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ADVERTISING GRAPHICS IN THE STRUCTURE
OF INTEGRATED ART DISCIPLINE "DESIGN OF ADVERTISING"

Purpose of the research. The thematic focus in this article combines the author's concept of studying
Advertising Graphics as a form of sociocultural communications with the analysis of stylistic tendencies, problems of
figurative visualization of ideas and aesthetics of advertising appeals. Methodology of the research uses the system-
structural, sociocultural and comparative methods of the analysis of postmodern visual language of Advertising.
Scientific originality consists in comprehensive study of the tasks of Advertising Graphics and its relevancy and
weighty place in the structure of the integrated art discipline "Design of Advertising” in high school. For more 10 years,
the author has been lecturing her own concept-course for designers in Kyiv. There are no ready-made advertising ideas
that are trying to attract beginners to business — every advertising idea depends on the product and the economic, social
and cultural factors. Projecting the original and effective advertising is difficult even for professionals, as the
advertisement has to be the final product of complex researches. Base components of the competencies of a designer in
Advertising have been selected taking into account the requirements of modern market: graphic design-foundation,
sociocultural and marketing constituents. Besides, stylistics and art-aesthetic problems of modern Advertising in the
communicative sphere, including displays of Kitsch and Eclecticism are analyzed. Recently, creative advertising ideas
are actively searched because of the monotony and primitivism of images, so-called visual standards overload huge
advertising in Media. Special attention is paid to the problems of professional terminology, in particular, the content of
illustrated glossary "Design and Advertising", presented as a lexicographic resource for design-education. Conclusions.
Advertising Graphics is meaningful content block that takes into account the sociocultural and marketing aspects of
visual designing of promotional products. In near future, it is necessary to shift to more subtle approaches to the
consumers: more individual, more correct and more aesthetic.

Keywords: advertising graphics, visualization, stylistic tendencies, post-modernism, aesthetics, design of
advertising, integrated artistic discipline.
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lMpuwieHko CeimnaHa BanepiisHa, dokmop Hayk eabinimosaHull y aanysi dusaliHy, npogecop IHcmumymy
Ou3saliHy ma peknamu HaujoHanbHoi akademii kepigHux kadpie Kynbmypu i mucmeums, dneH Crinku ou3altiHepie YkpaiHu

PeknamHa rpadyika B CTPYKTypi iHTerpoBaHOi XyA0XHbOI Aucuunniim "QusanH peknammn”

MeTa po6oTu. TematuyHuii OKyC y Uil CTaTTi NOEQHYE aBTOPCbKY KOHLEMNLiH0 BUBYEHHS peKknamHoi rpadoiku sk
OpMM COLLIOKYNBbTYPHUX KOMYHIKaLin 3 aHanisaom CTUNICTUYHMX TeHOeHLUiW, npobnem obpasHoi Bidyanisauii inev Ta ec-
TETUYHOCTI peknamMHux 3sepHeHb. MeToponoria 4OCMiAKEHHA BUKOPUCTOBYE CUCTEMHO-CTPYKTYPHUIA, COLIOKYNbTYPHUIA
Ta KoMnapaTMBHWIA MeToAW aHanidy BidyanbHOI MOBW peknamu nepiogy noctmogepHy. HaykoBa HoBM3Ha nonsrae B
KOMMNEKCHOMY BMBYEHHI 3aBAaHb peknamHoi rpadiku, ii akTyanbHOCTi Ta BAaroMoro Micus B CTPYKTYpi iIHTErpoBaHoi Xy-
O0XHBOI aucumnniim "OunsanH peknamun” y Buwlin wkoni. MoHag 10 pokiB aBTopka YMTaE BriacHy KOHLENTyanbHy nporpa-
My B Kuesi anst gusanHepi. He icHye rotoBux peknamHux igen, SKMMu HamararTbCsa 3any4uTy HoBaukiB 0o BisHecy —
KOXHa peknamHa iges 3anexuTb Bif NpoayKTy M eKOHOMIYHUX, couianbHMX Ta KyNbTYPHUX YUMHHUKIB. MpoeKkTyBaHHA opu-
riHanbHOI Ta e(PEKTUBHOI peKrnamMy € BaXKMM HaBiTb AnA npodecioHanis, ampke peknama noBuHHa OyTu KiHUEBUM NpoaykK-
TOM KOMMMEKCHUX JocnimpkeHb. ba3oBi KOMNOHEHTU KOMMNETEHLN An3aiHepa peknaMm BU3HAYeHO 3 ypaxyBaHHAM BUMOT
Cy4acHOro puHKy: rpadiyHy AM3anH-NigroToBKy, COLIOKYNbTYPHY Ta MapkeTuHroBy cknagosi. Kpim Toro, npoaHanisosaHo
CTUNICTUKY Ta Xy[0XHbO-eCTETUYHI NPOBnemMmn cy4acHoi peknamm B KOMYHIKaTMBHOI cdepi, B TOMY YMCIi NPOSBU KiTYy Ta
eknekTnamy. OCTaHHIM YacoM MOLLUYKM KpeaTUBHMX PeKrnamHuX igen akTMBHO MPOOOBXYIOTLCS Yepe3 OAHOMAHITHICTb i
NpUMITUBI3M 306paxeHb, Tak 3BaHi BidyanbHi CTaHO4ApPTU CYTTEBO NepeBaHTaxyloTb peknamy B 3MI. Ocobnuea ysara
npuainseTbcs npobnemam npodecinHoi TepMiHONOriT, 30Kkpema, 3MiICTOBOMY HaMOBHEHHIO iMOCTPOBAHOrO rrnocapito "Au-
3arH Ta peknama", kUi npeacTaBneHnn SK nekcukorpadivyHnin pecypc ang ansanH-ocsiTn. BUCHOBKKU. PeknamHa rpa-
dika € 3Ha4YMMUM 3MICTOBUM GITOKOM, SKUA BPAxXOBYE COLIOKYNbTYPHi Ta MapKETUHIOBI acrneKkTu BidyarbHOro NpoOeKTy-
BaHHsSI peknamHoi Npoaykuii. Y HanbnmxkyoMy ManbyTHbOMy Bxe HeoOxigHWi nepexia Ao Ginbll TOHKUX NigxoniB Ao
CnoXuMBaYiB: 6inbLU iHOMBIQYaNbHUX, BiNbl KOPEKTHUX, BiNbLl €CTETUYHUX.

KntouoBi cnoBa: peknamHa rpadika, Bidyanisauis, CTUNICTUYHI TeHAEHLUiT, NOCTMOAEPHI3M, eCTETUYHICTb, Au-
3alH peknamu, iHTerpoBaHa Xy4oXHA AucuMnIiHa.

lMpuwieHko CeemnaHa BanepbeeHa, okmop Hayk xabunumup. 8 cghepe OusalHa, npogheccop MIHcmumyma
Ou3saliHa u peknambl HayuoHanbHoU akademMuu pykogodsuiux kadpoes Kymbmypbl U UcKyccms, YrieH Coto3a du3aliHepos
YKpauHsb!

PeknamHas rpachuka B CTPyKTYype MHTErpMpOBaHHOW XyA0XXeCTBeHHOM AUCLMNIUHBI "[du3aliiH peknambl”

Llenb paboTbl. TemaTnyeckas HanpaBneHHOCTb 9TOM CTaTbu OObeAUHSET aBTOPCKYK KOHLEMUUIO U3yYeHus
peknamHon rpadukn kak opmbl COLIMOKYMLTYPHBIX KOMMYHUKALMI C aHanM3oM CTUIMCTUYECKMX TeHAEeHUMIN, npobrem
obpasHol B13yanusaunv UAen n 9CTeTUKM peknamHbix obpalleHnii. MeTtoponorusa nccrnefoBaHns UCMONb3yeT CUCTEM-
HO-CTPYKTYPHBIN, COLUOKYMbTYPHBIN U KOMNApaTUBHUI METOAbl aHanu3a BU3yanbHOro si3blka peknambl nepuoga noct-
mMogepHa. Hay4yHas HOBU3Ha 3aKO4aeTCs B KOMMIIEKCHOM M3YyYeHUW 3aaHuii peknamMHon rpaduku, eé akTyarnbHOCTU
M BaXHOr0 MecTa B CTPYKTYpe MHTErpMpoBaHHOW XyAOXeCTBEHHON AuCUMNNnHbl "[dn3anH peknambl" B BbiCLUEN LUKOSE.
Bonee 10 net aBTOp YnTaeT COBCTBEHHbIV KOHLIENTYanbHbIM Kypc B Kuee ansa amsaviHepoB. HeT rotoBbIX peknaMHbixX
naewn, KOTopbIMY MbITATCA NPUMBMAEYbL HOBMYKOB B BM3HECE — Kaxaas peknamHasi uaes 3aBuMCUT OT NPOAYKTa, a Takke
3KOHOMUYECKMX, CoLManbHbIX U KyNbTypHbIX hakTopoB. [poekTnpoBaHne opurMHanbHON 1 addEeKTUBHOWN peknambl siB-
NATCH CNOXHBIM AaxXe AN npodeccnoHanoB, NOCKOMbKY peknama oSmkHa ObiTb KOHEYHBbIM MPOAYKTOM KOMMIIEKCHbBIX
nccnenoBaHuii. basoBble KOMMNOHEHTBI KOMMETEHLMI AM3aiHepa peknamu onpegeneHbl ¢ y4eTom TpeboBaHun coBpe-
MEHHOIO pblHKa: rpaduyecKkon An3anH-noAroToBKU, COLMOKYNbTYPHOW M MapKeTMHrOBOW cocTasnsowmx. Kpome Toro,
aHanU3NpyTCs CTUMUCTMKA U XYAOXECTBEHHO-3CTETUYECKNE NPOGNEMbl COBPEMEHHOW peKIamMbl B KOMMYHUKATUBHOW
cdepe, B TOM YuCrie NPOSIBNIEHUSI KUTYA M SKNEKTUKU. B nocnenHee Bpemsi NOMCKM KpeaTUBHbIX PEKNaMHbIX MAEN akTuB-
HO NPOJOITKAKTCA N3-32 MOHOTOHHOCTU 1 NPUMUTUBU3MA U306paxeHni, Tak Ha3blBaeMble BU3yanbHble CTaHAapThbl 3Ha-
ynTenbHo neperpyxatoT peknamy B CMU. Ocoboe BHUMaHWe yaeneHo npobnemam npodeccroHanbHON TEPMUHOMOIN,
B YAaCTHOCTW, HAMOSTHEHWIO UNNIOCTPUPOBAHHOMO rrnoccapusa "OusaH u peknama", KoTopbli NpeAcTaBneH B KavyecTse
nekcukorpagmyeckoro pecypca aonsa av3ariH-obpasosaHus. BeiBoabl. PeknamHas rpadvka SBnsSeTcs BaKHENLUM CO-
aepXkarternbHbiM GITIOKOM, KOTOPbIA YYUTbIBAET COLIMOKYIbTYPHbIE U MapKeTMHIOBbIE acnekTbl B pa3paboTke peknamHomn
npoaykummn. B 6nuxarniwem Oyayuiem yxxe Heobxoaum nepexof k 6onee ToHKMM nogxoaam k notpedbutensm: 6onee nH-
anBuayanbHbIM, 6onee KOppeKTHbIM, 6onee 3CTETUYHBIM.

Knioueble cnoBa: peknamHas rpacvka, Busyanusauusi, CTUIINCTUYECKNE TEHAEHUMMN, NOCTMOAEPHN3M, 3CTe-
TUYHOCTb, AM3alH pPeKnambl, UHTErPUPOBAHHASA XyOO0XEeCTBEHHAsA AMCLUMIUHA.

Actuality of the research topic. Advertising (Commercial) Graphics as applied branch has always
occupied an important place in the areas of commerce, industry, and culture of many countries. Visual
communications are among the most basic elements of product identification, promotion of goods and
services and their manufacturers in modern information space. Nowadays this encompasses the wide variety
of designing: virtually all graphic components of visual communications (branded constants and corporate
identity, industrial graphics posters and signs, icons, promotional ads, WEB-resources, etc.). At the turn of
the Millennia, they have acquired a special dynamism. Gradually, Advertising Design was created. It
combines the achievements of Art and Commercial design.

Purpose of the research. The thematic focus combines the author's concept of studying Advertising
Graphics as a form of sociocultural communications with the analysis of stylistic tendencies, problems of
figurative visualization of ideas and aesthetics of advertising appeals.

Main text exposition. Research of cultural-aesthetic component in Advertising has the purpose to
systematize visual means of information and make a complex definition of their functional and visual
specifics in communication area of modern society, which is much wider than ten years ago. At the
beginning of the XXI century great changes happened in conceptions of Design and Advertising because of
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the processes of Globalization and simultaneous ethno cultural identification, hyper consumerism and
parallel lowering of general cultural level of society.

In spite of its main commercial function, Advertising was recognized as cultural phenomenon due to
visual aids of advertising communication that become logical reflection of sociocultural state of society in
definite periods. Unfortunately, in most cases modern means of ad information do not contribute to forming
outlook, art thinking development, aesthetic perception of reality, etc. U.Bowmen underlined that visual aids
are not end in itself: form, space and visual interrelation become means of visualization of ideas [2].

In our opinion, the genesis of Advertising Graphics as a form of socio-cultural communications is due
to number factors, among which the main determinants are:

1) pragmatic, depending on the existing commodity-economic relations, the development of
communication channels and specific commercial tasks;

2) culturological, depending on the sociocultural realities of the forms of social systems and national
psychological aspects of mental groups;

3) aesthetic, depending on the ideological platforms and historical processes of social development
that influenced the transformation of social structures, spiritual and material culture, as well as the formation
of artistic styles [12].

State of scientific working out of the problem indicates not enough level of scientific research of art-
aesthetic aspects of Advertising. The humanities and art scientists do not disclose the influence of Art on
Advertising graphics and formation of its stylistics. Isolated scientific works have describing character and do
not give the idea of the trends of the development of visual language of advertising. Some universities in
Ukraine have introduced the specialization "Graphic Design and Advertising" and an analysis of the educational
process leads to the conclusion that "... and advertising" in most cases is a mechanical addition. Often the
advertising component is missing: even if in the curriculum the subject "Design of Advertising” is declared
(alternatively "Development of promotional products"), class assignments overlap discipline "Designing” — trade
mark or logo, brochure, poster, package design, and usually lecture hours are not provided. Sometimes part of
it is composed of elements of drawing, painting, fonts, computer technologies, prepress or printing basics.

If we consider the design as a synthetic discipline, the Advertising Design (or Communicative, more
commonly used in Europe, USA and Russia) as a kind of graphic design is more synthetic and specific activity,
which involves more marketing, sociology, cultural studies, and advertising psychology. Therefore, integration
of Graphic Design, Advertising and Marketing becomes more important for the learning process [13].

On the one hand, we can understand the lack of highly qualified teachers of the new profile in other
artistic schools, on the other — you cannot justify the principle of learning, "what teacher knows, he teaches".
Apparently, this is common problem for Ukraine and Russia, but the Russian scientific-methodical books and
monographs are important for Ukrainian lecturers. It is worth mentioning monographs of A.Dehtyarov [4],
L.Dmytriyeva [5], A.Kostina [8], A.Lyebyedyev-Lyubimov [9], R.Mokshantsev [10], A.Nazaykin [11], S.Pronin [14],
A.Romanov [15], O.Sal'nikova [16], A.Ulyanovskyy [19], O.Feofanov [20] and foreign authors [2-3; 7; 18].
Among Ukrainian publications, which meet up-to-date requirements most, there is work of professor of
Ukrainian Academy of Printing B.Durnyak "Designing the advertising productions" [6], which deals with the
core issues of advertising, marketing and management. Most significant study of the sociocultural approach
to the artistic activity is the monograph of prof. Yu.Afanas'yeva [1]. R.Sapen’ko is considering
communication, semiotic, cultural and aesthetic aspects of Advertising [17].

For a comprehensive study of Advertising Graphics as Visual communication and the introduction of
its results in the learning process, we selected the following methodology:

1. Systematic-structural method enables the study of advertising design as a field of activity at the
level of analysis of individual factors and at the level of their synthesis.

2. Sociocultural method to the evolution of expressive means of Advertising

helps to understand Advertising Graphics as a reflection of historical, cultural, economic and political
stages of social development. Advertising, as design, always has ideological platform.

3. Comparative method provides comparison of the results of visual analysis of the compositional
(constructive, plastic and color) organization of the European, Eastern, American and Ukrainian advertising
space.

Interestingly, from 2009, Kyiv employers preferred designers-marketers, though there is no school,
which trains such professionals. If you define professionality of an ad designer taking into account the
requirements of today's market, the authors distinguish three important aspects as basic components:
graphic design training, sociocultural and marketing components. It should be noted that without sociological
and marketing foundation graphic designer can be a great graphic artist, but not advertising designer. There
are no ready-made promotional ideas that are trying to attract newcomers to the business — each advertising
idea depends on the product of complex social, economic and cultural factors, i.e. its market positioning. To
develop original and effective advertising is difficult even for professionals, as professional promotional
message must be the final product of the complex studies.

It is very urgent to find innovative ways to teaching professional courses in high school because of
the imbalance between the education system and the form of existence of the profession during the crisis of
all forms of world society (economic, social, political, cultural), fierce competition and active stimulation of

209



MucTeuTBO3HABCTBO Pryshchenko S.

sales and rapid development of computer technologies in production, commerce, and information systems.
The author outlined this conceptual approach as prognostic in the early 2000s, but the practical
implementation of our plan to forming skills of "advertising designer" began in 2011 at the Department of
Graphic Design and Advertising in the National Academy of Managerial Staff of Culture and Arts. For the
discussion we suggest the tentative list of topics on the course "Design of Advertising”, which is taught for
Masters Level in | semester. Total hours — 150 (5 credits ECTS), including: lectures — 32 hrs.; practical
classes — 32 hrs.; self-employment — 86 hours. Contents of lectures:

1 The role and functions of Advertising in society. Advertising in social and cultural space.

2. The main stages of the historical development of Advertising Graphics. Effect of artistic styles in
advertising creativity.

3. The role of computer technologies in the development of Advertising communications.

4. Psychology of advertising influence as a manifestation of social style. Problems visualization of
advertising ideas.

5. The stylistics of Advertising Graphics. National and international features of Advertising.

6. Corporate identity as a complex Advertising.

7. Brand and re-branding.

8. Composition in Advertising. Features of visual perception. Graphics Means in Advertising.
Specificity of Color in advertising appeals.

9. Design-marketing research and Target audience. The life cycle of a product/ service/ company.
Evaluation of the Ads aesthetic quality.

10. Methods of designing the advertising products.

With the reference to the contents of discipline, it is necessary to stress the problem of terminology.
The author repeatedly met with incorrect or confusing interpretation of the concepts, excessive number of
English terms at the level of educational programs, and at the level of formulation of educational objectives, and
at the level of communication with colleagues, and at the analysis of publications. The most contentious issue
is the concept of "creativity". There are questionable terms: "creative design”, "creative designer" and many
others. The advertising designer or artist must be creative, yet if he cannot be creative, then he is just a student
(apprentice, craftsman as said before). However, creativity, which is understood only by ad producers, is
outright vulgarity or epatage — but not the essence of the promotional offer. This kind of “creative people" forget
the elementary truth that the primary purpose of Advertising — to sell a product or service for consumers.

Scientific originality consists in comprehensive study of the tasks of Advertising Graphics and its
relevancy and weighty place in the structure of the integrated art discipline "Design of Advertising" in high
school. The offered educational course is the first content block that considers the historical development of
Advertising Graphics, in particular in Ukraine, the basic concepts of Advertising Graphics in the system of
Visual communications, the influence of figurative means of artistic styles on advertising creativity, its
aesthetic and communicative aspects, visual means and modern directions of Design development. To our
mind, the main problem of advertising creativity is finding balance between commerce and aesthetics.
Advertising Philosophy is directed to getting profits, which is understood as the most important part of
advertising process. However, culturological, outlooking and moral-psychological parts are also of great
importance. Especially the above-mentioned parts of ad process make a base of "platform™ of visualization
ad idea. Nowadays, orientation of production to regional groups of consumers, significant change of market
policy presupposed cardinal change in tasks and character of advertising: socio-psychological, cultural and
aesthetical indices become actual. Definition of imagery as specific means of creating image from the point
of view of definite aesthetic ideal is a key to understanding the process of projecting mythological image in
Advertising. Many consumers do not need the advertised goods but their images, symbols of prestige,
possibility as means to follow definite style of life. Model of behavior due to social fashion and outcome style
of life is a reflection of definite outlook, system of values, hierarchy of inner aims formed in their minds.

Advertising products of the postmodern period are created with the use of stylistic principles of
Postmodernism. However, modern consumer is very difficult to attract, so, it is necessary to use creative
approaches, to aspire giving additional aesthetic pleasure to consumers, compel to them to definite
"decoding" of advertising appeal. From the point of view of famous Bulgarian advertiser H.Kaftandgiev the
sense of postmodernist approaches, which are used also in the theory of communications, and is in that
there is no good and bad communications, sign systems, codes and others — their value is defined
exclusively by concrete communicative situation [7].

Conclusions. The analysis of world market trends, massive crisis of overproduction of the end of XX —
the first decade of the XXI century, global advertising attacks, psychological manipulation of consciousness
of target groups and Kitsch in Mass Media has shown that the majority of ads are perceived negatively by
society and "advertising noise" reached its critical point. The present results are significant in our concept of
Advertising Graphics in the structure of actual course "Design of Advertising" as the integration of Graphic
Design, Advertising and Marketing. In the nearest future, it is necessary to shift to more subtle approach to
the consumers: more individual, more correct and more aesthetic. The student researches should be
focused on determining stylistic trends in Advertising Graphics and searches for Ukrainian national identity,
in particular, the development of advertising concepts and design elements that meet regional peculiarities.
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