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Abstract. The article examines the neuropsychological mechanisms of
perception of vertical and horizontal video content in the context of consumer
behavior. It is substantiated that the spatial-visual orientation of the video determines
the nature of emotional involvement, the level of cognitive load and subsequent
behavioral reactions of consumers. The purpose of the study is to theoretically
substantiate the influence of the visual orientation of video content on the emotional-
cognitive processes of the consumer and to develop an author's model that explains
the relationship between neuropsychological reactions and the economic
effectiveness of marketing communication. The methodological basis is the
methods of systemic, structural-functional and cognitive analysis, which made it
possible to generalize scientific approaches to the study of neuromarketing, the
economics of attention and the theory of cognitive load. Based on analytical
modeling, the author's concept «Model of Three Focuses» 1s proposed, within which
three interrelated levels of perception are distinguished: visual, emotional and
cognitive-behavioral. Results. It has been established that vertical videos activate
the limbic system, causing rapid emotionally colored reactions, effective for

https://a-economics.com.ua/index.php/home/about ISSN 3041-2129

YBech KOHTEHT JlilieH30BaHo 3a ymoBaMmu Creative Commons BY 4.0 International license


https://creativecommons.org/licenses/by/4.0/

CURRENT ISSUES OF
Vl ECONOMIC SCIENCES

impulsive decisions and short-term communications; on the other hand, horizontal
formats stimulate the prefrontal areas of the brain, enhancing analytical perception,
trust and loyalty of consumers. Conclusions. The developed model proves that
neuropsychological reactions directly affect the economic efficiency of video
marketing, establishing a connection between psychological processes of attention
and financial results of the business. The practical significance of the study lies in
the possibility of using the model to predict behavioral reactions, assess the
effectiveness of communication strategies and form long-term brand trust capital.
The results of the study expand the theoretical basis of the neuroeconomic approach
to video marketing and open up prospects for further empirical measurements in the
field of digital communications and behavioral analytics.

Keywords: cognitive response, emotional engagement, neuromarketing,

attention economy, behavioral mechanisms, video advertising effectiveness.

HeiliponcuxoJ10oriyHi peakuii Ha BepTUKAJIbLHUN | TOPU30HTAJILHU I

BIICOKOHTEHT Yy CIOKUBYIN MOBEAIHIi: TEOPETHUKO-eKOHOMIYHMI aHAJII3

Turapenko fua,
MaricTp MapKeTHHTY, CTpaTer y cdepi
MapKeTUHTY Ta couianbHux mMexaia, Hero-Hopk, CIIIA,
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AHoTamis. Y CTaTTI pO3TIsSHYTO HEUPOMICUXOJIOTIYHI MEXaH13MU CIIPUUHSTTS
BEPTUKAJIBLHOIO Ta TOPU30HTAIBHOTO BiJICOKOHTEHTY B KOHTEKCTI CIIOXHBYOI
noBeiiHKKA. OOrpyHTOBAHO, 1110 MPOCTOPOBO-Bi3yallbHA OpIEHTAIlisl BIJIEO BU3HAUAE
XapakTep €MOIIMHOrO0 3alyuYeHHs, PIBEHb KOTHITMBHOTO HABAaHTAXEHHS Ta
MOJIaJIbII MOBEIIHKOBI peakIlii crmokuBadiB. MeTo10 M0CTiIKeHHsI € TEOPETUYHE
OOIpYHTYBaHHsI BIUIMBY BI3yaJbHOi Opl€HTAIll BIJEOKOHTEHTY Ha €MOLIWHO-

KOTHITUBHI POLIECH CIIOXKUBAUIB Ta PO3POOIEHHS aBTOPCHKOI MOJIEN], SIKa MOSICHIOE
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B3a€MO3B’SI30K MK ~ HEHPONCHUXOJOTTYHUMHU  pEaKIIIMU 1 E€KOHOMIYHOIO
pE3yIbTAaTUBHICTIO MapKETUHIOBOiI  KOMYHIKalii. MeToaoJIoriYHy OCHOBY
CTaHOBJISITH METOAN CUCTEMHOTI'O, CTPYKTYPHO-(YHKIIOHATBHOIO Ta KOTHITUBHOT'O
aHami3zy, IO Jajdyd 3MOTY Yy3araJbHUTH HAyKOBI MiAXOAM JO BHUBYEHHS
HEHPOMApPKETUHIY, EKOHOMIKM yBaru Ta Teopii KOIHITUBHOTO HaBaHTakeHHs. Ha
OCHOBl AHAJIITUYHOTO MOJICTIOBAHHS 3alpONOHOBAHO AaBTOPCHKY KOHIIEMIIIIO
«Mogenb Tpbox (QOKYCIBY», Y MEKaX IKOT BHOKPEMJIEHO TPU B3a€MOIIOB’sI3aH1 PiBHI
COPUMHATTS: Bi3yalbHUM, EMOLIMHUN Ta KOTHITUBHO-IIOBEAIHKOBU. Pe3yabTaT.
BcraHoBiieHO, 110 BEpPTUKANIBbHI BIIEO aKTUBYIOTh JIIMOIYHY CUCTEMY, BUKJIMKAIOUN
IIBUJIKI €MOIIIIHO 3a0apBiieH1 peakilli, epeKTUBHI ISl IMIYJbCUBHUX PIIICHb 1
KOPOTKOCTPOKOBUX  KOMYHIKAaIlili;  HAaTOMICTh  TOPU3OHTaIbHI  (opmartu
CTUMYJIIOIOTh IpedPOHTANBHI 30HU MO3KY, MIJCUIIOI0YN aHATITUYHE CIIPUUHSTTS,
JIOBIPY Ta JIOSJIbHICTh CIIOKMBaviB. BucHoBKU. Po3po0ieHa Moiens JOBOAUTS, 110
HEUPONCUXOJIOTIYHI  peakiii Oe3mocepeHhO BIUIMBAIOTh HA EKOHOMIUHY
€(EeKTUBHICTh BIJEOMApPKETUHIY, BCTAHOBIIOIOUM 3B’SI30K MIXK MCUXOJOTIYHUMHU
IpoliecaMy yBaru Ta (\iHAaHCOBUMH pe3yibTaTamu Oi3Hecy. [IpakTnyHa 3HAUyIIICTh
JOCIIJDKEHHS! TIOJIATAE Y MOXKJIMBOCTI 3aCTOCYBAaHHSI MOJENI JUJIsi IPOTHO3yBaHHS
MOBE/IIHKOBUX pPEakKiliii, OliHIOBaHHSA €(PEKTUBHOCTI KOMYHIKAIIMHUX CTpaTerid 1
(GopMyBaHHS JIOBFOCTPOKOBOTO KamiTajly JOBIpH 10 Openay. PesynpraTn
JOCIIUKEHHST PO3IIUPIOIOTh TEOPETUUHY 0a3zy HEHPOEKOHOMIYHOTO MIiAXOAY 0
BIJICOMapKETUHTY Ta BIAKPUBAIOTH IMEPCHEKTHBU IS MOJANBIIMX €MIIPUYHHUX
BUMIpIB y chepi HUPPOBUX KOMYHIKAIIN 1 TOBEIIHKOBOI aHAIITHKHU.

KiouoBi  cjgoBa: KOTHITMBHA  peakilisi, €MOIlIiHa  3aly4eHICTb,
HEUPOMApKETUHT, EKOHOMIKA YyBaru, MOBEIIHKOBI MEXaHI3MH, €(EKTUBHICTh

BiJICOpEKJIaMU.

Problem statement. In the modern digital environment, video content has
become the primary communication tool between brands and consumers. The

dynamics of social networks, the reduction of information perception time, and the
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increased competition for user attention have necessitated a deeper understanding of
the psychological mechanisms of the influence of visual formats [1, p. 77]. In
particular, vertical and horizontal videos not only differ in technical parameters but
also form fundamentally different models of emotional engagement and cognitive
processing of information.

The neuropsychological approach allows integrating the economic and
behavioral dimensions of this process, explaining how spatial perception of a frame
activates different areas of the brain (limbic system, prefrontal cortex, visual cortex),
which directly affects decision-making and the formation of consumer loyalty [2].
The relevance of the topic is enhanced by the fact that most modern marketing
research focuses on quantitative metrics of video effectiveness (CTR, ROI, watch
time), leaving out of consideration the neuropsychological patterns of user
perception and reactions. At the same time, it is these reactions — emotional,
cognitive and behavioral — that determine the success of digital communication,
because the final economic behavior depends on the emotional impulse and
cognitive processing: click, purchase, repeated interaction or brand memorization
[3, p. 86].

Thus, studying the neuropsychological mechanisms of video content
perception is key to developing effective marketing strategies aimed at optimizing
communications, increasing trust, and strengthening business competitiveness in the
face of information overload and a shortened average attention span of consumers.

Analysis of recent research and publications. Modern approaches to the
study of consumer behavior are increasingly based on neuropsychological, cognitive
and behavioral concepts, which reflects the global trend of integration of economic
and psychological sciences. In a systematic review, a team of authors led by
R. Gupta presented a comprehensive vision of neuromarketing as a research
paradigm that covers all stages of the consumer journey — from the formation of
intention to post-purchase behavior, and integrates affective and cognitive responses

within the PRISMA approach [4]. Their findings support the results of the study by
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S. Bansal and colleagues, who showed that the application of the Stimulus—
Organism—Response model allows revealing the influence of neurophysiological
processes on elements of the marketing mix, especially in the areas of product, price,
promotion and distribution [5]. The study by S. Bhardwaj and co-authors details the
development of neuromarketing tools, such as fMRI, eye-tracking and neural
networks, emphasizing their role in a deeper understanding of decision-making
processes [6]. Similarly, A. Alsharif and co-authors have shown that combining
neuromarketing with artificial intelligence technologies opens up new possibilities
for analyzing consumers’ emotions, memory, and attention. At the same time, it
raises ethical challenges in the use of neurodata [7]. The development of
neurotechnologies in the field of audiovisual content was studied by M. Nufiez-
Cansado and colleagues, who recorded the phenomenon of «emotional tailingy - the
residual effect of emotions that affects consumer decision-making and distorts
cognitive attribution [8]. In turn, S. Singh emphasizes the importance of measuring
the effectiveness of online advertising through tools for tracking gaze, mouse
movements, and emotion analysis, which increases the accuracy of assessing users’
behavioral reactions [9, p. 34].

Ukrainian research presented by A. Strungar complements this scientific
context by analyzing the impact of visual and textual elements on the perception of
online content, proving that the combination of emotional visuals and relevant text
increases brand trust and motivation to purchase [10, p. 48]. Similar conclusions
were drawn by C.Cenizo, who identified the potential of neuromarketing
technologies in improving the design of web interfaces and increasing the quality of
user experience [11]. C. Paladino’s research showed that neuromarketing allows
deciphering the connection between sensory stimuli, emotions and behavioral
intentions, laying the foundation for the formation of effective marketing strategies
[12, p. 6]. These ideas are consistent with the conclusions of K. Haidinger and
M. Koller, who proved that consumer neuroscience can explain not only emotional

reactions, but also the reasons for the effectiveness or ineffectiveness of marketing
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decisions [13].

It is worth noting the works of O. Vartanova and T. Tsalko, who rethought the
concept of consumer behavior as a combination of rational and presumably irrational
elements, with an emphasis on the «black box» of consumer consciousness [14].
D. Rayko’s study revealed the mechanisms of brand adaptation to changes in the
behavior of Ukrainian consumers during periods of crisis, which are caused by
emotional tension and new value orientations [15]. A significant contribution was
made by 1. Zakryzhevska and co-authors, who demonstrated that the digitalization
of the economy contributes to the transformation of consumer expectations - from
the requirements for convenience and transparency to the need for personalization
and emotional authenticity of brands [16]. At the micro level, A. Nikolska explains
these processes, demonstrating that consumers, as defined by D. Kolb’s learning
model, react differently to advertising stimuli. It should be considered when
developing communications [17, p. 53]. The critical role of psychological factors is
emphasized in the work of M. Bagorka and K. Pererva, where the influence of
cognitive distortions on purchasing decisions is described [18]. This array of
research is completed by R. Nayda and colleagues, which emphasizes that taking
into account emotional, social and cultural factors is a necessary condition for the
formation of effective marketing strategies in a dynamic market environment [19].

Thus, the generalization of the analyzed studies shows that modern consumer
behavior is formed under the influence of the complex interaction of cognitive,
emotional and neurophysiological factors, and the integration of neuromarketing,
psychological and digital approaches opens up new opportunities for a deeper
understanding of consumer motivation and the development of effective brand
strategies in a dynamic market environment.

Highlighting previously unresolved parts of the general problem. Despite
the significant number of scientific works devoted to the analysis of cognitive,
emotional and behavioral aspects of consumer activity, several issues remain

unresolved. In particular, the mechanism of consumers’ neuropsychological reaction

https://a-economics.com.ua/index.php/home/about ISSN 3041-2129

YBech KOHTEHT JlilieH30BaHo 3a ymoBaMmu Creative Commons BY 4.0 International license


https://creativecommons.org/licenses/by/4.0/

CURRENT ISSUES OF
Vl ECONOMIC SCIENCES

to different formats of digital content requires further study, since vertical and
horizontal videos activate the visual, emotional and cognitive systems of the brain
differently. Our research aims to deepen the understanding of these processes and
develop an author’s model of the neuropsychological impact of video content. This
model has practical value for improving marketing strategies, increasing the
effectiveness of communications, and forming more accurate tools for assessing
consumer reaction.

Formulation of the objectives of the article (statement of the task). The
purpose of the study is to theoretically substantiate the relationship between the
spatial orientation of video content and the neuropsychological reactions of
consumers, as well as to determine the marketing patterns of using these formats to
increase the effectiveness of visual communications and attract attention in the
digital environment.

Presentation of the main material of the study. The neuropsychological
approach to consumer behavior combines tools from economics, psychology, and
neuroscience to examine how emotional and cognitive stimuli influence decision-
making. Neuromarketing studies the relationship between the perception of visual
images and behavioral responses, enabling it to explain why people react to specific
colors, rhythms, or forms of content, even unconsciously [2]. In the conditions of
the «attention economy», the user’s ability to concentrate becomes the primary
resource, and therefore, video formats become tools for managing attention. Vertical
videos elicit an immediate emotional response, while horizontal ones foster
analytical comprehension and more extended engagement [20, p. 5]. Cognitive
mechanisms, such as the orientation effect, mirror neurons, and the framing effect,
explain how the way information is presented shapes perception. The vertical image
format, through close-ups of faces, enhances empathy and emotional engagement.

In contrast, the horizontal one enhances analyticality and trust; accordingly,
the first form involves impulsive actions, whereas the second involves conscious

decisions. Neuropsychological reactions of consumers cover three interconnected
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levels: cognitive (attention, image recognition), emotional (sympathy, excitement)
and behavioral (clicks, views, purchase intentions). Their combination determines
the economic efficiency of content, which is measured by engagement rate, CTR
and conversion rate [19; 21]. The spatial orientation of the frame directly affects the
strength of these reactions. Vertical creates the effect of personal presence (face-to-
face), focusing attention on facial expressions, while horizontal forms a scenic
perspective, stimulating logical comprehension. A summary of the
neuropsychological features of perception is presented in Table 1.

Table 1

Neuropsychological features of the perception of vertical and horizontal video

content
Video Dominant Predominant Cognitive Behavioral
format effect response characteristics consequences
Proximity Emotional Low cognitive Impulsive
Vertical effect, identification, rapid | load, focus on the clicks, short-
face-to-face involvement face term attention
o . " Longer
Scene effect, Cognitive High cognitive . g.
. . . interaction,
Horizontal detached comprehension, load, analytical )
. X considered a
observation trust perception .
decision

Source: author’s development based on [1; 2; 3; 19; 21]

The data presented confirm that the video format is not only a technical
characteristic, but also a psychophysiological factor that determines the dynamics of
attention and the level of trust in the brand. Understanding these mechanisms allows
companies to create content that optimally combines emotional impulse and rational
argumentation.

Analysis of consumer neuropsychological reactions creates a basis for
assessing the effectiveness of video formats in modern digital marketing. Thus,
TikTok builds algorithms on the effect of proximity (face-to-face), activating the
limbic system and creating the illusion of personal interaction. In contrast, YouTube

and Meta rely on horizontal compositions that stimulate the prefrontal cortex,
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enhancing trust, analytical thinking and the ability to evaluate content rationally.

On this basis, the concept of emotional-cognitive targeting is formed, which
involves choosing a format depending on the dominant neuromechanisms: limbic
system — emotional activation, rapid involvement, impulsive decisions; prefrontal
cortex — cognitive assessment, logical thinking, building trust.

International studies [22—27] confirm that the spatial format of video directly
affects the economic return of advertising campaigns. According to generalized
indicators (fig. 1), vertical videos have a higher CTR — 2.1% versus 1.4% — due to
their ability to fill the smartphone screen and focus attention on a single object. At
the same time, the Completion Rate reaches 89% for vertical videos and 72% for
horizontal ones, which is explained by the different levels of cognitive load: short
formats convey information faster and more emotionally, while long ones — logically
and meaningfully. The ROI of vertical videos (+27%) exceeds that of horizontal
videos (+12%), especially in the FMCG, fashion, beauty, and entertainment
segments, where decisions are made impulsively. In technological, educational, and
financial projects, horizontal videos have an advantage, as they foster a stable
perception and trust in the brand. Brand Recall is also higher in vertical formats
(90% vs. 69%), driven by direct eye contact and the activation of empathy through
close-ups of faces. However, Average Watch Time (8s vs. 14s) indicates different
types of engagement: vertical videos evoke an immediate emotional response, while

horizontal ones evoke deeper analytical reflection.
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Fig. 1. The effectiveness of video formats in the marketing funnel (AIDA)

Source: systematized by the author based on [22; 23; 24]

Empirical results confirm that the spatial orientation of the video is a key

factor in the neuropsychological impact that determines the balance between

emotional impulse and rational choice. The practices of TikTok, Meta, YouTube,

Google, and Microsoft demonstrate that adapting the format to user perceptions

increases interaction, brand recognition, and ROI. The summarized corporate

analytics data are presented in the Table. 2.

Table 2
Performance of marketing campaigns by video format
. . Key
Company / Video Main content and : .
Marketing result | neuropsychological
Platform format message type
effect
TikTok Ads ) Shprt emotional CTR +42%, 8s | Face-to-face effect,
(FMCG Vertical videos, faces, attention span emotional arousal
brands, 2023) movement, music p
YouTube Laconic plot, Brand trust Scene effect,
Bumper Ads Horizontal | analytical structure, +18%, ROI cognitive stability
P logical sequence +12% and trust
Netflix «Now Trailers in Stories | High interaction | Effect of emotional
Watching» Vertical format, fast rate, CTR +37% identification,
(2023) emotional transitions visual impulse
. ) Growth in brand . o
Apple «Shot . AI'tl‘Stl.C presentation, rust +22%, Spatial thmkmg,
s Horizontal | realistic scenes, slow cognitive
on iPhone» . average Watch . .
dynamics . immersion
Time +15s

Source: systematized by the author based on [25; 26; 27; 28]
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Thus, the neuropsychological orientation of video content directly correlates
with marketing results, determining the depth of engagement and the type of
consumer response. The obtained patterns served as the basis for the Three Focus
Model (table 3), which reflects the relationship between the spatial structure of the
video and the neuropsychological processes that shape the consumer's emotional and

cognitive responses.
Table 3

Model of the neuropsychological impact of video content on the consumer

(Three Focus Model)
Level of . Dominant Character of | Expected type of
Psychological content : . = ‘yp
focus brain area reaction behavior
Spatial field of .. Visual
. P : Occipital areas Perceptual .
Visual perception ] } involvement,
. . (visual cortex) | response, image )
focus (vertical/horizontal), .. concentration on
. . . recognition .
direction of attention the stimulus
i Limbic system Emotional Instant response,
Emotional Empathy, arousal, Y . . P .
} (amygdala, arousal, interaction with
focus emotional valence .
hippocampus) | sympathy, trust content
.. .. ) Decision-
Cognitive- Transition from Analytical .
. : . Prefrontal . making,
behavioral | perception to action, reasoning, . .
cortex . intention
focus value assessment impulse control
purchases

Source: author’s development

Within the model, visual focus determines the direction and concentration of
attention: vertical orientation concentrates visual activity in the center of the frame,
creating the effect of proximity and reducing cognitive load, while horizontal
orientation activates peripheral perception, expands the context, and contributes to
analytical understanding of the content. Emotional focus is associated with the level
of activation of the limbic system: vertical videos stimulate empathy and emotional
engagement, and horizontal ones form a sense of stability and trust. The final
element i1s the cognitive-behavioral focus, which reflects the transition from
perception to action: in vertical formats, it manifests as impulsive reactions; in

horizontal formats, as rational analysis and conscious choice.

https://a-economics.com.ua/index.php/home/about ISSN 3041-2129

YBech KOHTEHT JlilieH30BaHo 3a ymoBaMmu Creative Commons BY 4.0 International license


https://creativecommons.org/licenses/by/4.0/

CURRENT ISSUES OF
V’ ECONOMIC SCIENCES

The Three Focus Model demonstrates that the effectiveness of video
marketing depends on the consistency of emotional impact and cognitive
understanding of the content. It explains the dynamics of the transition from
emotional i1mpulse to rational action, providing a basis for assessing the
effectiveness of visual communication in the digital environment. Its practical value
lies in its applicability when creating a strategic design for video advertising. The
video format serves as a tool for managing psycho-emotional attention resources:
vertical orientation activates instant reactions and emotional involvement, while
horizontal orientation stimulates analytical perception, trust, and long-term retention
of interest. The Three Focus Model combines neuropsychological, cognitive, and
marketing approaches, considering video content as a dynamic system of interaction
among three focuses—visual, emotional, and cognitive. In the communication
process, these focuses are sequentially activated across four stages of the marketing
funnel (AIDA), each characterized by the dominance of a specific
neuropsychological activity. Cognitive focus plays a key role in shaping rational
analysis and decision-making, while the final behavioral stage results from a
combination of the three focuses, in which emotional perception, visual
concentration, and cognitive evaluation are synthesized into a conscious consumer
action. A generalized structural integration is presented in Table 4, demonstrating
how the model's focuses align with the stages of attention, interest, desire, and action

in the consumer decision-making process.

Table 4
Integrating the Three Focus Model into the marketing funnel (AIDA)

AIDA Dominant focus of | Neuropsychological . Expected
.. Marketing format
funnel stage the Model activity result
Activation of the Vertical short Instant
Attention Emotional focus limbic system, videos (TikTok, | engagement,
proximity effect Reels) high CTR
Orientation of Mixed formats Maintaining
Interest Visual focus attention, image with close-up attention,
processing montage rewatching
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AIDA Dominant focus of | Neuropsychological . Expected
.. Marketing format
funnel stage the Model activity result
o ) . Buildin
Activation of the Horizontal videos g
. ... . trust,
Desire Cognitive focus prefrontal cortex, with context and . i
Ivtical evaluati ¢ increasing
analytical evaluation sto
Y v ROI
Behavioral . -
. . Synchronization of ) Decision
(integrative) focus . . Horizontal .
) emotional, visual, ) ) making,
Action — the result of the .. explainer videos, .
. . and cognitive . conversion,
interaction of the product reviews
. processes loyalty
three previous

Source: author’s development

The integration of the Three Focus Model into the AIDA framework reflects
the full cycle of the consumer's emotional-cognitive interaction with video content.
At the Attention — Interest stages, emotional-visual processes dominate, ensuring
attention and creating initial contact with the message. At the Desire — Action stages,
cognitive-behavioral mechanisms are activated, which contribute to awareness of
the product's value, the formation of trust, and the transition to the target action.

Using this model enables optimizing the structure of video campaigns, taking
consumer psychology into account, ensuring consistency of content formats across
the behavioral cycle stages, and achieving a balance between emotional engagement
and rational argumentation.

Thus, the Three Focus Model is a theoretically sound and practically oriented
concept that integrates a neuropsychological approach, the economics of attention
and digital marketing tools into a single system for explaining consumer behavior.
Its applied value lies in its ability to identify patterns of interaction among emotional,
cognitive, and behavioral reactions during the perception of video content in various
formats.

To verify the theoretical foundations of the model, an online survey (n = 64)
was conducted in August—September 2025. Recruitment was conducted via email
and social networks. Participation criteria: age 18—45 years, daily consumption of

short videos (at least 30 minutes) and use of at least two platforms. The central part
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of the questionnaire was aimed at assessing visual, emotional and cognitive-
behavioral focuses, which correspond to the structure of the Three Focus Model. An
example of questions is given in Table 5.

Table 5

Online survey questionnaire «The impact of video format on content perception»

Ne Question Answer type
Which short video platforms do you use most often? . .

1 ) Multiple choice
(TikTok, Instagram Reels, YouTube Shorts, etc.) wtip

) How much time per day do you watch short videos (up to Single-choice question
1 minute)? (4-time gradations)

3 Which video format do you find more convenient to Dichotomous
perceive? (vertical/horizontal)

4 On a scale of 1 to 5, rate how much each format holds your Likert scale
attention (2 lines x 5 points)

5 Which format evokes a stronger emotional response in you | Dichotomous + neutral
(empathy, trust, interest)? option
After watching an advertisement, in which format is you .

6 . . ) Dichotomous
more likely to interact (like, comment, move)?

) ) Three-level scal

How likely are you to trust the brand after watching the , cerievel seale

7 ) ) («don’t trusty», «<somewhat
video in each format?

trust», «completely trust»)

Source: author’s development

The data obtained as a result of the survey made it possible to identify trends
in the perception of video content formats by a young audience and compare the
empirical results with the theoretical conclusions of the Three Focus Model (fig. 2).
For a sample of n = 64, the maximum possible error for the proportions (p = 0.5) is
+12 pp. at a confidence level of 95%. The results are pilot in nature, but demonstrate
fundamental differences in neuropsychological reactions to vertical and horizontal

video content formats.
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Fig. 2. Comparative survey results on the impact of video format on

consumers’ emotional, cognitive and behavioral responses (n = 64)

Source: constructed by the author

The survey results confirmed distinct differences between the two video
formats. Vertical videos are perceived as more «personal» and elicit stronger
emotional activation (58% of respondents reported greater empathy and a «presence
effect»). At the same time, this format is associated with instant reactions — likes,
comments, and short views. Horizontal formats stimulate cognitive processing:
respondents noted that they hold attention on average 40—70% longer (14-20 s vs.
8—10s) and demonstrate a higher level of trust in the brand (55% vs. 28%).
Regarding behavioral consequences, vertical videos work better at the engagement
stage (Attention, Interest). In contrast, horizontal videos work better at the Desire
and Action stages of the marketing funnel, supporting informed purchasing
decisions.

Thus, the obtained data empirically confirmed the theoretical hypothesis of
the Three Focus Model: the vertical format activates the emotional and visual focus,
and the horizontal format activates the cognitive-behavioral focus, thereby

determining different economic efficiencies of use depending on the type of content
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and marketing goal.

Conclusions. The study allowed us to comprehensively examine the
neuropsychological and marketing patterns underlying the influence of video
content's spatial orientation on consumer behavior. Theoretical analysis has proven
that the choice of video format (vertical or horizontal) directly determines the type
of emotional-cognitive reaction, the structure of attention and the nature of decision-
making. The spatial arrangement of the frame affects the activation of different brain
areas — the limbic system or the prefrontal cortex — which, in turn, form distinctive
models of consumer economic behavior. Vertical videos are focused on quick
emotional perception, the effect of proximity (face-to-face), instant attention, and
impulsive interaction — views, clicks, comments. They elicit short-term reactions,
increase CTR and audience engagement, making them effective for campaigns at
the Attention and Interest stages of the AIDA funnel. Horizontal formats provide
deeper immersion, cognitive assessment, brand trust, and longer user interaction,
which is optimal for the Desire and Action stages — forming loyalty, explaining the
value of the product, and demonstrating its benefits.

The obtained empirical data and results of marketing reports (Zebracat,
Vidico, Meta Insights, Google Creative Lab, 2023-2024) confirm that vertical
formats provide higher CTR (+42%), Brand Recall (up to 90%) and ROI (+27%),
while horizontal formats contribute to longer viewing, increasing trust and brand
reputation capital.

These statistical patterns are consistent with the neuropsychological logic of
perception, proving the relationship between emotional activation and the economic
efficiency of content.

The Three Focus Model is proposed, combining the cognitive, emotional, and
behavioral levels of perception into a single system. The model describes how the
video format affects visual focus (perception), emotional focus (empathy and
arousal), and cognitive-behavioral focus (evaluation and action), creating a

mechanism for the transition from emotional impulse to conscious purchase. The
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integration of the model into the AIDA structure enabled combining
neuropsychological analytics with marketing practice, thereby forming the concept
of emotional-cognitive targeting, which balances emotional impact and cognitive
control. The practical significance of the study lies in developing approaches to
optimize video marketing strategies. Thus, the study not only demonstrated the
neuropsychological determinants of consumer behavior but also substantiated the
economic feasibility of applying the neuromarketing approach to the development

of video strategies.
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