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Purpose. To analyze the persuasive design of advertising asw days phenomenon, and also to
consider the influence of desigh meanings-imagethemerception processes and behavioral reactains
a person.

Methodology. A combination of complex and comparative methods #tlow to identify the
peculiarity of the problems of persuasive desigradVertising in the modern society, as well as the
principles of objectivity and impartiality of analg, the principle of critical reflection of theviestigated
material.

Results. The content of the persuasive design of advertiginghe social everyday life was
analysed. It was carried out its characteristictf@as, such as expressiveness, persuasivenessd, cipthe
transfer of a certain pragmatic installation, enastal influence on the subconscious reactions oéragn,
as a result of the possibility of transformationpefrception and behavioral social orientation oé target
audience with subsequent programming of it actiothe future.

Findings. We paid attention to the social responsibility afttb customers and designers of
advertising products for formation the internal éntions and behavioral stereotypes of most
representatives of modern society.

Practical value. The findings of the study should help to deepen uhéerstanding of the
specificity of the persuasive design of advertisisga phenomenon of the presents, its intercondeess
with various aspects of human vitality.

Key words. design of visual communication, persuasive desigographics, social orientations,
behavioral reactions.

Introduction. The need to analyze the Tafty [9, 10], J. Lankova, J. Richie, R. Croix [7],
role of the visual images-meanings influence onO. Schwed, V. Lapteva, and others. Visual design
the modern society, its socio-cultural priorities i as a phenomenon of social reality is covered in the
the selection of the behavioral stereotypes, lifeworks of P. Stompky [3], N. Zakharova [1] and
strategies for the self-realization, adaptatiopesy others.
to the changing conditions of the existence, Setting objectives.The main task was to
determines the relevance of our research. Thetudy and visualize the persuasive design as a
value of the visibility is currently increasing, elu phenomenon of the present, as well as to consider
to its significant advantage over the otherthe influence of designer meanings-images on the
communications™ types. In particular, we talk notprocesses of perception, identification and
just about such a principle of successful influenceperson’s behavioral reactions. An attention is
on the relevant audience with the visual desigrdrawn to the hidden social risks of the growing
images as the expressiveness and persuasiveneaggressive commercial policy of the massive
but the transferring speed of a certain pragmatizisual content of persuasive design, which is one
installation, which has a significant impact on of rather unpredictable and dangerous forms of the
those, who is oriented on it. In addition, theinfluence on the modern citizens, especially
translation and replication scale of thechildren and young people, and, finally, the
corresponding meanings of the images on a largemposition of life strategies and types of others
number of people, simultaneously with the self-realization.
subsequent programming of their actions in the Results and discussionLife activity of
future. the person at the beginning of the XXI century is

The reviewing problem of the technology mainly visually oriented. The basis of the modern
of persuasive visual design is developed by suckvord's view, where the vision plays a decisive
scholars as M. Emmison, F. Smith, M. Mayall [5], role, is embodied in the visual images that
R. Kosara [6], etc., the question of visualrepresent a reality by the means of visually
communication is revealed in the writings of E.represented artifacts. A person constantly carries
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out an activity on a perception and understanding4]. Thus, the relative ease understanding of the
of the certain visual signs, which organizevisual images and the fact that the visual material
immediately and accompanying emotions.is perceived at the level of the subconscious,
Moreover, the visual forms as they own are used ipassing a rational critical vision of the problem,
the modern culture as the corresponding emotionahake the image and any other visual
states that are already prescribed in advancenanifestations which contain the explicit or hidden
causing appropriate  predictable behavioralserious meanings, as a part of the mechanism of
stereotypes. In such a way, the modern sociahfluence on the social behavior of ordinary
system, representing the interests of the dominamepresentatives of the majority of this or thagédr
minority,  manipulates the values-thinking community.

orientations and hence the vital activity of the A persuasive design is a term that emerged
majority of the society. at the end of the XXth and the beginning of the

Consequently, the growing content in the XXl century. It means such a practice of any
real and virtual social everyday of persuasivedesign (graphic, printing, web design, information,
design now is a characteristic feature of almdst alinterior, ceremonies, clothing, etc.) that focusas
the spheres of a modern society. The most strikinghe impact on the people's behavior through the
examples of the visual design, in addition to thecharacteristics of products or services. Based on
variety of photo and video products, creativelypsychological and social theories, a persuasive
prepared and selected brand events, are alsiesign is often used in e-commerce, organizational
infographics, the essence of which is the graphicamanagement, and health [8]. However, we should
representation of a large amount of a complexote that designers and their customers tend to use
information. Thus, large amounts of thethis practice in any industry, which requires a
information, which is difficult to hear and read is long-term support for the interest of the target
easily understood in the form of the simpleaudience through its constant motivation by
schemes and designer-exciting, professionallyarious visual triggers, so like certain methods of
made simple graphs [2]. Today a designer's workthe management. One of the important principles
with the information visualization finds it's wide of persuasive design sounds like: "Put “Hot
usage even in such traditional text spheres a$rigger” in the path of motivated people».
journalistic and science. The Network media technology, the

Famous polish sociologist P. Shtompka isgraphics design and advertising, as we have seen,
one of the scientists who study a visualizatioe rol play an important role in influencing the internal
in the modern world. He says that the reasons ahtensions and human behavior. As the visual
its popularity increase and massive usage are nakesign technologies are interactive now, their
only the proses of the quick technological potential to influence the behavior of the people,
development, but also a global commercializatiorespecially emotional ones, has significantly
of the information space and consumerism. Tdncreased. In the twenty-first century the network
such reasons, we also may add the information thagchnologies have reached a level that can adapt to
the visual form is much less rationally analyzed bythe inputs of any (intellectual, private consumer
the human, in contrast to the verbal or textualpreferences, admiration or vice versa disapproval
message, because of the instantaneous influenoé socio-political actions in society, etc.) needs|
on the human's emotional background andheir contexts of manifestations in the various
subconsciousness. Moreover, to understand theocial groups that allows you to use the most
image or short advertisement video, even on the@ppropriate social belief principle (for example,
unknown language, is much easier, than to read theraise or mutual responsibility) in a particular
text with all the nuances [3]. situation.

A text must be consistently understood The progressive refinement of the
one ex-libris to other in contrast to the undividedresources that demonstrate the elements of the
one moment perception, which is assiduouslyisual design, allows you to take some ideas in the
selected by the designers for the visual image. Teaombined creative space of the professional
note the visual ones you must have any speciaxperience of the contemporary design projects.
knowledges. The famous French philosopher of An important place in the development of
structuralism R. Bart writes about these properties designer reception is given to the understanding
of the visual in his work "Rhetoric of the image" of the emotions that it causes in the target augien
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and in the future will have a significant influence (Fig. 2).
on the behavior of people and the adoption of the
certain decisions. The experts of the persuasiverigure 1. There are examples of the persuasive design
design also to develop the motivated interactions of Mizar's for tea advertising (2017)
with the consumers of this content use the receivedigure 2. There are examples of the persuasive design
information. A convincing design uses the Ccompany of «Soyuz Coffee Roasting» for coffee
psychological principles of an influence, making a advertising (2017)
decision from the standpoint of the consumers, : : .

The modern world is almost impossible to

strategy of an engagement and social psycholog agine without the exciting design projects and

at each stage of the design process, and identfi Solutions in all its possible spheres. The need for

the potential barriers and emotional triggers toconstant resence of a certain aestheticism and
identify the desired actions. For example, while P

e creaton o the appropriate desin CotenoeRY, 35 a1 ar of 8 safacton with Ife and
without mentioning its maximum attractiveness; P » SUpp

the following positions of the target audience areby the media and public opinion in general, as a

taken into account. They are the one person‘gﬁfstﬁlet ;Invglzgﬁ:r:sgép the ordinary representatives
desire to respond at the level of the received Y

services by others, a sense of responsibility,aboci rowin Irl)btgésss?\fgd;ﬁ dwg p?gsseil\t}:nggrzr:\(;ré?aﬁl
approvals, stereotypical thinking, admiration, thed 9 99 y

impossibility of refusing to close people, even theSN9ading massive visual content of a persuasive
S . design of advertising, which is one of the most
possibility of cross-selling [8]. significant and one of rather harmful forms of an
The undeniable is a fact that the inﬁuence on the sensory-forming systems of
persuasive design itself is not only an indicator o. y 9 sy

- . - entity of the modern citizens, especially chiltre
the art of the possessing high technologies, bd{jnd youth. And finally the definition of their

also of profound professionalism, which is baset}al : ) . . :
on a creative attitude to the reality. Such a oreat ypical social behavior and future life strategies.

S - — - Symbols and their meanings are perceived
and designing perception of the reality is acquired . L
in the (?ourgep of r%ceiving the coyrrespo%dingunknowmgly’ based on the value-thinking cultural

ccucation, coran expererce, | creapuel eereicee and aspialons, it s,
environment, value-thinking and cultural priorities b 9

and continuous work on raising the levels ofStImUIatIng techniques, such as the dlspl.ay O.f
qualification. branded products that need to be sold for gigantic

So, this is the great efforts of the hurnanamounts, the necessary massive effective

spirit, which is aim to make the surrounding spaceggqnﬂj?ggls '?;pgrcéatgg gr?étaélr?e t;;ggl rgerggt?osnsogf
of the socio-cultural life in the majority of casies

be even more cozy, attractive and positive. Let'§he majority in the given direction are usually

consider the example of applying the persuasiveguaranteed'

design for the promotion of Chinese tea of the . 0 SE TP O 08 & & Fepered B &
company "Mizar" in 2017 (Fig. 1) and coffee by 'Y P p g y

the company "Soyuz Coffee Roasting" in 2017into the world market of the new Apple IPhone X
and the massive excitement and psychosis

associated with it: big queues, even at night, to
only buy it one of the first, despite the too high
cost of the advertised product (Fig. 3.).
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Figure 3. There are examples of the persuasive design oft&lag Apple IPhone X

Thus, a visual information stimulates the directions of the twentieth century as the
people’s social behavior, their preferenceshermeneutics and phenomenology, which paid
through the information that instantaneouslymuch attention to the disclosure of meanings and
affects their mental processes, without leaving anysymbols in culture, the visual methods of their
time at the same time on a rational and slow4ranslation deserve more and more attention. In
witting comprehension of what has been seen, as ftarticular, such methods include the creation of
was discussed above. However, social elements, ithe interactive or simply creative visual design
particularly, who is oriented with such a designingproducts.
product, believe that they are not under someone's A persuasive design makes it possible to
influence and act in their own decisions rationallyuse alternatively different shades of meaningful
and consciously. The problem is in the fact that anotivational meanings, such emotional markers
person by his own had the opportunity tothat influence the decision of a person depending
independently identify to what extent his life- on the planned context. A persuasive design also
giving activities further types are due to its includes an implicit content of symbols and values
personal values and meanings, whether they are, ihat are laid down in the author's image of the
the overwhelming majority, imposed by the socialproject, and in the future, either, or otherwise,
meanings system. model behavioral preferences of the target

The role of the visual symbols in a audience. To make the decisions is virtually
behavioral management is enhanced with the faampossible, in the absence of the emotional
that a modern person receives most of hisaccents.
knowledge about the events and objects of Thus, it is necessary to take into account
surrounding reality, without encountering them in the fact that the space of manipulations, conscious
his direct experience, but only through the indirec and unconscious, as a way of managing the social
perception of persuasive product design.behavior of specific social groups, always takes
Something, which is automatically seen, alsoplace in visual design products. At the same time,
determines the aspects of life priorities andvisuality plays the main role, since one of the
methods of subjects’ self-realization that areeasiest ways to enhance or, conversely, weaken
broadly broadcast as their true personal valueghe significance of any event in society to find th
Therefore, together with the information the appropriate visual support. Therefore, while a text
person receives the laid down the allowedmessage can be perceived critically, a visual
behavior patterns. message, acts automatically on the subconscious

For example, a commercial project-image of a person. This visually feature is widely used i
of the so-called "Black Friday", which is actively an advertising, politics and other social instdng
visualized by the media, especially in places ofwhich purpose is to regulate social behavior of
great concentration of people, aggressivelycitizens.
imposes the philosophy of the consumerism as a Constant transformations in the social
dominant type of a social behavior and even selfsystem of modern society are the cause of the
realization. phenomenon of massive search for identity. Such

Conclusion As a result of the features affectthe current socio-cultural context
development of such important philosophicalthe identification processes in Ukraine as the
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IMEPEKOHYIOUWH JU3ANH Y YBEXJTAIOINN N3ANH B PEKJIAME
PEKJIAMI SIK ®AKTOP BIIJIMBY HA KAK ®AKTOP BJIUSHUSA HA
IOBEJITHKOBI OPIEHTAIIIL HOBEJAEHYECKHWE OPUEHTAIINU
courymy COLINYMA
KOJIICHHK O. B. KOJIECHHK O. B.
Kuiscoxuii HaYiOHAIbHULL  YHIgepcumem Kuesckuii nayuonanvuwiii ynusepcumem
MexHoN021il ma OU3ALHY MexHoN02Ull U OU3AUHA

Mera. Amnaniz MEPEKOHYIOUOT0 Hens. Ananuz yOexparoliero auzaiiHa B
Iu3aiiHy y pekjiami SIK SBMILA ChOTOAEHHS a pekyiame Kak sIBJIeHWsi COBpEMEHHOro oOuiecTBa, a
TaKOX  pO3TJISiA  BIUIMBY  JU3AHHEPCHKHX TaKKe pPacCMOTpPEHHWE BIHMSIHHUS  JTU3aHHEPCKHUX
cMHUCHTiB-00pa3iB Ha TIPOLECH CHPUAHATTI Ta CMBICTIOB-00pa30B Ha TMPOLECCHl BOCHPHATHS H
MOBEiHKOBI peakLii JIIOAUHH. MOBEJICHYECKHUE PeaKLMK YeI0BeKa.
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MeTtonuka. Buxopucrano
MO€eAHAHHSI KOMIIJIEKCHOT'O 7}
KOMIapaTruBICTCHKOrO METOIB, fKI JalTh
3MOTy PO3KPHUTH CBOEPIHICTB
MpobJjeMaTHKN TMEPEeKOHYIOUOro Au3aifHy B
CydyaCHOMY COLliyMi, a TaKOX MPHUHLIUITH
00’ EKTUBHOCTI Ta HEYNePePKEHOCTI aHai3Y.

PesyabtaTn. IlpoBenmeno ananis
KOHTEHTY MEpeKOHYIYOoro Au3aiiHy Yy
pexiaMi y  COILiaJIkHOMY  TIOBCSKJEHHI,
BCTAHOBJIEHO HOT0 XapakTepHi PHUCH, Taki SK
€KCIPECUBHICTh, IEPEKOHIIUBICTh, IIBUKICTh
repeavi MEeBHOI MparMaTUYHOi yCTaHOBKH,
eMOLIIWHWI BIUIMB Ha MIJACBIAOMI peakiil

JIOAMHU H SK pe3yabTaT — MOXJIUBICTh
TpaHchopmaliii CIIPUHAHATTS Ta
MOBEJIHKOBUX  COLIQJILHUX  Opi€HTaLil

LiNbOBOT ayIUTOPIi 3 MporpaMmyBaHHsAM ii ik
y MalOyTHbOMY .

HaykoBa  HoBH3Ha.  J[oBeneHo
norpedy MiABULLICHHS couianbHol
BIAIMOBIAAIBHOCTI $IK 3aMOBHHMKIB, TakK 1
BHKOHABLIIB  PEKJIaMHOT  JU3aiHepchbKOT
npoaykii y  ¢opMyBaHHI  BHYTpILIHIX
IHTeHIII Ta TMOBENIHKOBUX CTEPEOTHIIIB
Oinpiocti MpeCTaBHUKIB Cy4acHOro
coriymy.

IpakTnyna 3HauuMicTb. OTpUMaHi
pe3yNnbTaTH JOCHIJPKEHHsS] MaloTh JTOMOMOITH
OiNbII  TTUOOKOMY PO3YMIHHIO CHeUU(IKK
MePeKOHYIOUOro JM3aifiHy B pekiaMi Sk
SBULIA  CHOTOJEHHSA,  HOro  TAMOOKOI
B3a€EMOIIOB’ I3aHOCTI 3 PI3HUMHU AacNeKTaMHu
JIOJCHKOT OyTTEBOCTI.

Kuarwouosi cnoBa: ouzaiin 6izyanvuux

KOMYHIKayiil, nepexoHyIoyUll ousatiu,
ingoepagixa, coyianvHi opieumayi,
no6ediHK06i peakryii.

Metoauka. HcnonezoBaHo coueTaHue
KOMILJIEKCHOTO M KOMIMapaTUBUCTCKOTO METO/OB,
KOTOpble  TMO3BOJISIIOT ~ PAacKpbITh  CBOeoOpaszue
npobiemaTky  yOexxmaromero  au3aiiHa B
COBPEMEHHOM COLMyME€, a TaKKe MPUHLHUIbI
OOBEKTUBHOCTH W OECNpHUCTPACTHOCTH aHAIN3a,
NPUHLMIT KPUTUYECKOTO OCMBICICHUS H3y4aeMoro

MaTepuaia.
PesyabTaThl. llpoBeneH aHanu3 KOHTEHTa
BH3YaJIbHOTO ybexxaromero Iu3aiiHa B

MOBCEIHEBHOM COLMAJIBHOW JKM3HH, YCTaHOBJICHBI
€ro XapakTepHblE 4YEPThl, KaK 3KCIPECCUBHOCT,
y0OeauTeIbHOCTh, CKOpOCTb nepeaadu
OIpeAEIIEHHON NparMaTu4eCcKoun YCTaHOBKH,
SMOLIMOHAJIBHOE BO3JEUCTBHE Ha IMOJACO3HATEIIbHBIC
peakuuy 4ejlOBEKa U KaK pe3yJbTaT BO3MOXKHOCTb
TpaHCchOpPMALIMil  BOCTIPUSITHS W TMOBEJIEHUYECKUX
COLMAJIBHBIX OPUEHTALMH LEJEBOM ayIMTOPUH C
MOCJEAYIOLMM MPOrpaMMHUPOBAHUEM €€ NEHUCTBUI B

Oymyuiem.

Hayunas HOBH3HA. O6ocHoBaHa
HE0O0XOUMOCTD MOBBILIEHUS coLaIbHOR
OTBETCTBEHHOCTM  KaK  3aKa3uMKOB, TakK M
WCIIOJIHUTENEN pEeKIIaMHON JIM3aWHEPCKON
npoayKUMM B (OPMHUPOBAaHMM  BHYTPEHHHX
WHTEHUMH WU TOBEAEHYECKMX  CTEpPEOTHIIOB
OONBIIMHCTBA  MpEeACTaBUTENEd  COBPEMEHHOIO
couyma.

IpakTnyeckast 3HaunMocThb. llonydeHHble
pe3yabTaThl WccieNoBaHus JOJDKHBI MOMOYL Oosee
ryOOKOMY TMOHHMMAHHIO CHElU(PUKH BH3YaIbHOTO
yOexxnaroliero aMzaiiHa Kak siBICHHS HACTOSLLETO,
€ro B3aWMOCBSI3aHHOCTH C Pa3jIMYHbIMU acleKTaMu
YeJIOBEYEeCKOTO OBITHS.

Kniouesvle cnosa. oOuzaiin  8U3VANILHBIX
KOMMYHUKAYULL, ybesicoarowuil ouzaiiH,
ungoepaghuxa, coyuanbHvle opuenmayuu,
nosedenueckue peaKyuu.

24



