including popular books, TV shows and movies, to 

determine the image‘s personality through intertextuality. 
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Research Question 4 – Most Representative Images 

Research Question 4 (RQ4) asked which images group image sort participants selected as 

the most representative for each multidimensional MBTI personality included in the current 

study – extraverted/sensing/thinking (EST), extraverted/sensing/feeling (ESF), 

extraverted/intuitive/thinking (ENT), extraverted/intuitive/feeling (ENF), 

introverted/sensing/thinking (IST), introverted/sensing/feeling (ISF), 

introverted/intuitive/thinking (INT) and introverted/intuitive/feeling (INF). 

After each sort, the researcher recorded the individual personality dimensions – 

extraverted (E) or introverted (I), sensing (S) or intuition (N), and thinking (T) or feeling (F) – 

participants assigned to each image. Next, for each image, the three individual dimensions – one 

from each sort – were combined to create the image‘s multidimensional MBTI personality. For 

example, if Image 1 was sorted into the extraverted (E) pile during the first sort, the sensing (S) 

pile during the second sort and the thinking (T) pile during the third sort, Image 1 would be 

assigned an extraverted/sensing/thinking (EST) multidimensional personality. 

Then, to answer RQ4, after all 10 group image sorts were conducted, the researcher 

analyzed the number of times a group assigned each image a particular multidimensional 

personality. For each of the eight multidimensional personalities, the researcher selected the 

image that the most groups had identified to use in the phase three survey. Secondarily, the 

researcher also checked to see if the top image overlapped with the researcher‘s original 

personality assignment. If the top image did not overlap with one of the researcher‘s original 

choices, two images were selected for the survey: 1) the top participant choice overall and 2) the 

top participant choice that overlapped with the researcher‘s original assessment. By selecting two 

images in these cases, the researcher was able to compare the results of images selected through 

the group image sort process and images selected by the researcher to better understand the 
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effectiveness of the group image sorts process in selecting effective advertising images with 

specific MBTI personalities. If a tie arose, the researcher then looked at whether any of the 

images were selected by participants as the most representative of any single dimension. The 

images selected for each multidimensional MBTI personality are discussed in detail below. 

Images, sorted by their unique identification number, can be viewed in Appendix H. 

Extraverted/Sensing/Thinking (EST) 

Research Question 4a (RQ4a) asked which image participants selected as most 

representative for the extraverted/sensing/thinking (EST) personality. According to group image 

sort results, Image 10, which pictured a male and female scientist working in a lab and smiling at 

the camera, was assigned an EST personality by more groups (60%) than any other image (see 

Table 4-16). Image 10 also overlapped with the researcher‘s original personality assignment of 

EST. Therefore, Image 10 was selected to represent the EST personality in the phase three 

survey. 

Table 4-16. Images sorted as extraverted/sensing/thinking (EST). 

Multidimensional  

MBTI Personality 

Unique image  

identification number 

Number of times  

sorted by a group 

Extraverted/Sensing/Thinking (EST)                               10
1
* 6 

                               11
1
 2 

Note: 
1
Image overlaps with the researcher‘s personality prediction. 

*Image selected for use in the phase three survey. 

 

Extraverted/Sensing/Feeling (ESF) 

Research Question 4b (RQ4b) asked which image participants selected as most 

representative for the extraverted/sensing/feeling (ESF) personality. According to group image 

sort results, five different images were assigned an ESF personality by the same number of 

groups (20%) (see Table 4-17). Because one of those images, Image 9, which pictured a family 

(mom, dad and two kids) painting a wall in their home, overlapped with the researcher‘s original 
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personality assignment of ESF, that image was chosen to represent the ESF personality in the 

phase three survey. 

Table 4-17. Images sorted as extraverted/sensing/feeling (ESF). 

Multidimensional  

MBTI Personality 

Unique image  

identification number 

Number of times  

sorted by a group 

Extraverted/Sensing/Feeling (ESF)                                1 2 

                                5 2 

                                9
1
* 2 

                              12 2 

                              20 2 

Note: 
1
Image overlaps with the researcher‘s personality prediction. 

*Image selected for use in the phase three survey. 

 

Extraverted/Intuitive/Thinking (ENT) 

Research Question 4c (RQ4c) asked which image participants selected as most 

representative for the extraverted/intuitive/thinking (ENT) personality. According to group 

image sort results, Image 6, which pictured a group of young adults collaborating on a project, 

was the only image that groups assigned an ENT personality. Results showed that four different 

groups (40%) assigned the image an ENT personality. Image 6 also overlapped with the 

researcher‘s original personality assignment of ENT. Therefore, Image 6 was selected to 

represent the ENT personality in the phase three survey. 

Extraverted/Intuitive/Feeling (ENF) 

Research Question 4d (RQ4d) asked which image participants selected as most 

representative for the extraverted/intuitive/feeling (ENF) personality. According to group image 

sort results, Image 8, which pictured a family (mom, dad, small daughter) outside watering a 

garden, was assigned an ENF personality by more groups (70%) than any other image, but did 

not overlap with the researcher‘s original personality assignment, which was ESF (see Table 4-

18). Therefore, in order to compare the effectiveness of images chosen by participants with 

images chosen by the researcher, two images were selected to represent the ENF personality. 
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Because participants ranked it as the top overall image, Image 8 was selected as the first ENF 

image (i.e., ENF-participants). 

For comparative purposes, a second image was chosen that was both ranked highly by 

participants and overlapped with the researcher‘s original personality assessment. Two images, 

Image 1 and Image 3, were each selected by five groups (50%) and both overlapped with the 

researcher‘s original personality assignment of ENF. Because of the tie, the researcher examined 

whether participants selected either image as the most representative of a single dimension. 

Image 1 was selected as most representative of the sensing (S) dimension one time and the 

intuitive (N) dimension two times. Alternately, Image 3 was selected as most representative of 

the intuitive (N) dimension three times and the feeling (F) dimension one time. Image 1 was 

selected as a most representative image less total times than Image 3, including once for opposite 

dimension of those desired – sensing (S). Therefore, Image 3, which pictured a woman and small 

boy drawing sitting at a table drawing with colored pencils, was selected as the second ENF 

image (i.e., ENF-researcher) because it represented the top participant choice that also 

overlapped with the researcher‘s original assessment. 

Table 4-18. Images sorted as extraverted/intuitive/feeling (ENF). 

Multidimensional  

MBTI Personality 

Unique image  

identification number 

Number of times  

sorted by a group 

Extraverted/Intuitive/Feeling (ENF)                                1
1
 5 

                                3
1
* 5 

                                4 4 

                                5 6 

                                7 3 

                                8* 7 

                                9 6 

                              12 6 

Note: 
1
Image overlaps with the researcher‘s personality prediction. 

*Images selected for use in the phase three survey. 
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Introverted/Sensing/Thinking (IST) 

Research Question 4e (RQ4e) asked which image participants selected as most 

representative for the introverted/sensing/thinking (IST) personality. According to group image 

sort results, Image 22, which pictured a female scientist working alone in a lab while looking at 

her task, was assigned an IST personality by more groups (90%) than any other image (see Table 

4-19). Image 22 also overlapped with the researcher‘s original personality assignment of IST. 

Therefore, Image 22 was selected to represent the IST personality in the phase three survey. 

Table 4-19. Images sorted as introverted/sensing/thinking (IST). 

Multidimensional  

MBTI Personality 

Unique image  

identification number 

Number of times  

sorted by a group 

Introverted/Sensing/Thinking (IST)                                2 2 

                              11 5 

                              18 4 

                              22
1
* 9 

                              23
1
 4 

                              24
1
 4 

Note: 
1
Image overlaps with the researcher‘s personality prediction. 

*Image selected for use in the phase three survey. 

 

Introverted/Sensing/Feeling (ISF) 

Research Question 4f (RQ4f) asked which image participants selected as most 

representative for the introverted/sensing/feeling (ISF) personality. According to group image 

sort results, Image 21, which pictured a woman washing dishes in her kitchen while looking at 

her cat, was assigned an ISF personality by more groups (50%) than any other image (see Table 

4-20). Image 21 also overlapped with the researcher‘s original personality assignment of ISF. 

Therefore, Image 21 was selected to represent the ISF personality in the phase three survey. 
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Table 4-20. Images sorted as introverted/sensing/feeling (ISF). 

Multidimensional  

MBTI Personality 

Unique image 

identification number 

Number of times  

sorted by a group 

Introverted/Sensing/Feeling (ISF)                                19
1
 3 

                                20
1
 4 

                                21
1
* 5 

Note: 
1
Image overlaps with the researcher‘s personality prediction. 

*Image selected for use in the phase three survey. 

 

Introverted/Intuitive/Thinking (INT) 

Research Question 4g (RQ4g) asked which image participants selected as most 

representative for the introverted/intuitive/thinking (INT) personality. According to group image 

sort results, Image 16, which pictured a man looking up at a chalkboard filled with 

drawings/ideas, was assigned an INT personality by more groups (70%) than any other image 

(see Table 4-21). Image 16 also overlapped with the researcher‘s original personality assignment 

of INT. Therefore, Image 16 was selected to represent the INT personality in the phase three 

survey. 

Table 4-21. Images sorted as introverted/intuitive/thinking (INT). 

Multidimensional  

MBTI Personality 

Unique image 

identification number 

Number of times  

sorted by a group 

Introverted/Intuitive/Thinking (INT)                              2 2 

                            15 2 

                            16
1
* 7 

                            18
1
 2 

Note: 
1
Image overlaps with the researcher‘s personality prediction. 

*Image selected for use in the phase three survey. 

 

Introverted/Intuitive/Feeling (INF) 

Research Question 4h (RQ4h) asked which image participants selected as most 

representative for the introverted/intuitive/feeling (INF) personality. According to group image 

sort results, Image 17, which pictured a girl reading a book alone while sitting outside under a 

tree, was assigned an INF personality by more groups (80%) than any other image, but did not 

overlap with the researcher‘s original personality assignment, which was INT (see Table 4-22). 
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Therefore, in order to compare the effectiveness of images chosen by participants with images 

chosen by the researcher, two images were selected to represent the INF personality. Because 

participants ranked it as the top overall image, Image 17 was selected as the first INF image (i.e., 

INF-participants). 

For comparative purposes, a second image was chosen that was both ranked highly by 

participants and overlapped with the researcher‘s original personality assessment. Two images, 

Image 13 and Image 15, were each selected by six groups (60%) and overlapped with the 

researcher‘s original personality assignment of INF. Because of the tie, the researcher examined 

whether participants selected either image as the most representative of a single dimension. 

Image 13 was selected as most representative of the intuitive (N) dimension two times and the 

feeling (F) dimension nine times. Alternately, Image 15 was selected as most representative of 

the extraverted (E) dimension one times, the introverted (I) dimension four times, the intuitive 

(N) dimension three times and the feeling (F) dimension one time. Image 15 was selected as a 

most representative image less total times than Image 13, including once for opposite dimension 

of those desired – extraversion (E). Therefore, Image 13, which pictured a romantic couple (male 

and female) cuddling alone under a tree, was selected as the second INF image (i.e., INF-

researcher) because it represented the top participant choice that also overlapped with the 

researcher‘s original assessment. 
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Table 4-22. Images sorted as introverted/intuitive/feeling (INF). 

Multidimensional  

MBTI Personality 

Unique image  

identification number 

Number of times  

sorted by a group 

Introverted/Intuitive/Feeling (INF)                              2 2 

                            13
1
* 6 

                            14
1
 4 

                            15
1
 6 

                            17* 8 

                            19 3 

                            21 2 

                            23 2 

Note: 
1
Image overlaps with the researcher‘s personality prediction. 

*Images selected for use in the phase three survey. 

 

Research Question 4 (RQ4) summary 

In summary, based on the results of the group image sorts, 10 images were selected for 

use in the phase three survey. Table 4-23 provides a brief description along with the unique 

image number for each selected images. 
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Table 4-23. Images selected for phase three survey. 

Unique 

Number 
Personality Dimension Image description 

10 Extroverted/sensing/thinking (EST) Photo of a male and female 

scientist working in a lab and 

smiling at the camera  

9 Extroverted/sensing/feeling (ESF) Photo of a family (mom, dad 

and two kids) painting a wall 

in their home 

6 Extroverted/intuitive/thinking (ENT) Photo of a group of young 

adults collaborating on a 

project 

8 Extroverted/intuitive/feeling (ENF) – participants  Photo of a family (mom, dad, 

small daughter) outside 

watering a garden 

3 Extroverted/intuitive/feeling (ENF) – researcher  Photo of a woman and small 

boy drawing with colored 

pencils at a table 

22 Introverted/sensing/thinking (IST) Photo of a female scientist 

working alone in a lab while 

looking at her task 

21 Introverted/sensing/feeling (ISF) Photo of a woman washing 

dishes in her kitchen while 

looking at her cat 

16 Introverted/intuitive/thinking (INT) Photo of a man looking up at a 

chalkboard filled with 

drawings/ideas 

17 Introverted/intuitive/feeling (INF) – participants  Photo a girl reading a book 

alone while sitting outside 

under a tree 

13 Introverted/intuitive/feeling (INF) – researcher  Photo of a romantic couple 

(male and female) cuddling 

alone under a tree 

Note: Images can be seen in Appendix H. 

Phase Three – Survey  

After completing the scale reduction and the qualitative group image sorts, the final phase 

of this study was to conduct a quantitative survey. Using the BHPI scale, the online survey asked 

respondents to evaluate both their own personality and the brand personality of 10 

advertisements. For each advertisement, respondents were also asked to answer questions about 
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attitude toward the ad (AAd), attitude toward the brand (ABrand) and purchase intent (PI). Last, 

the survey asked several demographic questions (e.g., gender, age, race, major). 

The 10 survey advertisements contained images that were identified during the group 

image sorts in the current study‘s second phase (see RQ4). Combining the data from the three 

individual MBTI personality dimension sorts, the researcher selected the image that were most 

often identified for of the eight multidimensional MBTI personalities included in this study, 

including extraverted/sensing/thinking (EST), extraverted/sensing/feeling (ESF), 

extraverted/intuitive/thinking (ENT), extraverted/intuitive/feeling (ENF), 

introverted/sensing/thinking (IST), introverted/sensing/feeling (ISF), 

introverted/intuitive/thinking (INT) and introverted/intuitive/feeling (INF). For six of the eight 

personalities, the image most-often identified for each multidimensional personality by the 

participants overlapped with the researcher‘s original assessment of the image. However, for two 

dimensions – extraverted/intuitive/feeling (ENF) and introverted/intuitive/feeling (INF) – the 

participant-identified image differed from the researcher-identified image. Therefore, in these 

two cases, the researcher opted to test both images in order to compare group image sort choices 

to the researcher‘s choices, resulting in a total of 10 images. The researcher then created 10 

survey advertisements using the 10 identified images. See Table 4-24 for the full name and brief 

description of each advertisement along with an abbreviation, which will be used during the 

remainder of this chapter. 
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Table 4-24. Survey advertisements. 

 
Advertisement 

full name 

Advertisement  

abbreviation 

Advertisement 

description 

1 Extroverted/sensing/thinking advertisement EST ad  Photo of a male and female scientist 

working in a lab and smiling at the camera  

2 Extroverted/sensing/feeling advertisement ESF ad Photo of a family (mom, dad and two kids) 

painting a wall in their home 

3 Extroverted/intuitive/thinking advertisement ENT ad Photo of a group of young adults 

collaborating on a project 

4 Extroverted/intuitive/feeling-participant advertisement ENF-participants ad Photo of a family (mom, dad, small 

daughter) outside watering a garden 

5 Extroverted/intuitive/feeling-researcher advertisement ENF-researcher ad Photo of a woman and small boy drawing 

with colored pencils at a table 

6 Introverted/sensing/thinking advertisement IST ad Photo of a female scientist working alone 

in a lab while looking at her task 

7 Introverted/sensing/feeling advertisement ISF ad Photo of a woman washing dishes in her 

kitchen while looking at her cat 

8 Introverted/intuitive/thinking advertisement INT ad Photo of a man looking up at a chalkboard 

filled with drawings/ideas 

9 Introverted/intuitive/feeling-participant advertisement INF-participants ad Photo a girl reading a book alone while 

sitting outside under a tree 

10 Introverted/intuitive/feeling-researcher advertisement INF-researcher ad Photo of a romantic couple (male and 

female) cuddling alone under a tree 

Note: Advertisements can be seen in Appendix E. 
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After collecting the survey data, the researcher then ran a series of statistical tests to 

examine this study‘s hypotheses and research questions. Descriptive data on survey respondents 

is presented below, followed by an analysis of the BHPI‘s scale reliability. Next, individual and 

multidimensional MBTI personality dimensions are described. Potentially confounding variables 

are then examined. Finally, an analysis of each individual hypothesis and research question is 

provided. 

Survey Respondents 

The survey was completed by 526 respondents and had a completion rate of 91.0%. A 

series of descriptive statistics were run to examine survey respondents‘ overall demographic 

breakdown (see Table 4-25). The researcher used the minimum 95% confidence value of 4.23%, 

rounded up to 5%, to collapse small categories. Therefore, categories with less than 26 

respondents, which is 5% of the total number of respondents (n = 526), were grouped and labeled 

other. The large difference in the number of female and male respondents was expected given 

the gender proportions in communication-related majors. The majority of participants were non-

Hispanic white females who were seniors in college and majoring in telecommunication. 

Participants were an average of about 21 years old (M = 20.54, SD = 1.68), and the most 

common 3-dimension MBTI personality type was ENF. 
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Table 4-25. Overall Demographics for Survey Respondents. 

Variable N % 

Gender
1
   

     Female 384 73.0 

     Male 142 27.0 

Major
1
   

     Advertising 104 19.8 

     Journalism 52 9.9 

     Public Relations 97 18.4 

     Telecommunication 149 28.3 

     Other 124 23.6 

Race
1
   

     African American/Black 44 8.4 

     Hispanic/Latino/Latina 106 20.2 

     White (Non-Hispanic) 346 65.8 

     Other 30 5.7 

Year in school
1
   

     Freshman 85 16.2 

     Sophomore 132 25.1 

     Junior 171 32.5 

     Senior  133 25.3 

     Other 5 1.0 

3-Dimension Personality Type
1
   

     EST 63 12.0 

     ESF 34 6.5 

     ENT 78 14.8 

     ENF 184 35.0 

     IST 44 8.4 

     ISF 26 4.9 

     INT 38 7.2 

     INF 59 11.2 

Note: 
1
n = 526  

 

Scale Reliability 

The current study involved a scale reduction in phase one, which resulted in the Brand 

and Human Personality Indicator (BHPI), and then the use of the reduced scale in the phase three 

survey. Therefore, scale reliability was calculated for survey results using Cronbach‘s alpha. 

Each respondent took the BHPI to measure their own human personality and the brand 
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personality of 10 advertisements. Because the BHPI is composed of four independent subscales – 

extraversion/introversion (E/I), sensing/intuition (S/N), thinking/feeling (T/F) and 

judging/perceiving (J/P), the alpha values were calculated separately for each subscale and are 

presented below. 

For each of the 11 applications, Cronbach‘s alpha was calculated for the 

extraversion/introversion (E/I) subscale of the BHPI (see Table 4-26). The alpha values ranged 

from a low of .513 for the IST advertisement to a high of .741 for the respondent‘s human 

personality. The average alpha value for the extraversion/introversion (E/I) subscale across all 11 

applications was .586. All alpha values were above Nunnally‘s (1967) recommended .50 alpha 

value for research.  

Table 4-26. Cronbach‘s alpha values for extraversion/introversion (E/I) subscale on survey. 

Stimuli Survey α 

Human Personality
1
 .741 

INT ad
1
 .636 

INF-participant ad
1
 .636 

ISF ad
1
 .601 

ESF ad
1
 .592 

ENF-researcher ad
1
 .587 

ENT ad
1
 .580 

INF-researcher ad
1
 .524 

ENF-participant ad
1
 .522 

EST ad
1
 .518 

IST ad
1
 .513 

Note: 
1
n = 526. 

 

Cronbach‘s alpha was also calculated for each of the 11 applications of the 

sensing/intuition (S/N) subscale of the BHPI (see Table 4-27). The alpha values ranged from a 

low of .417 for the IST advertisement to a high of .663 for the INT advertisement. The average 

alpha value for the sensing/intuition (S/N) subscale across all 11 applications was .515. More 

than half the alpha values were above Nunnally‘s (1967) recommended .50 alpha value for 

research. 
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Table 4-27. Cronbach‘s alpha values for sensing/intuition (S/N) subscale on survey. 

Stimuli Survey α 

INT ad
 1

 .663 

ENF-researcher ad
1
 .560 

ISF ad
1
 .560 

ENT ad
1
 .551 

INF-researcher ad
1
 .540 

Human Personality
1
 .524 

ESF ad
1
 .492 

EST ad
1
 .491 

INF-participant ad
1
 .444 

ENF-participant ad
1
 .427 

IST ad
1
 .417 

Note: 
1
 n = 526. 

 

Likewise, Cronbach‘s alpha was calculated for each of the 11 applications of the 

thinking/feeling (T/F) subscale of the BHPI (see Table 4-28). The alpha values ranged from a 

low of .430 for the ENF-1 advertisement to a high of .528 for the INT advertisement. The 

average alpha value for the thinking/feeling (T/F) subscale across all 11 applications was .490. 

More than half the alpha values were above Nunnally‘s (1967) recommended .50 alpha value for 

research. 

Table 4-28. Cronbach‘s alpha values for thinking/feeling (T/F) subscale on survey. 

Stimuli Survey α 

INT ad
1
 .528 

ESF ad
1
 .519 

ISF ad
1
 .519 

ENF-researcher ad
1
 .509 

INF-participant ad
1
 .506 

EST ad
1
 .502 

Human Personality
1
 .485 

ENT ad
1
 .481 

INF-researcher ad
1
 .465 

IST ad
1
 .441 

ENF-participant ad
1
 .430 

Note: 
1
n = 526. 
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Lastly, although the judging/perceiving (J/P) dimension was not included in the current 

study, it was retained in the scale administration in order to keep the full scale intact. However, 

the judging/perceiving (J/P) dimension was not used for any analysis in the current study.  

The Cronbach‘s alpha was calculated for each of the 11 applications of the 

judging/perceiving (J/P) subscale of the BHPI (see Table 4-29). The alpha values ranged from a 

low of .329 for the EST advertisement to a high of .522 for the INF-1 advertisement. The 

average alpha value for the judging/perceiving (J/P) subscale across all 11 applications was .436. 

Two of the alpha values were above Nunnally‘s (1967) recommended .50 alpha value for 

research. Alpha values show the judging/perceiving (J/P) subscale to be substantially weaker 

than the other three subscales and in need of further development and testing. 

Table 4-29. Cronbach‘s alpha values for judging/perceiving (J/P) subscale on survey. 

Stimuli Survey α 

INF-participant ad
1
 .522 

INT ad
1
 .521 

Human Personality
1
 .495 

INF-researcher ad
1
 .463 

ENT ad
1
 .442 

ISF ad
1
 .437 

ESF ad
1
 .435 

ENF-researcher ad
1
 .422 

IST ad
1
 .368 

ENF-participant ad
1
 .357 

EST ad
1
 .329 

Note: 
1
n = 526. 

 

Overall, the average Cronbach‘s alpha values calculated from the survey data in phase 

three were lower than those calculated during the scale reduction in phase one (see Table 4-30). 

This could be due to several factors – including the small number of scale items and the 

exploratory nature of this study – which will be discussed in more detail in the next chapter. 
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Table 4-30. Cronbach‘s alpha values compared for reduced MBTI scale. 

Subscale Reduction α Survey α Range
2
 Survey α Average

2
 

Extraversion/Introversion (E/I) .758 .513-.741 .586 

Sensing/Intuition (S/N) .624 .417-.663 .515 

Thinking/Feeling (T/F) .679 .430-.528 .490 

Judging/Perceiving (J/P) .641 .329-.522 .436 

Note: 
1
Data from scale reduction (phase one). 

2 
Data from survey (phase three).  

 

Individual and Multidimensional MBTI Personality Dimensions 

In light of lower-than-expected scale reliability, and in order to better understand the 

data, some basic statistical analyses were run on the individual and multidimensional MBTI 

personality data. First, examining individual dimensions, descriptive statistics showed that more 

than half of the respondents correctly assigned advertisements the appropriate single dimension 

(see Table 4-31). A chi-square test was run to determine if significantly more than 50% of 

respondents make the correct individual personality dimension assignment for the 

advertisements. Therefore, the chi-square compared observed values to expected values of 50%. 

The chi-square was significant (X
2
 = 29.19, df = 5, p < .001), confirming that, for each individual 

MBTI dimension, significantly more than 50% of the respondents correctly identified 

advertisements‘ personality. This data suggests that each individual dimension of the BHPI scale 

functioned largely as intended.  

Table 4-31. Correct respondent choices over 50% for individual MBTI personality dimensions. 

  Observed Expected 

Advertisement # of ads n % n % 

Extraverted (E) advertisements  5 1,972 75.0 1,315 50 

Introverted (I) advertisements  5 1,796 68.3 1,315 50 

Sensing (S) advertisements  4 1,330 63.2 1,052 50 

Intuition (N) advertisements  6 2,088 66.2 1,578 50 

Thinking (T) advertisements  4 1,625 77.2 1,052 50 

Feeling (F) advertisements  6 2,467 78.2 1,578 50 

Note: X
2
 = 29.19, df = 5, p < .001. 
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Next, a similar chi-square was run using the eight multidimensional MBTI brand 

personalities included in this study. The chi-square was significant (X
2
 = 275.8, df = 9, p < .001), 

indicating significant differences between the observed and expected values. Therefore, the 

descriptive statistics were examined for more detail (see Table 4-32). Results showed that when 

dimensions were combined, not all percentages were above 50%. More than half of the 

respondents correctly assigned advertisements the appropriate multidimensional personality in 

only a few cases – IST ad (61.6%), ENF-participants ad (57.2%) and ENF-respondents ad 

(51.5%). During the phase two group image sorts, these two multidimensional combinations – 

introverted/sensing/thinking (IST) and extraverted/intuitive/feeling (ENF) – were found to have 

similar aesthetic profiles. Therefore, these findings have face validity and suggest that certain 

multidimensional MBTI personalities are easier to achieve visually. Further, 30-40% of 

respondents correctly assigned advertisements the appropriate multidimensional personality in 

three additional cases – INT-participants ad (47.3%), EST ad (38.6%) and INT-researcher ad 

(31.9%). These two multidimensional personalities – EST and INT – parallel the profiles of the 

top three ads – ENT and IST – with only the extraversion/introversion (E/I) dimension altered. 

This finding suggests that the extraversion/introversion (E/I) dimension may cross aesthetic 

barriers the easiest. 
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Table 4-32. Correct respondent choices over 50% for multidimensional MBTI personalities. 

 Observed Expected 

Advertisement n % n % 

IST ad 324 61.6 263 50 

ENF-participants ad 301 57.2 263 50 

ENF-researcher ad 271 51.5 263 50 

INF-participants ad 249 47.3 263 50 

EST ad 203 38.6 263 50 

INF-researcher ad 168 31.9 263 50 

ISF ad 117 22.2 263 50 

ENT ad 111 21.1 263 50 

ESF ad 74 14.1 263 50 

INT ad 57 10.8 263 50 

Note: X
2
 = 275.8, df = 9, p < .001. 

Confounding Variables for Hypotheses 

Because of their potential to influence brand personality results, both human personality 

and gender were tested as possible confounding variables. Results for each potential confounding 

variable are presented below. 

Human personality. To test human personality‘s potential influence on brand 

personality, a series of chi-squares were run – one for each of the 10 advertisements tested. Each 

chi-square compared the respondent‘s human personality to whether the respondent correctly 

identified the advertisement‘s intended brand personality. Only two of the 10 chi-square tests 

returned significant results (see Table 4-33). Therefore, the researcher determined that, overall, 

human personality was not a confounding variable and did not influence brand personality 

results.
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Table 4-33. Human personality as a confounding variable. 

  EST ad
1
 ESF ad

2
 ENT ad

3
 ENF-participant ad

4
 ENF-researcher ad

5
 

Human 

personality 
n Correct Incorrect Correct Incorrect Correct Incorrect Correct Incorrect Correct Incorrect 

  n % n % n % n % n % n % n % n % n % n % 

EST 63 17 27.0 46 73.0 8 12.7 55 87.3 19 30.2 44 69.8 31 49.2 32 50.8 38 60.3 25 39.7 

ESF 34 14 41.2 20 58.8 8 23.5 26 76.5 8 23.5 26 76.5 19 55.9 15 44.1 23 67.6 11 32.4 

ENT 78 30 38.5 48 61.5 9 11.5 69 88.5 18 23.1 60 76.9 45 57.7 33 42.3 44 56.4 34 43.6 

ENF 184 75 40.8 109 59.2 27 14.7 157 85.3 40 21.7 144 78.3 111 60.3 73 39.7 87 47.3 97 52.7 

IST 44 17 38.6 27 61.4 4 9.1 40 90.9 7 15.9 37 84.1 25 56.8 19 43.2 21 47.7 23 52.3 

ISF 26 13 50.0 13 50.0 5 19.2 21 80.8 6 23.1 20 76.9 17 65.4 9 34.6 16 61.5 10 38.5 

INT 38 5 13.2 33 86.8 6 15.8 32 84.2 5 13.2 33 86.8 20 52.6 18 47.4 19 50.0 19 50.0 

INF 59 22 37.3 37 62.7 7 11.9 52 88.1 8 13.6 51 86.4 33 55.9 26 44.1 23 39.0 36 61.0 

Note: 
1
 X

2 
 = 15.39, df = 7, p = .031* 

2
 X

2 
 = 4.89, df = 7, p = .674 

3
 X

2 
 = 7.68, df = 7, p = .362 

4
 X

2 
 = 3.49, df = 7, p = .837 

5
 X

2 
 = 12.61, df = 7, p = .082 
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Table 4-33. Continued. 

 IST ad
6
 ISF ad

7
 INT ad

8
 INF-participant ad

9
 INF-researcher ad

10
 

Human 

personality 
Correct Incorrect Correct Incorrect Correct Incorrect Correct Incorrect Correct Incorrect 

 n % n % n % n % n % n % n % n % n % n % 

EST 39 61.9 24 38.1 15 23.8 48 76.2 11 17.5 52 82.5 34 54.0 29 46.0 23 36.5 40 63.5 

ESF 22 64.7 12 35.3 5 14.7 29 85.3 4 11.8 30 88.2 24 70.6 10 29.4 12 35.3 22 64.7 

ENT 50 64.1 28 35.9 19 24.4 59 75.6 8 10.3 70 89.7 39 50.0 39 50.0 24 30.8 54 69.2 

ENF 114 62.0 70 38.0 43 23.4 141 76.6 11 6.0 173 94.0 79 42.9 105 57.1 57 31.0 127 69.0 

IST 28 63.6 16 36.4 11 25.0 33 75.0 7 15.9 37 84.1 19 43.2 25 56.8 14 31.8 30 68.2 

ISF 14 53.8 12 46.2 4 15.4 22 84.6 2 7.7 24 92.3 9 34.6 17 65.4 9 34.6 17 65.4 

INT 24 63.2 14 36.8 8 21.1 30 78.9 5 13.2 33 86.8 14 36.8 24 63.2 11 28.9 27 71.1 

INF 33 55.9 26 44.1 12 20.3 47 79.7 9 15.3 50 84.7 31 52.5 28 47.5 18 30.5 41 69.5 

Note: 
6
 X

2 
 = 1.94, df = 7, p = .963 

7
 X

2 
 = 2.60, df = 7, p = .920 

8
 X

2 
 = 10.25, df = 7, p = .175 

9
 X

2 
 = 14.45, df = 7, p = .044* 

10
 X

2 
 = 1.21, df = 7, p = .991 
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Gender. To test gender‘s potential influence on brand personality, a series of chi-squares 

were run – one for each of the 10 advertisements tested. Each chi-square compared the 

respondent‘s gender to whether the respondent correctly identified the advertisement‘s intended 

brand personality. Only one of the 10 chi-square tests returned significant results (see Table 4-

34). Therefore, the researcher determined that, overall, gender was not a confounding variable 

and did not influence brand personality results. 
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Table 4-34. Gender as a confounding variable. 

  EST ad
1
 ESF ad

2
 ENT ad

3
 ENF-participant ad

4
 ENF-researcher ad

5
 

Gender n Correct Incorrect Correct Incorrect Correct Incorrect Correct Incorrect Correct Incorrect 

  n % n % n % n % n % n % n % n % n % n % 

Male 142 52 36.6 90 63.4 17 12.0 125 88.0 34 23.9 108 76.1 64 45.1 78 54.9 66 46.5 76 53.5 

Female 384 151 39.3 233 60.7 57 14.8 327 85.2 77 20.1 307 79.9 237 61.7 147 38.3 205 53.4 179 46.6 

Note: 
1
 X

2 
 = 0.32, df = 1, p = .572 

2
 X

2 
 = 0.71, df = 1, p = .400 

3
 X

2 
 = 0.94, df = 1, p = .332 

4
 X

2 
 = 11.74, df = 1, p = .001* 

5
 X

2 
 = 1.9861, df = 1, p = .160 

 

Table 4-34. Continued. 

 IST ad
6
 ISF ad

7
 INT ad

8
 INF-participant ad

9
 INF-researcher ad

10
 

Gender Correct Incorrect Correct Incorrect Correct Incorrect Correct Incorrect Correct Incorrect 

 n % n % n % n % n % n % n % n % n % n % 

Male 82 57.7 60 42.3 27 19.0 115 81.0 17 12.0 125 88.0 64 45.1 78 54.9 43 30.3 99 69.7 

Female 242 63.0 142 37.0 90 23.4 294 76.6 40 10.4 344 89.6 185 48.2 199 51.8 125 32.6 259 67.4 

Note: 
6
 X

2 
 = 1.219, df = 1, p = .271 

7
 X

2 
 = 1.17, df = 1, p = .280 

8
 X

2 
 = 0.26, df = 1, p = .612 

9
 X

2 
 = 0.40, df = 1, p = .526 

10
 X

2 
 = 0.25, df = 1, p = .620 
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Hypothesis 1 – Personality Within Advertisements 

Hypothesis one (H1) stated that within each advertisement, ads using an image with 

visual symbolic elements specific to a particular MBTI personality would be assigned that 

particular brand personality more often than any other brand personality, including: 

a) extraverted/sensing/thinking (EST) 

b) extraverted/sensing/feeling (ESF) 

c) extraverted/ intuitive/thinking (ENT) 

d) extraverted/intuitive/feeling (ENF) 

e) introverted/sensing/thinking (IST) 

f) introverted/sensing/feeling (ISF) 

g) introverted/intuitive/thinking (INT) and 

h) introverted/intuitive/ feeling (INF). 

In other words, H1 hypothesized that within each advertisement, the highest percentage of 

respondents would assign the advertisement the intended personality. For example, of the eight 

possible personality choices, the highest percentage of respondents should have assigned the 

EST advertisement an EST personality. 

To test H1, a series differences between percentages tests were run – one for each of the 

10 advertisements. Below, results are presented first for those hypotheses that were supported – 

H1d and H1e. Next are results for hypothesis that was partially supported – H1h. Finally, results 

are presented for those hypotheses that were not supported – H1a, H1b, H1c, H1f, H1g. 

Supported hypotheses 

Extraverted/Intuitive/Feeling (ENF). Hypothesis 1d (H1d) predicted that, compared to 

all other MBTI personality types, the highest percentage of respondents would assign the ENF 

advertisements an ENF personality. Based on group image sort results, two ENF advertisements 
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were included in the survey – one with the highest overall participant ranking and one with the 

highest participant ranking that also overlapped with the researcher‘s original personality 

assessment. Results for each advertisement – ENF-participants and ENF-researcher – are 

presented below. 

Based on descriptive statistics, the highest percentage of respondents did assign the ENF-

participants ad an ENF personality (see Table 4-35). A difference between percentages test was 

run, which showed that, compared to all other MBTI personality types, a significantly higher 

percent of respondents (57.2%) assigned the ENF-participants ad an ENF personality (p < .001). 

Table 4-35. MBTI personalities within the extraverted/intuitive/feeling-participant 

advertisement (ENF-participant ad). 

Respondent-chosen brand personality n                 % 

ENF 301              57.2
1
 

ESF 84              16.0 

INF 34                6.5 

IST 31                5.9 

EST 30                5.7 

ENT 25                4.8 

IST 14                2.7 

INT 7                1.3 

Note: n = 526 
1
52.7% (301) is significantly greater than all others (p < .001). 

 

Also, based on descriptive statistics, the highest percentage of respondents assigned the 

ENF-researcher advertisement an ENF personality (see Table 4-36). A difference between 

percentages test was run, which showed that, compared to all other MBTI personality types, a 

significantly higher percent of respondents (51.5%) assigned the ENF-researcher ad an ENF 

personality (p < .001). Because both ENF ads – ENF-participants and ENF-researcher – were 

assigned an ENF personality by a significantly higher percentage of respondents, H1d was 

supported. 
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Table 4-36. MBTI personalities within the extraverted/intuitive/feeling -researcher 

advertisement (ENF-researcher ad). 

Respondent-chosen brand personality n                 % 

ENF 271              51.5
1
 

ESF 74              14.1 

EST 45                8.6 

INF 44                8.4 

ISF 36                6.8 

ENT 27                5.1 

IST 22                4.2 

INT 7                1.3 

Note: n = 526 
1
51.5% (271) is significantly greater than all others (p < .001). 

 

Introverted/Sensing/Thinking (IST). Hypothesis 1e (H1e) predicted that, compared to 

all other MBTI personality types, the highest percentage of respondents would assign the IST ad 

an IST personality. Based on descriptive statistics, the highest percentage of respondents did 

assign the IST ad an IST personality (see Table 4-37). A difference between percentages test was 

run, which showed that, compared to all other MBTI personality types, a significantly higher 

percent of respondents (61.6%) assigned the IST ad an IST personality (p < .001). Thus, H1e was 

supported. 

Table 4-37. MBTI personalities within the introverted/sensing/thinking advertisement (IST 

ad). 

Respondent-chosen brand personality n                 % 

IST 324              61.6
1
 

EST 81              15.4 

INF 35                6.7 

INT 34                6.5 

ISF 21                4.0 

ENF 12                2.3 

ENT 12                2.3 

ESF 7                1.3 

Note: n = 526 
1
61.6% (324) is significantly greater than all others (p < .001). 
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Partially supported hypothesis 

Introverted/Intuitive/Feeling (INF). Hypothesis 1h (H1h) predicted that, compared to 

all other MBTI personality types, the highest percentage of respondents would assign an INF 

advertisements an INF personality. Based on group image sort results, two INF advertisements 

were included in the survey – one with the highest overall participant ranking and one with the 

highest participant ranking that also overlapped with the researcher‘s original personality 

assessment. Results for each ad – INF-participants and INF-researcher – are presented below. 

Based on descriptive statistics, the highest percentage of respondents did assign the INF-

participants ad an INF personality (see Table 4-38). A difference between percentages test was 

run, which showed that, compared to all other MBTI personality types, a significantly higher 

percent of respondents (47.3%) assigned the INF-participants ad an INF personality (p < .001). 

Table 4-38. MBTI personalities within the introverted/intuitive/feeling-participant 

advertisement (INF-participant ad). 

Respondent-chosen brand personality n                 % 

INF 249              47.3
1
 

IST 82              15.6 

ISF 77              14.6 

INT 36                6.8 

ENF 35                6.7 

EST 24                4.6 

ENT 14                2.7 

ESF 9                1.7 

Note: n = 526 
1
47.3% (249) is significantly greater than all others (p < .001). 

 

However, also based on descriptive statistics, the highest percentage of respondents 

assigned the INF-researcher advertisement an ENF personality (see Table 4-39). A difference 

between percentages test was run, which showed that, compared to all other MBTI personality 

types, a significantly higher percent of respondents (38.0%) assigned the INF-researcher ad an 

ENF personality (p = .003). Because the INF-participants ad was assigned an INF personality by 
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the highest percentage of respondents, but the INF-researcher ad was not assigned an INF 

personality by the highest percentage of respondents, H1h was only partially supported. 

Table 4-39. MBTI personalities within the introverted/intuitive/feeling-researcher 

advertisement (INF-researcher ad). 

Respondent-chosen brand personality n                 % 

ENF 200              38.0
1
 

INF 168              31.9 

ISF 81              15.4 

ESF 40                7.6 

IST 13                2.5 

INT 10                1.9 

EST 8                1.5 

ENT 6                1.1 

Note: n = 526 
1
38.0% (200) is significantly greater than all others (p = .003). 

 

Unsupported hypotheses 

Extraverted/Sensing/Thinking (EST). Hypothesis 1a (H1a) predicted that, compared to 

all other MBTI personality types, the highest percentage of respondents would assign the EST 

advertisements an EST personality. However, although descriptive statistics showed that the 

highest percentage of respondents did assigned the EST advertisement an EST personality, a 

difference between percentages test showed that the difference between the top two assigned 

personalities – EST (38.6%) and IST (35.9%) – was not significant (p = .198) (see Table 4-40). 

Thus, H1a was not supported. 
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Table 4-40. MBTI personalities within the extraverted/sensing/thinking advertisement (EST 

ad). 

Respondent-chosen brand personality n                 % 

EST 203              38.6
1
 

IST 189              35.9 

ENT 36                6.8 

INT 26                4.9 

INF 21                4.0 

ENF 20                3.8 

ISF 17                3.2 

ESF 14                2.7 

Note: n = 526 
1
38.6% (203) is not significantly greater than 35.9% (189) (p = .198) but is greater than all 

others (p < .001). 

 

Extraverted/Sensing/Feeling (ESF). Hypothesis 1b (H1b) predicted that, compared to 

all other MBTI personality types, the highest percentage of respondents would assign the ESF 

advertisement an ESF personality. However, based on descriptive statistics, the highest 

percentage of respondents assigned the ESF advertisement an ENF personality (see Table 4-41). 

A difference between percentages test was run, which showed that, compared to all other MBTI 

personality types, a significantly higher percent of respondents (45.6%) assigned the ESF ad an 

ENF personality (p < .001). Thus, H1b was not supported. 

Table 4-41. MBTI personalities within the extraverted/sensing/feeling advertisement (ESF ad). 

Respondent-chosen brand personality n                 % 

ENF 240              45.6
1
 

ESF 74              14.1 

EST 74              14.1 

ENT 42                8.0 

INF 31                5.9 

ISF 25                4.8 

IST 24                4.6 

INT 16                3.0 

Note: n = 526 
1
45.6% (240) is significantly greater than all others (p < .001). 
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Extraverted/Intuitive/Thinking (ENT). Hypothesis 1c (H1c) predicted that, compared 

to all other MBTI personality types, the highest percentage of respondents would assign the ENT 

advertisement an ENT personality. However, based on descriptive statistics, the highest 

percentage of respondents assigned the ENT advertisement an ENF personality (see Table 4-42). 

A difference between percentages test was run, which showed that, compared to all other MBTI 

personality types, a significantly higher percent of respondents (30.4%) assigned the ENT ad an 

ENF personality (p < .001). Thus, H1c was not supported. 

Table 4-42. MBTI personalities within the extraverted/intuitive/thinking advertisement (ENT 

ad). 

Respondent-chosen brand personality n                 % 

ENF 160              30.4
1
 

EST 119              22.6 

ENT 111              21.1 

IST 43                8.2 

INF 41                7.8 

ESF 22                4.2 

ISF 17                3.2 

INT 13                2.5 

Note: n = 526 
1
30.4% (160) is significantly greater than all others (p < .001). 

 

Introverted/Sensing/Feeling (ISF). Hypothesis 1f (H1f) predicted that, compared to all 

other MBTI personality types, the highest percentage of respondents would assign the ISF 

advertisement an ISF personality. However, based on descriptive statistics, the highest 

percentage of respondents assigned the ISF ad an INF personality (see Table 4-43). Although, 

when a difference between percentages test was run, it showed that there was no significant 

difference between the percentage of participants who assigned the ad an INF personality and 

those who assigned it an ISF personality (p = .657). Despite this finding, because the two 

personalities shared significance, H1f was not supported. 
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Table 4-43. MBTI personalities within the introverted/sensing/feeling advertisement (ISF ad). 

Respondent-chosen brand personality n                 % 

INF 121              23.0
1
 

ISF 117              22.2 

ENF 89              16.9 

IST 77              14.6 

EST 47                8.9 

ESF 36                6.8 

ENT 20                3.8 

INT 19                3.6 

Note: n = 526 
1
23.0% (121) is not significantly greater than 22.2% (117) (p = .657) but is greater than all 

others (p < .001). 

 

Introverted/Intuitive/Thinking (INT). Hypothesis 1g (H1g) predicted that, compared to 

all other MBTI personality types, the highest percentage of respondents would assign the INT 

advertisement an INT personality. However, based on descriptive statistics, the highest 

percentage of respondents assigned the INT advertisement an IST personality (see Table 4-44). 

A difference between percentages test was run, which showed that, compared to all other MBTI 

personality types, a significantly higher percent of respondents (42.2%) assigned the INT ad an 

IST personality (p < .001). Thus, H1g was not supported. 

Table 4-44. MBTI personalities within the introverted/intuitive/thinking advertisement (INT 

ad). 

Respondent-chosen brand personality n                 % 

IST 222              42.2
1
 

EST 93              17.7 

ENT 62              11.8 

INT 57              10.8 

INF 41                7.8 

ENF 37                7.0 

ISF 12                2.3 

ESF 2                0.4 

Note: n = 526 
1
42.2% (222) is significantly greater than all others (p < .001). 
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Hypothesis 1 summary 

Therefore, based on individual advertisement results described above, H1 is partially 

supported. In four of the 10 advertisements – ENF-participants, ENF-researcher, IST and INF-

participants – the highest percentage of respondents recognized the personality-specific visual 

symbolic elements in each advertisement, and assigned it the intended MBTI personality. This 

means that, in some cases, respondents were able to use predetermined visual symbolic elements 

to arrive at the researcher-intended brand personality. However, in other cases, respondents 

either responded differently than the researcher expected to the image‘s predetermined visual 

symbolic elements, or the image‘s predetermined visual symbolic elements did not align with the 

intended personality. 

Hypothesis 2 – Personality Across Advertisements 

Hypothesis two (H2) stated that across all advertisements, ads using an image with visual 

symbolic elements specific to a particular MBTI personality would be assigned that particular 

brand personality by the highest percentage of respondents, including: 

a) extraverted/sensing/thinking (EST) 

b) extraverted/sensing/feeling (ESF) 

c) extraverted/ intuitive/thinking (ENT) 

d) extraverted/intuitive/feeling (ENF) 

e) introverted/sensing/thinking (IST) 

f) introverted/sensing/feeling (ISF) 

g) introverted/intuitive/thinking (INT) and 

h) introverted/intuitive/ feeling (INF). 

In other words, H2 hypothesized that the highest percentage of respondents would assign each 

advertisement the intended personality when compared to the other nine advertisements tested. 
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For example, a higher percentage of respondents should have assigned the EST ad an EST 

personality when compared to all the other advertisements tested. 

To test H2, a series differences between percentages tests were run – one for each of the 

eight multidimensional MBTI personalities. Below, results are presented first for those 

hypotheses that were supported – H2a, H2c, H2d, H2e, H2f, H2g and H1h. Then, results are 

presented for the hypothesis that was partially supported – H2b. 

Supported hypotheses 

Extraverted/Sensing/Thinking (EST). Hypothesis 2a (H2a) predicted that the EST ad 

would be assigned an EST personality by a higher percentage of respondents than any other 

advertisement tested. Based on descriptive statistics, the EST ad was assigned an EST 

personality by a higher percentage of respondents than any other advertisement (see Table 4-45). 

A difference between percentages test was run, which showed that, compared to all other 

advertisements, a significantly higher percent of respondents (3.86%) assigned the EST ad an 

EST personality (p < .001). Thus, H2a was supported. 

Table 4-45. Extraverted/sensing/thinking personality (EST) across advertisements. 

Advertisement n                 % 

EST ad 203              3.86
1
 

ENT ad 119              2.26 

INT ad 93              1.77 

ESF ad 74              1.41 

IST ad 47                .89 

ENF-researcher ad 45                .86 

ENF-participants ad 30                .57 

INF-participants ad 24                .46 

ISF ad 20                .38 

INF-researcher ad 8                .15 

Note: n = 5,260 
1
3.86% (203) is significantly greater than all others (p < .001). 
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Extraverted/Intuitive/Thinking (ENT). Hypothesis 2c (H2c) predicted that the ENT ad 

would be assigned an ENT personality by a higher percentage of respondents than any other 

advertisement tested. Based on descriptive statistics, the ENT ad was assigned an ENT 

personality by a higher percentage of respondents than any other advertisement (see Table 4-46). 

A difference between percentages test was run, which showed that, compared to all other 

advertisements, a significantly higher percent of respondents (2.11%) assigned the ENT ad an 

ENT personality (p < .001). Thus, H2c was supported. 

Table 4-46. Extraverted/intuitive/thinking personality (ENT) across advertisements. 

Advertisement n                 % 

ENT ad 111              2.11
1
 

INT ad 62              1.18 

ESF ad 42                .80 

EST ad 36                .68 

ENF-researcher ad 27                .51 

ENF-participants ad 25                .48 

ISF ad 20                .38 

INF-participants ad 14                .27 

IST ad 12                .23 

INF-researcher ad 6                .11 

Note: n = 5,260 
1
2.11% (111) is significantly greater than all others (p < .001). 

 

Extraverted/Intuitive/Feeling (ENF). Hypothesis 2d (H2d) predicted that the ENF ad 

would be assigned an ENF personality by a higher percentage of respondents than any other 

advertisement tested. Based on group image sort results, two ENF advertisements were included 

in the survey – one with the highest overall participant ranking and one with the highest 

participant ranking that also overlapped with the researcher‘s original personality assessment. 

Results for each advertisement – ENF-participants ad and ENF-researcher ad – are presented 

below. 
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Based on descriptive statistics, both the ENF advertisements tested – ENF-participants ad 

and ENF-researcher ad – were assigned an ENF personality by a higher percentage of 

respondents than any other advertisement (see Table 4-47). The ENF-participants ad was ranked 

first compared to all other ads, followed by the ENF-researcher ad. A difference between 

percentages test was run, which showed no significant difference between the two ENF ads (p = 

.069). However, compared to all other advertisements, a significantly higher percent of 

respondents assigned both ENF ads – ENF-participants (5.72%, p < .001) and ENF-researcher 

(5.15%, p = .04) – an ENF personality. Thus, H2d was supported. 

Table 4-47. Extraverted/intuitive/feeling personality (ENF) across advertisements. 

Advertisement n                 % 

ENF-participants ad 301              5.72
1
 

ENF-researcher ad 271              5.15
2
 

ESF ad 240              4.56 

INF-researcher ad 200              3.80 

ENT ad 160              3.04 

ISF ad 89              1.69 

INT ad 37                .70 

INF-participants ad 35                .67 

EST ad 20                .38 

IST ad 12                .23 

Note: n = 5,260 
1
5.72% (301) is not significantly greater than 5.15% (271) (p = .069) but is greater than all 

others (p < .001). 
2
5.15% (271) is significantly greater all others (p = .040). 

 

Introverted/Sensing/Thinking (IST). Hypothesis 2e (H2e) predicted that the IST ad 

would be assigned an IST personality by a higher percentage of than any other advertisement 

tested. Based on descriptive statistics, the IST ad was assigned an IST personality by a higher 

percentage of respondents than any other advertisement (see Table 4-48). A difference between 

percentages test was run, which showed that, compared to all other advertisements, a 
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significantly higher percent of respondents (6.16%) assigned the IST ad an IST personality (p < 

.001). Thus, H2e was supported. 

Table 4-48. Introverted/sensing/thinking personality (IST) across advertisements. 

Advertisement n                 % 

IST ad 324              6.16
1
 

INT ad 222              4.22 

EST ad 189              3.59 

INF-participants ad 82              1.56 

ISF ad 77              1.46 

ENT ad 43                .82 

ENF-participants ad 31                .59 

ESF ad 24                .46 

ENF-researcher ad 22                .42 

INF-researcher ad 13                .25 

Note: n = 5,260 
1
6.16% (324) is significantly greater than all others (p < .001). 

 

Introverted/Sensing/Feeling (ISF). Hypothesis 2f (H2f) predicted that the ISF 

advertisement would be assigned an ISF personality by a higher percentage of respondents than 

any other advertisement tested. Based on descriptive statistics, the ISF ad was assigned an ISF 

personality by a higher percentage of respondents than any other advertisement (see Table 4-49). 

A difference between percentages test was run, which showed that, compared to all other 

advertisements, a significantly higher percent of respondents (2.22%) assigned the ISF ad an ISF 

personality (p < .001). Thus, H2f was supported. 
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Table 4-49. Introverted/sensing/feeling personality (ISF) across advertisements. 

Advertisement n                 % 

ISF ad 117              2.22
1
 

INF-researcher ad 81              1.54 

INF-participants ad 77              1.46 

ENF-researcher ad 36                .68 

ENF-participants ad 34                .65 

ESF ad 25                .48 

IST ad 21                .40 

EST ad 17                .32 

ENT ad 17                .32 

INT ad 12                .23 

Note: n = 5,260 
1
2.22% (117) is significantly greater than all others (p < .001). 

 

Introverted/Intuitive/Thinking (INT). Hypothesis 2g (H2g) predicted that the INT ad 

would be assigned an INT personality by a higher percentage of respondents than any other 

advertisement tested. Based on descriptive statistics, the INT ad was assigned an INT personality 

by a higher percentage of respondents than any other advertisement (see Table 4-50). A 

difference between percentages test was run, which showed that, compared to all other 

advertisements, a significantly higher percent of respondents (1.08%) assigned the INT ad an 

INT personality (p < .001). Thus, H2g was supported. 

Table 4-50. Introverted/intuitive/thinking personality (INT) across advertisements. 

Advertisement n                 % 

INT ad 57              1.08
1
 

INF-participants ad 36                .68 

IST ad 34                .65 

EST ad 26                .49 

ISF ad 19                .36 

ESF ad 16                .30 

ENT ad 13                .25 

INF-researcher ad 10                .19 

ENF-participants ad 7                .13 

ENF-researcher ad 7                .13 

Note: n = 5,260 
1
1.08% (57) is significantly greater than all others (p < .001). 
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Introverted/Intuitive/Feeling (INF). Hypothesis 2h (H2h) predicted that the INF ad 

would be assigned an INF personality by a higher percentage of respondents than any other 

advertisement tested. Based on group image sort results, two INF advertisements were included 

in the survey – one with the highest overall participant ranking and one with the highest 

participant ranking that also overlapped with the researcher‘s original personality assessment. 

Results for each advertisement – INF-participants and INF-researcher – are presented below. 

Based on descriptive statistics, both the INF advertisements tested – INF-participants and 

INF-researcher – were assigned an INF personality by a higher percentage of respondents than 

any other advertisement (see Table 4-51). The INF-participants ad was ranked first compared to 

all other ads, followed by the INF-researcher ad. A difference between percentages test was run, 

which showed that, compared to all other advertisements, a significantly higher percent of 

respondents (4.73%) assigned the INF-participants ad an INF personality (p < .001). 

Additionally, compared to all other advertisements except the INF-participants ad, a significantly 

higher percent of respondents (3.19%) assigned the INF-researcher ad an INF personality (p < 

.001). Thus, H2h was supported. 

Table 4-51. Introverted/intuitive/feeling personality (INF) across advertisements. 

Advertisement n                 % 

INF-participants ad 249              4.73
1
 

INF-researcher ad 168              3.19
2
 

ISF ad 121              2.30 

ENF-researcher ad 44                .84 

ENT ad 41                .78 

INT ad 41                .78 

IST ad 35                .67 

ENF-participants ad 34                .65 

ESF ad 31                .59 

EST ad 21                .40 

Note: n = 5,260 
1
4.73% (249) is significantly greater than all others (p < .001). 

2
3.19% (168) is significantly greater than all others (p < .001). 
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Partially-supported hypotheses 

Extraverted/Sensing/Feeling (ESF). Hypothesis 2b (H2b) predicted that the ESF ad 

would be assigned an ESF personality by a higher percentage of respondents than any other 

advertisement tested. Based on descriptive statistics, the ESF ad was assigned an ENF 

personality by a higher percentage of respondents than any other advertisement (see Table 4-52). 

However, while the ENF-participants ad was ranked first compared to all other ads, the ESF ad 

and the ENF-researcher ad tied for second. A difference between percentages test was run, which 

showed no significant difference between the ENF-participants ad and the ESF ad (p = .25) or 

the ENF-researcher ad (p = .25). Yet, when compared to all other advertisements, a significantly 

higher percent of respondents assigned both the ENF-participants ad (1.60%), the ESF ad 

(1.41%) and the ENF-researcher ad (1.41%) an ESF personality (p < .001). Thus, there was no 

significant difference between the top three ads, which included the ESF ad. But there was a 

significant difference between the top three ads, which included the ESF ad, and the rest of the 

advertisements. Therefore, H2b was partially supported. 

Table 4-52. Extraverted/sensing/feeling personality (ESF) across advertisements. 

Advertisement n                 % 

ENF-participants ad 84              1.60
1
 

ESF ad 74              1.41
2
 

ENF-researcher ad 74              1.41
2
 

INF-researcher ad 40                .76 

ISF ad 36                .68 

ENT ad 22                .42 

EST ad 14                .27 

INF-participants ad 9                .17 

IST ad 7                .13 

INT ad 2                .04 

Note: n = 5,260 
1
1.60% (84) is not significantly greater than 1.41% (74) (p = .250) but is greater than all others 

(p < .001). 
2
1.41% (74) is significantly greater than all others (p < .001). 
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Hypothesis 2 summary 

Therefore, based on individual personality results described above, H2 is supported. With 

the exception of the ESF ad, which tied with two other advertisements, a higher percentage of 

respondents assigned the intended advertisement the intended personality when compared with 

all advertisements. Thus, even though the intended personality may not have been the most 

prevalent within the advertisement (see H1 above), H2 showed that all but one advertisement 

received the highest percentage of intended personality when compared across advertisements. In 

other words, each advertisement demonstrated significantly more of the intended personality 

than any other advertisement tested. This means that the predetermined visual symbolic elements 

did have the intended effect, although not always to the degree desired by the researcher. 

However, H2 suggests that strengthening the instances of the predetermined visual symbolic 

shown in the test images could increase results. 

Research Question 5 – Attitude Toward the Ad 

Research Question 5 (RQ5) asked how the respondent‘s choice of MBTI brand 

personality influenced his/her attitude toward the ad (AAd). To answer RQ5, the researcher ran a 

three-way between-groups analysis of variance (ANOVA) to explore the impact of the 

respondent‘s choice of brand personality on attitude toward the ad and to include potential 

confounding variables – human personality and gender. Levene‘s Test of Equality of Error 

Variance was significant (p = .001), indicating that the data violated the homogeneity of variance 

assumption. Therefore, a more stringent significance level (p = .01) was used to test for 

significance (Pallant, 2010). 

For attitude toward the ad, there was a statistically significant main effect for brand 

personality, F (7, 5134) = 5.58, p < .001; however, the effect size was small (partial eta squared 
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= .008). This indicates that brand personality does influence attitude toward the ad, although the 

influence is very small. There was also a statistically significant main effect for human 

personality, F (7, 5134) = 2.89, p = .005; however, the effect size was also very small (partial eta 

squared = .004). This means that human personality also influences attitude toward the ad, 

although the degree of influence is very small. There were no other statistically significant main 

or interaction effects (see Table 4-53). Therefore, to answer RQ5, MBTI brand personality had a 

very small influence on attitude toward the ad. 

Table 4-53. Between-subjects effects for attitude toward the ad. 

Effect df 1 df 2 F        p 
Partial Eta 

Squared 

Brand Personality 7 5134 5.58   .000* .008 

Human Personality 7 5134 2.89   .005* .004 

Gender 1 5134 .131   .718 .000 

Brand Personality * Human Personality 49 5134 1.25   .111 .012 

Brand Personality * Gender 7 5134 .73   .646 .001 

Human Personality * Gender 7 5134 1.34   .229 .002 

Brand Personality * Human Personality * 

Gender 

47 5134 1.31 
  .074 

.012 

Note: n = 5,260 

* p < .01 

 

Research Question 6 – Attitude Toward the Brand 

Research Question 6 (RQ6) asked how the respondent‘s choice of MBTI brand 

personality influenced his/her attitude toward the brand (ABrand). To answer RQ6, the researcher 

ran a three-way between-groups analysis of variance (ANOVA) to explore the impact of the 

respondent‘s choice of brand personality on attitude toward the brand and to include potential 

confounding variables – human personality and gender. Levene‘s Test of Equality of Error 

Variance was significant (p < .001), indicating that the data violated the homogeneity of variance 

assumption. Therefore, a more stringent significance level (p = .01) was used to test for 

significance (Pallant, 2010). 
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For attitude toward the brand, there was a statistically significant main effect for brand 

personality, F (7, 5134) = 6.31, p < .001; however, the effect size was small (partial eta squared 

= .009). This indicates that brand personality does influence attitude toward the brand, although 

the influence is very small. There was also a statistically significant main effect for human 

personality, F (7, 5134) = 2.91, p = .005; however, the effect size was also very small (partial eta 

squared = .004). This means that human personality also influences attitude toward the brand, 

although the degree of influence is very small. Using the more stringent significance level (p = 

.01) required, there were no other statistically significant main or interaction effects (see Table 4-

54). Therefore, to answer RQ6, MBTI brand personality had a very small influence on attitude 

toward the brand. 

Table 4-54. Between-subjects effects for attitude toward the brand. 

Effect df 1 df 2 F        p 
Partial Eta 

Squared 

Brand Personality 7 5134 6.31   .000* .009 

Human Personality 7 5134 2.91   .005* .004 

Gender 1 5134 .24   .628 .000 

Brand Personality * Human Personality 49 5134 1.38   .042 .013 

Brand Personality * Gender 7 5134 .64   .720 .001 

Human Personality * Gender 7 5134 2.38   .020 .003 

Brand Personality * Human Personality * Gender 47 5134 1.29   .091 .012 

Note: n = 5.260 

* p < .01 

 

Research Question 7 – Purchase Intent 

Research Question 7 (RQ7) asked how the respondent‘s choice of MBTI brand 

personality influenced his/her purchase intent (PI). To answer RQ7, the researcher ran a three-

way between-groups analysis of variance (ANOVA) to explore the impact of the respondent‘s 

choice of brand personality on purchase intent and to include potential confounding variables – 

human personality and gender. Levene‘s Test of Equality of Error Variance was significant (p = 
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.012), indicating that the data violated the homogeneity of variance assumption. Therefore, a 

more stringent significance level (p = .01) was used to test for significance (Pallant, 2010). 

For purchase intent, there was a statistically significant main effect for brand personality, 

F (7, 5134) = 4.63, p < .001; however, the effect size was small (partial eta squared = .006). This 

indicates that brand personality does influence purchase intent, although the influence is very 

small. There were no other statistically significant main or interaction effects (see Table 4-55). 

Therefore, to answer RQ7, MBTI brand personality had a very small influence on purchase 

intent. 

Table 4-55. Between-subjects effects for purchase intent. 

Effect df 1 df 2 F        p 
Partial Eta 

Squared 

Brand Personality 7 5134 4.63   .000* .006 

Human Personality 7 5134 1.69   .108 .002 

Gender 1 5134 .92   .337 .000 

Brand Personality * Human Personality 49 5134 1.37   .045 .013 

Brand Personality * Gender 7 5134 .46   .862 .001 

Human Personality * Gender 7 5134 1.29   .253 .002 

Brand Personality * Human Personality * Gender 47 5134 1.24   .128 .011 

Note: n = 5,260 

* p < .01 
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CHAPTER 5 

DISCUSSION 

The current study explored the connection between specific symbolic visual elements and 

particular MBTI brand personality dimensions. Rooted in meaning transfer theory (McCracken, 

1986; 1988; 1990, 2005), the researcher investigated advertising images‘ ability to manipulate 

and transfer multidimensional brand personalities. 

Specifically, the current study used a mixed method composed of three phases – a scale 

reduction, qualitative group image sorts and a quantitative survey. In the first phase, the 

researcher created the Brand and Human Personality Indicator (BHPI), a reduced MBTI 

personality scale useful for determining both human and brand personalities. The second phase 

consisted of qualitative group image sorts, which were used to answer research questions about 

which specific visual symbolic elements in images were associated with particular MBTI 

personalities, how those visual symbolic elements could be combined to represent 

multidimensional brand personalities, and how participants read and negotiated brand personality 

meaning in images. Additionally, the group image sorts served to select the best examples of 

images with multidimensional personalities, which were used as stimuli during the third phase, a 

quantitative survey. Through the survey, the researcher sought to better understand whether 

images that contained specific symbolic visual elements associated with particular 

multidimensional brand personalities could transfer that personality to a brand through an 

advertisement. Additionally, the survey asked questions regarding the relationship between 

multidimensional MBTI brand personalities and attitude toward the ad, attitude toward the brand 

and purchase intent. 

This chapter provides a discussion of the study‘s findings broken down by phase – survey 

reduction, qualitative and quantitative. However, the discussion within each section is informed 
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by the totality of the findings, referencing the data from other phases when appropriate. Findings 

are also discussed in terms of past literature and theory. 

Phase One Discussion – Scale Reduction 

The first phase of the current study reduced Strausbaugh‘s (1998) MBTI brand 

personality scale from 24 items to 12 items using a series of criteria established by the 

researcher, which included reducing the number of scale items, avoiding equal-personality 

results, correlating above a .6, staying within the original alpha range, limiting evaluative 

adjectives and considering judgmental item qualities. Based on the application of these criteria, a 

new, reduced scale was created, which consists of three items for each of the four MBTI 

dimensions (see Table 5-1). 

Table 5-1. Brand and Human Personality Indicator (BHPI). 

 Extraversion/ 

Introversion (E/I) 

Sensing/ 

Intuition (S/N) 

Thinking/ 

Feeling (T/F) 

Judging/ 

Perceiving (J/P) 

1 Outspoken/ 

Quiet 

Systematic/ 

Imaginative 

Firm/ 

Soft-Hearted 

Decided/ 

Flexible  

2 Active/ 

Reserved 

Practical, Functional/ 

Creative, Theoretical 

Rational, Reasonable/ 

Passionate, Perceptive 

Deliberate/ 

Adaptable 

3 Sociable/ 

Shy 

Conservative/ 

Unconventional 

Logical/ 

Emotional 

Clear-Cut, Definite/ 

Undecided, Variable 

 

The BHPI, created during phase one of the current study, was then used to conduct the 

survey, which was administered during phase three of the current study. Cronbach‘s alpha 

reliability statistics were then run on the data gathered from the survey, resulting in average 

alphas of .59 (E/I), .52 (S/N), .49 (T/F) and .44 (J/P). 

Although the scale reliabilities calculated from the phase three survey data were lower 

than might be liked, the scale might still have value for research. According to Nunnally (1967), 

―In the early stages of research on predictor tests or hypothesized measures of a construct, one 

saves time and energy by working with instruments that have only modest reliability, for which 
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purpose reliabilities of .60 or .50 will suffice‖ (p. 226). Additionally, other researchers agreed 

that alphas of .50 or higher were ―adequate for research purposes‖ (Caplan, Naidu & Tripath, 

1984, p. 306). Based on these recommendations, the BHPI‘s average scale values of .59 (E/I), 

.52 (S/N), .49 (T/F) and .44 (J/P) were above or approaching minimum reliability standards for 

research. 

There were several factors in the current study that might have contributed to the BHPI‘s 

low-to-moderate reliability results during its use in the phase three survey. One reason for the 

less-than-ideal reliability might stem from the low number of scale items per subscale. 

According to Pallant (2010), scales with a small number of items (less than 10) could produce 

smaller alpha values (e.g. .50), despite their usefulness. Additionally, in an exploration of how to 

calculate the reliability of small, two-item scales, Eisinga, Grotenhuis and Pelzer (2013) noted 

that Cronbach‘s alpha ―almost always underestimates true reliability, sometimes rather 

substantially‖ (p. 8). Therefore, it was reasonable to expect that the small number of scale items 

per subscale in the BHPI might have negatively affected the reliability scores. 

In addition, the BHPI‘s reliability might not be as high because the scale was being 

applied during exploratory research in the current study. The current study attempted to examine 

a previously unexplored area of visual communication research regarding visuals and 

multidimensional MBTI brand personalities. As survey results showed, for some advertising 

images, the majority of participants were able to accurately identify the intended MBTI 

personality. However, in other cases, the images returned mixed personality results, indicating 

that they were not good examples of any particular multidimensional MBTI personality. These 

mixed-personality images might have confused participants as they attempted to rate the visual 

stimuli using the BHPI, thus potentially lowering the scale‘s reliability. In the future, the BHPI 
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should be tested on stronger, purer visual examples of multidimensional brand personality to 

better assess the scale‘s true reliability. Additionally, future research should also test the BHPI‘s 

ability to measure brand personality with non-visual stimuli. 

Another facet of the current study‘s exploratory research that might have influenced the 

BHPI‘s reliability was a possible disconnect between the scale adjectives and the visual symbolic 

elements that represent each MBTI dimension. Group image sort participants were able to 

identify a number of visual symbolic elements associated with each pole of the three dimensions 

included in this study – extraversion/introversion (E/I), sensing/intuition (S/N) and 

thinking/feeling (T/F). For example, aesthetically, participants noted that bright colors often 

indicated an image had a feeling personality. However, the BHPI‘s scale items for feeling – soft-

hearted, passionate/perceptive and emotional – might not have fully captured the visual symbolic 

element of bright colors. Therefore, future refinement of the BHPI should take visuals into 

consideration when evaluating adjective pairs. 

In addition, more research should be conducted to better understand how the visual 

symbolic elements that represent each MBTI brand personality are captured, or fail to be 

captured, by the current BHPI scale items. Such additional research could be used to improve the 

BHPI for visual use or to create a new scale focused solely on measuring visual brand 

personality. For example, researchers could use qualitative methods, including group image 

sorts, to identify images that are rated highly on each individual dimension. Then, working 

backwards, use the images to create and test polar adjective pairs that capture the visual aspects 

of each MBTI dimension. To more accurately understand and measure visuals, other researchers 

have set a precedent for creating separate measurement tools for visual-specific research. For 

example, rather than use an established taxonomy of rhetorical figures in advertising, Phillips 
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and McQuarrie (2004) created a typology specific to visual rhetoric in advertising. Because of 

the differences in text and images, the researchers felt that verbal-based taxonomies did not 

―adequately capture important differentiations within the visual domain‖ (Phillips & McQuarrie, 

2004, p. 114). The same may also hold true for the differences in measuring verbal and visual 

brand personality, necessitating a brand personality scale designed specifically for measuring 

visual brand personality. 

Despite these possible justifications for the BHPI‘s less-than-ideal reliability, the scale 

still has room for improvement. Some of the adjective pairs could be fine-tuned to more 

accurately represent each MBTI dimension. This process might be even more valuable now that 

each subscale contains fewer items. In particular, examining the individual adjectives from 

Strausbaugh‘s (1998) original scale, which were removed during the reduction process, may 

serve as a good starting point for replacing potentially problematic single adjectives in the 

current BHPI. 

However, in its current state, the reduced BHPI has several advantages for researchers. 

These advantages include a more manageable length, the elimination of problems associated 

with five-factor models, and the ability to directly measure and compare both human and brand 

personality with a single tool. 

Regarding manageable length, one of the main scale reduction goals was to shorten 

Strausbaugh‘s (1998) original MBTI brand personality scale. Its former 24-item length was 

prohibitive for scholars who wished to examine the brand personality of multiple stimuli in a 

single study (e.g., survey, experiment). The new BHPI‘s 12-item length makes the scale suitable 

for multiple applications in a single study. For example, the current study was able to administer 

the scale 11 times on a single online questionnaire with no difficulties and very few survey 
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respondents who did not complete the questionnaire after progressing beyond the informed 

consent (4.8%). 

A second advantage for researchers is the new BHPI‘s ability to overcomes problems that 

other scholars (e.g., Austin et al., 2003; Avis, 2012; Azoulay & Kapferer, 2003; Lee, 2013; 

Geuens et al., 2009; Huang et al., 2012) identified with J. Aaker‘s (1997) BPS and other five-

factor models. The BHPI is different from many other brand personality scales because it is 

based on the MBTI, which is both a human personality measure and is composed of four polar 

dimensions, rather than five factors. In particular, the use of the BHPI in the current study 

demonstrated the advantages of using this scale to align brand personality with human 

personality. Using the BHPI allowed the researcher to measure survey respondents‘ human 

personality in addition to the brand personality of multiple advertisements. Because the survey 

used the same scale to measure both personalities, the human and brand personalities could be 

directly compared. For example, the current study used the BHPI results to test whether human 

personality influenced brand personality. 

These advantages suggest that the BHPI could be valuable for researchers as they expand 

their knowledge of brand personality. Although the scale could be improved, it still provides a 

helpful tool for researcher looking for a shorter, more manageable alternative to problematic 

five-factor models. 

Phase Two Discussion – Group Image Sorts 

The second phase of the current study, qualitative group image sorts, sought to better 

understand which specific visual symbolic elements within images were associated with 

particular MBTI personalities – both at an individual dimension and multidimensional level. 

Additionally, the researcher wanted to explore how participants read and negotiated the images 

in order to assign them personality. Finally, the group image sorts also served to identify the 
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most representative images for each of the eight multidimensional MBTI brand personalities 

included in this study. 

During the group image sorts, participants sorted an image deck of 24 images three times, 

once for each of the MBTI personality dimensions included in the current study – 

extraversion/introversion (E/I), sensing/intuition (S/N) and thinking/feeling (T/F). As they 

sorted, participants were asked to explain why they chose to place each image in a particular 

personality pile. Combined, the sorted images and participants‘ comments provided rich, detailed 

data for analysis. 

Although one purpose of the group image sorts was to identify the visual symbolic 

elements associated with individual and multidimensional MBTI personality dimensions, some 

of the most interesting findings came from the second goal, which was to examining how 

participants read and negotiated personality information in images. Because the lenses through 

which participants‘ read and negotiated an image‘s personality played such a large role in the 

ultimate personality outcome, those lenses are discussed first, including, participants use of prior 

experiences, their own personality, stories and subjects to determine image personality. Then, 

there is a discussion about the particular visual symbolic elements associated with each 

individual MBTI personality and how they can be combined to create multidimensional MBTI 

personalities. 

In reviewing group image sort results the degree with which personal history and prior 

knowledge influenced each individual‘s image personality decisions was clear. In many cases, 

participants could look at the same image and assign it opposite personalities based on an event 

in their past, a family member‘s experience, a childhood memory, etc. In fact, it seemed as if 

almost all personality decisions were influenced to some degree by the participant‘s own 
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experiences. In terms of Hall‘s (1980) encoding and decoding framework, as participants viewed 

and discussed each image, some of the researcher‘s intended personality meaning came through 

– the dominant reading. However, this dominant reading was often combined with participants‘ 

own personal backgrounds and knowledge, thus creating a negotiated reading of an image‘s 

personality. Therefore, while participants were often able to identify and understand the 

dominant meaning in the image, the final image personality was most commonly determined by 

a negotiated reading, which involved the mixing of their own personal experiences with the 

researcher-intended personality messages. In order to increase the number of customers who 

engage in a dominant reading of their advertisements companies may choose to add text to their 

advertisements, which Barthes (1977) suggested could anchor the preferred meaning and point 

consumers toward a dominant reading. 

Additionally, research from Perception Research Services (PRS) suggested that 

participants who are exposed to advertisements for an extended amount of time (i.e., a minute or 

more) recognizes many more meanings than the typical consumer, who, on average, spends only 

between 3 to 20 seconds looking at a print advertisement (Young, n.d.). In light of the fact that 

group image sort participants spent several minutes looking at each image, this data suggests that 

this study‘s participants may have relied more heavily on their own personal background, 

experiences and knowledge to create negotiated readings than could be expected of the average 

consumer. Therefore, when tested in a more real-world environment, consumers may rely more 

heavily on the visual symbolic elements contained in the ad, rather than their own experiences, 

increasing the likelihood of a dominant reading. 

Besides using their own personal background, experiences and knowledge, participants 

used their own individual personality to created negotiated readings (Hall, 1980) as they sorted 
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images. During group images sorts, participants‘ image personality decisions were often 

influenced – sometimes consciously and sometimes unconsciously – by their own MBTI 

personality. This finding was similar to other past brand personality literature, which also 

identified the influence a consumer‘s own personality had on their determination of a brand‘s 

personality (e.g., Johar et al., 2005; Puzakova et al., 2013). Participants identified images that 

looked like something they would do or enjoy as having the same personality as their own. 

Alternately, they also identified images that they were not attracted to as not like them and 

assigned them a personality opposite their own. For example, if a feeling participant saw an 

image of an activity that they would enjoy (e.g., volunteering, reading a book), they labeled it 

like them – feeling. Alternately, if a feeling participant viewed an image of an activity they were 

adverse to (e.g., chemistry, surgery), they labeled the images as the opposite dimension pole – 

thinking. 

This finding is particularly interesting in light of a study by Puzakova et al. (2013), which 

showed that, not only do consumers use their own personality to determine observable brand 

personality traits (i.e., those that are explicitly communicated in advertising), but they also use 

their own personality to determine unobservable brand personality traits (i.e., those not shown in 

advertising). Specifically, Puzakova et al. (2013) found that consumers first determined whether 

the observable brand personality traits in an ad were like them or unlike them. Then, based on 

that decision, they assumed that all the unobservable brand personality traits must follow the 

same pattern and be either like them or unlike them. When applied to the current study, the 

findings from Puzakova et al. (2013) suggest that consumers could use the visual symbolic 

elements they recognize in an image to determine the observable brand personality traits, then 

use their own multidimensional MBTI personality to assign the remaining unobservable brand 
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personality traits. Because consumers could potentially use a single, observable MBTI 

personality dimension to define a brand‘s entire multidimensional personality, it becomes even 

more important for brands to understand what specific symbolic visual elements align with each 

particular MBTI personality. Armed with this knowledge, brands could use images to either 1) 

strongly align themselves with a single personality dimension that fits the majority of their target 

market, or 2) present a more robust, multidimensional MBTI brand personality that leaves no 

unobservable traits for consumers to extrapolate. Although this may be difficult with visuals 

only, using the findings from the current study to better transfer multidimensional brand 

personalities and adding text to anchor the meaning (Barthes, 1977) could increase the likelihood 

that consumers would recognize the full multidimensional personality. 

In addition to using their previous experience and own personality to read and negotiate 

brand personality in images, participants also used storytelling to define an image‘s personality. 

After looking at only a single, still image, participants would frequently construct a complex 

story that added depth and detail to the scene. Often, the stories were unique to the teller, with 

different participants telling different stories based on the same image. Although, in some cases, 

multiple participants from different groups told similar stories. These narratives could take the 

form of stories about an image subject‘s past, his/her future, or the current moment he/she was 

engaged in. Participants also told stories from different perspectives. Some stories were told 

through the eyes of one subject in the image. Others were holistic, established around the entire 

scene. Still others were based on surface-level visual symbolic elements such as clothes, 

hairstyles or pets. The choice of which elements to base their stories on seemed to have no 

discernable pattern among participants. 
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Further, once participants established a story, it often followed the image through the 

remainder of the sorts, growing as they assigned the image additional personality traits. While 

certain stories were somewhat predictable and based on shared cultural norms, others stories 

were unusual and unexpected. And, when participants told these unusual stories, they sometimes 

arrived at personality decisions opposite to those the researcher intended. Although stories were 

often born out of the visual symbolic elements in an image, in these cases, the story itself, rather 

than the visual symbolic elements, seemed to ultimately determine the image‘s personality. 

Viewing this storytelling pattern through the lens of Hall‘s (1980) encoding/decoding 

framework provides some additional insight. According to Hall (1980), meaning cannot be 

transmitted in ―raw‖ form (p. 164); it must first be encoded. In Hall‘s (1980) example, TV news 

producers use audio/visual components to turn an event into a ―story‖ that can be decoded and 

understood by the audience (p. 164). Similarly, advertisers must use symbolic visual elements to 

encode an image with meaning that can then be decoded and understood by the target market. 

However, in the case of the still images in the current study, it seemed that participants 

sometimes decoded more than was encoded. In the absence of information they felt necessary to 

determine an image‘s personality, they supplemented the meaning they were able to derive from 

the visual symbolic element with additional meaning of their own in the form of stories. So, like 

Hall‘s (1980) TV news producers, participants appeared to turn raw images into packaged 

stories. In order for advertisers to have more control over their brand meaning, companies may 

consider adding text (e.g., headlines, body copy) to carefully chosen images in order to anchor 

the text and guide consumers toward the desired meaning (Barthes, 1977). While Hall‘s (1980) 

encoding/decoding framework provided some insight for this storytelling pattern, to the 

researcher‘s knowledge, participants‘ creation of elaborate stories to derive personality meaning 
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from images has not yet been addressed in previous brand personality or visual literature and 

should, therefore, be investigated more thoroughly in future studies. 

These findings also support scholars‘ assertions that visual symbolic elements have no 

inherent meaning of their own, but are dependent on culture – time, place, experiences and 

associations – to provide meaning (e.g., McCracken, 1990; Postrel, 2003; Zuckerman, 1990). 

And, like Zuckerman (1990) noted, in order for an image to successfully communicate meaning, 

such as brand personality, it must first have meaning to the viewer thorough some system of real-

world familiarity. Therefore, it makes sense that participants would be better able to assign 

personality to images when they had some prior knowledge or experience with the subject matter 

or felt had some connection to their own personality. Additionally, participants‘ storytelling may 

also have been an attempt to make the image more familiar, allowing them to assign it meaning 

or personality. 

Finally, participants seemed largely unable to separate the perceived personality of the 

people in the image from the image as a whole. Although the moderator frequently reminded 

participants to consider the whole image when deciding its personality, they often treated the 

subject‘s personality and the image‘s personality as one and the same. For example, if 

participants felt that the subject looked extraverted (e.g., smiling, dressed trendy) but was in an 

introverted setting (e.g., alone, neutral colors), they would most often rate the image as 

extraverted based on how they felt about the human that was portrayed. Participants‘ tendencies 

to assign image personality based on the subject also led to problems when multiple people were 

shown. In many cases, participants had more difficulty deciding on the image‘s personality if 

they felt that the subjects had opposite personalities. Even when directed to consider the whole 

image (e.g., colors, setting, task), participants still felt conflicted when the people seemed 
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different from each other. For instance, despite other visual symbolic elements, participants did 

not know how to rate an image if they felt that one person in an image was thinking and the other 

was feeling. 

Based on how strongly participants associated the personality of the subjects within an 

image with the overall personality of the image, it is important for advertisers to strongly 

consider the models they use in their advertising images. According to the current study‘s 

findings, while Postrel (2003) assumption that we make judgments about people, places and 

things based on how they look is true, it is most true for people in the case of brand personality. 

Based on the group image sort findings, participants often judged almost all other places and 

things in images based on how they judged the people. Because the current study was 

investigating personality, a concept most commonly applied to humans rather than inanimate 

objects (e.g., products, brands), this finding makes sense. Although Ramaseshan and Tsao (2007) 

noted that consumers have no trouble attaching personality to brands, it seems that, given a 

choice, they may still find it easier to connect personality to humans. In light of this finding, 

future research should endeavor to understand whether simply changing the visual symbolic 

elements associated with an image‘s subject(s) is enough to alter the entire image‘s personality. 

Knowing that participants used a variety of lenses or techniques to arrive at negotiated 

readings of an image‘s personality, helps set the stage to understand the specific visual symbolic 

elements they associated with particular MBTI personalities. In some cases, participants were 

able to identify more concrete visual symbolic elements, such as multiple people being 

extraverted and a person alone being introverted, or bright colors indicating feeling and neutral 

colors indicating thinking. However, although participants were able to identify some concrete 

visual symbolic elements for each dimension, other themes were more abstract and less tied to 
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specific aesthetics. Participants would often agree on the words and concepts that they used to 

describe a personality, but their applications were quite different. For example, participants 

consistently said that practical images were sensing and big-picture images were intuitive. 

However, when looking at an image of parents helping their child cut vegetables in the kitchen, 

some participant said that cooking and cutting were practical tasks, while others said that the 

parents were teaching the child a big-picture life lesson to prepare him for the future. 

Therefore, in most cases, it seemed to be a combination of specific visual symbolic 

elements and the spirit of an image that together determined its personality. As previous scholars 

have noted, visuals are complex and it is not only the content that communicates, but also the 

way the content is presented (Messaris, 1997). While participants were able to point out some of 

the visual symbolic elements that influenced their personality assignment, it can be assumed that 

Messaris (1997) was correct in that there were many more visual devices (e.g., point-of-view, 

angle, metaphor) that participants were less aware of, yet still subconsciously influenced their 

personality assignments. As such, it is important for advertisers to consider not only a few 

specific visual symbolic elements as they choose an image, but also spirit of an image, which is 

composed of all the other visual devices that subtly affect a consumer‘s decision. 

In addition, scholars have lamented the serious literature gap exploring the visual 

microlanguage in advertising, particularly concerning visuals and brand personality (Batra et al., 

1993). In an attempt to deepen the academic community‘s understanding of how visuals in 

advertising work, the current study‘s findings joins the few other studies that have focused 

specifically on the link between specific visual symbolic elements and brand personality (e.g., 

Akay, 2001; Boudreaux & Palmer, 2007; Cunningham et al., 2007; Jewett & Sutherland, 2013; 

Park et al., 2005). 
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Although images are understudied, complex combinations of visual symbolic elements, 

spirit and meaning, participants in the group image sorts were able to identify a visual profile for 

each of the six individual MBTI personality dimensions – extraversion (E), introversion (I), 

sensing (S), intuition (N), thinking (T) and feeling (F). For each dimension below, a summary of 

the participants‘ visual profile is presented, followed by an examination of the visual symbolic 

elements in light of previous research. 

Extraversion (E). According to participants, extraverted images contained multiple 

happy people who were smiling, talking, communicating, laughing and making eye contact. The 

subjects could be making eye contact with either the viewer (i.e., looking at the camera) or 

another person in the image. Participants also indicated that there was some sort of activeness in 

extraverted images. Subjects seemed to be in motion or taking part in something dynamic. 

Collaboration between subjects was particularly noted as indicative of an extraverted image. 

According to participants, subjects in extraverted images also appeared to have made a choice to 

participant in an activity, to be social and/or to be in public. Finally, extraverted images were 

filled with lively, loud and/or vibrant colors such as orange and green. Participants also less 

frequently mentioned that the subjects in extraverted images were in close proximity to each 

other, appeared to feel comfortable and wore trendy/cute/revealing clothing. For some, including 

dogs in the images or tight cropping also made the image more extraverted. 

Several of these findings overlapped with aesthetic elements noted in the few other past 

studies that have explored visuals and brand personality. For example, both Cunningham et al. 

(2007) and Jewett and Sutherland (2013) identified the link between extraverted images and 

multiple people. Further, like the current study, Jewett and Sutherland‘s (2013) study identified 

smiling, a public setting and bright/saturated colors as representative of an extraverted image. 



 

382 

Akay (2001) also pointed out that extraverted images had a sense of fun or humor, similar 

to the current study‘s finding that extraverted images included portrayals of happiness. 

Additionally, Akay (2001) drew attention to the link between sexual elements and extraverted 

images. The current study also found a connection between extraverted images and subjects 

wearing trendy, cute or revealing clothes, which could be considered sexual, particularly when 

viewed in light of Umiker-Sebeok‘s (1996) objectification category that linked small amounts of 

clothing (e.g., revealing clothing, hardly any clothing, no clothing at all) with the sexualization 

of women. 

Like the current study, Jewett and Sutherland (2013) also found that extraverted images 

often showed the subject making eye contact with the viewer. Messaris (1997) suggested that an 

image of someone looking directly at the viewer could innately cause him/her to return the gaze. 

Alternately, Jewitt and Oyama (2004), identified images with subjects making direct eye contact 

as demand images because they were symbolically demanding something from the viewer. The 

authors suggested that exactly what the subjects were demanding depended on additional facial 

expressions and gestures. It is possible that participants in the current study could have read this 

direct eye contact as a returned gaze (Messaris, 1997) or demand (Jewitt & Oyama, 2004), 

thereby increasing the interaction between the image and the viewer. In turn, this increased 

interaction might have given the image a more social or collaborative feel and increased its 

extroverted qualities. 

Finally, similar to the current study, Jewett and Sutherland (2013) also identified tightly 

cropped images as more extraverted. According to Jewitt and Oyama (2004), these close-up 

shots mimic the physical closeness of intimate relationships, which might also have added to the 
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images social, collaborative and, ultimately, extraverted feel noted by participants in the current 

study. 

Introversion (I). Participants in the current study identified introverted images as having 

fewer people, usually only one. However, an image with two people could be considered 

introverted, especially if those two people were an intimate couple. A single person alone with 

an animal was also indicative of introversion. It was also important that the subject was not 

making eye contact with the viewer or another subject in the photo. Most often, the subject‘s 

gaze was focused on an inanimate object. According to participants, the most introverted settings 

were in the subject‘s home, in nature, or in another isolated location. It was also important that 

the subject seemed to have chosen isolation over being around other people. The image should 

also give off a feeling of quietness or peacefulness, with a lack of noise or talking. Often, the 

subject in an introverted image was immersed in thought or in activity, unaware of their 

surroundings. Further, certain professions, including doctors, scientists and farmers, seemed to 

indicate introversion in an image. Finally, introverted images were composed of soft, neutral and 

muted colors, such as blues and whites, which gave the image a sterile feel. Participants also less 

frequently mentioned that the subjects in introverted images could be relaxing and that the image 

might be more widely cropped. 

Other past studies have also noted some similar visual symbolic elements in introverted 

images. For instance, like the current study, Jewett and Sutherland  (2013) identified that 

introverted images often portrayed only one person, although, they also noted that the single 

person in the image had their back to the camera. While participants in the current study did not 

specifically mention the subject turning his/her back on the viewer, they did note that the subject 

was not making eye contact with the viewer or another subject. Instead, the subject‘s eye contact 
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was more likely focused on an inanimate object or gazing out of the frame. Jewitt and Oyama 

(2004) referred to images where the subjects are not engaging the viewer as offers because they 

simply offer information. The authors also noted that viewers tend to observe the subject in offer 

images in a more detached, impersonal way, which fits with the introverted MBTI personality. 

Similarly, Cunningham et al. (2007) picked up on the feeling of solitude shown in 

introverted images. Cunningham et al. (2007) also linked that solitude to nature, which 

participants in the current study identified as well. Specifically, participants noted that being 

away from manmade structures and chaos increased the feeling of introversion. 

Another setting that participants identified as introverted was within the subject‘s own 

home. According to Goffman‘s (1979) assessment of visual symbolic elements in advertising as 

they related to gender, women shown in the domestic sphere suggested a lack of purposeful 

activity (e.g., self-absorbed grooming, no action). However, when viewed more holistically, 

participants in the current study‘s group image sorts identified the domestic sphere as a safe, 

comfortable place where introverted people would be happy and able to recharge. Unlike 

Goffman (1979), they found no negative connotation for either men or women shown in their 

own homes. 

Additionally, like participants in the current study, several other authors noted the 

presence of low and/or romantic lighting in introverted images (Akay, 2001; Jewett & 

Sutherland, 2013). In particular, the current study‘s participants linked the dim, romantic light in 

introverted images to mood lighting and seclusion, which increased the image‘s introversion. 

Finally, along with participants, Jewett and Sutherland (2013) also identified widely 

cropped images as more introverted. According to Jewitt and Oyama (2004), far away shots 

reflected the way an individual normally saw a stranger – impersonal and in outline. This 
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understanding of widely cropped images fits with the less personal qualities of introverted 

images. 

Sensing (S). During the group image sorts, participants described sensing images as goal-

oriented. Often, this goal orientation took the form of the subject(s) focusing on a single goal, 

task, end result, or solution to a problem. Additionally, this focus was often short-term and 

related to a task that would soon be completed, such as painting a wall or washing a dog. Sensing 

images were also deemed to be more practical and functional, which was usually shown in the 

form of being down-to-earth, conventional, normal, day-to-day, or almost boring, with no 

imagination or spontaneity. For example, participants often identified financial or numerical 

tasks as practical or functional and, therefore, sensing. Participants also assigned a sensing 

personality to images that showed systematic processes taking place, such as technical medical 

procedures or scientific lab work. In fact, any image depicting either a science or medical related 

job was regularly identified as sensing just based on the occupation. This may be, in part, 

because participants identified images where subjects were using one or more of their five senses 

as sensing. Images that showed subjects using their sense of touch were considered especially 

sensing. Sensing images were also highly organized, with little clutter or mess. In particular, 

participants pointed out the organization in images where individual substances were placed in 

their own containers and labeled. More concretely, participants identified images where subjects 

were dressed conservatively (e.g., long-sleeved shirt, little skin showing) as sensing. Sensing 

images were also associated with a clean, neutral color palette with lots of white, creating a 

sterile feel to the image. Participants also less frequently mentioned that the sensing images 

showed technology (e.g., laptops, tablets). 
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While a few other studies also identified aspects of sensing images, the sensing/intuition 

(S/N) dimension has been less studied than either extraverted/introverted (E/I) or 

thinking/feeling (T/F). However, Akay (2001) did identify sensing images as simple and factual 

with direct, rational messages. This finding overlaps with participants from the current study 

identifying sensing images with practicality and functionality. The simplicity of Akay‘s (2001) 

images is also similar to the organized nature of sensing images and their clean, white color 

palette. 

Additionally, Cunningham et al. (2007) recommended using real photos or timelines to 

create sensing images. Because all the images in the image deck were composed of mostly real 

photos, participants did not specifically identify sensing images as real. However, a few images 

did include elements of illustration, which they clearly label as intuitive, sensing‘s opposite 

dimensional pole (discussed in more detail below). Therefore, it is likely that, if illustration is 

identified with intuition, then realistic images are more likely to be identified with sensing. 

Further, while the current study‘s image deck did not include any actual timelines, participants 

did equate sensing with systematic or step-by-step processes. In many ways, such a process 

seems to be the photographic equivalent of the timeline mentioned by Cunningham et al. (2007). 

Intuition (N). When describing intuitive images, participants noted that the images had 

elements of big picture or future thinking. Subjects seemed to be trying to piece together many 

disparate ideas or thinking about something long-term. Alternately, instead of thinking about the 

big-picture or the future, the subject in an intuitive image could also be just experiencing the 

moment – living wholly in the present, almost frozen in time. Participants also identified images 

that were full of emotions or feelings as intuitive. Almost any strong emotion seemed to elicit an 

intuitive personality; however, romance was especially noted. Similarly, images that showed 
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relationships, whether romantic, plutonic, family-oriented or with an animal, were considered 

more intuitive. Unconventional living, which was often defined as less staged, systematic, 

practical or logical, was also connected to intuition. In many cases, this unconventional living 

was demonstrated by parents allowing their children to help with adult activities. Further, 

intuitive images often had elements of imagination and creativity. For example, the subject in an 

image might be using their imagination as they read a book or creating some sort of artwork. 

Children also prompted participants to label an image intuitive. In many cases, children were 

linked to other themes, such as future thinking, unconventionality, imagination or creativity. 

Regardless, participants were often quick to label images that included children as intuitive. The 

color palette in intuitive images was identified as bright, warm and dreamy. Intuitive images also 

included elements of illustration. Participants identified the illustrated elements as creative, artsy, 

and representative of more than could be seen in the image. Similarly, including thought bubbles 

in images also elicited an intuitive personality. Participants also less frequently mentioned that 

the intuitive images were set in nature and could show subjects reflecting or daydreaming. 

As mentioned above, few studies have investigated the sensing/intuition (S/N) dimension. 

One study did suggest that intuitive images would include artistic representations and 

illustrations (Cunningham et al., 2007). The current study‘s findings supported this suggestion by 

Cunningham et al. (2007). Images that included illustration were often identified as intuitive. 

Additionally, participants pointed out the illustrations as a large part of why they labeled the 

image as intuitive, in part because they added elements of fun and imagination. 

Akay (2001) also suggested that intuitive images would use product personification and 

combine multiple images. While none of the image in the image deck utilized any sort of product 

personification, some of the images with illustration could be considered to combine multiple 
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images. In some cases, the illustrations were separate, small pictures housed in a thought bubble. 

Although, it may be the illustration that participants associated with intuition, this finding does 

suggest that Akay (2001)‘s assertion about multiple images being more intuitive may also have 

validity, although more research should be conducted. 

Thinking (T). According to participants, thinking images were logical and rational, often 

indicated by a task or action having been thoroughly thought through. For example, participants 

identified studying, finance, science, medical and business situations as logical activities. 

Similarly, thinking images were process-oriented and goal-driven, with a detailed plan, step-by-

step strategy or end-result in mind. Subjects in thinking images were also very focused on a 

single task or trying to figure something out. Additionally, participants identified thinking 

images as impersonal, creating a feeling of disconnect with the viewer. Sometimes this 

disconnect came through the subject‘s lack of eye contact or his/her focus on something other 

than another human. Body language also played a large role in identifying images as thinking. 

Participants identified images with subjects who were engaged in a ―thinking pose‖ (i.e., looking 

up with hand on chin), looking up, staring into space, not smiling, and/or not making eye contact 

as particularly thinking. Portraying certain jobs in an image was also consistently considered 

more thinking, specifically science- and medical-related occupations. Like particular jobs, 

images with particular settings were also more thinking. Participants often assigned images set in 

a library or laboratory a thinking personality. Finally, thinking images had cool, neutral color 

palettes with high amounts of white, giving off a sterile feel. Participants also less frequently 

mentioned that the thinking images portrayed objectivity (i.e., following the rules with no 

emotion), a single subject alone, particular attire (e.g., business, glasses), or thought bubbles. 
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The visual profile participants associated with the thinking dimension overlapped with 

the visual symbolic elements noted in other brand personality studies. According to Jewett and 

Sutherland (2013), thinking images show the product with no people and use lines/text to 

identify product features. Although the group image sort phase of the current study used only 

images with no product or text, there were some small similarities between the two sets of 

findings. Similar to Jewett and Sutherland‘s (2013) suggestion that there be no people in a 

thinking image, participants in the current study indicated that thinking images often had a single 

person alone. Additionally, participants noted the impersonal nature of the thinking images. 

Coupled with Jewett and Sutherland‘s findings, both of these themes suggest that thinking 

images will portray fewer rather than more people. Similarly, although people were included in 

the images, participants in the current study noted the subjects did not make eye contact with 

either the viewer or another human in thinking images. As discussed above regarding 

introversion, Jewitt and Oyama (2004) referred to images where the subject does not engage the 

viewer through eye contact as offer images because they simply offer information. The authors 

further noted that viewers tend to observe the subjects in offer images in a more detached, 

impersonal way. This explanation fits perfectly with participants‘ descriptions of thinking images 

being impersonal with few subjects and no eye contact. 

Also, Akay (2001), found thinking images to be logical, direct and unemotional. 

Participants in the current study noted that thinking images were more logical and rational. 

Additionally, they described thinking images as objective, with the participants seeming to 

follow the rules with no emotion. Further, participants in the current study identified feeling 

images, the direct opposite personality pole to thinking images (discussed below) as highly 
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emotional. Together, these findings suggest an overlap between Akay‘a (2001) research and the 

current study. 

In another study, Cunningham et al. (2007) suggested that thinking images could contain 

tabulated data and graphs. While the current study‘s image deck included only photographs with 

no data, there might be some overlap between the tabulated data and graphs suggested by 

Cunningham et al. (2007) and the current study‘s finding that thinking images are logical, 

rational, process-oriented and driven by goals and end results. Like the strict order and 

organization contained in tables and graphs, participants‘ identification of precision and logic, 

along with specifics like calculators, money, medicine and science suggest similarities between 

the two. 

Cunningham et al. (2007) also described thinking images as monochromatic or black and 

white. Although the current study‘s image deck contained only full-color images, participants 

still identified thinking images as having monochromatic color palettes. Additionally, they 

pointed out the large amount of whites, blues and neutrals in thinking images. When mixed with 

white and neutral, blue tends to appear clean and sterile, reminiscent of medical scrubs and 

hospitals. Blues can also be associated with large corporations, which often have a reputation as 

more impersonal, high pressure and thought-oriented. Therefore, without exposing participants 

to black and white photos, they still chose the least colorful, most monochromatic images as 

thinking. 

Finally, participants described both intuitive and thinking images as showing thought 

bubbles. However, when discussing the thought bubbles, participants described the thinking 

images‘ thought bubbles as portraying a logical, mental process, while the intuitive images‘ 

thought bubbles displayed future plans or creative ideas. Therefore, although participants saw the 
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same visual symbolic element – a thought bubble – the content inside helped determine the 

image‘s personality. 

Feeling (F). For participants, feeling images often portrayed an image‘s subject(s) in 

some type of relationship, whether it was a family relationship, romantic relationship, or a 

relationship with an animal. Feeling images were also filled with emotions, particularly romantic 

or happy emotions. Additionally, participants noted that the subjects in feeling images were often 

participating in enjoyable activities (e.g., volunteering, reading), relaxing, experiencing a 

moment or participating in some sort of creative endeavor (e.g., painting, pottery, art). A 

subject‘s body language could also signify that an image had a feeling personality. Specifically, 

participants identified an image as feeling when subjects were touching, looking lovingly at 

another subject, smiling or laughing. Images set in nature were also more likely to be classified 

as feeling. Further, feeling images were filled with bright, saturated and warm colors, 

particularly yellow. And, the lighting in feeling images was often low or soft. Specifically, 

participants identified images taken at sunrise or sunset as feeling. Participants less frequently 

mentioned that the feeling images seemed to be more candid and less posed, and contain subjects 

wearing more relaxed attire. 

Several other studies identified similar visual symbolic elements associated with the 

feeling dimension. For example, some scholars noted the relational aspect of feeling images, 

particularly when an image portrayed a person and an animal (Jewett & Sutherland, 2013) or a 

family (Akay, 2001). The same scholars also noted several overlapping types of body language 

in feeling images similar to those found in the current study. Jewett and Sutherland‘s (2013) 

touching and cuddling aligns with the current study‘s identification of touching as more feeling. 

Additionally, Akay‘s (2001) assertion that feeling images included flirtation could be seen as 
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similar to the current study‘s recognition of loving looks, smiling and touch as a sign of feeling 

in certain cases. 

Moreover, similar to the current study‘s finding that feeling images often depicted the 

subject(s) relaxing with no sense of urgency, Jewett and Sutherland (2013) underscored the 

relaxed atmosphere of feeling images. Akay (2001) also pointed out the presence of emotion in 

feeling images. Likewise, the current study identified emotions as a component of feeling 

images, citing romantic and happy emotions as particularly indicative of feeling. However, Akay 

(2001) also noted a sense of accomplishment in feeling images, and the current study found no 

such pattern. Although, this could be because none of the images in the current study contained 

content that would indicate accomplishment. 

Finally, Cunningham et al. (2007) suggested that feeling images were colorful and 

harmonious. The current study supported the notion that feeling images were colorful, with 

participants more specifically identifying a bright, saturated color palette with warm tones and 

lots of yellow. However, participant did not necessarily identify the colors as harmonious. 

Instead, they were more often referred to as bright and saturated, combining many different 

colors. 

Similar to color, participants in the current study identified feeling images as having low 

or romantic lighting. However, both Jewett and Sutherland (2013) and the current study 

participants also paired low or romantic lighting with introversion. Therefore, depending on the 

intended personality, advertisers should exercise caution when using low or romantically lit 

images, being careful not to confuse viewers. 

After examining the visual profiles for each of the six individual MBTI personality 

dimensions – extraversion (E), introversion (I), sensing (S), intuition (N), thinking (T) and 
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feeling (F) – the researcher then combined elements from several individual dimensions to 

construct visual profiles for multidimensional MBTI personalities. While doing this, two visual 

patterns emerged in how participants described the visual symbolic elements associated with 

personality dimensions. Aesthetically, extraversion (E), intuition (N) and feeling (F) were very 

similar. Alternately, introversion (I), sensing (S) and thinking (T) were also very similar visually. 

In the case of both ENF and IST personalities, aspects such as color palette, number of people, 

relationships, and goals all had similarities. These overlaps made it easier to create visual profiles 

for these two multidimensional personality types – ENF and IST – because there were no 

conflicting visuals. 

In other cases, creating multidimensional personality profiles was more difficult. For the 

remaining six multidimensional MBTI personalities – extraverted/sensing/thinking (EST), 

extraverted/sensing/feeling (ESF), extraverted/intuitive/thinking (ENT), 

introverted/sensing/feeling (ISF), introverted/intuitive/thinking (INT) and 

introverted/intuitive/feeling (INF) – creating visual profiles required sacrificing certain elements 

from each dimension. In each case, two of the individual personality dimensions were relatively 

similar, while the third was quite different. Dimensions that paired well together included, 

extraversion/intuition (EN), extraversion/feeling (EF), introversion/sensing (IS), 

introverted/thinking (IT) and sensing/thinking (ST). 

Take, as a single example of this finding, the visual profile for the 

introverted/intuitive/thinking (INT) personality. In this multidimensional personality profile, 

introversion and thinking (IT) were aesthetically similar. However, intuition (N) was visually 

quite different. Both introversion (I) and thinking (T) typical depicted a single person alone, 

isolated and immersed in their thoughts or task, creating an impersonal feel where the subject 
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was not making eye contact with any other subject or the viewer. However, intuitive (N) images 

were distinguished by the relationships portrayed in the image. They were full of emotions and 

feelings, often happy or romantic in nature. Intuitive (N) images also showed subjects who were 

reflecting or daydreaming and engaging their imagination and creativity. Moreover, introverted 

(I) and thinking (T) images often showed subjects at work, particularly as scientists or medical 

personnel. Alternately, intuitive (N) images portrayed children and families experiencing a 

moment together or making a memory. The dimensions also showed extreme differences in their 

color palettes. Introverted (I) and thinking (T) images had neutral, muted and cool colors, 

particularly whites and blues, which produced a sterile feel. Conversely, intuitive (N) images 

were filled with bright, warm and dreamy colors. 

There were a few visual similarities between introverted (I) and intuitive (N) images, 

such as being set in nature or showing intimate couples. However, both of these aesthetic 

elements were directly opposite to thinking (T) images, which were set in academic or scientific 

settings such as a library or laboratory. Thinking (T) images also typically portrayed one person 

alone and were more impersonal in nature, which is in direct opposition to a romantic or intimate 

relationship. And, although both intuitive (N) and thinking (T) images could show thought 

bubbles, the content within those thought bubbles was drastically different, with intuitive (N) 

thought bubbles portraying brightly colored creative or future thought and thinking (T) thought 

bubbles depicting logical or rational mental processes. 

Given the combination of two similar dimensions (IT) and one disparate dimension (N), 

it becomes obvious that compromises must be made across all three dimensions in order to create 

a single visual profile for introverted/intuitive/thinking (INT) images. Below is one example, 
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crafted by the researcher, of how the individual visual profiles for introversion (I), intuition (N) 

and thinking (T) could be combined. 

An introverted/intuitive/feeling (INF) image, could include a single person in a science- 

or medical-related profession isolated and alone in a laboratory with no one else visible. The 

person is not smiling or making eye contact with anyone (including the viewer). Instead, he/she 

is looking up or striking a thinking pose (looking up with hand on chin). The laboratory 

environment seems quiet and has a sterile, neutral, clean color palette with an abundance of 

white and blue. However, a brightly colored, illustrated thought bubble floats above the subject‘s 

head depicting abstract scientific ideas. The image is widely cropped showing a large portion of 

the laboratory with the subject relatively small in the frame. 

The above example, which details the compromises necessary to create the visual profile 

for the introverted/intuitive/thinking (INT) personality, is representative of the careful give-and-

take process that is required to create visual profiles for the majority of the multidimensional 

MBTI personality. It seems clear that the extraverted/intuitive/feeling (ENF) and 

introverted/sensing/thinking (IST) are the simplest multidimensional MBTI personalities for 

advertisers to create with visuals alone. 

Although the qualitative group image sorts showed that it is possible to create the other 

six multidimensional MBTI personalities – extraverted/sensing/thinking (EST), 

extraverted/sensing/feeling (ESF), extraverted/intuitive/thinking (ENT), 

introverted/sensing/feeling (ISF), introverted/intuitive/thinking (INT) and 

introverted/intuitive/feeling (INF) – they will require calculated visual compromises, and, 

therefore, more careful attention as creatives design their advertisements. According to Ma 

(2008) poorly chosen or weakly executed advertising visuals can cause consumers to lose the 
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preferred meaning, underscoring the importance of paying close attention to visual symbolic 

elements. 

Additionally, because each of these remaining six three-dimensional MBTI personalities 

includes one personality dimension that is visually opposite the other two, creating 

multidimensional brand personalities through visuals alone may not always work, as this study‘s 

quantitative results have shown. Therefore, in addition to carefully selected visuals, advertisers 

may need to rely on added text (Barthes, 1977) to consistently transfer all three dimensions. 

To the researcher‘s knowledge, only one other study (Cunningham et al., 2007) has 

attempted to examine visuals and multidimensional MBTI brand personalities. In their 2007 

study, Cunningham et al. explored the overlap between MBTI brand personality and website 

design, specifically in regards to e-commerce websites. Like the current study, Cunningham et 

al. (2007) first identified visuals they predicted would be associated with each individual MBTI 

dimension, and then combined those visuals to create multidimensional MBTI brand personality 

profiles. However, unlike the current study, Cunningham et al. (2007) did not test any aspect of 

their visual profiles. Rather, the aesthetic elements were simply suggested by the researcher 

based on their own knowledge. Additionally, the visual suggestions for each dimension were 

simple with no depth, nuance or explanation. And, the combinations for each multidimensional 

visual profile were made without consideration of potential conflicts or need for compromise. 

Therefore, although some suggestions by Cunningham et al. (2007) overlapped with the current 

study‘s findings, the current study provides researchers with a more general look at the visuals 

associated with multidimensional MBTI personality in images, as opposed to focusing solely on 

e-commerce website design. Additionally, the current study‘s findings offer substantially more 

depth, nuance and explanation than those offered by Cunningham et al. (2007). Finally, and 
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perhaps most importantly, the current study used a scientific, mixed method study to obtain its 

results, rather than exclusively on the judgment of the researcher. 

Phase Three Discussion – Survey 

The third and final phase of the current study was to conduct a quantitative survey. Using 

images identified in the phase two group image sorts, the researcher created 10 advertisements, 

which were used as stimuli. Then, using the BHPI scale, the online survey asked respondents to 

evaluate both their own personality and the brand personality of the 10 advertisements. For each 

advertisement, respondents also answer questions about their attitude toward the ad (AAd), 

attitude toward the brand (ABrand) and purchase intent (PI). Last, the survey asked several 

demographic questions (e.g., gender, age, race, major). 

Examining the survey results by individual dimension – extraversion/introversion (E/I), 

sensing/intuition (S/N) and thinking/feeling (T/F) – showed that significantly more than 50% of 

the respondents correctly assigned advertisements the appropriate single dimension. In fact, the 

percentages were all well above 50%, anywhere from 63.2% for the sensing (S) dimension to 

78.2% for the feeling (F) dimension. This data suggests that, despite lower-than-expected scale 

reliability results, the BHPI‘s individual subscales functioned largely as intended as significantly 

more than 50% of survey respondents were able to correctly identify images based on a single 

dimension. 

Further, this data suggests that it is possible, and perhaps quite easy, for advertisers to 

transfer a single MBTI personality dimension to a brand through an advertising image. None of 

the images used to create the advertising stimuli for the current study were chosen for their 

ability to best represent a single dimension. Instead, they were chosen as compromising images 

that visually represented parts of three separate MBTI personality dimensions. Yet, most 
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respondents – 63.2% to 78.2% – were still able to correctly identify single dimensions. This 

finding aligns with the Jewett and Sutherland‘s (2013) previous research that showed advertising 

images were able to successfully transfer a single MBTI personality dimension. Using images 

that were selected as ideal images for four MBTI dimensions – extraversion (E), introversion (I), 

thinking (T) and feeling (F) – Jewett and Sutherland were able to achieve more than 80% 

agreement for each dimension. In light of the difference between Jewett and Sutherland (2013) 

using ideal images for a single personality and the current study using compromising images for 

multiple personalities, this study‘s agreement percentages of 63.2% to 78.2% seem appropriate 

and even high. 

After looking at the individual MBTI personality dimensions, the researcher then 

examined the results by multidimensional advertisement. When the individual MBTI personality 

dimensions were combined into multidimensional personalities, a chi-square showed a 

significant difference (X
2
 = 275.8, df = 9, p < .001) between the observed values and the 

expected value of 50%, with some ads above 50% agreement and some below. When the data 

was examined closer, two findings emerged regarding 1) ENF and IST brand personalities, and 

2) the extraversion/introversion (E/I) dimension. 

First, the advertisements with more than 50% agreement were the IST ad (61.6%), the 

ENF-participants ad (57.2%) and the ENF-researcher ad (51.5%). Yet, the three ads had only two 

multidimensional personalities – extraverted/intuitive/feeling (ENF) and 

introverted/sensing/thinking (IST). These findings parallel findings from the group image sorts in 

the second phase of the current study. The group image sort participants identified extreme 

similarities in the visual profiles of extraversion (E), intuition (N) and feeling (F) and in the 

visual profiles of introversion (I), sensing (S) and thinking (T). For example, extraversion (E), 
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intuition (N) and feeling (F) were all visually identified by showing relationships, emotions (e.g., 

happy, romantic), smiling, laughing, touching and bright colors (e.g., vibrant, warm, saturated). 

Alternately, introversion (I), sensing (S) and thinking (T) were all visually identified by showing 

subjects focused or immersed in a thought/activity/goal, science or medical professions, and 

sterile colors (e.g., white, neutral, cool). Combined, the group image sort and survey data suggest 

that, because of their visual similarities, extraverted/intuitive/feeling (ENF) and 

introverted/sensing/thinking (IST) brand personalities may be the easiest to achieve through 

images and visual symbolic elements. 

After looking at the advertisements where more than 50% of the respondents correctly 

identified the multidimensional MBTI personality, the researcher examined the advertisements 

with correct identifications in the 30% and 40% range. Between 30% and 49% of the survey 

respondents assigned the correct multidimensional MBTI personality to three advertisements – 

the INF-participants ad (47.3%), the EST ad (38.6%) and the INF-researcher ad (31.9%). These 

three ads also had only two multidimensional personalities – introverted/intuitive/feeling (INF) 

and extraverted/sensing/thinking (EST) – which, except for the extraversion/introversion (E/I) 

dimension, paralleled the two top dimensions – extraverted/intuitive/feeling (ENF) and 

introverted/sensing/thinking (IST). This finding suggests that the extraversion/introversion (E/I) 

dimension might cross the aesthetics barrier the easiest. Likely, the extraversion/introversion 

(E/I) dimension of an image could be swapped by showing more (E) or less (I) people and/or 

adjusting the subject‘s eye contact to focus on the viewer/another person (E) or an inanimate 

object (I). Put another way, the top six advertisements had either an intuitive/feeling (NF) 

combination or a sensing/thinking (ST) combination, suggesting that visually pairing 
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intuitive/thinking (NT) or sensing/feeling (SF) could be quite difficult, which again parallels 

group image sort findings. 

Results from the partially supported Hypothesis 1 (H1) lent further support to 

extraverted/intuitive/feeling (ENF) and introverted/sensing/thinking (IST) personalities being the 

easiest to communicate visually. According to survey results, the ENF-participants ad (57.2%, p 

< .001), ENF-researcher ad (51.5%, p < .001), IST ad (61.6%, p < .001) and INF-participants ad 

(47.3%, p = .003) were the only four advertisements where a statistically significantly higher 

percentage of respondents assigned an advertisement the correct personality. These results again 

underscored the relative ease of achieving an extraverted/intuitive/feeling (ENF) or 

introverted/sensing/thinking (IST) personality using only advertising images. 

Additionally, other aspects of the results from H1 support the idea that INF and EST 

personalities may be more difficult but still possible to communicate using advertising images. 

While one of the two introverted/intuitive/feeling (INF) advertisements tested – INF-participants 

– had the highest percentage of participants assign it an introverted/intuitive/feeling (INF) 

personality, the other introverted/intuitive/feeling (INF) advertisements tested – INF-researcher – 

had highest percentage of participants assign it an extraverted/intuitive/feeling (ENF) 

personality. This result may again suggest that extraversion/introversion (E/I) may be the 

dimension that crosses the aesthetic barriers most easily. This conclusion may be explained by 

the fact that the INF-researcher ad showed two people, a romantic couple, in the image, while the 

INF-participants ad showed only one. While group image sort participants felt that a romantic 

couple was often identified as a single unit and could be perceived as introverted, not all survey 

respondents seemed to respond in the same way. Survey results showed that a larger percentage 

of respondents (38.0%) identified the INF-researcher ad as extraverted, presumably because of 
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the two people, instead of introverted (31.9%). This difference in response could also be 

explained, in part, by the difference in the amount of time group image sort participants (i.e., 

several minutes) and survey respondents (i.e., a few seconds) spent looking at the images. 

Combined, however, more than two thirds (69.9%) of the survey respondents recognized the ad 

as intuitive (N) and feeling (F). Therefore, it appears that advertisers may be able to move an 

advertisement from extraverted (E) to introverted (I) by adding or subtracting the number of 

people shown in the image. Future research should further test this assumption by using the same 

image with a varying number of people to see if this hypothesis holds true in multiple images. 

It is also possible that the visual profiles of the extraverted/intuitive/feeling (ENF) 

personality and the introverted/sensing/thinking (IST) personality are so strong that they function 

as default personalities. That is, the visuals are so closely tied together, that an image containing 

two of the three personality dimensions will be assigned the third almost instinctually. For 

example, if an image is strongly extraverted (E) and intuitive (N), it might, by its visual nature, 

be almost automatically identified as feeling (F) as well. Therefore, the visual nature of 

multidimensional MBTI personalities may be more bipolar in nature, rather than having eight 

nuanced personality options like the current study hypothesized. 

This idea may also be reinforced by some of the unsupported parts of H1. For example, in 

addition to the two ENF ads, the highest percentage of survey respondents assigned the ESF ad 

(45.6%, p < .001), the ENT ad (30.4%, p < .001) and the INF-researcher ad (38.0%, p = .003) an 

ENF personality. Additionally, along with the IST ad, the highest percentage of survey 

respondents assigned the INT ad (42.2%) an IST personality (p < .001). And, while the highest 

percentage of respondents assigned the EST ad an EST personality (38.1%), it was not 

significantly higher than the percentage of respondents who assigned the same advertisement an 
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IST personality (35.9%) (p = .198). Therefore, out of the ten total advertisements, respondents 

assigned five advertisements – the ENF-participant ad, the ENF-researcher ad, the ESF ad, the 

EST ad and the INF-researcher ad – an ENF personality and two advertisements – the IST ad and 

the INT ad – an IST personality, with a third advertisement – the EST ad – showing no statistical 

difference between it‘s own personality and an IST personality. Thus, in total, survey 

respondents assigned eight of the 10 advertisement either an ENF or IST personality, which 

supports the idea that these two multidimensional MBTI personalities may function as default 

visual personalities. 

As discussed above, the notion that extraverted/intuitive/feeling (ENF) and 

introverted/sensing/thinking (IST) personalities may function as a set of bipolar, default 

personalities may help to partially explain the unsupported parts of H1. Additionally, the 

significant number of unsupported hypotheses – those where the highest percentage of survey 

respondents did not identify the predetermined brand personality – may also have been caused by 

using images in the survey that did not align with all of the visual symbolic elements identified 

by group image sort participants. In this study, the researcher set out to test a single set of images 

using multiple methods. Therefore, despite the fact that group image sort participants did not 

strongly associate each multidimensional MBTI personalities with a specific image, the 

researcher chose to use the best option available rather than adding or replacing images in the 

image deck. While this allowed for continuity and comparisons within and between the 

qualitative and quantitative data, it may have weakened some findings and resulted in more 

unsupported hypotheses. A future survey should be conducted using new advertising images that 

completely conform to the group image sort findings to test whether a greater number of 
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multidimensional MBTI personalities are recognized by the majority of survey respondents, thus 

lowering the number of unsupported hypotheses. 

For advertisers, the implications of these findings mean that extraverted/intuitive/feeling 

(ENF) and introverted/sensing/thinking (IST) may be the easiest multidimensional personalities 

to achieve solely through images. With careful attention to the extraverted/introverted (E/I) 

dimension, it may also be possible to use images to transfer an introverted/intuitive/feeling (INF) 

or an extraverted/sensing/thinking (EST) personality by adjusting the number of people in the 

image. However, based on the current study‘s results, achieving the other four personalities – 

extraverted, sensing/thinking (EST), extraverted/intuitive/thinking (ENT), 

introverted/sensing/feeling (ISF) and introverted/intuitive/thinking (INT) – may be significantly 

more difficult to achieve with images alone. By implementing the findings from this study‘s 

qualitative group image sorts, advertisers may be able to increase the percentage of consumers 

who assign an advertisement the desired multidimensional MBTI personality. However, this 

possibility needs further testing before it can be said with any confidence. 

Alternately, advertisers might choose to use text to anchor their desired meaning as 

suggested by Barthes (1977). Rather than placing the full brand personality burden on the 

advertising visual alone, adding text could reinforce the intended brand personality and guides 

the reader toward a dominant reading. Employing the current study‘s qualitative findings, future 

research should further test the possibility of transferring personalities through images alone. 

However, more importantly, additional research is needed to explore the role text plays in 

partnering with images to anchor visual personality meaning. 

The H1 results also showed a difference in how the qualitative group image sort 

participants and the researcher picked representative images for some personalities. For six of the 
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eight multidimensional personalities included in this study, the participants top choice aligned 

with the researcher‘s hypothesized image personality. However, in two cases – ENF and INF – 

participants chose an image that was different from those the researcher chose. In these cases, 

two images were tested in the phase three survey – the participants‘ top overall choice and 

participant‘s top choice that overlapped with the researcher‘s choice. In both cases, a higher 

percentage of survey respondents assigned the desired personality to the advertisement with the 

participant-chosen image rather than the advertisement with the researcher-chosen image. This 

finding indicates that researchers and practitioners should have more confidence in images 

chosen through group image sort processes rather than by a single researcher or practitioner. 

After reflecting on the differences between herself and the participants, the researcher 

recognized several differences that might explain why group image sort participants more 

effectively chose some images. First, the researcher assumed that participants would make brand 

personality decisions based mostly on certain, more obvious visual symbolic elements discussed 

in literature and design theory, such as color, body language and number of people. But, while 

participants did pick up on these specific visual symbols as indicators of particular personalities, 

they also took into account a wider range of visual symbolic elements than the researcher 

expected, such as trendy attire, how posed an image seemed and subtle setting cues (e.g., 

chandeliers indicated discretionary income, extra crayons and paper on the table indicated the 

possibility of more children around, failing to cover nice parquet floors while painting indicated 

impracticality). In this way, participants were more visually literate and sophisticated than the 

researcher expected. 

Overall, participants also seemed to draw more personality meaning from the human 

subjects in the images. While the researcher surveyed the entire image holistically, equally 
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examining all aspects, participants seemed to more heavily weight their impressions of the 

human subjects in the image. As qualitative results suggested, many participants seemed unable 

to separate the perceived personality of the human subject from the personality of the whole 

image. Therefore, when choosing the images, the researcher did not foresee the increased 

importance of the humans in the image versus the other elements. 

Additionally, participants mixed these visual indicators with stories, personal experiences 

and prior knowledge, to a degree which the researcher did not anticipant, often relying on the 

spirit of the image, rather than just the visual symbols, to determine personality. Because the 

researcher is older and in a different phase of life than the participants, she did not share some of 

the same cultural experiences and meanings as the participants. However, because participants in 

the group image sorts were more similar to the survey respondents in age, life stage, degree, etc., 

they may have relied on more shared cultural meanings to come to similar personality 

conclusions. Moreover, having been trained to conduct unbiased research, the researcher tried to 

detach herself and objectively choose images based on visual symbolic elements such as those in 

past literature and design theory. However, participants seemed to incorporate more subjective 

meanings as they read and negotiated personality. 

Finally, differences may have also occurred because the researcher was much more 

invested in the study process and results than participants. After spending a great deal of time 

seeking to understand the intricacies of brand personality, MBTI dimensions, and how images 

house meaning, the researcher then carefully and thoroughly examined hundreds of potential 

images on stock image sites. After comparing such a large number of images, the researcher 

chose those images that represented each multidimensional MBTI personality better than the 

rest. However, participants did not have the same background understanding, comparative basis 



 

406 

or investment in the image personalities. Therefore, participants made their judgments based 

solely on what was in front of them for a relatively short amount of time. Further, these quicker 

more disinterested evaluations were more in line with consumers‘ daily interactions with 

advertising images (Young, n.d.), rather than the researcher‘s invested attention. 

In addition to examining the survey data within individual test advertisement, the current 

study also investigated how each of the eight MBTI personalities included in this study were 

evaluated across advertisements. Analysis for Hypothesis 2 (H2), which was mostly supported, 

compared each multidimensional MBTI personality across all 10 advertisements. Results showed 

that for all but one of the eight multidimensional MBTI personalities each personality was 

significantly higher in the predicted advertisement(s) than in any other advertisement. For 

example, a higher percentage of respondents assigned the EST ad an EST personality when 

compared to all the other advertisements tested. 

For the tenth personality – extraverted/sensing/feeling (ESF) – the hypothesis was only 

partially supported. Although the highest percentage of participants assigned an ESF personality 

to the ENF-participants ad (1.60%), it was not significantly higher than the percentage of 

participants that assigned an ESF personality to the ESF ad (1.41%, p = .250), resulting in the 

statistical equivalent of a tie between the personalities. Specifically, in addition to identifying 

symbolic visual elements associated with sensing (S), during group image sorts, participants also 

noted several intuitive (N) visual symbolic elements in the ESF image, which showed a family 

(mom, dad and young boy and girl) painting an interior wall. In particular, participants 

commented on the fact that the family had chosen to paint the wall a bright, chartreuse green 

color. The family was also painting a wall with what participants deemed a variety of oddly 

shaped paintbrushes. However, perhaps the most common intuitive visual symbolic element 
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participants pointed out was that the family had not taped the walls or covered their nice, parquet 

floors prior to painting. Combined, some participants felt that these aspects of the image made it 

unconventional, which was one of the BHPI scale items for intuition. Thus, it seems that this 

image was clearly extraverted (E) and clearly feeling (F), but that the sensing/intuition (S/N) 

dimension was not well defined visually. 

However in most cases, this finding indicates that, while the intended multidimensional 

personality may not have been the most assigned personality within the ad, it was assigned more 

for the intended ad than for any other ad. Therefore, the researcher was successful at choosing 

images that were more aligned with the visual profile of the intended personality than any other 

image. In other word, no other advertisement was more visually aligned with the intended 

personality than the hypothesized advertisement. For example, no other advertisement was more 

visually aligned with an EST personality than the EST ad. 

Based on these results, it can be concluded that the researcher‘s original visual profiles, 

which were based on previous research (e.g., Akay, 2001; Boudreaux & Palmer, 2007; 

Cunningham et al., 2007; Jewett & Sutherland, 2013; Park et al., 2005) for each 

multidimensional MBTI personality had some validity. Therefore, by combining past literature 

with the current study‘s group image sort findings for both individual and multidimensional 

MBTI brand personalities, advertisers may be able to fine-tune the visual profile for each 

multidimensional MBTI personality and more effectively use visual symbolic elements in 

images to transfer a specific personality. 

Beyond examining the influence of visual symbolic elements on brand personality, the 

current study also investigated the link between brand personality and attitude toward the ad 

(AAd), attitude toward the brand (ABrand) and purchase intent (PI). Both human personality and 
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gender were also included in a three-way analysis of variance (ANOVA) to determine if they 

acted as confounding variables. For attitude toward the ad, results showed a statistically 

significant main effect for brand personality, F (7, 5134) = 5.58, p < .001, and human 

personality, F (7, 5134) = 2.89, p = .005. However, in both cases, the effect size was so small 

(partial eta squared = .008 and .004, respectively) that neither brand nor human personality was 

determined to be a factor in determining attitude toward the ad. Similarly, a statistically 

significant main effect for brand personality, F (7, 5134) = 6.31, p < .001, and human 

personality, F (7, 5134) = 2.91, p = .005, were also found for attitude toward the brand. But, 

again, in both cases, the effect size was so small (partial eta squared = .008 and .004, 

respectively) that neither brand nor human personality was determined to be a factor in 

determining attitude toward the brand. Finally, in the case of purchase intent, a statistically 

significant main effect for brand personality, F (7, 5134) = 5.58, p < .001, was found, but with 

such a small effect size (partial eta squared = .006), that it was determined not to be a factor. 

Therefore, although statistically significant main effects were observed for attitude toward the 

ad, attitude toward the brand and purchase intent, the practical significance as determined by the 

effect sizes, suggested that brand and human personality had no discernable effect on 

respondents‘ attitudes or behaviors. 

These findings are particularly interesting in light of the group image sort findings that a 

participant‘s own personality seemed to have a considerable influence on the personality they 

assigned an image. At first glance, the current study‘s results might seem to suggest somewhat 

contradictory conclusions since individual personality appeared to be influential in group image 

sorts, but not during surveys. However, this difference may be due to the difference in the 

amount of time participants spent looking at each image during the different methods. As 
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mentioned above, research from Perception Research Services (PRS) suggested that participants 

who are exposed to advertisements for an extended amount of time (i.e., a minute or more) 

recognized many more meanings than the typical consumer, who, on average, spends only 

between 3 to 20 seconds looking at a print advertisement (Young, n.d.). Because group image 

sort participants spent several minutes looking at each image while survey participants were 

more likely to quickly view the advertisements, this data suggests that participants may have 

relied more heavily on their own personalities during group image sorts. Alternately, survey 

participants, who more quickly assessed the images, may have engaged in a more cursory, 

surface reading that did not include relating the image to their own personalities. Therefore, the 

differences in time spent viewing images may influence the likelihood that a consumer allows 

their own personality to influence their behavior and attitudes. Moreover, Young (n.d.) suggested 

that print ads were more accurately judged through shorter exposures (i.e., 5-10 seconds) that 

more closely mimic the way consumers would actually interact with an advertisement. Thus, 

while the current study‘s qualitative findings, which show that a consumer‘s own personality 

influences how participants read and negotiate image meaning, are valuable for general visual 

research, the survey findings, which show little to no influence, may be more accurate for 

advertising researchers and practitioners. 

More research is needed to understand the effect brand personality has on consumer 

behaviors and attitudes. Although other past studies showed that brand personality could create 

more positive, unique and congruent brand association (Freling & Forbes, 2005), increase brand 

trust, brand affect and brand loyalty (Sung & Kim, 2010) and increase purchase intent 

(Boudreaux & Palmer, 2007), the current study‘s survey found little to no effect on attitude 

toward the ad, attitude toward the brand or purchase intent. However, in each of these previous 
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studies where a link was found between brand personality and consumer behavior and attitudes 

(Boudreaux & Palmer, 2007; Freling & Forbes, 2005; Sung & Kim, 2010), researchers were 

using J. Aaker‘s (1997) BPS as a measure. Several scholars (e.g., Avis, 2012; Azoulay & 

Kapferer, 2003) have criticized J. Aaker‘s (1997) BPS, in part, because they argue it measures 

brand image, which is more inclusive than just brand personality. Brand image measures, such as 

J. Aaker‘s BPS, often includes factors related to intelligence, gender and social class, which 

personality scholars do not consider to be personality facets. However, the current study used the 

BHPI, which is based on a true personality measure, the MBTI. 

Therefore, the current study‘s results, which showed little to no relationship between 

brand personality and consumer behavior and attitudes, may more accurately reflect the 

relationship, or lack thereof, between true brand personality and consumer behavior and 

attitudes. Because there seems to be some connection between brand image and consumer 

behavior and attitudes (Boudreaux & Palmer, 2007; Freling & Forbes, 2005; Sung & Kim, 

2010), it is possible that one of the variables that differentiate the two concepts, such as 

intelligence, gender or social class, is actually responsible for these effects. The current study 

tested gender as a potential confounding variable and found no effect; however, neither 

intelligence nor social class was measured. Future studies should further investigate the 

connection between these non-personality aspects of brand image and consumer behavior and 

attitudes, such as attitude toward the ad, attitude toward the brand and purchase intent. 

It is also possible that brand personality has some effect on another variable not related to 

brand image, which was not measured in this study, that more directly affects consumer attitudes 

and behaviors. For example, other scholars have found that one of brand personality‘s most 

valuable contributions to a brand is its ability to create brand differentiation (e.g., Biel, 1993; D. 
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Aaker, 1996; Park, Jaworski & Maclnnis, 1986; Ramaseshan & Tsao, 2007). Perhaps brand 

personality aids brands in differentiating themselves from the competition, and this 

differentiation, in turn, shapes consumer behaviors and attitudes. Future research should attempt 

to better understand what variables brand personality most directly influences, thereby 

determining if brand personality has an indirect effect on measures such as attitude toward the 

ad, attitude toward the brand and purchase intent. 

Theoretical Implications 

The current study also made important contributions to meaning transfer theory 

(McCracken, 1986; 1988; 1990; 1993; 2005) and scholars‘ understanding of how meaning 

moves from culture to brand and on to the consumer. According to meaning transfer theory, 

cultural meaning is transferred to consumers via a two-step process: 1) from culture to the 

consumer good or brand via advertising or fashion and then 2) from the good or brand to the 

individual consumer through purchase and consumption rituals (McCracken, 1986; 1988; 1990; 

1993; 2005). McCracken (1986; 1988; 1990; 2005) also noted that advertising was one of the 

primary vehicles for transferring meaning from the culturally constituted world to a consumer 

good. 

Therefore, by focusing on how brand personality as meaning is transferred from culture 

to brand through advertising, the current study was able to expand meaning transfer theory (see 

Figure 5-1) and increase its usefulness for advertisers. In particular, the researcher suggested that 

advertisements were composed of two distinct parts – words and images. Further, the researcher 

asserted that advertising images were composed of visual symbolic elements that house and 

transfer meaning from culture to brand. Based on the current study‘s findings, it is possible for 

visual symbolic elements within images to contain and transfer meaning, making them a viable 

addition to McCracken‘s (1986; 1988; 1990; 1993; 2005) meaning transfer theory. However, this 
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study found that visuals alone might only be able to consistently transfer ENF and IST brand 

personalities. The implications of this finding are similar to Campbell and Warren‘s (2012), 

findings that ―not all types of meaning are equally likely to transfer‖ (p. 184). Therefore, like 

Campbell and Warren (2012), this study also adds nuance to meaning transfer theory. 

Additionally, the researcher speculates, and future research should test, that visual symbolic 

elements are most valuable when paired with carefully written text to serve as an anchor that 

more obviously guides consumers toward the dominant reading (Barthes, 1977; Hall, 1980). 

 
Figure 5-1. Modifications to meaning transfer theory. The new model is based on McCracken‘s 

(1986; 1988) original model, McCracken‘s (1993) updated model, and the current 

study‘s findings. 
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In addition to findings on the abilities and limitations of visuals symbolic elements to 

house and transfer meanings within advertising images, the current study also added to 

researchers‘ understanding of the meaning contained in particular visual symbolic elements. 

According to McCracken (1986; 1988; 1990), advertising creatives must exercise extreme care 

to select visual symbolic elements that hold the desired meanings and suppress unwanted ones. 

Yet, many times those selections are the result of a creative director‘s instinct or gut-reaction 

(McCracken 1986). By shedding some light on the science behind these instincts, the current 

study‘s exploration of the specific visual symbolic elements associated with particular individual 

and multidimensional MBTI brand personality provides both scholars and practitioners with a 

more detailed understanding of advertising‘s microlanguage (Batra et al., 1993). Although the 

current study‘s findings were not exhaustive, the visual symbolic elements associated with both 

individual and multidimensional MBTI brand personalities provide a starting place for further 

investigation. 

However, while study participants were able to provide some specifics for individual 

personality dimensions, such as the number of people in extroverted/introverted (E/I) images and 

the body language of thinking/feeling (T/F) images, in several cases, more abstract themes 

emerged with less clearly defined visual symbolic elements. For example, participants described 

images in the sensing (S) dimension as goal oriented, but they had trouble pointing to the exact 

visual symbols that represented goal orientation. Or, in another example, participants identified 

thinking (T) images as logical/rational, but weren‘t always clear what visual elements 

contributed to this feel. Therefore, by conducting additional studies with more images, 

researchers can attempt to more clearly define some of these abstract categories, adding to the 
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list of specific visual symbolic elements that consumers associate with particular MBTI 

personalities. 

Finally, the current study opens the door for scholars to begin considering the role of the 

image in meaning transfer theory. Although several scholars have identified visuals as perhaps 

the most powerful and meaning-filled elements of advertising (McCracken, 1986; Postrel, 2003; 

Williamson, 1978/2010), thus far, the role of images in meaning transfer theory has been largely 

ignored and remains woefully untested. Hopefully, the current study will be the first of many to 

begin exploring how the specific visual symbolic elements within images work to convey 

particular meanings with future studies both continuing to add to our knowledge of the role 

visuals play in transferring brand personality, as well as investigating other types of cultural 

meaning. 

Limitations 

After concluding this mixed-method study, several limitations were identified that had 

the potential to affect results and should be considered in future studies. Because this current 

study included three different phases – a scale reduction, group image sorts and a survey – 

limitations for each method are discussed below. 

Scale Reduction 

First, the BHPI scale reduction was based on a single application of Strausbaugh‘s (1998) 

original brand personality scale. Therefore, any limitations inherent in the original scale may 

have been passed on to the BHPI. Additionally, any anomalies in the sample may have affected 

the scale‘s development. In the future, additional tests should be conducted to ensure the scale‘s 

reliability. 

Further, the BHPI retained the adjective pairs used in Strausbaugh‘s (1998) original scale. 

Although the BHPI provides an adequately reduced MBTI personality scale for both humans and 
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brands, more work should be done to fine-tune the BHPI‘s adjective pairs. In the future, each 

pair should be examined to discover any weak links, outdated words or misunderstood meanings. 

Replacing single adjectives in one or more pairs, could make the scale more representative of the 

true MBTI dimensions and increase reliability. 

Also, Strausbaugh‘s original scale did not specifically consider the visual aspects of 

brand personality. Therefore, the BHPI may more accurately measure text rather than visuals. 

Future studies should attempt to determine if there are any differences when the BHPI is applied 

to text as opposed to visuals. And, as individual adjectives are potentially refined and replaced, 

their ability to measure visual symbolic elements should be considered. Alternately, researchers 

may want to consider creating a visual-specific version of the BHPI scale to better measure 

visual brand personality. 

Group Image Sorts 

Second, the group image sorts provided interesting findings that had high face validity, fit 

with results from other phases (i.e., the survey) of the current study and reached saturation. 

However, the qualitative results could still benefit from conducting additional group image sorts, 

which would provide added support. Additional group image sorts should be conducted with the 

same images to ensure that findings remain stable and no new themes emerge. Moreover, 

conducting a second round of group image sorts using a new set of images, which are based on 

the current study‘s findings, could also improve scholars‘ understanding of the specific visual 

symbolic elements associated with particular MBTI brand personalities. 

Also, the group image sorts only included advanced advertising and graphic design 

majors who had high knowledge of brand personality and visual theory. While this provided a 

level of detail and understanding that the researcher was looking for, it may have also skewed 

results. More studies should be conducted with other majors to understand the differences in 
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participants who are less visually literate. Future research should also include students who are 

more acquainted with the subject matter in the images. For example, several images showed 

scientists in labs and doctors. Conducting group image sorts with students in science- and 

medical-related majors could provide new insights. 

It is also possible that the images themselves could have been a limitation. Results 

indicated that some images were better fits for each dimension, which could have affected 

results. And, although the researcher chose the 24 images in the image deck with care, because 

images are so complex and so filled with meaning, there is always the potential, and even 

likelihood, for unidentified factors within the images to influenced results, as was the case in the 

current study‘s qualitative results. 

Additionally, the current study asked participants to sort 24 images three times – once for 

each MBTI dimension. However, by the third sort, some participants were showing signs of 

fatigue, indicating that 24 images were too many for a single group image sort session. In the 

future, researchers should consider either using an image deck with less than 24 images or 

conducting less than three sorts in a single session. 

Based on group image sort results, the terms sensing and intuition also caused confusion 

among participants. Because theses labels are part of the official Myers-Briggs Type Indicator, 

the researcher had little control over the words used. However, future studies may chose to use 

alternate labels that are less likely to confuse participants. Alternately, future researchers could 

also provide participants with definitions, but no labels. Instead, each dimension – extraversion 

(E), introversion (I), sensing (S), intuition (N), thinking (T) and feeling (F) – could be labeled as 

a unique number or letter (e.g., Dimension 1/Dimension 2 or Dimension A/Dimension B). This 

process would simultaneously eliminate confusion and prevent participants from resorting to the 



 

417 

common understandings of all the labels rather than particular MBTI definitions. In addition, the 

MBTI may also want to consider officially renaming the sensing/intuition (S/N) dimension to 

more effectively and easily communicate their meaning beyond scholars and academics. 

Moreover, advertisers are most likely to use the group image sort technique to find the 

best image for their predetermined brand personality. Therefore, they would only be interested in 

discovering one multidimensional personality, rather than eight, like the researcher. Because this 

might cause problems unidentified by the current study, additional research should be conducted 

using the group image sort technique more like an advertising agency might use it. 

Survey 

Finally, the survey phase of the current study used a student sample. While this sample 

was appropriate for the current study‘s goals and product, additional research should be 

conducted with non-student samples to increase the external validity and determine the 

transferability of the results. 

Also, inherently, surveys do not provide information on why respondents choose specific 

answers. Therefore, the researcher was unable to determine if the survey respondents based their 

personality decisions on the same visual symbolic elements as group image sort participants. To 

address this issue, future researchers may want to conduct additional in-depth interviews with 

some survey respondents after completing the survey to better understand how they made brand 

personality decisions. 

Moreover, as exploratory researcher, the current study chose to use a survey, rather than 

an experiment, which limited the ability to understand which specific parts of an image most 

influenced the survey respondents‘ brand personality decisions. However, with the current 

study‘s suggested individual and multidimensional visual profiles, future research could now 
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conduct experiments to manipulate particular visual symbolic elements in order to achieve a 

desired brand personality. 
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CHAPTER 6 

CONCLUSION AND PRACTICAL APPLICATION 

In conclusion, this study found that, through advertising, companies do have some 

control over their brand and its meaning, including brand personality. Although some scholars 

(e.g., Davis, 2000; Elliot, 2006; Neumeier, 2006, Plummer, 1984/2000) have asserted that the 

consumer is ultimately in control of determining a company‘s brand, the current study found that 

advertisers still play a role in establishing a brand‘s final meaning. 

Although companies do have a significant amount of control over the brand‘s personality, 

they must also consider how an individual‘s experiences will mix with advertising messages and 

influence the consumer‘s perceptions. Although the current study‘s survey showed that 

individual personality and gender did not have any significant influence on how respondents 

assigned personality to brands, participants in the group image sorts used their own prior 

knowledge, past experiences and individual personality as they assigned personality to images. 

This difference between the group image sorts and the survey may be due to the fact that 

participants in the group image sort spent several minutes viewing and interacting with each 

image, while survey respondents viewed the advertisements that contained the images much 

more quickly. In fact, a report from Perception Research Services (PRS) found that the 

consumers‘ average viewing time for a print advertisement ranges from a low of 3-5 seconds to a 

high of 15-20 seconds (Young, n.d.), which is similar to the amount of time survey respondents 

spent on each advertisement. 

Moreover, PRS also found that when consumers have extended exposure to an ad (i.e., 

are asked to consider an ad for a minute or more), they will ―play back‖ multiple messages, 

many of which will not come across when consumers interact with ads for a more typical 5-10 

seconds (Young, n.d., p. 2). Therefore, participants in the group image sorts may have 
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incorporated more of their own prior knowledge, experiences and personality because of the 

extended viewing time. According to Hall (1980), by mixing their own experiences with the 

dominant reading (i.e., the advertiser‘s intended meaning), these group image sort participants 

participated in a negotiated reading of the personality. Yet, even when participating in a 

negotiated reading, which is tempered by their own personal experiences and interests, Hall 

(1980) asserted that consumers still understood and generally agreed with the producer‘s 

preferred meaning. 

However, not all group image sort participants who engaged in a negotiated reading 

ultimately agreed with the researcher‘s preferred meaning. In part, this may be due to less than 

ideal image choices by the researcher. For some images, participants pointed out additional 

visual symbolic elements or identified a spirit to the image that the researcher had not taken into 

account. Another reason that participants‘ final negotiated meaning may not have aligned with 

the preferred meaning may have to do with the group image sort process. Because participants 

were allowed to review and discuss the image for much longer than a consumer typically views 

an advertisement, participants often talked themselves out of their initial gut reaction to an 

image. For example, a participant might initially agree with the preferred personality meaning, 

identifying an image as introverted (I). But, after looking closely at the image for another minute, 

he/she would start telling a story or relying on personal experience or prior knowledge to identify 

reasons why the image could be extraverted (E). And, in some cases, these tactics resulted in the 

participants actually talking himself/herself into the opposite personality from their initial gut 

reaction. Group dynamic may also have played a part in convincing some participants, who 

initially agreed with the preferred meaning, to assign the image an alternate meaning instead. In 



 

421 

some groups, it almost seemed as if participants felt the need to figure out how an image could 

fit both personalities, like it was too simple to just place it in their gut reaction category. 

Therefore, these results indicate that the survey respondents‘ interactions with the 

advertising images might be more true to life. However, the strong influence of personal 

experiences, prior knowledge and individual experiences expressed by group image sort 

participants cannot be ignored. Combined, these findings suggest that, while present, the 

influence of personal experiences, prior knowledge and individual personality may be tempered 

by the short amount of time spent viewing an ad. Therefore, with careful attention to the specific 

visual symbolic elements contained in an image, it seems that advertisers can still influence 

brand personality, despite consumers‘ individuality. 

Furthermore, this study has provided advertisers with a list of visual symbolic elements 

that represent individual and multidimensional MBTI brand personalities. Although this list does 

not include all possible visual symbolic elements that could be present in an image – a 

potentially impossible task given the complexity of visual symbolism – it does provide 

advertisers with a starting point. With additional research and practical application, this list can 

grow to encompass even more visual symbolic elements, providing advertisers with an 

increasing resource that links specific aesthetics to particular personalities. 

While these findings may not surprise most advertising creatives who have spent their 

careers choosing specific images in order to elicit particular consumer responses, it does provide 

more concrete language and scientific backing for their decisions. Although creatives often know 

instinctually which image is appropriate for an advertisement (McCracken, 1986), the current 

study‘s findings provide some objective corroboration for those decisions. In addition, these 
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findings can help less experienced practitioners, who may not be as visually savvy, choose 

images that are more likely to produce the desired brand personality outcomes. 

Beyond providing a list of visual symbolic elements associated with particular brand 

personalities, the current study has also shown that implementing specific visual symbolic 

elements can lead consumers to identify the desired brand personality outcome. While not all of 

the images tested worked equally well, the study did show that, in some cases, the majority of 

consumers were able to correctly associate a brand with the intended personality. Further, if the 

findings from the current study were used to select a new set of images, which were tested in an 

additional study, future results could be even stronger. 

In particular, because of extreme similarities in their visual profiles, the current study 

found that some brand personalities – extraverted/intuitive/feeling (ENF) and 

introverted/sensing/thinking (IST) – might be easier to elicit through advertising visuals alone. 

Additionally, one dimension – extraversion/introversion (E/I) – might cross those aesthetic 

boundaries more easily than others. In fact, exchanging extraversion and introversion might be as 

simple as adjusting the number of people in an image (i.e., adding multiple people for 

extraverted and reducing to a single person for introverted) and/or changing the subject(s)‘s eye 

contact (i.e., looking at another subject or the viewer for extraversion or looking at an inanimate 

object or out of the frame for introversion). Therefore, with careful attention to the visual 

symbolic elements associated with the extraversion/introversion dimension, advertisers may also 

be able to use visuals to provide brands with an introverted/intuitive/feeling (INF) or 

extraverted/sensing/thinking (EST) personality fairly easily. 

However, the current study‘s findings indicated that other multidimensional personalities 

might not be as easy to achieve visually. In these cases, advertisers might need to 1) pay extreme 
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attention to visual symbolic elements and the compromises necessary to account for differences 

in visual profiles, or 2) use headlines and/or body copy to anchor their intended meaning 

(Barthes, 1977). According to Barthes (1977), there is no doubt that advertising images have 

intentional meanings imbedded in them a priori by the advertiser through carefully chosen visual 

symbolic elements. However, Barthes (1977) suggested that text, when paired with an image, 

could serve and anchoring function that tells viewers which aspects of the image are most 

important and guides them toward a specific meaning. Like a remote control, Barthes (1977) 

suggested that text could serve to steer readers toward the advertiser‘s predetermined meaning, 

which, in this case, is a particular brand personality. Thus, adding guiding text to advertising 

visuals could increase the likelihood that consumers identify the advertisement with the intended 

brand personality. 

In fact, the current study‘s findings suggest that the industry‘s move toward visual-only 

advertising (e.g., Marchand, 1985; McQuarrie, 2008; Pracejus, 2003) may be negatively 

affecting advertisers‘ ability to clearly communicate with their consumers. Based on results, in 

the case of brand personality, eschewing words in favor of only images seems to leave too much 

room for interpretation, personal input and misunderstanding. So, while an advertisement that is 

dominated by a beautiful image with only a small representation of the company product and 

logo may be attractive and modern, it may also be ineffective. In actuality, previous generations 

of advertisers may have had it right by using text to anchor visual meaning – specifying and 

guiding consumers toward the advertisers‘ preferred reading. Therefore, rather than jumping on 

the bandwagon of image-only advertisements and perpetuating an ineffective trend, practitioners 

should consider reinstating copy as a vital component of successful advertising. 
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For advertisements where text would be helpful in guiding consumers to the 

predetermined brand personality, group image sorts may provide advertisers with an effective 

source for gathering headline and body copy ideas. During group image sorts, participants often 

told elaborate stories about the images they viewed. From only one, still image participants 

constructed complex stories that added depth and detail to the scene. Participants‘ stories were 

based on an image subject‘s past, their future, or the current moment they were engaged in. They 

were also told from different perspectives. Some stories were told through the eyes of one 

subject in the image. Others were established around the entire scene. Still others were based on 

surface-level visual symbolic elements such as clothes, hairstyles or pets. 

No matter what prompted the narrative, many stories would work as an excellent base for 

an advertisement‘s copy. Because good advertising copy has a beginning, middle and an end that 

work together like a story (Felton, 2006), it makes sense for copy to start as a narrative. Through 

group image sorts, advertisers can listen to the stories participants build around an image. They 

can then morph these stories into copy that speaks directly back to their audience in a voice they 

recognize and a narrative they identify with. In other words, advertisers could use participants‘ 

stores to help turn a ―raw‖ image into a packaged, produced ―story‖ that is encoded with 

meaning and can be transmitted to the consumer (Hall, 1980, p. 164). 

Take, for example, the stories participants told about an image that showed a man 

washing his dog (see Figure 6-1). Several participants told stories about how much this man 

loved his dog, about how taking the time to bathe the dog was a sign of care and attention, and 

about the bond of love and companionship shown in the image. One participant even mentioned 

that this man loved his dog so much that he wouldn‘t part with him even if offered a million 

dollars. If stories such as these were told during a group image sorts conducted for a dog food 
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company, it would require no great leap to translated them into copy that maintained the spirit of 

the narrative. For instance, an advertiser might write, 

We know you love your dog. You have an unbreakable bond. You know where he 

likes to be scratched. And how he doesn‘t like soap in his ears. We know, because 

at ABC Dog Food Company, we love our dogs that much too. That‘s why we think 

your companion deserves the freshest, most wholesome ingredients at an affordable 

price. Because love like that is worth more than a million dollars. But it shouldn‘t 

cost that much. 

 
Figure 6-1. Image of a man washing his dog, which was used during the group image sorts. 

However, for this process to work, companies must ensure that their group image sorts 

are composed of participants who mirror the target audience. Because the current study showed 

that group image sort participants did participant in negotiated readings – mixing their own 

personal experiences and identity with the advertisers meaning (Hall, 1980) – it is important that 
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the participants‘ have as many demographic and psychographic similarities to the target audience 

as possible. 

In addition to providing stories for advertising copy, group image sorts composed of 

participants who fit the company‘s precise target market may also offer an effective way for 

advertisers to select appropriate advertising images with specific multidimensional brand 

personalities. The current study‘s findings showed that participants in group image sorts were 

capable of selecting images with particular multidimensional MBTI brand personalities. For six 

of the eight personalities tested in this study, participants‘ choice of the most representative 

image overlapped with the researcher‘s original predictions, indicating that they agreed with the 

researcher‘s assessment of the images. However, in two cases – ENF and INF – the participants 

disagreed, choosing an image that the researcher had originally assigned a different personality. 

Therefore, in these two cases, the researcher chose to include both images in the survey – 1) the 

participants‘ top choice, which did not overlap with the researcher‘s original personality 

assignment, and 2) the second choice, which did overlap with the researcher‘s original 

personality assignment. Results showed that, in both cases, the images chosen by the participants 

were assigned the desired personality by a higher percentage of survey respondents than the 

images chosen by the researcher. These results indicate that the group image sort process can be 

a valid and valuable option for both advertisers and researchers who want to identify an image‘s 

brand personality, perhaps even more so than a single researcher or practitioner. 

Overall, this study suggested that companies should not buy into the notion that 

consumers are the sole owners of their brand (e.g., Davis, 2000; Elliot, 2006; Neumeier, 2006, 

Plummer, 1984/2000). While this study suggested that consumers might participant in negotiated 

meanings by mixing their own personal experiences, background knowledge and individual 
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personality with the companies preferred meaning, it still appeared as if the desired meaning was 

often recognized and understood, particularly when viewed quickly as most advertisements are 

(Young, n.d.). And, by reversing the trend of image-only advertising and adding copy back into 

advertisements, practitioners may be able to elicit even more dominant readings from consumers. 

Therefore, although they may not be in total control, companies should embrace their role as 

brand-guiders with the ability to escort consumer toward the desired brand outcome by 

embedding and transferring brand personality through advertising. It also appears that 

advertising images, in particular, may play an important role in the transfer of particular 

meanings. While the input/out-take (Plummer, 1984/2000) or encoding/decoding (Hall, 1980) 

processes may not translate perfectly, often, the company‘s desired brand voice can be heard, 

acting as a guiding force to lead the consumer toward the brand personality established by a 

company and their advertising team. And, after all, isn‘t that what advertisers are for? 
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APPENDIX A 

SAMPLE ADS FOR SCALE REDUCTION DATA 

Extraverted (E) Ad      Introverted (I) Ad 

 

   
 

 

 

Thinking (T) Ad      Feeling (F) Ad 
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APPENDIX B 

IMAGE DECK IMAGES 

 

EST 

 

 
Multiple scientists in a lab 

(possibly looking at the 

camera), lots of instruments, 

crowded around with a test in 

progress or measuring 

something (but not touching 

each), close crop 

 
Group of coworkers (possibly 

looking at the camera, may be 

wearing round glasses), in 

action, bright/saturated colors, 

working on project (building a 

structure, conducting surgery, 

etc.), hands busy/dirty, people 

not touching, close crop 

 
Group of professors/students 

(possibly looking at the 

camera), wearing bright 

colors, working on project, 

hands busy/dirty, in action, 

design classroom, room 

relatively clean, people not 

touching, close crop 

ESF 

 

 
Family (parents and kids) in a 

kitchen (possibly looking at 

camera), lots of cooking tools, 

crowded around a bowl 

touching each other, parent 

leaning over child‘s back 

helping to exactly measure/ 

chop something, close crop 

 
Group (possibly looking at 

camera), bright/saturated 

colors, in action, hands busy/ 

dirty, working on project 

(gardening/etc.), people 

touching/showing emotion, 

smiling/ enjoying the outdoor 

environment, close crop 

 
Group of people (possibly 

looking at camera), bright/ 

saturated colors, working on 

project, hands busy/dirty, in 

action, painting studio, walls 

colorful, messy painting tools, 

people touching and showing 

emotion, close crop 
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ENT 

 

Group of scientists in a lab 

(may be wearing square or 

thick-rimmed glasses, possibly 

looking at the camera), 

colorful swirly illustrated 

fumes coming out of vials, not 

touching, close crop 

 

[Note: Researcher added 

swirls] 

Group of coworkers (may be 

wearing square or thick-

rimmed glasses, possibly 

looking at camera), 

bright/saturated colors, people 

not touching, daydreaming 

about project possibilities 

(looking out over large 

garden/imagining a 

playground), hands idle, 

brightly colored illustrated 

―ideas‖ above head (possibly), 

looking at building plans, 

close crop 

 

[Note: Researcher added 

playground bubble.] 

Group of professors/students 

(may be wearing square or 

thick-rimmed glasses, possibly 

looking at the camera), 

wearing bright colors, 

daydreaming about project 

possibilities, hands idle, 

illustrated ―ideas,‖ design 

classroom, walls white, 

computer areas clean, art on 

walls framed if any, people 

not touching, close crop 
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ENF 

 

Family (parents and kids) 

(possibly looking at the 

camera), in a kitchen, pots 

simmering with colorful 

―smell‖ fumes coming out, 

crowded together, touching 

each other, close crop 

 
Couple/family (possibly 

looking at the camera), 

daydreaming about project 

possibilities (looking at large 

garden/imagining a 

playground), bright/saturated 

colors, hands idle (not actively 

building/constructing), 

brightly colored illustrated 

―ideas‖ above head, people 

touching and showing 

emotion, close crop 

Teacher and student(s) 

(possibly looking at camera), 

wearing bright colors, 

daydreaming about project 

possibilities, hands idle, 

illustrated colorful ―ideas,‖ 

painting studio, walls colorful, 

messy painting tools, people 

touching and showing 

emotion, close crop 

IST 

 

One scientist alone in a 

darkish lab, muted colors, lots 

of instruments, concentrating 

on a test in progress, possibly 

measuring something or 

reading instruments wide crop 

 
One person (may be wearing 

round-ish glasses), muted 

colors, sunrise/sunset/low-

light, working on project 

(gardening/building/etc.), 

hands busy/dirty, in action, 

looking at building plans, 

wide crop 

One student, wearing muted 

colors, low light, working on 

project, hands busy/dirty, in 

action/studying, walls white, 

computer areas clean, art on 

walls framed if any, wide crop 

  



 

432 

ISF 

 

 
Couple alone in low-lit 

kitchen (e.g., candles on small 

table set for two), possibly 

wearing apron, muted/neutral 

colors, lots of cooking tools, 

man or woman concentrating 

on measuring something, 

people touching and showing 

emotion, wide crop 

 
One person, muted/neutral 

colors (if possible), low light 

(if possible), interacting with 

pet (washing/petting/etc.), 

hands busy/dirty, in action, 

enjoying/soaking in the 

outdoor environment/beauty, 

pet touching and showing 

emotion, wide crop 

 
One person, muted/neutral 

colors (if possible), low light 

(if possible), working on 

project, hands busy/dirty, in 

action, pet touching and 

showing emotion, wide crop 

INT 

 

One person (may be wearing 

square or thick-framed 

glasses), not looking at the 

camera, neutral/muted colors, 

creative illustrated ―ideas‖ or 

―thoughts‖, wide crop 

One person (may be wearing 

square or thick-framed 

glasses), not looking at the 

camera, muted colors, 

sunrise/sunset/low-light, 

hands idle, reading a book, 

wide crop 

 
One student (may be wearing 

square/thick-framed glasses), 

not looking at the camera, 

muted colors, low light (if 

possible), daydreaming about 

project possibilities, illustrated 

―ideas‖ escaping from 

computer, hands idle, 

computer areas clean, art on 

walls framed if any, wide crop 
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INF 

 

Couple, not looking at the 

camera, no other 

people/animals, low light, 

muted/neutral colors, touching 

and showing emotion, wide 

crop 

 

 
One person, muted colors, 

sunrise/sunset/low light, 

daydreaming about 

possibilities, hands idle, 

enjoying/soaking in the 

outdoor environment/beauty, 

pet touching and showing 

emotion, wide crop 

 
One person, wearing 

muted/neutral colors, 

sunrise/sunset/low light, 

daydreaming about project 

possibilities, hands idle, pet 

touching and showing 

emotion, wide crop 
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APPENDIX C 

MODERATOR‘S GUIDE 

Hi, my name is Adriane, and I’ll be your moderator this afternoon. And, this is my assistant 

(NAME OF ASSISTANT). Thank you for participating in our group. 

 

Let’s take a minute to please turn off our cell phones. 

 

Today we are going to look at some photos and sort them into group. We’ll also talk about why 

you choose to put them in a certain group. This discussion is part of a project to learn more 

about images and personality. 

  

During the group, you will have to work as a team. In some cases, you may disagree with the 

other group members. If this happens, I ask that you respectfully listen and then share your view. 

There are no right or wrong answers, only opinions, and I’d like to hear from all of you equally. 

It’s OK to disagree because it’s helpful to hear different points of view.  

My role is to help you discuss your thoughts with each other. I don’t have an opinion, so don’t 

worry that I’ll disagree with yours. I just want to know what you think.  

 

Although we will be audio taping our discussion this afternoon, your identity will be kept 

confidential. I will not associate your real name with any comments you make here. The 

recordings will be transcribed and your real name will not be associated with any of the 

comments. The transcriber and myself will be the only person with access to the recordings. 

Once transcribed, I will destroy all audio recordings.  

 

 I am asking that you do not share what is said here with others outside of this room. 

  

I am taping the discussion because I want to make sure I don’t miss any comments. Later, I’ll 

look back at all of the comments and use them for additional research.  

 

One last thing, because I am taping it is important for only one person to speak at a time. I want 

to avoid anything that may affect the quality of my tape recording. 

 

(NAME OF ASSISTANT) will also be taking notes while we talk and helping me organize 

everything. 

 

This group discussion will last anywhere from an hour to two hours. In order to gather the most 

helpful information, it is important that you actively participate the whole time. 

 

If you need to step out to use the restroom, the closest bathrooms are located (fill in with closest 

bathroom location). 

 

Now, before we begin our group discussion, I need everyone to read and sign a consent form. 

 

(CONSENT FORM NEXT PAGE)  
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Consent to Participate in MBTI Group Image Sort 

 

The purpose of the group discussion and the nature of the questions have been explained to you.  

 

You consent to take part in a group interview where you will provide your opinion on images 

and personality dimensions. This group interview will last from 1 to 2 hours. 

 

You also consent to be tape recorded during this group interview.  

 

Your participation is voluntary. You understand that you are free to leave the group at any time. 

 

You also understand that there are no personal risks or benefits associated with this research, and 

that you will not be compensated for your participation. 

 

If you decide not to participate at any time during the discussion, there will be no negative repercussions. 

 

Your identity will be kept confidential to the extent provided by law. Confidentiality cannot be 

guaranteed from group members. However, none of your thoughts or opinions will be shared 

with anyone outside of the researcher group unless all your identifying information is removed 

first. Further, the information that you provide during the focus group will be grouped with 

answers from other people so that you cannot be identified.  

 

I have read the above information. I voluntarily agree to participate in the procedure and I have 

received a copy of this description. 

 

__________________________ ___________________________ 

Please Print Your Name   Please Sign Your Name  

 

__________________________         ___________________________ 

Date      Principal Investigator Signature       

 

 

If you have questions about this study, please contact: 

Adriane (Jewett) Grumbein, Ph.D. Student 

Department of Advertising, Weimer Hall 

University of Florida, College of JM/COM 

PO Box 118400, Gainesville, FL 32611-8400 

352-273-1643 

adriane@ufl.edu 

Dr. J. Robyn Goodman, Associate Professor 

Department of Advertising, Weimer Hall 

University of Florida, College of JM/COM 

PO Box 118400, Gainesville, FL 32611-8400 

352-392-2704 

rgoodman@jou.ufl.edu 

 

If you wish to speak with someone about your rights as a 

research participant in this study, please contact: 

IRB02 Office 

University of Florida 

Box 112250, Gainesville, FL 32611-2250 

352-392-0433  
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Thanks again for participating today. Is everyone ready to begin?  

 

Please take a second to fold the paper in front of you like this (DEMONSTRATE) and write your 

first name on it. This way we can all remember each other’s name. 

 

ICEBREAKER 

To get us started and help us get to know each other a little, let’s go around and say your name, 

major and what year you are. 

 

Good! Thanks! 

 

DISCUSSION STARTER  
Now, I’m curious, can you each tell me: If you were a color, what color would you be and why? 

 

Great! Thanks for sharing everyone.  

 

It may seem silly to think of yourself as a color, but different colors represent different 

personalities to us. Other things, like a person’s clothes, or car, or the pets they have, or the 

computer they use also make us think different things about a person’s personality.  

 

But, personality isn’t just for humans. Inanimate objects like products or brands can also have 

personality. People often think things like: Apple computers are creative, Mountain Dew is 

exciting and Jaguars are sophisticated. 

 

Today, I’m trying to figure out if these images (SHOW IMAGE DECK) have any personality. I’m 

going to ask you to sort these pictures into several different piles based on different personality 

dimensions. I’m especially interested in knowing which particular parts of each image make you 

put it into one of the piles. 

 

Remember, there is only one set of images, so you will have to work as a team to decide which 

pile the image belongs in. It will be easiest if you talk about each image out loud and discuss why 

you think it should be in a certain pile. 

 

MBTI DIMENSION #1 

The first two personality dimensions we’re going to talk about are DIMENSION A & 

DIMENSION B. 

 

I’m going to read you a short description of each dimension and give you a copy of the 

description that you can refer back to. A list of each dimension’s key adjectives are also printed 

on the table-top signs.  

 

MODERATOR READS DIMENSION DESCRIPTIONS – LOCATED ON THE LAST PAGE 

 

We will have one pile for DIMENSION A and another pile for DIMENSION B. We will have a 

third pile labeled “neither.” This pile is for images that you don’t think fit in either personality 

pile.  
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Also, if you think an image may fit in both personality piles, please discuss why with your group. 

If the rest of the group agrees, we can just set it to the side. Please don’t put images in one of the 

personality piles if you don’t think it’s a good fit. 

 

Does anyone have any questions?  

 

OK, here are the images. You may start sorting. 

 

THE MODERATOR HANDS AN IMAGE DECK TO THE GROUP THEN LISTENS, WATCHES 

AND TAKES NOTES WHILE THE GROUP SORTS.  

 

THE MODERATOR MAY ALSO PROBE FOR MORE DETAIL ON WHY THE GROUP 

DECIDED TO PLACE AN IMAGE IN A CERTAIN PILE IF THE DECISION IS NOT 

DISCUSSED IN OUT-LOUD IN DETAIL (e.g., What about that particular image made you 

decide to put it in the _________ pile?). 

 

THE MODERATOR WILL ALSO MONITOR THE GROUP DYNAMIC TO ENSURE THAT ALL 

MEMBERS ARE ABLE TO PARTICIPATE AND GIVE THEIR OPINION (e.g., _________, do 

you agree with the decision to place that image in the _________ pile? _________ what do you 

think about that image? _________, what stands out to you in this image?) 

 

Great! Does everyone agree with the piles the way they are?  

 

Now, can you tell me what aspects of the images were most important when you were sorting? 

 

What were some of the things that made you sure an image was DIMENSION A? How about 

DIMENSION B? 

 

Looking back though the DIMENSION A pile, which image do you think is most DIMENSION A? 

How about DIMENSION B? 

 

Can you think of any particular things that were missing from the images? Or something that 

you would have liked to see? 

 

If you could describe the ideal DIMENSION A image, what would it be? How about 

DIMENSION B? 

 

Thanks for you feedback, that was really helpful! 

 

MODERATOR WILL CLIP EACH TABLE-TOP SIGN TO THE IMAGES IN THAT PILE AND 

PLACE THEM TO THE SIDE. 

 

 

MBTI DIMENSION #2 

Now, I’m going to ask you to sort the same set of photos based on different personality 

dimensions. 
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The next two personality dimensions we’re going to talk about are DIMENSION C & 

DIMENSION D. 

 

I’m going to read you a short description of each dimension and give you a copy of the 

description that you can refer back to. And, remember, a list of each dimension’s key adjectives 

are also printed on the table-top signs.  

 

MODERATOR READS DIMENSION DESCRIPTIONS – LOCATED ON THE LAST PAGE 

 

Just like last time, we will have one pile for DIMENSION C and another pile for DIMENSION 

D. We will still have a third pile labeled “neither.” Remember, this pile is for images that you 

don’t think fit in either personality pile. 

 

And again, if you think an image may fit in both personality piles, please discuss why with your 

group. If the rest of the group agrees, we can just set it to the side. Please don’t put images in 

one of the personality piles if you don’t think it’s a good fit. 

 

Does anyone have any questions?  

 

OK, here are the images. You may start sorting. 

 

THE MODERATOR HANDS A SECOND IMAGE DECK TO THE GROUP THEN LISTENS, 

WATCHES AND TAKES NOTES WHILE THE GROUP SORTS.  

 

THE MODERATOR MAY ALSO PROBE FOR MORE DETAIL ON WHY THE GROUP 

DECIDED TO PLACE AN IMAGE IN A CERTAIN PILE IF THE DECISION IS NOT 

DISCUSSED IN OUT-LOUD IN DETAIL (e.g., What about that particular image made you 

decide to put it in the _________ pile?). 

 

THE MODERATOR WILL ALSO MONITOR THE GROUP DYNAMIC TO ENSURE THAT ALL 

MEMBERS ARE ABLE TO PARTICIPATE AND GIVE THEIR OPINION (e.g., _________, do 

you agree with the decision to place that image in the _________ pile? _________ what do you 

think about that image? _________, what stands out to you in this image?) 

 

Great! Does everyone agree with the piles the way they are?  

 

Now, can you tell me what aspects of the images were most important when you were sorting? 

 

What were some of the things that made you sure an image was DIMENSION C? How about 

DIMENSION D? 

 

Looking back though the DIMENSION C pile, which image do you think is most DIMENSION 

C? How about DIMENSION D? 
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Can you think of any particular things that were missing from the images? Or something that 

you would have liked to see? 

 

If you could describe the ideal DIMENSION C image, what would it be? How about 

DIMENSION D? 

 

Thanks, everyone! That gives me a much better understanding of DIMENSION C and 

DIMENSION D. 

 

 

MBTI DIMENSION #3 

We’re going to do one last sort with the same set of photos. This time, I have another set of 

personality dimensions for you to use. 

 

The next two personality dimensions we’re going to talk about are DIMENSION E & 

DIMENSION F. 

 

I’m going to read you a short description of each dimension and give you a copy of the 

description that you can refer back to. And, remember, a list of each dimension’s key adjectives 

are also printed on the tabletop signs.  

 

MODERATOR READS DIMENSION DESCRIPTIONS – LOCATED ON THE LAST PAGE 

 

Just like the first two time, we will have one pile for DIMENSION E and another pile for 

DIMENSION F. We will still have a third pile labeled “neither.” Remember, this pile is for 

images that you don’t think fit in either personality pile. 

 

And again, if you think an image may fit in both personality piles, please discuss why with your 

group. If the rest of the group agrees, we can just set it to the side. Please don’t put images in 

one of the personality piles if you don’t think it’s a good fit. 

 

Does anyone have any questions?  

 

OK, here are the images. You may start sorting. 

 

THE MODERATOR HANDS A THIRD IMAGE DECK TO THE GROUP THEN LISTENS, 

WATCHES AND TAKES NOTES WHILE THE GROUP SORTS.  

 

THE MODERATOR MAY ALSO PROBE FOR MORE DETAIL ON WHY THE GROUP 

DECIDED TO PLACE AN IMAGE IN A CERTAIN PILE IF THE DECISION IS NOT 

DISCUSSED IN OUT-LOUD IN DETAIL (e.g., What about that particular image made you 

decide to put it in the _________ pile?). 

 

THE MODERATOR WILL ALSO MONITOR THE GROUP DYNAMIC TO ENSURE THAT ALL 

MEMBERS ARE ABLE TO PARTICIPATE AND GIVE THEIR OPINION (e.g., _________, do 
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you agree with the decision to place that image in the _________ pile? _________ what do you 

think about that image? _________, what stands out to you in this image?) 

 

Great! Does everyone agree with the piles the way they are?  

 

Now, can you tell me what aspects of the images were most important when you were sorting? 

 

What were some of the things that made you sure an image was DIMENSION E? How about 

DIMENSION F? 

 

Looking back though the DIMENSION E pile, which image do you think is most DIMENSION E? 

How about DIMENSION F? 

 

Can you think of any particular things that were missing from the images? Or something that 

you would have liked to see? 

 

If you could describe the ideal DIMENSION E image, what would it be? How about 

DIMENSION F? 

 

Thanks, for all your help! I think I see the differences between DIMENSION E and DIMENSION 

F. 

 

 

THANK YOU & ENDING QUESTION 

I’d like to thank you for participating in my group today. Is there anything I missed? Or, does 

anyone have anything else they would like to add?  

 

That concludes our group. Thanks again for all your help! 
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APPENDIX D 

DIMENSION DESCRIPTIONS FOR GROUP IMAGE SORTS 

Extroversion/Introversion (E/I) 

The E/I dimension examines an individual’s favorite world; where a person gets and directs 

his/her energy. 

 

Extraverted (E): Extraverts relate easily to the outer world of people and things. They focus on 

the world around them and gain energy from other people. Extraverts often know a little about a 

lot, preferring to explore a variety of subjects and ideas. Extraverts often need to think out their 

ideas aloud. Adjectives that describe extroverts include: outspoken, active and sociable. 

 

Introverted (I): Introverts relate easily to the inner world of ideas. They draw energy from their 

inner world and prefer to spend time alone. Introverts tend to have fewer but deeper interests, 

immersing themselves in the topics that appeal to them. Introverts prefer to quietly think through 

an idea in their head before speaking it. Adjectives that describe introverts include: quiet, 

reserved and shy. 

-------------------- 

Sensing/Intuition (S/N) 

The sensing/intuition (S/N) dimension analyzes how an individual takes in information. 

 

Sensing (S): Sensors prefer to work with known facts. They concentrate on concrete information 

from their five senses. Sensors appreciate simple, matter-of fact reality. Sensors accurately 

remember details and excel at here-and-now practical matters. Adjectives that describe sensors 

include: systematic, practical/functional and conservative. 

 

Intuition (N): Intuitives prefer to look for possibilities and relationships. They interpret and add 

meaning to information, looking at big-picture patterns. Intuitives value big ideas and see 

obscure connections others may miss. Intuitives tend to be creative and good at imagining long-

term possibilities for the future. Adjectives that describe intuitives include: imaginative, 

creative/theoretical and unconventional. 

-------------------- 

Thinking/Feeling (T/F) 

The thinking/feeling (T/F) dimension represents how individuals make decisions.  

 

Thinking (T): Thinkers base their judgments on impersonal analysis and logic. They put more 

weight on objective principles, impersonal facts and logic. Thinking is closely tied to intellect. 

Thinkers are more driven to be fair and consistent. Thinkers tend to take things less personally, 

are harder to offend and are uncomfortable with emotions. Adjectives that describe thinkers 

include: firm, rational/reasonable and logical. 

 

Feeling (F): Feelers base their judgments on personal values. They place more emphasis on 

people and personal concerns. Feeling places a high premium on the development and 

maintenance of personal relationships. Feelers are guided by their personal values and 

extenuating circumstances. Feelers often wear their heart on their sleeves, are comfortable with 

emotions and may get their feelings hurt more easily. Adjectives that describe feelers include: 

soft-hearted, passionate/perceptive and emotional.  
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APPENDIX E 

SURVEY ADVERTISEMENTS 

1. EST ad 

 
 

 

2. ESF ad 

 

3. ENT ad 

 

4. ENF-participants ad 

 
 

 

5. ENF-researcher ad 

 

6. IST ad 

 



 

443 

7. ISF ad 

 
 

 

8. INT ad

 

9. INF-participants ad 

 

10. INF-researcher ad 
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APPENDIX F 

HAND SOAP LOGO AND BOTTLE 
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APPENDIX G 

QUESTIONNAIRE  
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Yes

No

Consent

Purpose  of  the  research  study:  The  purpose  of  this  study  is  to  better  understand  your  opinion  on  advertising.

What  you  will  be  asked  to  do  in  the  study:  You  will  be  asked  to  look  at  several  ads  and  answer  a  series  of
questions.  You  will  also  be  asked  a  few  additional  questions  about  yourself.

Time  required:  20  min

Risks  and  Benefits:  No  risks  will  be  involved.

Compensation:  No  compensation  will  be  provided.

Confidentiality:  Your  identity  will  be  kept  confidential  to  the  extent  provided  by  law.  Any  information  collected  by
this  survey  will  remain  anonymous  and  will  be  used  only  for  research  purposes.  Your  identity  is  in  no  way  tied  to
your  survey  answers.

Voluntary  participation:  Your  participation  in  this  study  is  completely  voluntary.  There  is  no  penalty  for  not
participating.  There  are  no  direct  benefits  to  you  for  participating  in  the  study.

Right  to  withdraw  from  the  study:  You  have  the  right  to  withdraw  from  the  study  at  anytime  without
consequence.

Whom  to  contact  if  you  have  questions  about  the  study:
Adriane  (Jewett)  Grumbein,  Ph.D.  Candidate
Department  of  Advertising,  Weimer  Hall
University  of  Florida,  College  of  JM/COM
PO  Box  118400,  Gainesville,  FL  32611-8400
(352)  846-1154
adriane@ufl.edu

Dr.  J.  Robyn  Goodman,  Associate  Professor
Department  of  Advertising,  Weimer  Hall
University  of  Florida,  College  of  JM/COM
PO  Box  118400,  Gainesville,  FL  32611-8400
(352)  392-2704
rgoodman@jou.ufl.edu

Whom  to  contact  about  your  rights  as  a  research  participant  in  the  study:
IRB02  Office,  Box  112250,  University  of  Florida,  Gainesville,  FL  32611-2250;;  phone  392-0433

Agreement:  I  have  read  the  procedure  described  above.  I  voluntarily  agree  to  participate  in  the  procedure  and  I
have  received  a  copy  of  this  description.

Self  Personality

Please use the following adjectives to tell us about yourself. Check the box next to the adjective that best  describes  who
you  are. For example, if you see yourself as “active,” you should check “active.” If you consider yourself “reserved,” check
“reserved.” When you are finished you should have checked 12 adjectives (one from each pair).

passionate,  perceptive    rational,  reasonable

reserved    active
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decided    flexible

conservative    unconventional

logical    emotional

outspoken    quiet

creative,  theoretical    practical,  functional

clear-cut,  definitive    undecided,  variable

sociable    shy

firm    soft-hearted

adaptable    deliberate

systematic    imaginative

Hand  Soap  Brand  Info

You  are  about  to  view  several  ads  for  a  hand  soap  brand.  The  name  and  product  packaging  have  been
replaced  by  a  generic  logo  and  bottle  so  the  advertiser’s  name  and  product  packaging  don't  influence
your  opinions.

ENF-1
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Based  on  the  ad  above,  please  use  the  following  adjectives  to  tell  us  your  thoughts  about  this  brand  of
hand  soap.  Check  the  box  next  to  the  adjective  that  best  describes  your  thoughts  about  the  advertised  hand  soap
brand,  not  the  ad  itself.  For  example,  if  the  ad  makes  you  think  the  hand  soap  brand  is  “active,”  you  should  check
“active.”  If  it  makes  you  feel  the  hand  soap  brand  is  “reserved,”  check  “reserved.”  When  you  are  finished  you
should  have  checked  12  adjectives  (one  from  each  pair)  describing  the  hand  soap  brand  based  on  the  ad  above.

passionate,  perceptive    rational,  reasonable

reserved    active

decided    flexible

conservative    unconventional

logical    emotional

outspoken    quiet

creative,  theoretical    practical,  functional

clear-cut,  definitive    undecided,  variable

sociable    shy

firm    soft-hearted

adaptable    deliberate

systematic    imaginative

Thinking  about  the  ad  for  this  brand  of  hand  soap,  which  of  the  following  statements  best  describes  your  feeling
about  the  ad?

I  dislike  it

extremely

I  dislike  it  

quite

I  dislike  it

slightly

I  neither  liked  or

disliked  it

I  liked  it

slightly

I  liked  it

quite I  liked  it  extremely

Thinking  about  this  brand  of  hand  soap,  which  of  the  following  statements  best  describes  your  feeling  about  this
brand?

I  think  it  is

extremely  bad

I  think  it  is

quite  bad

I  think  it  is

slightly  bad

I  think  it  is  neither

good  nor  bad

I  think  it  is

slightly  good

I  think  it  is

quite  good

I  think  it  is

extremely  good

If  you  were  going  to  buy  hand  soap,  how  likely  would  you  be  to  try  this  brand?

No  chance  or

almost  no  chance

Slight

possibility

Some

possibility

Fairly  good

possibility Probable

Very

probable

Certain  or

practically  certain

ENF-2
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Based  on  the  ad  above,  please  use  the  following  adjectives  to  tell  us  your  thoughts  about  this  brand  of
hand  soap.  Check  the  box  next  to  the  adjective  that  best  describes  your  thoughts  about  the  advertised  hand  soap
brand,  not  the  ad  itself.  For  example,  if  the  ad  makes  you  think  the  hand  soap  brand  is  “active,”  you  should  check
“active.”  If  it  makes  you  feel  the  hand  soap  brand  is  “reserved,”  check  “reserved.”  When  you  are  finished  you
should  have  checked  12  adjectives  (one  from  each  pair)  describing  the  hand  soap  brand  based  on  the  ad  above.

passionate,  perceptive    rational,  reasonable

reserved    active

decided    flexible

conservative    unconventional

logical    emotional

outspoken    quiet

creative,  theoretical    practical,  functional

clear-cut,  definitive    undecided,  variable

sociable    shy

firm    soft-hearted

adaptable    deliberate

systematic    imaginative
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Thinking  about  the  ad  for  this  brand  of  hand  soap,  which  of  the  following  statements  best  describes  your  feeling
about  the  ad?

I  dislike  it

extremely

I  dislike  it  

quite

I  dislike  it

slightly

I  neither  liked  or

disliked  it

I  liked  it

slightly

I  liked  it

quite I  liked  it  extremely

Thinking  about  this  brand  of  hand  soap,  which  of  the  following  statements  best  describes  your  feeling  about  this
brand?

I  think  it  is

extremely  bad

I  think  it  is

quite  bad

I  think  it  is

slightly  bad

I  think  it  is  neither

good  nor  bad

I  think  it  is

slightly  good

I  think  it  is

quite  good

I  think  it  is

extremely  good

If  you  were  going  to  buy  hand  soap,  how  likely  would  you  be  to  try  this  brand?

No  chance  or

almost  no  chance

Slight

possibility

Some

possibility

Fairly  good

possibility Probable

Very

probable

Certain  or

practically  certain

ENT

Based  on  the  ad  above,  please  use  the  following  adjectives  to  tell  us  your  thoughts  about  this  brand  of
hand  soap.  Check  the  box  next  to  the  adjective  that  best  describes  your  thoughts  about  the  advertised  hand  soap
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brand,  not  the  ad  itself.  For  example,  if  the  ad  makes  you  think  the  hand  soap  brand  is  “active,”  you  should  check
“active.”  If  it  makes  you  feel  the  hand  soap  brand  is  “reserved,”  check  “reserved.”  When  you  are  finished  you
should  have  checked  12  adjectives  (one  from  each  pair)  describing  the  hand  soap  brand  based  on  the  ad  above.

passionate,  perceptive    rational,  reasonable

reserved    active

decided    flexible

conservative    unconventional

logical    emotional

outspoken    quiet

creative,  theoretical    practical,  functional

clear-cut,  definitive    undecided,  variable

sociable    shy

firm    soft-hearted

adaptable    deliberate

systematic    imaginative

Thinking  about  the  ad  for  this  brand  of  hand  soap,  which  of  the  following  statements  best  describes  your  feeling
about  the  ad?

I  dislike  it

extremely

I  dislike  it  

quite

I  dislike  it

slightly

I  neither  liked  or

disliked  it

I  liked  it

slightly

I  liked  it

quite I  liked  it  extremely

Thinking  about  this  brand  of  hand  soap,  which  of  the  following  statements  best  describes  your  feeling  about  this
brand?

I  think  it  is

extremely  bad

I  think  it  is

quite  bad

I  think  it  is

slightly  bad

I  think  it  is  neither

good  nor  bad

I  think  it  is

slightly  good

I  think  it  is

quite  good

I  think  it  is

extremely  good

If  you  were  going  to  buy  hand  soap,  how  likely  would  you  be  to  try  this  brand?

No  chance  or

almost  no  chance

Slight

possibility

Some

possibility

Fairly  good

possibility Probable

Very

probable

Certain  or

practically  certain

ESF
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Based  on  the  ad  above,  please  use  the  following  adjectives  to  tell  us  your  thoughts  about  this  brand  of
hand  soap.  Check  the  box  next  to  the  adjective  that  best  describes  your  thoughts  about  the  advertised  hand  soap
brand,  not  the  ad  itself.  For  example,  if  the  ad  makes  you  think  the  hand  soap  brand  is  “active,”  you  should  check
“active.”  If  it  makes  you  feel  the  hand  soap  brand  is  “reserved,”  check  “reserved.”  When  you  are  finished  you
should  have  checked  12  adjectives  (one  from  each  pair)  describing  the  hand  soap  brand  based  on  the  ad  above.

passionate,  perceptive    rational,  reasonable

reserved    active

decided    flexible

conservative    unconventional

logical    emotional

outspoken    quiet

creative,  theoretical    practical,  functional

clear-cut,  definitive    undecided,  variable

sociable    shy

firm    soft-hearted

adaptable    deliberate

systematic    imaginative
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Thinking  about  the  ad  for  this  brand  of  hand  soap,  which  of  the  following  statements  best  describes  your  feeling
about  the  ad?

I  dislike  it

extremely

I  dislike  it  

quite

I  dislike  it

slightly

I  neither  liked  or

disliked  it

I  liked  it

slightly

I  liked  it

quite I  liked  it  extremely

Thinking  about  this  brand  of  hand  soap,  which  of  the  following  statements  best  describes  your  feeling  about  this
brand?

I  think  it  is

extremely  bad

I  think  it  is

quite  bad

I  think  it  is

slightly  bad

I  think  it  is  neither

good  nor  bad

I  think  it  is

slightly  good

I  think  it  is

quite  good

I  think  it  is

extremely  good

If  you  were  going  to  buy  hand  soap,  how  likely  would  you  be  to  try  this  brand?

No  chance  or

almost  no  chance

Slight

possibility

Some

possibility

Fairly  good

possibility Probable

Very

probable

Certain  or

practically  certain

EST

Based  on  the  ad  above,  please  use  the  following  adjectives  to  tell  us  your  thoughts  about  this  brand  of
hand  soap.  Check  the  box  next  to  the  adjective  that  best  describes  your  thoughts  about  the  advertised  hand  soap
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brand,  not  the  ad  itself.  For  example,  if  the  ad  makes  you  think  the  hand  soap  brand  is  “active,”  you  should  check
“active.”  If  it  makes  you  feel  the  hand  soap  brand  is  “reserved,”  check  “reserved.”  When  you  are  finished  you
should  have  checked  12  adjectives  (one  from  each  pair)  describing  the  hand  soap  brand  based  on  the  ad  above.

passionate,  perceptive    rational,  reasonable

reserved    active

decided    flexible

conservative    unconventional

logical    emotional

outspoken    quiet

creative,  theoretical    practical,  functional

clear-cut,  definitive    undecided,  variable

sociable    shy

firm    soft-hearted

adaptable    deliberate

systematic    imaginative

Thinking  about  the  ad  for  this  brand  of  hand  soap,  which  of  the  following  statements  best  describes  your  feeling
about  the  ad?

I  dislike  it

extremely

I  dislike  it  

quite

I  dislike  it

slightly

I  neither  liked  or

disliked  it

I  liked  it

slightly

I  liked  it

quite I  liked  it  extremely

Thinking  about  this  brand  of  hand  soap,  which  of  the  following  statements  best  describes  your  feeling  about  this
brand?

I  think  it  is

extremely  bad

I  think  it  is

quite  bad

I  think  it  is

slightly  bad

I  think  it  is  neither

good  nor  bad

I  think  it  is

slightly  good

I  think  it  is

quite  good

I  think  it  is

extremely  good

If  you  were  going  to  buy  hand  soap,  how  likely  would  you  be  to  try  this  brand?

No  chance  or

almost  no  chance

Slight

possibility

Some

possibility

Fairly  good

possibility Probable

Very

probable

Certain  or

practically  certain

INF-1
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Based  on  the  ad  above,  please  use  the  following  adjectives  to  tell  us  your  thoughts  about  this  brand  of
hand  soap.  Check  the  box  next  to  the  adjective  that  best  describes  your  thoughts  about  the  advertised  hand  soap
brand,  not  the  ad  itself.  For  example,  if  the  ad  makes  you  think  the  hand  soap  brand  is  “active,”  you  should  check
“active.”  If  it  makes  you  feel  the  hand  soap  brand  is  “reserved,”  check  “reserved.”  When  you  are  finished  you
should  have  checked  12  adjectives  (one  from  each  pair)  describing  the  hand  soap  brand  based  on  the  ad  above.

passionate,  perceptive    rational,  reasonable

reserved    active

decided    flexible

conservative    unconventional

logical    emotional

outspoken    quiet

creative,  theoretical    practical,  functional

clear-cut,  definitive    undecided,  variable

sociable    shy

firm    soft-hearted

adaptable    deliberate

systematic    imaginative
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Thinking  about  the  ad  for  this  brand  of  hand  soap,  which  of  the  following  statements  best  describes  your  feeling
about  the  ad?

I  dislike  it

extremely

I  dislike  it  

quite

I  dislike  it

slightly

I  neither  liked  or

disliked  it

I  liked  it

slightly

I  liked  it

quite I  liked  it  extremely

Thinking  about  this  brand  of  hand  soap,  which  of  the  following  statements  best  describes  your  feeling  about  this
brand?

I  think  it  is

extremely  bad

I  think  it  is

quite  bad

I  think  it  is

slightly  bad

I  think  it  is  neither

good  nor  bad

I  think  it  is

slightly  good

I  think  it  is

quite  good

I  think  it  is

extremely  good

If  you  were  going  to  buy  hand  soap,  how  likely  would  you  be  to  try  this  brand?

No  chance  or

almost  no  chance

Slight

possibility

Some

possibility

Fairly  good

possibility Probable

Very

probable

Certain  or

practically  certain

INF-2

Based  on  the  ad  above,  please  use  the  following  adjectives  to  tell  us  your  thoughts  about  this  brand  of
hand  soap.  Check  the  box  next  to  the  adjective  that  best  describes  your  thoughts  about  the  advertised  hand  soap
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brand,  not  the  ad  itself.  For  example,  if  the  ad  makes  you  think  the  hand  soap  brand  is  “active,”  you  should  check
“active.”  If  it  makes  you  feel  the  hand  soap  brand  is  “reserved,”  check  “reserved.”  When  you  are  finished  you
should  have  checked  12  adjectives  (one  from  each  pair)  describing  the  hand  soap  brand  based  on  the  ad  above.

passionate,  perceptive    rational,  reasonable

reserved    active

decided    flexible

conservative    unconventional

logical    emotional

outspoken    quiet

creative,  theoretical    practical,  functional

clear-cut,  definitive    undecided,  variable

sociable    shy

firm    soft-hearted

adaptable    deliberate

systematic    imaginative

Thinking  about  the  ad  for  this  brand  of  hand  soap,  which  of  the  following  statements  best  describes  your  feeling
about  the  ad?

I  dislike  it

extremely

I  dislike  it  

quite

I  dislike  it

slightly

I  neither  liked  or

disliked  it

I  liked  it

slightly

I  liked  it

quite I  liked  it  extremely

Thinking  about  this  brand  of  hand  soap,  which  of  the  following  statements  best  describes  your  feeling  about  this
brand?

I  think  it  is

extremely  bad

I  think  it  is

quite  bad

I  think  it  is

slightly  bad

I  think  it  is  neither

good  nor  bad

I  think  it  is

slightly  good

I  think  it  is

quite  good

I  think  it  is

extremely  good

If  you  were  going  to  buy  hand  soap,  how  likely  would  you  be  to  try  this  brand?

No  chance  or

almost  no  chance

Slight

possibility

Some

possibility

Fairly  good

possibility Probable

Very

probable

Certain  or

practically  certain

INT
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Based  on  the  ad  above,  please  use  the  following  adjectives  to  tell  us  your  thoughts  about  this  brand  of
hand  soap.  Check  the  box  next  to  the  adjective  that  best  describes  your  thoughts  about  the  advertised  hand  soap
brand,  not  the  ad  itself.  For  example,  if  the  ad  makes  you  think  the  hand  soap  brand  is  “active,”  you  should  check
“active.”  If  it  makes  you  feel  the  hand  soap  brand  is  “reserved,”  check  “reserved.”  When  you  are  finished  you
should  have  checked  12  adjectives  (one  from  each  pair)  describing  the  hand  soap  brand  based  on  the  ad  above.

passionate,  perceptive    rational,  reasonable

reserved    active

decided    flexible

conservative    unconventional

logical    emotional

outspoken    quiet

creative,  theoretical    practical,  functional

clear-cut,  definitive    undecided,  variable

sociable    shy

firm    soft-hearted

adaptable    deliberate

systematic    imaginative
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Thinking  about  the  ad  for  this  brand  of  hand  soap,  which  of  the  following  statements  best  describes  your  feeling
about  the  ad?

I  dislike  it

extremely

I  dislike  it  

quite

I  dislike  it

slightly

I  neither  liked  or

disliked  it

I  liked  it

slightly

I  liked  it

quite I  liked  it  extremely

Thinking  about  this  brand  of  hand  soap,  which  of  the  following  statements  best  describes  your  feeling  about  this
brand?

I  think  it  is

extremely  bad

I  think  it  is

quite  bad

I  think  it  is

slightly  bad

I  think  it  is  neither

good  nor  bad

I  think  it  is

slightly  good

I  think  it  is

quite  good

I  think  it  is

extremely  good

If  you  were  going  to  buy  hand  soap,  how  likely  would  you  be  to  try  this  brand?

No  chance  or

almost  no  chance

Slight

possibility

Some

possibility

Fairly  good

possibility Probable

Very

probable

Certain  or

practically  certain

ISF

Based  on  the  ad  above,  please  use  the  following  adjectives  to  tell  us  your  thoughts  about  this  brand  of
hand  soap.  Check  the  box  next  to  the  adjective  that  best  describes  your  thoughts  about  the  advertised  hand  soap
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brand,  not  the  ad  itself.  For  example,  if  the  ad  makes  you  think  the  hand  soap  brand  is  “active,”  you  should  check
“active.”  If  it  makes  you  feel  the  hand  soap  brand  is  “reserved,”  check  “reserved.”  When  you  are  finished  you
should  have  checked  12  adjectives  (one  from  each  pair)  describing  the  hand  soap  brand  based  on  the  ad  above.

passionate,  perceptive    rational,  reasonable

reserved    active

decided    flexible

conservative    unconventional

logical    emotional

outspoken    quiet

creative,  theoretical    practical,  functional

clear-cut,  definitive    undecided,  variable

sociable    shy

firm    soft-hearted

adaptable    deliberate

systematic    imaginative

Thinking  about  the  ad  for  this  brand  of  hand  soap,  which  of  the  following  statements  best  describes  your  feeling
about  the  ad?

I  dislike  it

extremely

I  dislike  it  

quite

I  dislike  it

slightly

I  neither  liked  or

disliked  it

I  liked  it

slightly

I  liked  it

quite I  liked  it  extremely

Thinking  about  this  brand  of  hand  soap,  which  of  the  following  statements  best  describes  your  feeling  about  this
brand?

I  think  it  is

extremely  bad

I  think  it  is

quite  bad

I  think  it  is

slightly  bad

I  think  it  is  neither

good  nor  bad

I  think  it  is

slightly  good

I  think  it  is

quite  good

I  think  it  is

extremely  good

If  you  were  going  to  buy  hand  soap,  how  likely  would  you  be  to  try  this  brand?

No  chance  or

almost  no  chance

Slight

possibility

Some

possibility

Fairly  good

possibility Probable

Very

probable

Certain  or

practically  certain

IST
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Based  on  the  ad  above,  please  use  the  following  adjectives  to  tell  us  your  thoughts  about  this  brand  of
hand  soap.  Check  the  box  next  to  the  adjective  that  best  describes  your  thoughts  about  the  advertised  hand  soap
brand,  not  the  ad  itself.  For  example,  if  the  ad  makes  you  think  the  hand  soap  brand  is  “active,”  you  should  check
“active.”  If  it  makes  you  feel  the  hand  soap  brand  is  “reserved,”  check  “reserved.”  When  you  are  finished  you
should  have  checked  12  adjectives  (one  from  each  pair)  describing  the  hand  soap  brand  based  on  the  ad  above.

passionate,  perceptive    rational,  reasonable

reserved    active

decided    flexible

conservative    unconventional

logical    emotional

outspoken    quiet

creative,  theoretical    practical,  functional

clear-cut,  definitive    undecided,  variable

sociable    shy

firm    soft-hearted

adaptable    deliberate

systematic    imaginative
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Male

Female

White  (Non-Hispanic)

Hispanic  /  Latino  /  Latina

African  American  /  Black

Asian  /  Pacific  Islander

Native  American

Other  (please  specify)

Freshman

Sophomore

Thinking  about  the  ad  for  this  brand  of  hand  soap,  which  of  the  following  statements  best  describes  your  feeling
about  the  ad?

I  dislike  it

extremely

I  dislike  it  

quite

I  dislike  it

slightly

I  neither  liked  or

disliked  it

I  liked  it

slightly

I  liked  it

quite I  liked  it  extremely

Thinking  about  this  brand  of  hand  soap,  which  of  the  following  statements  best  describes  your  feeling  about  this
brand?

I  think  it  is

extremely  bad

I  think  it  is

quite  bad

I  think  it  is

slightly  bad

I  think  it  is  neither

good  nor  bad

I  think  it  is

slightly  good

I  think  it  is

quite  good

I  think  it  is

extremely  good

If  you  were  going  to  buy  hand  soap,  how  likely  would  you  be  to  try  this  brand?

No  chance  or

almost  no  chance

Slight

possibility

Some

possibility

Fairly  good

possibility Probable

Very

probable

Certain  or

practically  certain

Demographics

This  survey  is  almost  complete,  just  a  few  more  questions  about  yourself.

What  is  your  gender?

What  is  your  age?  (Please  enter  the  two-digit  number  below)

Which  racial/ethnic  group  do  you  belong  to?

Are  you  a...
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Error

OK

Junior

Senior

Master  Student

Doctoral  Student

Other  (please  specify)

Advertising

Journalism

Public  Relations

Telecommunication

Other  (please  specify)

What  is  your  major?

Extra  Credit

If  you  are  receiving  extra  credit  for  participating  in  this  survey,  please  fill  in  the  information  below.  Please  be  sure
to  provide  all  the  information  requested.

What  is  your  name  (first  &  last)?

What  is  your  teacher's  name  (first  &  last)?

What  is  the  course  number  of  the  class  are  you  getting  extra  credit  for?

What  is  the  name  of  the  class  are  you  getting  extra  credit  for?

Bad  Request
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