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GERMANY - UKRAINE: SOCIO-CULTURAL APPROACH
TO THE ENVIRONMENTAL PUBLIC ADVERTISING

Purpose of the research. The article studies the imagery and stylistic trends of environmental public advertising, includ-
ing in the structure of Media space Germany and Ukraine. The activation of attention to the problems of contemporary environ-
mental protection and rational use of natural resources greatly will facilitate the eco-culture development of society, especially the
younger generation. Methodology of the research is the used of socio-cultural approach to study the interaction of verbal and
visual components of eco-poster. Scientific originality of the research is to advanced study the social appeal as a combined ver-
bal-visual model, the language of which is based on stylistic devices and means of Postmodern culture. Original artistic images,
nonstandard interpretations, humor and satire are needed in today's eco-posters, and so it becomes more important to use crea-
tive technologies in the creation of social appeal — metaphor, metonymy, allegory, association, hyperbole. It is noted that the main
purpose Triennial "4th Block, Chernobyl" in Kharkov, which organized the Ukrainian Association of graphic designers — to attract
the global attention to environmental problems and the effects after social, technogenic and natural disasters. Comparative analy-
sis was revealed that the German environmental poster are interesting and imaginative, because the environmental issues have
been a lot more attention in the society, and in accordance with the eco-topic theme are cultivated and distributed in the Media.
Conclusions. This materials are part of the workshops "Public advertising" in Munich Ludwig-Maximilian University. In view of the
shift to the visual component in advertising appeal, we are considers practicable for further development of the integrated course,
which can be used not only for designers, but advertisers, culturologists, sociologists, sociocultural activities managers also.
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Hoeikoea OneHa MukonaieHa, PhD, OdouyeHm IHcmumymy cnog’ssHCbKkOi @birtonoaii  MioHXeHCbK020
yHisepcumemy Jlodsiea-MakcuminiaHa

lNpuwieHko CeimnaHa BanepiieHa, 0okmop Hayk eabinimosaHull y eany3i dusaliHy, npogecop IHcmumymy
OuzaliHy ma peknamu HauyioHanbHoi akademii kepigHUX Kadpie Kynbmypu i Mucmeyms, YneH Crinku dusatiHepie YkpaiHu

HimeuyuuHa — YkpaiHa: couiokynbTypHUM NigXia A0 eKonorivyHoi couianbHoI peknamu

Meta po6oTtu. CtaTTio NPMCBAYEHO A0CHiMKEHHIO 0O6pPa3HOCTI Ta CTUNICTUYHMX TEHAEHLIN eKONOriYHOT coLlianbHol pex-
namu, 30Kpema, B CTPYKTypi Megia-npoctopy HimewunHn Ta YkpaiHv. AKTuBI3aLis yBarv Ao Npobriem Cy4acHOro HaBKOMMULLHBLOMO
cepefoByiLLa Ta PO3YMHOTO CMIOXUBaHHSI MPUPOAHWNX PECYPCIB 3HAYHO CTIPUSITUME PO3BUTKY E€KO-KYIbTypY CYCrinbCTBa, 0cobnv-
BO MOSI0ZOro nokosiHHA. MeToponorisi JOCNimMKeHHsT Nnonsarae y 3acTocyBaHHi COLLIOKYIbTYPHOrO niaxody A0 Obr'pyHTYBaHHS
B3aEMO3B'AI3kiB BepbaribHuX i BidyanbHMX CKIaooBuX eko-nnakata. HaykoBa HOBM3HA [OCTIKEHHS nosisirae y nornneneHomy
BMBYEHHI COLLiarnbHOTO 3BEPHEHHST sIK CYKYNHOI BepbarnbHo-Bi3yarnbHOi Mogeri, MoBa SIKOI CrIMPaETbCst HA CTUICTUYHI NpUioMy Ta
3acobu KynbTypu noctmMoaepHy. OpuriHanbHi XyooxHi 006pasn, HecTaHAaPTHI iHTepnpeTaLii, ryMop i caTupa HeobXiaHi B Cy4acHMX
€eKo-Mnrnakartax, ToMy crae Bce GifblLL BaroMMM BUKOPUCTAHHS TBOPHMX TEXHOIMONN y peknamHin rpadpiui — metadpopy, METOHiIMIT,
aneropii, acouiauji, rinepbonn. 3asHaveHo, WO OCHOBHa MeTa TpueHane "4-i brok, YopHoGunb" y Xapkosi, siki opraHiaoBaHO
YkpaiHCbKoto acouiauiero rpadivHMx Av3anHepiB — MPUBEPHYTU yBary CBITOBOI MPOMafCbKOCTi A0 NpoGneM HaBKOMMULLHBOMO Ce-
penoBuLa i HacNiaKiB couianbHMX, TEXHOrEHHUX i NpupoaHMX Katactpodp. MpoBeaeHwin kKoMnapaTvBHUA aHaris BUSIBUB, LLO
HIMELIbKWIA eKONOMYHWUIA NakaT LjikaBiluniA Ta 00pa3HWiA, OCKiNbkK NpobrieMam eKkosorii y CycninbCTBi NpuainseTscs Habarato
GinbLue yBary, i BignoBiaHO A0 LbOro exo-TemaTyika KyrbTUBYETLCS Ta MOLUMPIOETLCS Y 3acobax MacoBoi iHgopmaLlii. BUCHOBKMW.
MpencTtaBrneHi MaTtepiany € YacTMHO TeMaTudHKX cemiHapis "CoujanbHa peknama" B MioHxeHCcbkoMy YHiBepeuTeTi Jlioagira-
MakcuminiaHa. Y 3B'A3Ky i3 3MiLLEHHSAM aKLEHTIB Ha Bi3yarbHy CKNagoBy Yy PeKNamMHOMY 3BEPHEHHI, OOUNIbHUM BBaXKAETLCA MO-
Aanblua po3pobka JaHOro iHTErpoBaHoOro Kypcy, sikuii Moxe OyTWU KOPUCHMM He nuwe Agis inorori, a Takox pPeknamicTis,
KyrbTYPOJSIOriB, COLJONOriB, MEHEMKEPIB COLOKYNbTYPHOI AisNbHOCTI.

Krnroyoei crioga: exko-nnakar, ekornoriyHa coljianbHa pekrnama, BidyanbHi 3acobu, peknamHa rpacdika, 0bpasHicTb.

Hoeukoea Enena HukonaeeHa, PhD, douyeHm VHcmumyma criagsiHcbkoU ¢purnonoauu MoHxeHcKko20 yHusep-
cumema JTodsuza-MakcumunuaHa

lMpuweHko CeemnaHa BanepbeeHa, 00KmMop Hayk xabunumuposaHHbIl 8 chepe OusaliHa, npogeccop VH-
cmumyma du3saliHa u peknambsl HayuoHanbHol akademuu pykogodsuwux kadpos Kyribmypbl U Uuckyccms, YrieH Coro3a
du3aliHepos YKpauHbl

FepmaHuna — YKpanHa: COLMOKYIbTYPHbIA NOAXO0A K IKOJIOrMYeCKOW coumnanbHON pekname

Lenb pa6oTbl. CTaTbst NOCBsiLLEeHa UccrneaoBaHuo 06pasHOCTM N CTUNMCTUYECKMX TeHAEHUMIA 3KONOrMYeckom
coumanbHOW peknambl, B YaCTHOCTU, B CTPYKType Meaua-npoctpaHcTea fepmanHum n YkpauvHbl. AKTUBM3ALMSA BHUMAHNS
Ha npobremax COBpPEMEHHOIN OKpYXatoLen cpeabl 1 pa3ymMmHOro notpebneHns npupoaHbIX pecypcoB Oyaer 3HaunTenb-
HO cnocobcTBOBaTL Pa3BUTUIO SKO-KYNbTypbl 06LWEecTBa, 0COOEHHO MONoaoro nokoneHus. MetTogonorus nccnegoBaHus
COCTOUT B UCNOJb30BaHNN COLIMOKYIbTYPHOIo nogxoaa K 060CHOBaHMIO B3aMMOCBSA3e Bep6aanb|x N BU3yaribHbIX CO-
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CTaBMsOLWMX 3Ko-Nnakata. HayyHas HoBM3Ha vccrnedoBaHUs COCTOUT B yriybrneHHOM m3ydeHuu coumarnbHoro obpa-
LLIeHMs1 Kak COBOKYMHON BepbanbHO-B13yarnbHOM MOAEeNM, S3blk KOTOPOI ONUPaETCst Ha CTUITMCTUYECKUE NPUEMbl U cpea-
CTBa KyNnbTypbl NocTMoaepHa. OpurnHarnbHble Xy4oXeCcTBeHHble 06pasbl, HeCTaHAapTHbIE MHTEpNpeTauun, oMop U ca-
TUpa HeoGXoaNMbl B COBPEMEHHbIX 3KO-MrlakaTax, Mo3TOMy CTaHOBUTCS BCE Horee BakHbIM UCMNOSb30BaHNE TBOPYECKMX
TEXHOMOri B pekramHoln rpaduke — metadopbl, METOHUMUK, anseropuu, accoumaumm, runepbonsbl. MNMog4yepkHyTo, YTO
OCHOBHasi Lienb TpueHHane "4-i bnok, YepHobbink" B XapbkoBe, OpraHM30BaHHbIX YKpauHCKon accoumnaumen rpacgpmye-
CKUX AM3aNHEPOB — NPUBIEYb BHUMaHWE MUPOBOW OOLLECTBEHHOCTM K MpobnemMam okpyxaroLLlein cpeabl U NocneacTBui
coumarnbHbIX, TEXHOTEHHbIX U NPUPOAHBLIX KatacTpod. NpoBeAeHHbI KOMNapaTUBHbLIN aHanu3 BbISBUM, YTO HEMELKUI
3KONOrMYECKUIA MNnakaT MHTepecHee U obpasHee, MOCKonbKy npobriemam 3sKonornv B 06LLEecTBe yaensieTcsl HaMHOro
Gonblue BHMMaHWS, COOTBETCTBEHHO 3KO-TeMaTuKka KyrbTUBUPYETCSt U pacrnpoCTPaHSeTcs B CPeAcTBax MacCOBOW MH-
cdopmauun. BeiBoabl. [peactaBneHHble MaTepuanbl SBRASAIOTCS YacTbio TemaTuyeckmx cemmHapos "CoumanbHas pek-
nama" B MioHxeHckom yHuBepcuTeTe Jliogsura-Makcummnmana. B ¢Bs3n co cMeLLeHneM akuEeHTOB Ha BU3yarbHYyH CO-
CTaBMsOWY B peknamMHoMm obpalleHun, uenecoobpasHbiM NpeacTaBnsieTcs AdanbHenwas paspaboTka [AaHHOro
MHTErpMpOBaHHOIO Kypca, KOTOPLIA MOXET ObITb MOMe3HbIM He TONbKO AN (OUNOSIoroB, HO Takke PeKNnaMUCcTOB, KyrbTy-
POJSIOroB, COLMOMNOroB, MEHEIKEPOB COLIMOKYIbTYPHOW AEATENbHOCTH.

Knoyesbie crosa: ako-nnakar, SKonornyeckas coumnanbHas peknama, BuayarnbHble cpeacTBa, pekrnamHas rpa-
duka, 06pasHOCTb.

In the modern conditions of excessive anthropogenic influence on the environment, the task of forming ef-
ficient programmes of management of natural resources and nature protection activities seems to be of current
concern. It is impossible to fulfil these tasks without shifting moral accents, directives, social priorities and simulta-
neously adopting new cultural practices to the benefit of harmonious development of men and perception of the
nature as the highest value. Global environmental problems touch every inhabitant of the planet; some care less
about them, some more — but pollution of the environment overcomes borders very easily. The recycling of
wastes of modern production and discarded things is hard to be assessed with precision and remains a subject of
research by many entities. We although observe insufficient quantity of ecological social calls in the media space
presently — outdoor advertisements and isolated articles on news portals are most frequent. This especially re-
gards the media in Ukraine. A critical analysis of the linguistic and esthetical levels of advertising appeals reveals
usage of outdated approaches: text clichés, Soviet-style visual elements and absence of original ideas. So the
objective of this article is studying and comparing verbal-visual aspects of environmental advertisements, specifi-
cally in the structure of the German and Ukrainian media.

Analysis of the latest researches and publications uncovers an acute shortage of publications of both
scientific, popular science and educational sort concerning the interdependence of the society and nature,
targeted at a wide circle of the population, especially children and youth. In fact, there are no theoretic works
in the field, for instance the variety of topics of the workshop conference entitled “Social advertising in
Ukraine” in Kyiv omitted considering ecological posters. Advertising specialists highlight this too: the interdis-
ciplinary approach to development of namely ecological social advertising finds only smattering of reflection
in the Ukrainian academics’ works [1].

The contradiction between convenience, usability and problems of processing versatile material
stimulates invention of technologies of production of novel and safe materials and their follow-up recycling.
American designer and advertising specialist V.Papanek criticised the excessive manufacturing of commodi-
ties and their planned obsolescence, linking the environmental awareness to the engineering process and
propagating creative solutions taking into account ecology problems [3]. O.Pavlovska, studying the history of
ecological advertising, notes that now the key task is reforming the mass production with reducing to mini-
mum the detrimental consequences for the environment while preserving the consumer comfort and the im-
age of industrial brands. This was called ‘ecological modernisation’ and now it is at its height [2].

Social responsibility nowadays means to consume as little natural resources as possible and produc-
ing as low amount of waste as possible. Scholarly articles of the international Nature journal [12], publica-
tions by the international organisations Greenpeace [7] and Global Engagement [6], Rachel Carson Center
for Environment and Society in Munich [8] and also the Federal Ministry of Food and Agriculture in Berlin [11]
are the most authoritative among the abroad studies of the ecology problems and popularisation of their so-
lutions. In addition to publications and conferences, these entities actively organise eco-seminars, displays,
fairs of eco-products and eco-design, and spread environment-related information through mass media.

Organic materials, organic components, organic products; nature colour schemes in the interior, clothes,
advertisements; eco tourism; energy efficiency; and formation of a new lifestyle in the urban medium have been
gaining popularity recently. Modern designers are looking for harmonious aspects of their works in the very com-
ponents of the nature harmony: structures, shapes, materials, colours, patterns and figures. They have pro-
claimed a new motto “Ahead to the nature!” (and not backwards), which means responsible attitude to the nature,
fruitful usage of its laws in the designing activities. The aesthetic potential of the natural harmony is to facilitate the
shaping of creative thinking and also perfecting the body-space medium. The nature offers art experts an inex-
haustible treasury of inspiration, but we study the nature for the sake of understanding our place in it too [10].

Eco-design is a branch of contemporary engineering, the dominating factors in which are demands of envi-
ronment protection, saving natural resources, waste-free production technologies, organisation of sustainable con-
sumption processes, and prohibition of genetically modified products. The “green design” includes the entire life cy-
cle of the commercial product: extraction of raw materials, environmental consequences of their processing, the
amount of energy spent, and recycling efficiency. Eco-parks are emerging, the output of eco-food and eco-cosmetics
is growing. For example, in October 2015 Leipzig hosted a design exhibition under the slogan “Eco-design for social
changes” where most of the displayed items were aimed at a pivotal change of the modern society’s lifestyle.
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Ecology problems found their reflection in the ecological poster which can be considered as a variety
of social advertising. The global Earth Day is celebrated on April 22, the day of environment protection and
saving natural resources. Every spring many countries conduct all sorts of contests of eco posters or draw-
ings, exhibitions and Olympiads.

Examining the visual methods and specificity of the poster in the context of social advertising, let us
denote that the poster is a widespread kind of graphic arts whose artistic features are determined by the agi-
tation function. People have to perceive the sense of information in motion, and this determines the visual
form of the poster — size, laconism of the image, limpidity of the idea with or without the concise text, easy-to-
read fonts and bright colours. The most widespread advertising (commercial) poster often uses photographs,
character elements and association-emotional methods of influence on potential buyers. The social poster
belongs to non-commercial mass media. The skill to see and depict the idea in the poster, the poster-wise
mode of thought, anxiety and fervency in the aspiration to capture the viewer’s attention are designer’'s main
characteristics. The poster artist has to put the idea through the filter of internal analysis of self and the cor-
responding topic in order to get the image across to the certain audience in a simple and expressive fashion.

The history of ecological social advertising (and social advertising in general) started back in 1906,
when the American Civic Association organised a campaign to protect Niagara Falls from the damage done on
it by energy companies. New styles in arts (constructivism, futurism, cubism, symbolism) stimulated further evo-
lution of the poster, whose objectives were outlined by the French artist A.Cassandre: “The aim of pictorial art
lies in itself and the poster is a means of communication between the merchant and the consumer; it is nothing
less than the telegraph. The poster conveys information on in a clear and expressive form” [4]. After World War
I, the meaning of the poster lessened for a certain period. It gave way to the radio, photograph and mass me-
dia. Lithography became uneconomic and therefore it was replaced with offset printing and silk-screen printing
which are though unable to reproduce the variety of shades and textures. In the 1960s, Swiss graphic designer
and typographer W.Weingart used a transition from a set of metal letters to photographic typesetting for devel-
oping a new technique of image creation which allowed devising new sophisticated textures, figures and im-
ages that resembled collage. All tumultuous events of the past century sharpened the need of the poster as an
effective and quite cheap means of influence on the society. In Western Europe, establishment and develop-
ment of the poster was predetermined by Germany, Switzerland, France, Italy and Poland [4].

In the 1970s-80s, anti-war, ecological and cultural-entertaining genres of the poster were developing
in the Soviet Union and particularly in Ukraine. This was prompted by certain events: the possibility and free
flow of information from international poster reviews and presentation by domestic artists of their own crea-
tive works alongside the works by world-famous masters, and also capability of the artistic educational insti-
tutions to teach students properly. One of the main parts in the
rise of the poster was played by contests and exhibitions con-
ducted by the Artists’ Union and publishing houses in Moscow, Trenne, denn
Kyiv and Kharkiv. The socioeconomic crisis in Ukraine in the Biomiill soll dir
late XX century arrested the art of the poster. The cultural- : 1
entertaining (theatre, circus) genres suffered firstly; on the other nicht Banane sein
hand, the commercial poster gained momentum — unfortunately
its aesthetic value was not too high.

In the present days, the poster is developing dynami-
cally also as a style of graphic arts and as an applied industry —
advertising graphics. In Germany, the poster plays a noticeable
role in international design processes thanks to campaigns,
poster contests and exhibitions. But, for the time being, the
main meeting point of the poster with its viewer is advertise-
ments in the urban medium. For example, they use a wordplay
of biowaste and banana (‘Banane sein’ is an idiom meaning
‘don't care’) which means to sort consciously because you must
care about biowaste and organic garbage (‘ist mir Banane’ in
German) (Fig. 1).

In Ukraine, poster exhibitions are held on a regular ba-
sis — topical, regional, personal — but access to them is very
limited and receives almost no coverage by the modern media. The urban medium lacks ecological social
advertisements but the outdoor media (billboards, city lights, advertisements on transport and in the under-
ground) appear to be the most efficient today.

Specific visual methods of the poster — flat image, generally comprehensible symbols, eye-catching
juxtaposition of colours, scales, points of views, degrees of conventionality, satiric characters etc. The poster
artist’s creative method is largely specified by the level of aesthetic development of the target public. So, ele-
vation of the viewer’s general culture will inevitably lead to a change in the appearance of the poster, made
at a high artistic level; it can become an important factor of the positive aesthetic effect. For a hundred years
‘green advertisements’ have been raising environment-conscious people, becoming brighter and more ex

In September 2013, Lviv was hosting an ecological poster exhibition entitled Nothing Decided by
Klaus Staeck, who was the President of the Berlin Academy of Arts for a long time. For over 40 years now
his works have impressed with their relevance and laconism of reflection of the environmental problems in
the society. Mr Staeck’s posters combine art, ecology and political call that instigate people to changes. He

—

Fig. 1. An eco-poster near an
underground station in Munich, 2016
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created over 300 narrative posters most of which is devoted to environment protection. Long before the
Green Party was created, K.Staeck had turned attention to the problems related to climate change, air pollu-
tion, growing amount of garbage, nuclear waste and pollution of the World Ocean. These satirical works
without slogans impel apprehension and critical analysis of the current ecological situation.

lngaannV 3910F

TISH HAVE
pLagne

INTHEIR STOMALNE.
BARS Ve wASheT/

Fig. 2. Visual pithiness is the basic requirement to the poster, early XXl cent.

The World Wildlife Fund, founded in 1961 in Switzerland, long ago made a claim about itself as a cus-
tomer of quality, explicit and sometimes cruel ecological social advertisements. The main areas in which the WWF
works, especially in Germany [9], are climate change, protection of forests, freshwater bodies, seas and oceans,
conservation of flora and fauna, minimising the usage of toxic substances, and restoring the environment. Wild
animals at the present-day consumer market are perceived only as a raw material for tailoring clothes, footwear
and accessories, so in this case they “carry” S and XL marks in the poster. Such visualisation ordinarily arrests
viewers’ attention much quicker and sticks to their memory better than the standard depiction of fur overcoats
(Fig. 3). In general, it is worth noticing the high creative level of this organisation’s posters, whose motto is “The
nature needs advertising”.

The poster in Ukraine is successfully represented by National Academy of Government Managerial Staff
of Culture and Arts (Kyiv), National Academy of Fine Arts and Architecture (Kyiv), Ukrainian Academy of Printing
(Lviv), Kiev State Institute of Decorative Art And Design
Named M. Boychuk (Kyiv) and—most potently—Kharkiv
Academy of Design and Arts, the founder of the international
triennial of eco-poster “The 4th Block” (its president is a well-
known designer and lecturer, Prof O.Veklenko). The interna-
tional triennial of eco-poster lends its name from Power Unit 4
of the Chornobyl nuclear power plant. For the first time the
exhibition was held in Kharkiv in 1991 as a tribute to the
memory of the heroes participating in the alleviation of the
aftermath of the Chornobyl disaster. Exhibitions have become
an important event in the fields of graphic design and ecol-
ogy. The triennial collection counts some 4,000 works from
45 countries. The chief goal is to draw attention of the world
community to the environmental problems and repercussions
of the social, man-made and natural catastrophes. The
Ukrainian Association of Graphic Designers makes it aim to
join together efforts to facilitate the settlement of ecology
problems by art means and foster environmental conscious-
ness. Thanks to this, the Association has achieved wide international acknowledgment. “The 4th Block” triennial
has a distinct social focus, close and intelligible for any person, and attracts more and more participants from vari-
ous countries and continents. In relation to the artistic level, structure and representation, the Kharkiv triennial has
raised to the same level as the International Biennial of Graphic Design Brno, the Moscow Global Biennale of
Graphic Design Golden Bee and the Biennial Colorado International Invitational Poster Exhibition. But still it is
impossible to see these posters in the streets of Ukrainian towns.

The modern social poster requires interesting imagery, offbeat, humour, satire, so the usage of crea-
tive technologies in the making of the advertising message as a verbal-visual model-metaphor, metonymy,
allegory, association, hyperbole—is progressively gaining relevance. Slogans considerably amplify the emo-
tional constituent, though any information is shifting towards visuality in the 1st decade of XXI century.
Among the widespread stylistic trends we can accentuate minimalism, constructivism and post-modernism
(eclecticism — combining various visual means on the collage principle: graphic art, photography, using
pieces of art). In the recent years, advertising communications have been turning digital rapidly. Propagated
on the internet are websites and banners of not only commercial but also social focus. An interesting exam-

Fig. 3. WWF poster Fashion Claims More
Victims Than You Think, 2013
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ple of this are web developments by the German agency Media Company which specialises in socially sig-
nificant matters, as ordered by the Federal Ministry of Food and Agriculture of Germany [5].

Thus, actuality of the present environmental problems gave rise to the organisation of a joint Ger-
man-Ukrainian project ECO culture on the base of Ludwig Maximilian University of Munich for holding a con-
test of environmental drawings for children and youth in the framework of the Munich—Kyiv partnership (Sep-
tember — December 2015; the concept and presiding over by Prof S.Pryschenko). The aim of the project was
development of eco thinking, eco education and long-term collaboration of the civic communities of Germany
and Ukraine, popularisation of eco-trends, language ecology, forming a new lifestyle with the means of
poster art, and promoting the concept of clean cities. Comparing the state of reflection of environmental
problems and their understanding by the society, we can mention that the level of eco culture in Germany is
much higher; this is usually thanks to the daily nurturing of the society in this direction with the help of printed
and outdoor advertisements, television, internet advertisements, supporting various eco initiatives by the
government and private funds, and discipline of all population concerning waste utilisation.

The eco-seminars were participated by attendants of Saturday schools, children’s centres of artistic
creativity, students and lecturers of the university, a wide range of people interested in the problems of envi-
ronmental responsibility, ecological design and so on. The contest grew international — we saw the children’s
great interest in the eco themes, over 70 children from various countries who live in Munich took part: Ger-
many, Ukraine, ltaly, Poland, Bulgaria, Greece, Latvia, Hungary, France, Serbia, India, Kosovo (unrecog-
nised by Ukraine), Croatia, Romania and Iraq. It is important that the little artists at their own initiative wrote
emotional calls to the drawings although this was not the task at the contest.

Conclusions. On basis of the conducted analysis of picturesque and stylistic trends of development of the
eco-poster, it is necessary to emphasise importance of the sociocultural approach to visualisation of the socially
significant ideas and respective advertising complement. For more effect of the ecological social advertising it is
necessary to introduce slogans to posters, searching and heightening the emotional-aesthetic component. With
further financial backing, we have proposed a German-Ukrainian student media project aimed at designing and
using eco-posters in the urban and virtual media. Consolidation of efforts of specialists of the modern media
space in the direction of intensifying attention and settlement of the environment problems by every person will
considerably help the eco-culture to evolve, especially in the young generation.
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