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The aim of the research was to establish associations stirred by the »Fishpond 
Flush« pattern created by the Swedish designer Hanna Werning. The goal of 
the paper was therefore to see how the different colours and shapes affect the 
artistic structure of the work of art in question, the »Fishpond Flush« pattern, 
in the optical sense as well as on the content-related, meaning-related, and 
symbolic level. Thus the aim of the research was also to establish how as-
sociations are caused by the artistic matter from the point of view of meaning-
related dimensions and artistic conceptualization, how the artistic elements 
like colour and shape affect the perception of artistic syntax, and also to prove 
that colour and shape are the essential factors in the perception of artistic 
matter. Another purpose of the research was to establish whether the percep-
tion of the pattern is gender-specifi c. It has been determined that the optical 
effect of the patterns stirs many, varied associations. The analysis also reveals 
that colour is the most signifi cant factor infl uencing the perception of the 
»Fishpond Flush« pattern and that the dimensions of meaning of the internal 
structures of shape signifi cantly effect the overall optical effect of the artistic 
matter. Further analysis of the results also showed that there are some sta-
tistically signifi cant differences in how men and women perceive the pattern.
Key words:  associativity, semantic dimensions, visual fi eld, visual perception, 

pattern.

1. Introduction
»The way we see things is condi-
tioned by what we know or believe 
about them. « [1]
When we observe the environment or 
space and objects, we don’t perceive 
only individual forms, which are one 
of the essential characteristics of 
things, but at the same time, we also 
perceive their properties, for exam-

ple, size, colour, structure and the 
whole environment in which they are 
located. The forms we see are the 
main data transmitters with their 
structural characteristics. The percep-
tion is, therefore: »A complex psy-
chic phenomenon, formed by a great-
er number of feelings. Of course, the 
detection or perception can't be re-
duced to the elements that composed 

it, but it means a special experiential 
reality or quality.« Detection is: »the 
psychic process of a relatively com-
prehensive sensory perception of ob-
jects and relationships between them. 
Human knowledge, consciousness, 
activity, and existence in general - all 
this strongly depends on perception 
and observation.« [2] Rudolf Arnhe-
im concludes that perception actually 
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means thinking because all the men-
tal processes that exist are in relation 
to perception and he says: »Visual 
perception is visual thinking.« [3] 
Muhovič, who deals with the notion 
of perception from different perspec-
tives, says: »The way we perceive 
things is called (a) perception, and the 
mode of refl ected operation with the 
perceived, logic. Perception is the 
quality of the human perception of 
the world, and the logic is a cognitive 
skill that sensibly incorporates the 
results of perceptions into the acqui-
sition of new insights about the 
world.« [4] Trstenjak defi nes human 
as a mixture of spiritual and material, 
which he perceives as a subject think-
ing and over the subject thinking: »A 
human rises through the subject mat-
ter thinking also over a matter of 
point; exceeds »self«, it is a trans-
cendent being. When we talk about 
the intentionality or object orienta-
tion of symbolic thinking, we remain 
unintentionally in the framework of 
perceptions and »perceptual think-
ing«. Through this, human is mostly 
confronted with only the representa-
tive, imaginative and top of it in ab-
stract logical thinking. The objectiv-
ity is not always obvious; in some 
cases and in some stages, we can no 
longer talk about the right subject 
thinking.« [5] When observing the 
environment, a person must be able 
to constantly change his attitude to-
wards things if he wants to perceive 
the environment comprehensively. 
This can only be achieved through 
constant changes in perception that 
transform its course of thinking and 
reasoning. Only from a sensible, sub-
ject thinking goes to the abstract, 
symbolic, and vice versa. Some of 
the changing perceptive states are 
also associative processes and experi-
ences.
»Associations are in the general sense 
of the word functional relationship 
between mental content or word-ac-
tor acts.« [6] Psychologists associa-
tions defi ne as internal and external 
incentives, that is, as relationships 
between different mental contents or 

performances and as reactions to en-
vironmental stimuli. Already Aristo-
tle has established three types of as-
sociation formation - by contact, 
similarity, and dissimilarity. Accord-
ing to the law of contact, some phys-
ical or mental stimulus is supposed to 
rebuild some other memory if they 
have appeared together in the past. 
According to the law of similarity, a 
mental event is supposed to recall the 
memory of another similar event. The 
law of dissimilarity associativity aris-
es when a mental process triggers a 
memory of events, which, on the con-
trary, is, for example, a sad event 
overtakes happy memories. The in-
terpretation of associations was also 
infl uenced by the Gestalt psychology, 
which presupposes that human acts 
as a whole and that his association, 
therefore, appears according to the 
law of complementing the beginnings 
of the whole.
In general, we distinguish two types 
of associations: free and related as-
sociations. Free associations are trig-
gered only on the basis of associative 

laws, while related associations are 
controlled or guided by instructions. 
Associative links are generally con-
ditioned by the social and cultural 
environment, the age and the life 
situations of individuals, varying, for 
example, by sex, in various occupa-
tions, in family relationships, and 
others. Psychologists use experimen-
tal and practical purposes numerous 
verbal tests of word and image asso-
ciations. On the basis of the frequen-
cies of associative responses, how-
ever, it is possible to determine the 
strength of associations which are 
triggered by certain concepts and spe-
cifi c semantic structures of concepts 
in selected experimental groups [6].
In the study, the association of the 
»Fishpond Flush« pattern (Fig.1) of 
the Swedish designer Hanna Wer-
ning, who is involved in the design of 
textiles for interiors of international 
commodity companies and unique 
motifs for fashion brands, was estab-
lished. The texture pattern »Fishpond 
Flush« is the motive it has designed 
for the Eastpak brand. Werning dis-

Fig.1  Hanna Werning: »Fishpond Flush«. [7]
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covered the textile design already 
during the study of graphic design 
when she learned to print through a 
screen printing technique and con-
sisted of recurring motifs instead of 
one-off prints. »I have always had a 
fascination for patterns, whether it is 
a natural pattern of wood or some-
thing more made-up and decorative.« 
She also explains her designer's work 
in a poetic way: »Textiles are an in-
teresting media to work with because 
they are soft and easy to mould. They 
follow the body of an object so nice-
ly. I also fi nd them interesting they 
make it easy to create temporary 
changes in the environment, whether 
they are mounted on scaffolding in 
the city or made into a cover for a 
bed.« As Bradley Quinn says, nature 
has been a constant source of inspira-
tion for Hanna Werning, who main-
tains an ongoing dialogue with the 
natural word in her work. Her repre-
sentations of animals, plant life and 
the landscape are drawn in fl uid, or-
ganic lines, and characterized by 
spontaneous juxtapositions of fl ora 
and fauna. »Motifs that depict nature 
will never go out of fashion, and they 
will stay with us even if technical de-
velopment becomes more popular,« 
explains Werning, who also said 
about her work: »My prints refl ect the 
world I in live today. To me, the 
world is like a big patchwork of dif-
ferent cultures, and sometimes I see 
my own work as a big visual col-
lage... « [7]

2. Methods
2.1.  Defi nition of the problem 

and objectives of the research
The objectives of the research are de-
fi ned in several layers. The funda-
mental research problem of the re-
search is to determine the infl uence 
of different colours and shapes on the 
effect of the artistic structure of the 
artwork - the »Fishpond Flush« pat-
tern - in the optical sense and in terms 
of content, meaning and symbolic 
level. Consequently, the aim of the 
research is to determine the associa-
tion of the artwork from the point of 

view of the semantic dimensions and 
the artistic conceptualization and the 
infl uence of the artistic elements, in 
particular the colour and the form, on 
the perception of the artistic syntax, 
and to prove that colour and form are 
essential factors which infl uence the 
perception of fi ne art. The purpose of 
the study was also to determine 
whether there are differences in the 
perception of the image fi eld by gen-
der.

2.2. Hypotheses
Before carrying out the quantitative 
part of the research, the following hy-
potheses were set:
H1: There are gender differences in 
the assessment of semantic dimen-
sions.
H2: Colour is an essential factor that 
infl uences the effects of art structures 
in the optical sense and on the con-
tent, meaning and symbolic level.
H3: The semantic dimensions of the 
internal structure of the shape have a 
signifi cant infl uence on the optics ef-
fect of the entire artwork.

2.3.  Sample and subjects 
of the research

The aesthetic judgments were given 
by 199 subjects who participated in 
the research to assess the »Fishpond 
Flush« pattern. The sample covers 
the age of participants from 15 to 22 
years and the mean value of their age 
is 17.7. It is clear from Tab.1 that 
66.8% of women and 33.2% of male 
participants gave value judgments. 
The demographic data of the perma-
nent residents of respondents cover 
the territory of the whole of Slovenia.
As the participants did not answer a 
particular question, the statistical 
analysis takes into account the aver-
age of the judgments given in terms 

of the number of answers. The num-
ber of judgments given is thus not 
always the same or is lower than the 
total number of participants.

2.4. Procedure for collecting data
The respondents of the research par-
ticipated in the classroom or study 
lessons. They received the Assess-
ment Aesthetic and Value Assessment 
Questionnaire with an image of the 
artwork - the »Fishpond Flush« pat-
tern. According to the joint guidelines 
for evaluating the image template, 
they individually fulfi lled the evalua-
tion questionnaire.

2.5. The instruments
We used the survey method for re-
searching the semantic dimensions of 
shapes and colours. For the purpose 
of this empirical research, the au-
thor’s instrument has been structured. 
Aesthetics and value judgment ques-
tionnaire, covering the author’s rating 
scale. This instrument combines the 
psychological and visual dimensions 
of the elements that are present both 
in different areas of design (for exam-
ple, graphic design and textile de-
sign) as well as painting. Participants 
in the research presented their aes-
thetic judgments of various artistic 
proposals and associations on them 
and evaluated them on the basis of 
different semantic dimensions on a 
7-point scale (from -3 to +3). Demo-
graphic data of respondents include 
the name (or code), gender, age, edu-
cation level, occupation and employ-
ment [8].
The questionnaire evaluates aesthetic 
judgments about the »Fishpond 
Flush« pattern and measures associa-
tions that this artwork gives. Re-
spondents also evaluated their judg-
ments and associations on the basis 
of different semantic dimensions on 
a 7-point scale. The semantic dimen-
sions included in the questionnaire 
are presented in Tab.2.
In addition to the evaluation of se-
mantic dimensions, further questions 
are also integrated with judgments 
about the perception and assessment 

Tab.1  Participants in research that gave 
judgments for the »Fishpond 
Flush« pattern by gender 

Participants Frequency %
FEMALE 133 66,8
MALE 66 33,2
Total 199 100
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of art syntax and comments by re-
spondents according to the judgments 
given. Questions end with allegations 
of the most decisive infl uence on the 
evaluation of the image template as 
more or less appealing artwork: col-
ours, lines, shapes, the structure of 
the picture or a whole [8].

2.6. Data processing operations
Primary data was edited by ranking 
responses and statistically processed. 
For statistical processing, the meth-
ods of basic descriptive statistics 
(f, f%, M, SD) and inferential statis-
tics (χ2 - test) were used. Data were 
processed in the Microsoft Offi ce Ex-
cel 2007 and SPSS 16.0 software.

3.  Results and discussion 
of the research

3.1.  The association of the 
»Fishpond Flush« pattern

Art material »Fishpond Flush« struc-
tures silhouettes of stylized fl oral and 
animal motifs. Gently corrugated, 
rounded shapes and lines of images 
are intertwined. When observing the 
plant-animal motif, the counterpoints 
of the fi gure and the background is 
perceived, because of the shape or 
contours of the plants, despite the size 

and, in some cases, the greater colour 
power, determine less association to 
familiar objects and things from the 
environment. Also, space, which can 
be detected according to the theoreti-
cal criteria, is a shallow, expressed 
mainly by overlapping of shapes. In 
the process of observing the optical 
impression, the spectator is constant-
ly returning to »search« and viewing 
animal motifs, which at fi rst glance 
attract more attention of the viewer, 
even though they are overlapped by 
other forms. The linear fl oral motifs 
of grasses and composite fl owers cre-
ate the impression of gentle move-
ment that establishes the illusion of 
overfl owing and waves of chaotically 
overfl owing ponds, as the title of the 
pattern tells us. The structure of the 
optical impression is characterized by 
pastel colours, that is, colours that are 
mixed with white. Colours that no 
longer have chromatic power, also 
have a weaker colour symbolism. Of-
ten their symbolic meaning is even 
changed. In the case of the visual 
field »Fishpond Flush«, such a 
change in colour symbolism is cer-
tainly the most obvious in the case of 
red and its light tint, which appears in 
this artistic syntax as an all-encom-
passing pink background. Red, which 
is, among other things, the colour of 
activity, life, power, both positive and 
negative, in this case, it passes into 
the colour of tenderness, and this is 
most strongly marked by the optical 
impression. The predominant colour 
scale of this motif is, therefore, rang-
ing from a light pink background 
through various strongly expressed 
shades of this colour, which are main-
ly refl ected in detail, to a strongly red 
one. Interesting is the fact that psy-
chologists and colour theorists most-
ly defi ned pink as the light shade of 
red or magenta red. Magenta red, 
however, moves slightly towards the 
area of   violet colour. »Pink due to the 
white content is less exciting, aggres-
sive and screaming than red. We still 
perceive it as a warm colour. In our 
culture, pink colour represents child-
ish innocence, femininity, emotion, 

love, beauty, kindness, compassion, 
softness, te nderness and romance. In 
negative terms, the pink colour con-
tains connotations of excessive sensi-
tivity, femininity, sweetness, and 
kitsch.« [9] The motif is comple-
mented by stylized forms of white 
and blue, but above all of the various 
green shades. Anton Trstenjak de-
fi nes the green colour, its formation 
and its effect as balancing the oppos-
ing forces of yellow and blue. »In this 
way, the forces of the force counter-
balance in the green and balance in 
this equilibrium. The green colour at 
the time turns out to be the living pos-
sibility of a new activity, which 
means - purely psychological - hope 
for a new activity and life. Green 
means virtually complete calm, in 
which all contrasts are balanced.« 
[10] From the point of view of psy-
chological-symbolic applications, 
Asja Nina Kovačev believes that the 
green colour coincides with the mean 
value on most semantic dimensions. 

Tab.2  Semantic dimensions 
on the basis of which the 
respondents evaluated 
the »Fishpond Flush« pattern

SEMANTIC DIMENSIONS
Dimension 1 uncomfortable 

- pleasant
Dimension 2 passive - active
Dimension 3 ugly - beautiful
Dimension 4 calming - exciting
Dimension 5 unstimulative 

- stimulating
Dimension 6 modestly - luxurious
Dimension 7 weak - strong
Dimension 8 inhibitory 

- accelerating
Dimension 9 simple - complex 
Dimension 10 poor - rich
Dimension 11 calmly - lively
Dimension 12 negative - positive

Tab.3  Categories of semantic associa-
tions that were submitted by 
respondents in connection with 
»Fishpond Flush« pattern

The association of the 
»Fishpond Flush« pattern

Category 1 ANIMALS
Category 2 NATURE, SEASONS

Category 3 ART, COLOURS, 
FORMS

Category 4
PATTERN AND 
ORNAMENT, 
TEXTILES

Category 5

SIMPLICITY, 
CALMNESS, 
CONNECTIVITY, 
HARMONY

Category 6 LIFE, POSITIVITY, 
WARM

Category 7 LIVELY, ACTIVITY, 
INTERESTING

Category 8
TENDERNESS, 
CHILDISHNESS, 
FEMININITY

Category 9

FANTASY, 
CHEAPNESS, 
TRIVIALITY, 
UNNATURALNESS, 
EXPRESSIONLESS
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»We place it on the intermediate posi-
tion between the near and far, hot and 
cold, active and passive, heavy and 
light, the front and back, the male and 
the female, and the spiritual and the 
material.« [11]
The respondents gave more than 290 
different semantic associations with 
their variations for the visual fi eld 
»Fishpond Flush«, which we classi-
fi ed into nine categories (Tab.3). The 
associative nature of the pattern is 
predominantly positive, but there 
were also some negative semantic 
connections that were classifi ed only 
in the last, the category nine.
»I like it because it reminds me on 
nature, shows animals, delicate fi sh 
and a nice parrot. It reminds me on 
something magical, happy, warm, to 
an experience that you would never 
forget. The magical dreams you 
dream at night and wake up all the 
smiling, good wills that make you all 
day long. The picture also shows stars 
that calm everyone, and delicate 
ridged lines. Even the colours with 
which the picture is made are gentle, 
warm, reminiscent of a warm spring 
morning with a gentle breath of the 
wind. The picture is alive, showing 
animals as well as plants, because our 
imagination can also see olive leaves 
and takes us to the warm Mediterra-
nean.« Thus one of the participating 
women described her experience of 
the pattern in her commentary [8].
The association of the pattern is em-
phasize oriented towards the mimet-
ics of the visual fi eld. The most as-
sociations refer to what the respond-
ents could actually infer from the 
pattern, i.e. animals and elements 
from nature. The category of ANI-
MALS it is the fi rst of the nine cate-
gories that we have placed in the se-
mantic structure of the pattern. The 
answers in this category are homoge-
neous and describe the illustrative 
nature of the image. In particular, the 
respondents have associated artwork 
with fi sh, various birds and animals 
in general, but it is interesting that the 
image template was also associated 
with the animals that are not on the 

picture, for example, peacock, zebra, 
butterfl y and others.
Category NATURE, SEASONS is by 
the number of different associations 
and by the number of answers the 
most extensive among all categories 
covered by the »Fishpond Flush« im-
age template. Because of the scale, in 
this category respondents gave 329 
judgments and various semantic links 
could be divided into several inter-
twining subcategories. In the fi rst 
group, associations associate primar-
ily with fl owers or blossoms. The 
second subgroup includes associative 
links with various fruits, the next 
group of this category is related to 
nature and natural phenomena such 
as spring, autumn, summer, seasons, 
wind, freshness of nature, noise, 
greenery, snowfl akes, sun, day, rain-
bow, frost, sky, environment, fi eld, 
fl uffy clouds... The respondents also 
suggested that they associate the im-
age template with trees, which they 
expressed by associating with foli-
age, vegetation, olive, grass and 
lawn, clover, trees and forest. The last 
subgroup includes associations re-
lated to marine fl ora and the environ-
ment. The respondents were associ-
ated with them in association with the 
sea, algae, sea level, the sea world, 
the island, warm places, the tropical 
atmosphere, the tropics and the water 
surface. Surprisingly, associations in 
relation to nature were so different 
and also contradictory, which is illus-
trated as an example in diametrically 
opposite semantic connections. This 
is an example of snow and summer, 
a tropical place and winter, and win-
ter and summer.
In the category ART, COLORS, 
FORMS, where the participants gave 
123 judgments, most associative re-
sponses were given in connection 
with colour and colourfulness. The 
image template was frequently asso-
ciated with the various forms that 
they saw in the artwork and related to 
the narratives of the art material. 
There were also several judgments 
related to beauty and aesthetics. Oth-
er answers in this category were more 

dispersed. The semantic dimensions 
of the category PATTERN AND OR-
NAMENT, TEXTILES can also be 
associated with art, but we did not 
unite them into one category because 
of the association of mass and global 
consumerism. Nevertheless, the as-
sociation on wallpaper, tablecloth, 
various patterns, notebooks, fabrics, 
fan, bedding, sheets and women's 
mobile phones are associated with 
design and aesthetics. Mental con-
nection in this category are fewer and 
the answers are less homogeneous.
SIMPLICITY, CALMNESS, CON-
NECTIVITY, HARMONY are the 
marks that we used for the next cat-
egory, the characteristic of which is 
that association connections are pri-
marily related to the connotations of 
the harmonious psychological effect 
of artwork, and not to the illustration, 
as we have found in the fi rst four cat-
egories. This category includes asso-
ciations on simplicity, calmness, in-
terweaving, relaxing, tranquillizing, 
peace, inner peace, connection, bal-
ance, equilibrium, compatibility, har-
mony and consonance.
Category LIFE, POSITIVITY, 
WARM includes semantic connec-
tions that bind primarily to positive 
emotions and emotional states and 
pleasant living situations. In this cat-
egory, most of the associations were 
related with pleasure, with which the 
most participants connected »Fish-
pond Flush«» pattern. Association 
connections with life, warmth, posi-
tivity, happiness and freedom, affec-
tion and falling in love were also 
more frequent. In more dispersed as-
sociations, the respondents gave 
judgments that the image template 
associates them with entertainment, 
kindness, optimism, positive energy, 
invigorating, friendship, goodwill, 
familiarity, ease, beautiful life, enthu-
siasm, awakening, past, friendly en-
vironment, cordiality, incentive, 
spontaneity, walk, will, fun, pleasure 
and freedom of thought. Also in the 
next category, which is related to 
LIVELY, ACTIVITY, INTEREST-
ING the associativity of the partici-
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pants were mainly oriented towards 
positive meaning connections. The 
optical performance of the pattern the 
respondents mainly linked with viv-
idness, vibrancy, diversity, variety 
and interest. In more dispersed re-
sponses, they were also experienced 
as full, energetic, varied, dynamic, 
and more.
TENDERNESS, CHILDISHNESS, 
FEMININITY is a category that 
binds primarily to the colour symbol-
ism of pink, which is the dominant 
colour in the pattern. In this category, 
the respondents most frequently per-
ceived association with tenderness, 
playfulness, youth, girls and feminin-
ity. In semantic connections with 
playfulness, childbearing, bubbles, 
and romp, are also shown their se-
mantic links to childhood. However, 
all associativity in this category has 
not only positive connotations, as the 
respondents say that this visual vibra-
tion remembers, among other things, 
on the annoying blonde girlfriend, 
that they feel artwork too female, 
girlish to associate them with »Bar-
bie«, more or less they also disguised 
measured their association with ho-
mosexuality, which is still stigma-
tized in our society. For example, one 
such allegory was that the pink colour 
in the image template is a colour for 
gentle boys. In their comments, the 
respondents also often mentioned 
that, in addition to the lack of the spa-
tial dimension and too much free 
composition in the artwork, they are 
described as the chaotic structure of 
the picture, the imposed of elements 
and the discordance of shapes, dis-
turbs them precisely the pink colour. 
This kind of association passes into 
the last category of associations for 
the »Fishpond Flush« image tem-
plate, which we have named FAN-
TASY, CHEAPNESS, TRIVIALITY, 
UNNATURALNESS, EXPRES-
SIONLESS. We mainly categorized 
it into associations with a negative 
connotation. These are 83 and are 
very inhomogeneous. The simplest 
semantic dimensions of this category 
can be described by a parable in a 

comment by one of the participants in 
the research: »The Land of Sweets. 
The whole is too kitschy.«

3.2.  Evaluation of the »Fishpond 
Flush« pattern from the point 
of view of semantic 
dimensions

A statistical analysis of the signifi -
cance of the semantic dimensions of 
the Fishpond Flush pattern showed 
that the mean values of the judgments 
expressed (M) ranged from 4.241 to 
5.272 (Tab.4). With the highest mean 
value of the given judgments, the 
12th dimension that stands out in the 
fi eld of dimension is negative - posi-
tive. Its average of judgments ex-
pressed is high, which is also indi-
cated by the most frequently ex-
pressed rating (Mo) in this dimen-
sion, which is in the ranking 7. From 
these results, it is evident that the 
sample respondents most often per-
ceived as a very positive visual vibra-
tion.
In a more precise analysis of the giv-
en aesthetic judgments in all dimen-
sions and their evaluation, it can be 
concluded that the respondent esti-
mated the pattern by judgments 
which, from neutrality, tend to only a 
positively expressed gender. There 
are no average estimates of judg-
ments expressed in the negative gen-
der. The lowest expressed average 

was given in the 4th dimension with 
a value of 4.241, which shows us a 
positive neutral mean value. This es-
timate indicates that respondents in 
the ratio of the calming and exciting 
image fi eld perceive as fairly neutral, 
while their judgments are only in-
clined to the judgment that the optical 
impression is a little exciting. The 
pattern higher average values also 
reach in the 1st, 2nd, and 3rd dimen-
sions. The analysis of these aesthetic 
judgments reveals that the participat-
ing pattern of Hanna Werning was 
perceived as a more pleasant, active 
and beautiful visual fi eld. The re-
spondents were the most unanimous 
about the pattern in the responses 
they gave for dimension 8, that is, in 
the judgment that the optical impres-
sion of the sample is a bit accelerat-
ing. The greatest non-homogeneity in 
answers occurs in dimension 1, that 
is, perceiving the dimension is pleas-
ant o uncomfortable, where the SD 
value reaches 1,697.

3.3.  Evaluation of semantic 
dimensions and dispersion 
of results by gender

In the study, was tested gender de-
pendency and their preference in 
terms of 12 semantic dimensions. 
The analysis of the study revealed 
that in two semantic dimensions, 
are expose statistically signifi cant dif-

Tab.4  Statistical analysis of expressed judgments by individual dimensions 
of the semantic dimensions of the Fishpond Flush pattern (mean values – M, 
modus – Mo, standard deviation – SD) 

DIMENSIONS M Mo SD
 1. uncomfortable - pleasant 5,257 7 1,679
 2. passive - active 5,068 6 1,346
 3. ugly - beautiful 5,084 6 1,622
 4. calming - exciting 4,241 5 1,509
 5. unstimulative - stimulating 4,689 5 1,343
 6. modestly - luxurious 4,791 5 1,365
 7. weak - strong 4,476 4 1,302
 8. inhibitory - accelerating 4,429 4 1,234
 9. simple - complex 4,309 5 1,540
10. poor - rich 4,937 5 1,264
11. calmly - lively 4,958 6 1,678
12. negative - positive 5,272 7 1,514
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ferences in the assessment of their 
semantic values with respect to gen-
der. The largest inhomogeneity be-
tween the groups is therefore shown 
in dimension 3 (Tab.5), which con-
tains semantic values in the range of 
dimension UGLY - BEAUTIFUL 
and dimension 12 (Tab.6), which 
contains semantic values in the range 
of dimension NEGATIVE - POSI-
TIVE.
The result of the χ2 test with a value 
of P = 0.007 revealed, therefore, that 
in the assessment of dimension 3 
(Tab.5), which covers the semantic 
values of UGLY - BEAUTIFUL, 
there is a statistically signifi cant dif-
ference between the women and men 
who participated in the study. This 
result confirmes hypothesis H1, 
therefore it can be asserted that the 
arrangement of respondents by gen-
der relating to dimension 3 is inho-
mogeneous. Aesthetic judgments are 
on average emphasized concentrated 
in the positive poles, but the results 

and analysis of the answers explain 
that as many as 73.9% of women 
considered the pattern as more or less 
beautiful, while only 57.0% of male 
respondents considered this. The dif-
ference between women and men is 
also refl ected in the responses of the 
opposite or negative poles, that is, in 
judging the ugly one. The visual fi eld 
of the pattern is more or less ugly as 
much as 29.2% of men and only 
14.3% of women. The highest fre-
quency of responses was given by the 
participants in the judgments that the 
image fi eld is perceived as a predom-
inantly fi ne artwork, which is also 
recorded by the most frequently ex-
pressed rating (Mo), which is in the 
rank of 6.
The result of the χ2 test also expli-
cates that in the evaluation of dimen-
sion 12, which includes semantic 
values NEGATIVE - POSITIVE, 
there is a statistically signifi cant dif-
ference between women and men 
who participated in the study. The 

characteristic of the χ2 test is P = 
0.017. Therefore, we assert that the 
distribution of subjects by gender re-
lating to dimension 12 is inhomoge-
neous (Tab.6). This result also con-
fi rmed the hypothesis H1, which sug-
gests that there are differences be-
tween women and men in the assess-
ment of semantic dimensions. A more 
detailed analysis of the answers re-
cords that 70.0% of the respondents 
decided on the answers in the positive 
poles. In the negative gender, only 
8.0% of women and 12.2% of men 
gave their judgments, in total 9.5% of 
all participants. There is, therefore, an 
important difference between women 
and men refl ected in the positive 
poles responses. As many as 73.0% 
of women assessed the visual vibra-
tion of the »Fishpond Flush« pattern 
as more or less positive, of which 
31.7% of women surveyed rated it as 
very positive. Only 15.4% of men 
decided for such a judgment. For a 
positive evaluation of art syntax, men 
decided to 66.2%. Of these, 30.8% of 
them decided to see it as little posi-
tive. Women rated only 17.5% for 
judgments in the assessment, which 
is considerably less in comparison 
with men. The highest unity by gen-
der in the positive gender results 
achieved in the assessment is mainly 
positive, which was decided by 
23.8% women and 20.0% of men.

3.4.  The impact of visual 
elements on the perception 
of »Fishpond Flush« pattern 
and the distribution of results 
by gender

In assessing the impact of visual ele-
ments on the perception of the »Fish-
pond Flush« pattern, the respondents 
selected between fi ve elements: col-
ours, lines, shapes, the structure of 
the image and the whole. There was 
possible to choose one or more an-
swers that are not commonly exclu-
sive. The frequency and percentage 
of positive responses given for the 
impact of each element (Tab.7) were 
statistically operated. The gender de-

Tab.5 Frequency of aesthetic judgments given in dimension 3

Semantic values of
dimensions 3
UGLY - BEAUTIFUL

GENDER
Total Results

FEMALE MALE
f % f % f % χ2 P

VERY UGLY 2 1,6 2 3,1 4 2,1

17,713 0,007

MAINLY UGLY 4 3,2 9 13,8 13 6,8
SLIGHTY UGLY 12 9,5 8 12,3 20 10,5
NEVERALL 15 11,9 9 13,8 24 12,6
SLIGHTY BEAUTIFUL 20 15,9 17 26,2 37 19,4
MAINLY BEAUTIFUL 38 30,2 13 20,0 51 26,7
VERY BEAUTIFUL 35 27,8 7 10,8 42 22,0
Total 126 66,0 65 34,0 191 100

Tab.6 Frequency of aesthetic judgments given in dimension 12

Semantic values of
dimensions 12
NEGATIVE - POSITIVE

GENDER
Total Result

FEMALE MALE
f % f % f % χ2 P

VERY NEGATIVE 6 4,8 1 1,5 7 3,7

15,446 0,017

MAINLY NEGATIVE 2 1,6 1 1,5 3 1,6
SLIGHTY NEGATIVE 2 1,6 6 9,2 8 4,2
NEVERALL 24 19,0 14 21,5 38 19,9
SLIGHTY POSITIVE 22 17,5 20 30,8 42 22,0
MAINLY POSITIVE 30 23,8 13 20,0 43 22,5
VERY POSITIVE 40 31,7 10 15,4 50 26,2
Total 126 66,0 65 34,0 191 100
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pendence on the infl uence of various 
artistic elements was also tested.
The results of the research about the 
infl uence of the elements indicate 
that the colours had the greatest infl u-
ence on the perception of the artwork 
(Tab.7). The respondents confi rmed 
in 70.5 % that colour is the most sig-
nifi cant factor infl uencing the percep-
tion of art syntax. The infl uence of 
other elements on the perception of 
art material was signifi cantly lower. 
Regarding the effect of colour, the 
answers between women and men 
were less homogeneous. 75.0% of 
women and 61.5% of men confi rmed 
that colour is the most infl uencing 
factor on their perception of art syn-
tax, but χ2 test with a value of P = 
0.053 reveals that the gender differ-
ence is not statistically signifi cant. 
The analysis of the results of the ef-
fect of colours confi rmed hypothesis 
H2, which is based on the assumption 
that colour is an essential factor that 
infl uences on the effect of an art 
structures.
As the second most common impact 
on the perception of art syntax, the 
respondents chose the forms. The in-
fl uence of the form was important in 
48.2% of the respondents, therefore, 
in this case, we can confi rm the hy-
pothesis H3, which presupposes that 
the semantic dimensions of the inter-
nal structures of the shape signifi -
cantly affect on the optical effect of 
the entire art material. In further 
analysis of the results, we also found, 
that in the perception is a signifi cant 
difference between the female and 
male respondents. 53.9% of women 

and only 36.9% of men expressed 
that the shapes had a signifi cant infl u-
ence on their decision. The result of 
the χ2 experiment with a value of P = 
0.026 explains that there is a statisti-
cally signifi cant difference by gender 
(Tab.7).
The frequency of affi rmative answers 
further proves that the whole is the 
third element, which most infl uenced 
on the perception and understanding 
of the pattern. The structure of the 
image was exposed as the fourth ele-
ment, and at the end of the analysis of 
affi rmative answers, it was also found 
that the lines are the least infl uenced 
the perception of artwork »Fishpond 
Flush«. For these elements, the χ2 
test result also revealed that the dis-
tribution of respondents by gender 
regarding the impact on whole, image 
and line structure is unitary (Tab.7).

4. Conclusion
The research we explored the experi-
ence and understanding of the »Fish-
pond Flush« pattern. The associativ-
ity which is triggered by the artwork 
it was checked. It was determined 
how aesthetic assessment of the re-
spondents was in relation correlated 
to the various semantic dimensions, 
and what is the impact of the artistic 
elements on their perception. Innova-
tion and »added value« derive from 
originality discussed problem con-
tent, at the same time the topic of the 
research is still an unexplored area on 
the narrower and wider EU. The in-
novative approach enables, proving 
different understanding of the art-

work for consideration of the prob-
lem based on the conducted analysis 
association of pattern.
The analysis also reveals the optical 
impression of the pattern is triggered 
by many different associations, both 
positive and negative. The respond-
ents gave over 290 different semantic 
associations with their variations, 
which we classifi ed into 9 categories. 
The association of the pattern is em-
phasize oriented towards the mimet-
ics of the visual fi eld. The most as-
sociations refer to what the respond-
ents could actually infer from the 
pattern, i.e. animals and elements 
from nature. Category of NATURE, 
SEASONS is by the number of dif-
ferent associations and also in the 
frequency of answers the most exten-
sive among all categories. There were 
few negative semantic links, but we 
classifi ed them only into the last, 
ninth category.
The analysis of the evaluation of the 
semantic dimensions showed that in 
the artistic vibration of the pattern 
with the highest mean value of the 
given judgments, stand out the 12th 
dimension, which moves in the fi eld 
of dimension negative - positive. 
From these results, it can be seen that 
respondents were perceived pattern 
as very positive visual vibration, and 
from a more detailed analysis of aes-
thetic judgments, it is to be under-
stood that participants perceived pat-
tern as a more pleasant, active and 
beautiful visual fi eld. The results of 
the χ2 test revealed that in two se-
mantic dimensions are shown statisti-
cally signifi cant differences in the 
judgment of their semantic values   
with respect to gender. The largest 
non - homogeneity between the 
groups is therefore expressed in di-
mension 3, which contains semantic 
values   in the UGLY - BEAUTIFUL 
dimension fi eld, and in dimension 12, 
which contains semantic values   in the 
fi eld of the dimension NEGATIVE - 
POSITIVE, which is also confi rmed 
by the result of the χ2 test. According 
to the results, therefore, we assert that 
the distribution of subjects by gender 

Tab.7  The impact of artistic elements on the perception of the »Fishpond Flush« 
pattern

IMPACT Answ.
GENDER

Total Result
FEMALE MALE

f % f % f % χ2 P
COLORUS YES 96 75,0 40 61,5 136 70,5 3,754 0,053
LINES YES 9 7,0 4 6,2 13 6,7 0,053 0,818
SHAPES YES 69 53,9 24 36,9 93 48,2 4,980 0,026
STRUCTURE 
OF THE IMAGE YES 25 19,5 13 20,0 38 19,7 0,006 0,938

THE WHOLE YES 42 32,8 20 30,8 62 32,1 0,083 0,774
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in dimensions 3 and 12 is non-homo-
geneous, what confi rmes the hypoth-
esis H1.
The results of the research about the 
infl uence of the elements indicate 
that the colours had the greatest infl u-
ence on the perception of the artwork. 
The respondents confi rmed in 70.5 % 
that colour is the most signifi cant fac-
tor infl uencing the perception of art 
syntax, what confi rmes the hypothe-
sis H2. The analysis of the results 
also shows that the infl uence of the 
shape was decisive in 48.5% of the 
respondents, therefore, in this case, it 
can confi rm the hypothesis H3, which 
assumes that the signifi cant dimen-
sions of the internal structures of the 
shape signifi cantly infl uence the op-
tics effect of the entire art material. In 
the further analysis of the results, it 
was also found out that there is a sig-
nifi cant difference in the perception 
of the visual fi eld between the ques-
tioned women and men. 53.9% of 
women and only 36.9% of men ex-
pressed their importance in shaping 
their choices. The result of the χ2 test 
with a value of P = 0.026 explains 
that there is a statistically signifi cant 
difference in gender.

Identifi cation and understanding of 
the artwork is, therefore, a matter of 
perception with which we observe its 
formation. The form of artwork com-
bines the structure of artwork, which 
encompasses both the visual structure 
in its explicit appearance, which is 
the result of the internal structure, as 
the content of the artwork, that is, its 
mental structure through which the 
author establishes communication 
and effects on the viewer and, conse-
quently, on the broader environment.
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