
S I L E S I A N  U N I V E R S I T Y  O F  T E C H N O L O G Y  P U B L I S H I N G  H O U S E  

 

SCIENTIFIC PAPERS OF SILESIAN UNIVERSITY OF TECHNOLOGY 2022 

ORGANIZATION AND MANAGEMENT SERIES NO. 159 

http://dx.doi.org/10.29119/1641-3466.2022.159.17  http://managementpapers.polsl.pl/ 

PERCEPTION OF PANDEMIC ILLUSTRATIONS IN THE TIMES  1 

OF HOMO VIDENS AND HEIGHTENED HEALTH RISKS  2 

Anna LIPKA1*, Monika KARCZEWSKA2  3 

1 University of Economics in Katowice; anna.lipka@uekat.pl, ORCID:0000-0002-0849-0935 4 
2 University of Economics in Katowice, monika.karczewska@uekat.pl, ORCID:0000-0002-3533-1083 5 

*Correspondence author 6 

Purpose: The objective of the article is to verify the degree of fulfilment (in the perception of 7 

recipients) of individual functions of pandemic illustrations. Secondly, the objective is to 8 

establish to what extent pandemic illustrations involve all modules of the so-called experience 9 

economy. 10 

Design/methodology/approach: As part of the research procedure, a CAWI questionnaire was 11 

used, and the study covered a representative sample of 1 000 adult Poles. The conclusions were 12 

related to the changes in the impact on the perception of homo videns during times of covid, 13 

which is particularly important in the conditions of current pro-health campaigns. 14 

Findings: The potential of pandemic illustrations has not been fully exploited. Pandemic 15 

illustrations fulfill a preventive function, i.e. they have a functional meaning. The deficits 16 

concern not only the use of the pandemic illustration functions, but also the experience modules 17 

they represent.  18 

Research limitations/implications: Survey research according to a questionnaire developed 19 

by the authors. No comparison possible, because pandemic illustrations only appeared in 20 

connection with COVID-19.  21 

Practical implications: Illustrations should find wider use in economic sciences due to their 22 

impact on the speed of acquiring knowledge, motivation and stimulating creativity. 23 

Social implications: Pandemic illustrations will generate not only economic but also 24 

sociocultural value in the form of: aesthetic, spiritual, social, historical, symbolic and authentic 25 

values. 26 

Originality/value: The research issues undertaken regarding pandemic illustrations include 27 

influencing their recipients through strategic experience modules (sensory module, emotional 28 

module, intellectual module, behavioural module and relational module). 29 

Keywords: functions of pandemic illustrations; experience modules; experience economy; 30 

homo videns; world risk society. 31 

Category of the paper: Research paper. 32 
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1. Introduction 1 

Illustrations constitute a universal communication code, in which the word and the image 2 

remain in a complementary relationship. They provide a wealth of information about the 3 

passing world and their creators influence the lives of other people who are recipients of their 4 

works (Robersts, Zeegen, 2014). At the time of COVID-19, illustrations related to  5 

SARS-CoV-2 were constantly present in traditional and social media as well as in the public 6 

space. They related to such things as drawings depicting closing industries, companies, school 7 

closures, performing work at home. The analysis of the illustrations serves a documentary 8 

function. Illustrations also fulfil many other important functions, which generates the following 9 

research question: Has the potential of pandemic illustrations been fully utilised? Do pandemic 10 

illustrations have functional significance? This question is important at the time of the current 11 

pandemic. It is essential to get the message across to various social groups about the need to 12 

comply with recently introduced behavioural norms and to get vaccinated. Due to the fact that 13 

the illustrations may involve the so-called experience modules, it also seems advisable to look 14 

at pandemic illustrations through the prism of these modules, which fit into the experience 15 

market, governed by the mechanisms of customization and commoditization. 16 

A research question was formulated asking whether pandemic illustrations involve all the 17 

modules of experience i.e., sensory, emotional, intellectual, behavioural, and relational 18 

modules? Diversity of these experiences can be obtained by activating various processes and 19 

by selecting various stimuli (Schmitt, 1999). These stimuli may suggest a certain way of 20 

perceiving illustrations. However, this perception is subjective (Lindstroem, 2000), and could 21 

deviate from the intentions of those who created or distributed the illustrations. This affects the 22 

effectiveness of the impact of pandemic illustrations. Also, an answer (hypothesis) was 23 

formulated in the negative before the study, relating to the question about this effectiveness, 24 

i.e., the equal involvement of various stimuli. 25 

Pandemic illustrations should be considered in the context of the era defined as homo videns 26 

(Sartori 2005). Homo videns means a being that gives priority to what is conveyed visually, 27 

iconically over what is conveyed verbally or in writing (Schnetter, 2008). The domination of 28 

messages by visual communication is a return to the condensation of content and holism in the 29 

ways of communication. This allows for faster assimilation of knowledge, stimulates creativity 30 

and has strong persuasion. 31 

Section 2 presents the state of the knowledge in terms of functions, including pandemic 32 

functions, of illustrations and experimental modules. The methodological issues formulated on 33 

this basis are included in Section 3, while the research results and the attempted interpretation, 34 

followed by the conclusions, are presented in Section 4 and 5 respectively.  35 
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2. Literature review 1 

2.1. Illustration functions and experience modules 2 

The functions of illustrations are described relatively well in the literature on the subject. 3 

The positive impact of combining text with an illustration on the process of remembering and 4 

learning was proved by research on students. The use of illustrations thus helps to reduce 5 

individual learning inputs, making the process more efficient (Winn, 1987). The verbal and 6 

image presentation harmonizes with the “whole-brain learning”. It results in the need not to 7 

impose a specific learning style and to adapt it to situation conditioning (Lemke, 1997). In times 8 

of the pandemic, it is important to keep in mind the restrictions that protect health.  9 

This contributes to the prevention of diseases and the possibility of more accurate forecasting 10 

of the dynamics of infections (as it takes into account “patterns” of behaviour). The longer 11 

retention of information in memory allows the information to be transformed into action at any 12 

time, taking account of the situational circumstances. 13 

Watching illustrations can also be a form of entertainment and fun, therefore, this can be 14 

referred to as their therapeutic and ludic function. Illustrations of this type can be sent to others, 15 

which builds ties and acts as an affiliate function. These are, in particular, memes (a concept 16 

introduced into linguistic use by R. Dawkins (Finkelstein, 2008), author of the “Selfish gene”) 17 

(Dawkins, 1996). In the literature on the subject, they were distinguished and named by  18 

B.H. Schmitt (1999). The sensory module includes combining visual, auditory, tactile, 19 

olfactory, and taste stimulation (Zimbardo, Johnson, McCann, 2016) in order to achieve  20 

a synergy effect or use the influence on at least one of the senses. In the case of illustrations, 21 

also pandemic-related, obviously the sense of sight is involved. Pandemic illustrations evoke 22 

specific emotions. The intellectual module is associated with facing recipients, e.g., illustrating 23 

pandemic challenges in the form of increased mental effort as well as non-standard, creative, 24 

divergent thinking. The behavioural module is related to activities constituting a reaction to 25 

experiences in connection with the contact with given products of work (Schmitt, 1999) e.g., 26 

pandemic illustrations. The relational module may apply to relations to persons or objects. 27 

These may be pandemic illustrations, which – for example, out of concern for people with 28 

whom social capital is created (Bourdieu, 1984) – are communicated to them as a warning 29 

against certain behaviours. 30 

All experiment modules have a specific value (Schmitt, 2010), which may be higher if the 31 

experiment modules are combined (Tynan, McKechnie, 2009). For example, the behavioural 32 

module can be combined with the emotional module (Cachero-Martinez, Vazquez-Casielles, 33 

2017). 34 

  35 
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2.2. Types of Pandemic Illustrations 1 

The COVID-19 pandemic is a period of reorganisation of daily life, both in terms of contact 2 

with other people, functioning in a different way in society, and the need to be selective about 3 

the information provided by the media (sensory module). The scope of communication is 4 

affected even more by the Internet and social media (behavioural module). One of the means 5 

of expressive activity (emotional module) in the media are illustrations related to the pandemics 6 

(Szulich-Kałuża, 2021). During the pandemic period, pandemic illustrations became a creative 7 

way (intellectual module) to humorously depict experiences and reactions related to the 8 

pandemic situation, the activities of healthcare and uniformed services, authorities 9 

implementing restrictions, and observance of the sanitary regime. Pandemic illustrations use 10 

the cultural potential accumulated in people’s minds to show the hope and solidarity of the 11 

community (relational module), which has survived various difficult times, but is strong and 12 

determined to fight the pandemic (Chłopicki, Brzozowska, 2021), (Glaveanu, de Saint Laurent, 13 

2021). Pandemic illustrations can be divided into four groups, as shown in Table 1. 14 

Table 1. 15 
Classification of pandemic illustrations. 16 

Pandemic illustrations Examples Experimental module Function 

Structure of coronavirus 

Mona Lisa in a mask and 

latex gloves, known as 

Corona Lisa 

-sensory 

-emotional 

-preventive 

-motivational 

-attention grabbing 

-humorous 

-affiliative 

Activities of daily life in 

times of the pandemic 

Illustrations showing a 

person working remotely; 

in the first days the 

employee is in impeccable 

business attire, while with 

each subsequent day 

his/her attire is getting 

more casual. 

-emotional 

-behavioural 

-therapeutic 

-motivational 

- attention grabbing 

-humorous 

-affiliative 

-attention grabbing 

Sanitary (quarantine) 

regime 

Black and white image of a 

caged animal in the zoo. 

-sensory 

-emotional 

-relational 

-motivational 

-attention grabbing 

-humorous 

-affiliative 

-therapeutic 

Activities of uniformed 

services and healthcare 

services 

Pandemic illustrations 

showing uniformed 

services controlling super 

heroes. 

-sensory 

-emotional 

-intellectual 

-behavioural 

-relational 

-preventive 

-motivational 

-attention grabbing 

-humorous 

- ffiliative 

-therapeutic 

Source: the authors. 17 

The nature and topic of pandemic illustrations directly depend on the stage of the pandemic 18 

situation and how it is understood by the public. Pandemic illustrations include humour, 19 

reflections, global emotions, social and cultural messages to mitigate the negative consequences 20 

of the pandemic (Hussein, Aljamili, 2020). 21 
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3. Methodology 1 

In order to verify the accuracy of the answers to the two formulated research questions, the 2 

CAWI (Computer Assisted Web Interview) questionnaire was used (Stanisławski, 2017), which 3 

included a representative sample of 1,000 adults living in Poland (i.e., corresponding to gender 4 

and age and territorial distribution by Polish Provinces - the structure of the general population). 5 

The choice of CAWI was determined by:  6 

 the possibility of obtaining reliable research, avoiding the social desirability effect, 7 

thanks to ensuring a sense of anonymity, 8 

 relatively low research expenditure, 9 

 willingness to provide convenience to the respondents (the ability to choose the time to 10 

complete the survey), 11 

 the ability to encode data and its statistical evaluation, 12 

 the possibility of real-time detection of formal errors, contradictions in completing the 13 

questionnaire. 14 

The survey questions could not be modelled based on comparable studies due to the fact 15 

that pandemic illustrations and their reception only occurred in connection with COVID-19. 16 

When constructing the questions, however, the following were used: the functions of generally 17 

understood illustrations mentioned in the literature on the subject and the types of experimental 18 

modules that pandemic illustrations may induce. 19 

In relation to the attention grabbing function, the question was asked: “What attracts your 20 

attention most in the pandemic era as a source of information about the coronavirus?” (sensory 21 

module). 22 

Three questions were addressed to examine the perception of the cognitive function of 23 

illustrations: 24 

 “Do you consider a drawing of the coronavirus (“spiked ball “) as a product of the artist's 25 

imagination or an approximate representation of its actual structure?” (sensory module). 26 

 “Did any of the coronavirus drawings bring you closer to understanding the mechanism 27 

of its getting into the human body?” (intellectual module). 28 

 “Have the pandemic illustrations made it easier for you to recognize the relationship 29 

between certain behaviours and the risk of infection?” (intellectual module). 30 

The following question was devoted to the determination of pandemic illustrations fulfilling 31 

the preventive function: “How do you perceive the drawings relating to wearing masks/social 32 

distancing at entrances to public buildings?” (behavioural module), whereas their ludic function 33 

was assessed by the following question: “What impact do memes about the coronavirus  34 

(e.g., depicting the necessary social distance in terms of a certain number of elephants that 35 

should separate people) have on you?” (emotional module). 36 
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The last question on the questionnaire was constructed in order to determine whether 1 

pandemic illustrations fulfil the affiliate function. Its content is as follows: “Would you give 2 

your family/friends drawings illustrating the risk created in the event of not being vaccinated?” 3 

(relational module). 4 

The questions posed are to answer not only the question of the degree of fulfilment of 5 

specific functions by pandemic illustrations but also the use of various modules of the 6 

experiences they generate. 7 

4. Findings and their interpretation 8 

The research covered 526 adult women and 474 adult men living in Poland, which 9 

corresponds to the structure of the general population. The shares of the respondents according 10 

to age categories also correspond to this structure: 11 

 169 people – 18-29 years old, 12 

 197 people – 30-39 years old, 13 

 180 people – 40-49 years old, 14 

 148 people – 50-59 years old, 15 

 306 people – 60 and older. 16 

The largest number of respondents: 139 people and 122 people came from the Mazowieckie 17 

and Śląskie Provinces, which corresponds to the spatial diversity of the population in Poland. 18 

The research shows that words rather than drawings attract attention as a source of 19 

information about the coronavirus (Table 2). However, if we add the answers regarding 20 

visualization as the source of such information, they give a total of 33.5%. Nevertheless, the 21 

thesis about the primacy of homo videns in this respect cannot be confirmed. This can be 22 

interpreted in the context of the need for a more precise recognition of the given content, which 23 

is difficult when presented only through the graphic message. It is interesting that the choices 24 

of individual answers among women and men are similar. When it comes to age, homo videns 25 

takes precedence in the youngest age groups. 26 

Table 2. 27 
Distribution of answers to the question about the place of the illustration among the sources of 28 

information about the coronavirus - overall and by gender (in%) and by age (in %) 29 

Source of information 

Total 

number 

(percentage) 

Percentage 

of women 

Percentage 

of men 
18-29 30-39 40-49 50-59 

60 and 

older 

Drawings 58 (5.8) 5.1 6.5 7.1 9.6 3.3 4.1 4.9 

Visualized warnings 95 (9.5) 8.9 10.1 14.2 14.7 7.2 8.8 5.2 

Visualizations along with 

comments 
63 (6.3) 5.7 7.0 5.3 6.6 6.1 6.1 6.9 
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Cont. table 2. 1 
Memes 80 (8.0) 7.2 8.9 14.2 13.2 10.6 4.1 1.6 

Articles and other publications, 

including those posted online 
234 (23.4) 22.2 24.7 27.2 20.8 23.3 20.3 24.5 

Statements of politicians, 

people responsible for the 

protection of public health 

86 (8.6) 10.8 6.1 4.1 8.6 9.4 115 9.2 

Information from companies 21 (2.1) 2.3 1.9 2.4 3.6 1.1 2.7 1.3 

Friends' insights 85 (8.5) 6.8 10.3 95 76 7.8 8.8 8.8 

Descriptions of experiences of 

people who themselves or their 

relatives experienced the 

infection, disease 

239 (23.9) 27.4 20.0 13.6 14.2 24.4 27.7 33.7 

The above-mentioned 

descriptions are accompanied 

with visualization 

39 (3.9) 3.4 4.4 2.4 1.0 6.7 6.1 3.9 

Source: the authors. 2 

The somewhat eye-catching feature of pandemic drawings is evidenced by the fact that the 3 

choice of the answer “interest” was generally in second place among responses for the primary 4 

feeling caused by a coronavirus drawing (Table 3). 5 

Table 3.  6 
The primary feeling caused by the drawing of the coronavirus (in %) and by age (in %) 7 

Type of emotion 

Number 

(percentage) 

of total 

respondents 

18-29 30-39 40-49 50-59 60 and older 

Delight 16 (1.6) 1,8 2,0 2,8 0,0 1,3 

Disgust 156 (15.6) 22,5 15,7 15,0 12,2 13,7 

Interest 249 (24.9) 26,0 27,9 22,2 25,7 23,5 

Sadness 122 (12.2) 8,9 9,6 13,3 16,2 13,1 

Excitement 11 (1.1) 1,2 1,5 1,7 1,4 0,3 

Anger 82 (8.2) 10,7 8,1 9,4 5,4 7,5 

Astonishment 80 (8.0) 7,1 5,6 8,9 7,4 9,8 

Concern 284 (28.4) 21,9 29,4 26,7 31,8 30,7 

Source: the authors. 8 

Slightly more than one-third of the respondents do not treat the drawing of the coronavirus 9 

as a visualization approximately corresponding to its morphology. This means that for 62.1% 10 

of people, this type of pandemic illustration performs a cognitive function. It is characteristic 11 

that almost half of the youngest respondents treat the drawing of the coronavirus as something 12 

created by the imagination, which can be explained by their fascination with the world of games 13 

(in the case of people aged 60 and over, this share is only 34.3%). 14 

For 52.4% of all respondents, none of the pandemic illustrations influenced their 15 

understanding of the mechanism of coronavirus getting into the human body. When it comes to 16 

age, the youngest people are the most polarized age group in this respect. The measure of this 17 

polarization is the difference of percentage points in positive and negative answers (Table 4). 18 
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Table 4. 1 
Distribution of answers to the question: “Did any of the drawings bring you closer to 2 

understanding the mechanism of the virus getting into the human body?” (in%) (A) “Have 3 

pandemic illustrations made it easier to identify the relationship between certain behaviours 4 

and the risk of infection?” (in %) vs. age.(B) 5 

Answer/Age 18-29 30-39 40-49 50-59 60 and older 

 A B A B A B A B A B 

Positive 43,2 51,5 51,8 57,4 46,1 55,6 48,6 60,8 47,7 58,5 

Negative 56,8 48,5 48,2 42,6 53,9 44,4 51,4 39,2 52,3 41,5 

Percentage point 

difference 

13,6 3,0 3,6 14,6 7,8 11,2 2,8 21,6 4,6 17,0 

Source: the authors. 6 

The cognitive function of pandemic illustrations was fulfilled for more than half of the 7 

respondents in terms of recognizing the relationship between certain behaviours and the risk of 8 

infection. The greatest polarization in this respect occurs in the group of the oldest people  9 

(Table 4). 10 

As for the prophylactic function of pandemic illustrations, this is only not fulfilled for 16.8% 11 

of people. According to the results, almost every fifth person does not convert the information 12 

from the illustrations into adequate actions, effectively ignoring this information. Among those 13 

for whom it is not fulfilled, there were 20.3% of men and 13.7% of women. This result 14 

corresponds to that found in various studies (Charness, Gneezy, 2012; Cobey, Laan, Stulp, 15 

2013) and the higher propensity of men than women for risk which is only questioned 16 

sometimes (Nelson 2016). As for age, the literature on the subject shows that it correlates with 17 

the perception of risk (financial, physical), e.g., in connection with learning about possible 18 

threats over time (Barsky, Kimball, Shapiro, 1997; Dohmen, Falk, Huffman, Sunde, Schupp, 19 

Wagner, 2011; Dohmen, Falk, Golsteyn, Huffman, Sunde, 2018). The conducted research 20 

confirms this relationship (Table 5). 21 

Table 5. 22 
Distribution of answers (in%) to the question: “How do you perceive the drawings regarding 23 

wearing masks/social distancing at the entrances to public utility buildings?” vs. age 24 

Answer 18-29 30-39 40-49 50-59 60 and older 

As a warning 66.9 79.7 85.6 85.8 91.8 

As nothing significant 33.1 20.3 14.4 14.2 8.2 

Source: the authors. 25 

For only about a third of people, coronavirus memes have a ludic function. This means not 26 

using this kind of pandemic illustration to reduce the stress present during a pandemic (Galea, 27 

Merchand, Lurie, 2020; Lui, Luthopoulos, Zhang, Garcia-Barrera, Rhodes, 2021). As for the 28 

implementation of the ludic function in terms of age, it is fulfilled to a greater extent for the 29 

youngest age group (Table 6). 30 

  31 
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Table 6. 1 
Distribution of answers to the question: “How do memes about the coronavirus affect you?” 2 

(in %) vs. age 3 

Answer 18-29 30-39 40-49 50-59 60 and older 

They ensure a sense of relaxation 43.2 44.2 26.7 31.8 26.8 

They cause nervousness 19.5 20.8 27.8 22.3 19.9 

I don't browse memes 37.3 35.0 45.6 45.9 53.3 

Source: the authors. 4 

Only about half of the respondents would provide pictures of the health risk related to not 5 

being vaccinated to their relatives and friends. From the comparison of the distribution of 6 

responses, it can be concluded that, in the opinion of adult Poles, pandemic illustrations to the 7 

greatest extent fulfilled a preventive function, which can be associated with a motivational, 8 

persuasive, and educational function. The affiliate function was fulfilled to a much lesser extent. 9 

The definitely unused potential of pandemic illustrations, according to the respondents,  10 

is related to their functions: attracting attention, ludic, and cognitive. 11 

The distribution of responses to the questionnaire also indicates that pandemic drawings 12 

strongly affect the emotional module. The negative emotions evoked by these drawings 13 

(disgust, sadness, anger, concern) occur more than twice as often as positive emotions (delight, 14 

interest, excitement) and more than eight times more than neutral emotions (astonishment). 15 

There are no major differences between the responses of women and men, except for: women 16 

more frequently indicating concern, and men – astonishment (Table 2). When it comes to the 17 

oldest people, delight is less common, and more often – concern, and the youngest – disgust 18 

(Table 3). 19 

The results already presented show that pandemic drawings in relation to almost 4/5 of the 20 

respondents affect the behavioural module. However, their impact on: 21 

 the intellectual module (less than half of those claiming that thanks to them they 22 

understood the mechanism of the virus getting into the human body, and less than 60% 23 

of those claiming that they facilitate the recognition of relationships between behaviour 24 

and infections), 25 

 the sensory module, 26 

 the relational module (almost half of people, regardless of age (Table 7) do not share 27 

their knowledge with others). 28 

Table 7. 29 
Distribution of answers to the question: “Would you give your family/friends drawings 30 

illustrating the risk created in the event of not being vaccinated?” (in %) vs. age 31 

Answer 18-29 30-39 40-49 50-59 60 and older 

Yes 50.3 49.2 51.1 51.4 51.0 

No 49.7 50.8 48.9 48.6 49.0 

Percentage point difference 0.6 1.6 2.2 2.8 2.0 

Source: the authors. 32 
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Therefore, there is a clear deviation from equal participation when it comes to engaging 1 

individual experimental modules through pandemic illustrations, which confirms the 2 

assumption made at the beginning. 3 

5. Discussion and conclusions 4 

The article presents the results of research identifying the strengths and “weaknesses” of 5 

the development and promotion of pandemic illustrations. The preventive function is relatively 6 

“strong”, which means that pandemic illustrations have a functional or utilitarian meaning. 7 

Should the aforementioned failure to exploit the potential of pandemic illustrations be 8 

interpreted in the context of visual illiteracy? Although known research in the area of visual 9 

literacy (Braden, 1993; Avgerinou, Pettersson, 2011) did not regard pandemic illustrations,  10 

it seems that the reasons for the lack of primacy of illustrations over words should not be sought 11 

in the clarity of the message, but rather in the form of reaching the recipients. This is evidenced 12 

by the low percentage of people browsing memes in this area, and that they could be used to 13 

ridicule the attitudes of the primacy of one's own fears and anti-social attitudes. 14 

Deficits relate not only to the use of pandemic illustration functions but also to the 15 

experience modules they represent. The knowledge obtained, confirming the hypotheses on this 16 

subject made at the beginning, should not be used only for programming further research,  17 

i.e., for cognitive purposes but also utilitarian purposes. In particular, it can be helpful in the 18 

conducted pro-health campaigns. 19 

First of all, the above involves intensification of the fear of not being vaccinated in the form 20 

of individual consequences as well as general economic effects (the need to allocate the 21 

majority of budget funds to fighting the effects of the pandemic, and not to the development of 22 

a welfare society). Pandemic illustrations can more fully and expressively show these effects, 23 

using indi-viduals and society as the basis. It is not about cheap propaganda, but about  24 

a pictorial image of the impact of certain behaviours (for example violating restrictions, 25 

resigning from vaccinations) on the structure of expenditure from the state budget and local 26 

budgets. Therefore, they can be used to perform an economic function. 27 

Secondly, as part of positive motivation, illustrations can show the realities of functioning 28 

in a society of global risk related to delocalisation (interconnection of various forms of risk at 29 

the spatial, temporal, and social level), the inability of being calculated or repaired (inability to 30 

obtain full knowledge and the necessity of taking into account even those scenarios that are not 31 

likely to happen) (Beck, 2007). Thirdly, pandemic illustrations can and should show not only 32 

the individual benefits of certain behaviours but also the benefits of accepting the above 33 

correlation in the form of not deconstructing existing global supply chains and enjoying the 34 

company of people from other cultures. If you want to reach people with different expectations 35 
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and react to different stimuli through illustrations, you can use different illustrative styles and 1 

concepts as part of different experience modules (e.g., photorealistic or poetic convention), 2 

illustration techniques (e.g., traditional, digital), and also degrees of expressiveness and  3 

a combination of illustrations and text. In such reaching of wide social circles, it may be helpful 4 

to place pandemic illustrations in various places, e.g., editorial and social media, murals, 5 

everyday objects, gadgets, toys, etc. in the form of videos, storyboards, social ads, or occasional 6 

prints/leaflets. Exemplary illustrations (showing one object, representing a specific class of 7 

objects), extensional illustrations (showing the entire range of the object set), or intentional 8 

illustrations (schematic, systematically showing all the essential features of all the elements of 9 

the object set) can be used for this purpose. By fulfilling the above functions and at the same 10 

time affecting various modules of experience, pandemic illustrations will generate not only 11 

economic but also socio-cultural value in the form of aesthetic, spiritual, social, historical, 12 

symbolic, and authentic values (Throsby, 2010). Further research can analyze the broader 13 

importance of illustrations in economic sciences and their tide on social behavior.  14 

Illustrations should find wider application in the economic sciences due to their effects on 15 

the speed of learning, motivation and stimulation of creativity, as well as the development of 16 

so-called aesthetic economics and the crystallization of Management by design, aimed at 17 

designing new experiences (Reckwitz, 2017). However, the effectiveness of their application 18 

requires the development of visual competence and visual literacy in the sense of using verbal-19 

visual language (Braden, 1993; Ejgierd, 2010; Avgerinou, Petterson, 2011). 20 

Acknowledgements 21 

The authors would like to thank BIOSTAT from Rybnik (Poland) for conducting the survey 22 

using the CAWI method.  23 

References  24 

1. Avgerinou, M.D., Pettersson, R. (2011). Toward a Cohesive Theory of Visual Literacy. 25 

Journal of Visual Literacy, vol. 30, no. 2, pp. 1-19.  26 

2. Barsky, R.F.T., Kimball, J.M., Shapiro, M. (1997). Preference parameters and behavioral 27 

heterogeneity: an experimental approach in the health and retirement study. Quarterly 28 

Journal of Economics, 112(2), pp. 537-579. 29 

3. Beck, U. (2007). Weltrisikogesellschaft. Auf der Suche nach der verlorenen Sicherheit. 30 

Frankfurt am Main: Suhrkamp Verlag. 31 



226  A. Lipka, M. Karczewska 

4. Bourdieu, P. (1984). Distinction: a Social Critique of the Judgement of Taste. Routledge. 1 

5. Braden, R.A. (1993). Twenty-Five Years of the Visual Literature Research. Visual Literacy 2 

in the Digital Age: Selected Readings from the Annual Conference of the International 3 

Visual Literacy Association, 25rh, Rochester, New York, 13-17.10.1993, pp. 1-16. 4 

6. Cachero-Martinez, S., Vazquez-Casielles, R. (2017). Simulating Curiosity and Consumer 5 

Experience in a Retailer. American Journal of Industrial and Business Management, vol. 7, 6 

no. 4, pp. 473-486. https://www.scirp.org/html/11-2120929_75723.htm?pagespeed= 7 

noscript. 8 

7. Charness, G., Gneezy, U. (2012). Strong Evidence for Gender Differences in Risk-Taking. 9 

Journal of Economic Behaviour and Organization, vol., 83, iss. 1, June, pp. 50-58. 10 

8. Chłopicki, W., Brzozowska, D. (2021). Sophisticated humor against COVID-19: the Polish 11 

case. HUMOR, 34(2), pp. 201-227, https://doi.org/10.1515/humor-2021-0015. 12 

9. Cobey, K.D., Laan F., Stulp, G. (2013). Sex Differences Risk-Taking Behaviour  13 

among Dutch Cyclists. Evolutionary Psychology, April. https://doi.org/10.1177/ 14 

147470491301100206. 15 

10. Dawkins, R. (1996). Selfish Gene. Warsaw: Prószyński i S-ka. 16 

11. Dohmen, T., Falk, A., Golsteyn, B., Hoffman, D., Sunde, U. (2018). Identifying the effect 17 

of age on willingness to take risk. 18 

12. Dohmen, T., Falk, A., Huffman, D., Sunde, U., Schupp, J., Wagner, G. (2011). Individual 19 

risk attitudes: Measurements, determinants and behavioural consequences. Journal of the 20 

European Economic Association, 9(3), pp. 50-52. 21 

13. Duchastel, P.C. (1978). Illustrating Instructional Text. Educational Technology, November. 22 

14. Ejgierd, N.P. (2010). Visual culture and education. Poznań: Transit Foundation. 23 

15. Eliasson, G., Foelster, S. (1990). The Knowledge-Based Information Economy.  24 

In: G. Eliasson. The Role of Knowledge in Economic Growth. Stockholm: IU.I. 25 

16. Flecha Ortiz, J., Santos Corrada, M., Lopez, E., Dones, V. (2021). Analysis of the use of 26 

memes as an exponent of collective coping during COVID-19 in Puerto Rico. Media 27 

International Australi, Vol. 178(1), pp. 168-181. doi: 10.1177/1329878X20966379. 28 

17. Gagne, E. (1985). The Cognitive Psychology of School Learning. Boston: Little, Brown and 29 

Company. 30 

18. Galea, S., Merchand, R.M., Lurie, N. (2020). The Mental Health Consequences of COVID-31 

19 and Physical Distancing. The Need for Prevention and Early Intervention. JAMA, 32 

Internal Medicine, 180(6), pp. 817-818. 33 

19. Gálik, S. (2017). Influence of cyberspace on changes in contemporary education. 34 

Communication Today, Vol. 8, No. 1. 35 

20. Glaveanu, V.P., de Saint Laurent, C. (2021). Social Media Responses to the Pandemic: 36 

What Makes a Coronavirus Meme Creative. Front. Psychol. https://doi.org/10.3389/ 37 

fpsyg.2021.569987. 38 



Perception of pandemic illustrations… 227 

21. Hussein, A.T., Aljamili, L.N. (2020). COVID-19 humor in Jordanian social media: A socio-1 

semiotic approach. Heliyon, 6, pp. 2-12. https://doi.org/10.1016/j.heliyon.2020.e05696. 2 

22. Izard, C. (1991). The Psychology of Emotions. New York: Plenum. 3 

23. Jezierska, Z. (2020). The Cognitive and Emotional Characteristics of Memes Created at the 4 

Initial Stage of the Coronavirus Pandemic in 2020. Fabrica Societatis, No. 3, pp. 190-209. 5 

https://doi.org/10.34616/129172. 6 

24. Jones, B.F., Pierce, J., Hunter, B. (1989). Teaching students to construct graphic 7 

representations. Educational Leadership, Dec. 1988/Jan. 1989, pp. 20-25. 8 

25. Lemke, J.L. (1997). Cognition, Context, and Learning: A Social Semiotic Perspective.  9 

In: D. Kirshner, J.A. Whison (Eds.), Situated Cognition: Social, semiotic and psychological 10 

Perspectives. Mahwah, N.J.: Lawrance Erlbaum Associates. 11 

26. Lindstroem, M. (2005). Brand Sense. Build Powerful Brands through Touch, Taste, Smell, 12 

Sight, and Sound. New York: Free Press. https://doi.org/10.1108/sd.2006.05622bae.001. 13 

27. Lui, S., Lithopoulos, A., Zhang, Ch.-Q., Garcia-Barrera, Rhodes, R.E. (2021). Personality 14 

and perceived stress during COVID-19 pandemic: Testing the mediating role of perceived 15 

threat and efficacy. Personality and Individual Differences, vol. 168/, 11035. 16 

https://doi.org/10.1016/j.paid.2020.110351. 17 

28. Nelson, J.A. (2016). Not-So-Strong Evidence for Gender Differences in Risk Talking. 18 

Feminist Economics, vol. 22, iss. 2, pp. 114-142. https://doi.org/10.1080/ 19 

13545701.2015.1057609. 20 

29. Plutchnik, R. (1980). Emotion: A Psychoevolutionary Synthesis. New York: Harper and 21 

Row. https://doi.org/10.1016/B978-0-12-558701-3.50007-7. 22 

30. Prokofiewa, N., Szczegłowa, J. (2021) Memes About Socially Significant Events as an 23 

Instrument for Social Consolidation. Press books, vol. 64, no. 3(247), pp. 9-27. 24 

https://doi.org/10.4467/22996362PZ.21.017.13882. 25 

31. Reckwitz, A. (2017). Discovering creativity. On the process of social aestheticization. 26 

Warsaw: National Cultural Center. 27 

32. Roberts, C., Zeegen, L. (2016). Fifty Years of Illustration, UK. 28 

33. Schmitt, B.H. (1999). Experiential Marketing: How to Get Customers to Sense, Feel, Think, 29 

Act and Relate to your Company and Brands. New York: Free Press. 30 

34. Schmitt, B.H. (2010). Experience Marketing: Concepts, Frameworks and Consumer 31 

Insights. Foundations and Trends in Marketing, vol. 5, no. 2, pp. 55-112. 32 

http://dx.doi.org/10.1561/1700000027. 33 

35. Schnetter, B. (2008). Towards visual sociology. Qualitative Sociology Review – Polish 34 

edition of Qualitative Sociology Review, vol. 4, no. 3, pp. 116-142. 35 

36. Stanisławski, R. (2017). Triangulation of research techniques in management science. 36 

Organization and Management, no. 4(178), pp. 103-120. 37 



228  A. Lipka, M. Karczewska 

37. Szulich-Kałuża, J. (2021). Visual Metaphors of the COVID-19 Pandemic in Internet 1 

Memes. Annals of Cultural Studies, vol. 12, no 3, pp 35-56. https://doi.org/10.18290/ 2 

rkult21123-2. 3 

38. Toth, M.A. (1980). Figures of thought. The use of diagrams in teaching sociology. Teaching 4 

Sociology, 7, pp. 409-424. https://doi.org/10.2307/1316973. 5 

39. Tracy, J.L., Robins, R.W. (2004). Show Your Pride: Evidence for a Direct Emotion 6 

Expression. Psychological Science, 1 March 2004, https://doi.org/10.1111/j.0956-7 

7976.2004.01503008.x. 8 

40. Tynan, C., McKechnie, S. (2009). Experience marketing: a review and reassessment. 9 

Journal of Marketing Management, vol. 25, iss. 5-6, pp. 501-517. 10 

https://www.tandfonline.com/doi/abs/10.1362/026725709X461821. 11 

41. Winn, W. (1987). Charts, Graphs, and Diagrams in Educational Materials. The Psychology 12 

of Illustration, vol. 1. New York: Springer-Verlag, pp. 152-198. 13 

42. Zimbardo, P.G., Johnson, R.L., McCann, V. (2016). Schluesselkonzepte der Psychologie. 14 

Halbergmoos: Pearson. 15 


