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BI3YAJIbHA KOMYHIKANISL TA MAPKETHHI':
AHAJII3 BINVIMBY I'PA®IYHOI'O IU3ANHY HA CIIO)KUBAYIB

Mera cTaTTi — DOCHIIKEHHS 3HAYYIIOCTI TpadiqHOTo H3aifHy B KOHTEKCTI Bi3yalbHOI KOMYHIKAIl Ta aHAMTI3
Horo BIUIMBY Ha CIPHHHATTS Ta BUOIp CHOXXHMBAa4iB B MapKeTHHroBii chepi. MeTromosorisa nocaimxeHHs. Y xomi
JIOCIIIKeHHS 0yJI0 32CTOCOBAHO CEMIOTHYHHM MiXiJ 3 METOI0 BU3HAYCHHS 3HAYCHHS Ta CEHCY 3HAKIB Ta CHMBOJIIB, 110
BHKOPUCTOBYIOTBCA Yy TpadidHOMY Ou3aiiHi OpeHIiB. KOMYHIKaTUBHHHA MiAXiq Ui aHANI3y B3aeMomii OpeHAy i3
LJIOBOIO ayIUTOpi€ro yepe3 rpadivHuil mu3aiiH. Y paMkax LbOTO MiIXOLy JU3aliH CIIPUHMAETHCS SIK KOMYHIKalliiHINA
IHCTpYMEHT, SKHH IepeAae TIIeBHI IIOBIIOMJIEHHS Ta IIHHOCTI OpeHay cBoel aynurtopil. Buxopucranss
KOMYHIKaTHBHOTO IX0O/Ay JIO3BOJISIE IPOAHANi3yBaTH, sK TpadiyHuMil Iu3aifH BIUIMBAaE€ Ha WUILOBY ayJuTOpilo,
BUKJIMKAIOUX B Hel MEBHI acolrianii Ta eMorrii. ExooriyHuii miaxi MoB's;3aHuil i3 BUBYCHHSAM B3a€MO/IIT CYCIIIbCTBA 3
HaBKOJIMIIHIM CEPEIOBHIIEM Ta PO3BUTKOM «EKOJOTTYHOTO MHUCIICHHS», IKE MOXKE OYTH BUpa)KE€HE Yepe3 BCTAaHOBJICHHS
«iajory» CyCHiJIbCTBa 3 HaBKOJHMIIHIM ceperoBumieM. CydacHuid rpadiuHuil qu3aiiH SIK AisUIbHICTh, TaK Y 1HAKIIE
NOB'SI3aHAa 3 IEPETBOPEHHSAM 1 NMPOEKTYBaHHAM, HE MOXKE HE BPaxOBYBaTH BIUIMB Ha HABKOJIMIIHE CEPEIOBHIIC.
HaykoBa HoBu3Ha. BmsnHaueHo, sk rpadidyemii Ou3aifH 3 WOTOo IHTEPaKTUBHICTIO Ta TiOPHOHOIO ECTETUKOIO
aKTUBI3YETHCS Y IMH(PPOBOMY MPOCTOPI, 3a0€3MeTYI0UH MIHPOKUH CHEKTP MOXIHUBOCTEH IUIA Bi3yalbHUX KOMYHIKAIliit
Ta MapKETHHTOBHX 3aX0/iB. BHCHOBKH. Pe3ynpTaTs HOCHiIKEHHS CBiIYaTh PO Te, M0 rpadidHui TU3aiH y KOHTEKCTI
Bi3yaJIbHUX KOMYHIKAIil Bilirpae KIFOYOBY POJb y Mepeaadi MapKeTHHTOBOI iHQOpMAIIii 10 pi3HUX TPy CHOXHBAYIB.
Bisyamizamiss TyT ciyrye iHCTpYMEHTOM Juisi (OpMyBaHHS II€BHOTO CTaBJICHHS CHOXKMBA4iB JO MAapKETHHTOBUX
CTpaTerii.

Koarouosi cioBa: rpadiunuii auzaiiH, MapKeTHHroBI KOMYHiKallii, MOBeAiHKa CHOXKBadiB, (GipMoBi rpadiyni
KOJIbOPH, rpadiuHuil MiHIMaITi3M, OpeH/.
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Visual Communication and Marketing: Analysis of the Impact of Graphic Design on Consumers

The purpose of the article is to investigate the significance of graphic design in the context of visual
communication and the analysis of its influence on the perception and choice of consumers in the marketing sphere.
Research methodology. In the course of the study, a semiotic approach was applied in order to determine the meaning
of signs and symbols used in the graphic design of brands; a communicative approach to analyse the interaction of the
brand with the target audience through graphic design. Within this approach, design is perceived as a communication
tool that conveys certain brand messages and values to its audience. Using a communicative approach allows you to
analyse how graphic design affects the target audience, evoking certain associations and emotions in it. The ecological
approach is related to the study of society's interaction with the environment and the development of “ecological
thinking", which can be expressed through the establishment of a “dialogue” between society and the environment.
Modern graphic design as an activity, one way or another related to transformation and design, cannot ignore the impact
on the environment. Scientific novelty. It identifies how graphic design, with its interactivity and hybrid aesthetics, is
activated in the digital space, providing a wide range of opportunities for visual communications and marketing
activities. Conclusions. The results of the study indicate that graphic design in the context of visual communications
plays a key role in conveying marketing information to different groups of consumers. Visualisation here serves as a
tool for forming a certain attitude of consumers towards marketing strategies.

Keywords: graphic design, marketing communications, consumer behaviour, corporate graphic colours, graphic
minimalism, brand.
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AKTyanpHICTE TeMH HocmimkeHHI. Y XXI
CT. BiIOYJIMCS CYTTEBI 3MIHHM Y PO3YMIiHHI poJii
rpadiuHoro nau3aiiHy Ta HOro BIUIMBY Ha
Bi3yasbHi CIOKUBAIBKI KOMYHIKaIlii Ta
MapKeTHHT, Yy 3B'A3Ky 3 IpoIecaMu Tiolamizamii
Ta OJIHOYACHOI ETHOKYNBTYpHOI imeHTH]iKarii,
TiIepCroKMBaHHAM Ta MapaliebHUM 3HIKESHHIM
3araxbHOKYIHTYPHOTO piBHS, 3HAYHUM
pPO3MIMPEHHSIM  KOMYHIKAaTUBHOTO  IHU(POBOTO
npocropy. Ha ocHOBI  aHamizy cy4acHHX
PEKIaMHHX 3BEPHEHb MOXKHA YiTKO BUJIUIATH IBI
OCHOBHI TEHJCHINI: Tepma — iJeoJoTivHa
OpI€HTAIliS CIIOXKHUBAYiB CEPEIHHOI0 KJIACY HA
(OKUTTSI B CTWJII JIFOKC», NIpyra — Opi€HTallis Ha
MacoBOTO CIIOKHMBada, MIBUAKE IPUBEPHEHHS
yBaru, HaAMipHA SCKPaBICTh Ta CTPOKATICTh
MapKeTUHIOBI KOMYHIKalii 31 CHOXXKUBayamH.
«KoHcroMepu3M cTaB i7€0JIOTi€0 MMOCTMOAEPHY,
3acobm  MacoBoi  iH(dopmamii = TpomaryrmTh
FeIOHICTUYHHI CTUJIb XKUTTS Ta CIOXHUBYUN THII
ocoomucrocti» [9, c¢. 275]. LinecnpsmoBane
(hopMyBaHHS CYCITITECTBA CIIOKUBAHHS CTBOPHIIO
MPUHIMIIN Cy4acHOTO MapKETHHTY Ta Bi3yalbHOI
KOMYHIKaIlii 31 croxuBadeM. Came IIi aCleKTH i
BHU3HAYAIOTh aKTYaJIbHICTH JOCHIIKEHHS.

AHami3  [mochipkeHb  Ta  IyOUiKarfii.
I'padiunmii gu3aiiH y Ccy4acHOMY MAapKETHHTY
BUKOHYE (QYHKIII XapakTepHi SIK Uil KYJIbTYpPH,
Tak 1 JuI1 eKOHOMIYHOI cdepu 1 PHHKOBUX
BiTHOCMH. XoO4Ya Opi€HTaIlii Ha MacoBOTO
CHOXKMBa4da pO3BHBAaE TpadiuHuii Iu3aiiH y
HampsiMi peKJIaMHHX TPOEKTIB Ta aKIid, iHTepec
MapKeTOJIOTiB bi(s) rpadigHOTO TU3aiHy
HEBUIIAJKOBHI 1 PO3IJISIAETHCS B pOOOTAX TaKUX
aBTopiB sk: A. Bacumenko, H. BoiitoBnu, H.
lopbans, K. [H3wb6ima, T. MiponoBa, V.
MoropHiok, C. OranecsH.

CtBopeHHs1 TBOpiB rpadiqHOro au3aiHy
CYIIPOBO/IKYETHCSA CyYaCHHUMH 1HHOBAI[IHHUMU
TEXHOJIOTISIMM Ta iHBecTHIisMH. [ 'padiunmii
IM3aiiH  BUBYAETBCS Y  PI3HUX  HAYKOBHX
muciuIbIiHaxX. Bimomi HacTymHI poboTh 3 Teopii
Ta TPaKTHKH JU3allHy Ta MapKETHHTOBUX
komyHikaniit: ®. Kornep, X. Kapramxas, L
CeriaBan, T. ®@inina, O. fcTpeMchKka.

Mera pocmimkeHHA. MeTa OCIHIKEHHS
CTaTTi ToONArae y BHUBYEHHI poji TpadivyHoro
IM3aifiHy y Bi3yalbHIM KOMYyHIKamii Ta Horo
BIUIMBY Ha PIlICHHS Ta MEPLEMNLI0 CIIOKUBAYiB Y
chepi  MapkeTuHry. 3amadi  JIOCIIHKCHHS:
BU3HAYUTH, SKHM YHHOM PIi3HI  €JIeMEHTH
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rpadiyHOrO0 AM3aifiHy MOXYTh BIUIMBaTH HA
CIIPUIHATTS, EMOIIHY pEaKIlifo Ta IOBEIIHKY
CIIOXKMBAYiB IIIOJI0 KOHKPETHUX TOBapiB abo
OpeHiB.

Buxman ocuoBHOoro wmarepiamy. OO6'ekTuB
rpadigHOTO AM3aiHY € 1HIWBIAyadbHUM, TOII SK
MapKeTUHTOBUH 00'€eKTMB — TpynoBuil. Tam, zae
Iu3aiiHepu CIIOCTEpIraTUMyTh OKpeMHX
KOPHCTYBadiB, W00 PO3KPUTH HE3aJ0BOJIEHI
noTpeOM Ta TMPOEKTHI pIMICHHA AN HUX,
MapKeTOJIOTH 3a3BUYail MEpPeBipsIIOTH pillIeHHS 3
(dhoxyc-rpymamu. J{nzaitHepu OinbIe 30cepeKeHi
Ha TIOUIYKY BUpIIIEHHS MpoliemMu, sika moTpedye
BUMIPABJICHHS, a MapKeTOJOTH 30CepeKeHl Ha
MIOIIYKy BHUPIMIEHHS NpoOJeMu, 3a SKy JIOIH
XO4yTh 1 TUIATUTUMYTH. P00O0Ta, Ky HaJICKUTH
3po0UTH Ju3aifHepaM, MONAraE B TOMY, 00
BHPIIIATH TIPOOTIEMY €JIETaHTHO, a MapKETOJOTH
IIyKalOTh  JIIOJIeH, AKi  3aiiMaloTbCA  III€I0
mpoOJIeMoI0 Ta y SKUX BOHH 3MOXYTh KYIHUTH
pimienns. lle nocuUTh TOHKA pI3HHUIA, ajie JTykKe
BaxxnuBa. bararo B yomy mMapkeTonoru 6epyTh Te,
Ha 4OMY 3yNHHSIOThCS nu3aiinepu. Komm Oyne

CTBOPEHO MPOTOTUN  (oU3aiiH), MapKETOJIOT
MepeBipuTs 1e 3a JOMOMOTroK (OKyc-Tpym
(mapketunr), 100  mobaumTH, UM imes

MaciTabyeTbes 1 AKi 171el 3MOXKYTh TpalfoBaTh 3
KO>XKHAM PUHKOM.

banmanc wHamioHaNPHUX Ta MIDKHAPOTHUX
CIIEMEHTIB Yy MAapKETHHIOBUX KOMYHIKAIisIX
TaKOK 3aiiMa€ BaXXJIMBE MICIlE, 3aJIEKHO Bif
cnenudikya KoMmmaHii, ToBapy uu mociyru [10, c.
46]. Hdo Takumx  eCTEeTHYHUX  TpadidHuX
napameTpiB, sIK KOJILOPOBO-TOHAIBHUI KOHTPACT,
3arajbHa KOINIipHA TapMOHISA, KOMITO3UITIHHUMA
LIEHTp, ITICHICTh KOMITO3UIIi1, 30pOBa piBHOBara,
OpPUTIHATBHICTh pekyaMHOi  i7ei, 0O0pa3HiCTh,
JIAKOHIYHICTh  TEKCTOBOI Ta  00pa3oTBOpUOi
indopmamii Ta il cTpykTypm3amisg, TpadiuHa
SIKICTh ~ PEKJIAMHOTO  3BEPHEHHsI, HEOOXIIHO
JOJIaTH HAsBHICTh CTHIILOBHX O3HAaK, 30KpeMa
STHOCTHJIICTUKH.  AHAJII3yl0O4YH  MapKETHHIOBY
rpadixy sk  Oa3oBuii  3acid  Bi3yalbHUX
KOMYHIKAI[iff, JOIIBHO BHU3HAYUTH ECTETUYHI
nmapaMeTpu SK KyJIbTypHO-€CTeTHYHI, W Hamaii
TUQEPEHIIIIOBaTH 3 YpaxXyBaHHIM HAIliOHAIEHOTO
Yd MDKHApPOJHOTO MNPHHUUMIB. [  OLiHKM
Bi3yaJIbHOI KOMYHIKAIIIT 31 COXKHBAaYeM BHILIAMO
TAaKOXK KOJIpHY CEMaHTHUKy Ta crenudiky.
KonuenTyansHo iepapXito Bi3yaJbHHX JIaHUX
MpencTaBiIeHo y Tadmwmi 1.
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Tabnuus 1

JITOPUATM I KYJIBTYPHO-€CTETHYHOI OIlIHKU KTIB PEKJIAMHOI'O JU3aiiH R
Anro 0-€CcTe of omi 00'eKTIB pEKJIIAMHOIO AU3a 8, 12

Ecretnuni mapamerpu

ba3oBi xapakTepuCcTHKH MapKETHHTOBOTO 3BEPHEHHS

1.KonsopoBo-
TOHAJIBHUI KOHTpAcT

Hacuueni, yHiTapHi Konbopu (CHHIH, >KOBTHH, 4epBOHHI) ab0 CTpUMaHilIi,
CKJIQIHIIII, aJieé TaKOXX KOHTPACTHI BIATIHKU, SKi BHIUISIOTH PEKJIaMy cepell
IHIHIX 00'€KTIB y IPOCTOPi a00 Ha TUTOMIHHI.

2.KonsopoBa
TapMOHINHICTh

[Monixpowmisi, oOMekeHa naniTpa KoJbopiB a00 aXxpoMaTHYHE PilLICHHS.

3.1limicHiCTh

KOMIIO3ULIT €JIEMEHTIB,

[Iponymane Ta 30anaHcoBaHE IO€AHAHHS OOpPA30TBOPYMX Ta TEKCTOBUX
KOpIIOPaTHUBHOI
TOJIOBHOMY y PEKJIAMHOMY 3BEpHEHHI.

igeHTu(ikamii, IXHA  TiAMOPSIKOBAHICTb

4.0OpuriHanbpHICTH ifel

HectangapTHicTh y BHUKOpUCTaHHI
OJTHOYACHOMY PO3YMiHHI I[LTbOBUMH TPyHIaMH.

Bi3yasibHUX 00pa3iB Npu iXHbOMY

5.JJakOHIYHICTH

CTpYyKTypOBaHICTh Ta 3MICTOBHICTh PEKJIAMHOTO 3BEPHEHHS, BIJICYTHICTh
3aliBUX JICKOPATUBHUX EJICMCHTIB.

6.BizyanbHi 3acobu HasBricts  KoMipHOT

CEMAHTHKH Ta acoLaTHBHOCTI
OpHAMEHTAIFHUX Ta MIPU(PTOBUX eleMEHTaX, MaJOHKaX, (OoTO300paKeHHSX,
JTOIIUTFHE BUKOPUCTAHHS KOMITIOTEPHUX CHele(PeKTiB.

B TI'COMCTPUYHHUX,

7.51kicTh
300pakKCHHS

BHKOHAaHHA

TexHiuHa SKICTh MaJIOHKA, (OTO, ONirpadii, web-rpadiku uu aHimarii.

8.CruiticTuka

HasiBHICTD CTHIILOBHX O3HAK, 32 SKUMH pEKJIaMy MO)KHA BiTHECTH JI0 TIEBHOTO
CTIITIO 200 chOpMyBaTH HOBHIA.

9.ETHOCTHIIICTHKA

JouinbHe BUKOPHCTAaHHA ETHOMOTHBIB Ta HAI[lOHAIBFHOI KOJIOPUCTUKU Y
pekiami, iX TBOpYa iHTEepIIpeTallis, perioHajibHa XyI0KHS 00pa3HiCTh, 3B'SI30K
YTHIIITAPHOTO Ta €CTETUYHOTO.

MapkeTnar — 1ie Oi3HecC i3 MPOEKTYBaHHS
IUIaHy [id KOPUCTYBaYiB BiJl YCBIJOMJICHHS
MPOJYKTY IO WOTO MOKYNKHA. MapKeToJoru y Iiit
JiSUTHOCTI BUKOPUCTOBYIOTh TpadidHUN TU3aiiH.
I'padiunmii au3aliH OCBOIOE Bi3yallbHHI 00pa3,
TEKCT, OTepPy€e PiI3HOMaHITHUMHA €KOHOMIYHUMU Ta
MapKEeTHHTOBUMH 3acobami. Bararo
MapKeTUHTOBUX  KOMYHIKallii  TOB'i3aHi 3
rpadiyHUM Ju3adiHOM. Y il JiSUTBHOCTI - 1€
MOHATTS. MOXKHA BHUTIYMAayUTH SIK Bi3yajbHE
BTUIGHHS PEKJIAMHOTO TOBioMIIeHHS. Jlu3aitH
CTBOPIOE €IMHUN TapMOHIWHUN 00pa3. MokHa
HaBECTU JOCUTH 0araTo MpHKIIAAiB BUKOPUCTaHHS
rpagiqHOro Iu3aiiHy I (dopmyBaHHs
MapKeTUHTOBUX KOMYHiKaliid. Halnommpenimmii
BapiaHT — Le pekiaMa. Bona BKirouae au3aiiH

IpYKOBAaHMX  MOJIYJIB, JAW3aliH  30BHILIHBOT
pexiamu, Iu3alH Bifleo IJs TeneOadeHHS Ta
IHTEpHETY. 3 TaKolo MapKETHHIOBOIO

KOMYHIKaIli€ero Mu ctukaemocs 1moans [13]. Came
3aBJISIKK PEKJIaMi MapKeTOJIOTH MOXYTh Kpalie
peaizyBaTH CBOIO pOOOTY, MPONATH SIKHANHOIBIIE
cBoro ToBapy. Hampuxiaa, pexiama The Man
You Man Could Smell Like mms npoaykuii Old
Spice — me ycmimHa IisUTbHICTH JW3AiHEPIB y
pO3po0i1Ii BijIeopoIHKa.
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Xoua BIIMIHHOCTI MIDK MAapKETHHTOM i
JIHA3aiHOM B HasBHOCTI, JaHl JUCIUILIIHM TOBHHHI
WTH pyka 00 pyKy, TOMYy IO 32 JOIIOMOIOO
MapKEeTHHTY CTBOPIOETHCS 1HTEpec 10 OpeHay, a
JU3afiH JlonoMara€ Bi3yajbHO CIIIJIKYBaTHUCS 3
M OpeHaoM. Hagitb micns OSBA
MapKeTHHTOBOI cTpaTerii HeoOXiTHO ModYaTH 3
OCHOB, TOOTO 3 KEpiBHUX NPUHIUMIB Openmy [11].
B Toii camuii vac, BimMiHHUI NH3aitH-MapKETHHT
ne Oinple, HDK TMPOCTO JIOTOTHI KOMIAaHii,
mpUQPT, MaKeT CTOPIHKH abo0 300pakKeHHS, SKi
BUKOPUCTOBYIOThCsI. Lle MicT, sKuil moenHye
OpeHA 3 KIi€HTaMH, 1 BIH TaKOX i€ SK
OymiBelbHUK JIOBipH. barato B uoMy nu3aiiH €
o0nuyusiM OpeH[y, TOMY HIEThCsS HE TUIBKH PO
BUKOPHUCTAHHS MPHUTOJIOMIIUTMBHX 300paXKeHb 1
KpyToi Tpadiku. Y MapKeTUHTY MOXHa HaITUCATH
YiTKy  KOomiro 1  3pobutH  QOKycyBaHHS
sIKHAMKpalle, aje 3penIToro, SKIIO0 BiH HEe TPAaITIoE,
Ile He MOXe HasuBaTucs ycmixom [5]. Tak camo,
KOJIM MM TOBOPHMO IIPO JAM3aiH, MOKHA CTBOPUTH
MPUTOJIOMIIUITMBY pPEKJIaMy, aje SKIIO I He
MIpHU3BeE 10 KOHBEPCii IO/, TOl 1Ie MIHCHO He
Mae 3HaYEHHS.

SxicHuid ~ MapKeTHHroBud  rpadivyHuil
IHU3aiH Ma€ MOKJIMBICTH, MOTHUBALUT JIr0A€l 10 il,
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HAJAI0Yd YiTKAW, JTETKUH MIJIAX 10 IEPETBOPEHHS.
3aBOSKM  KpacWBIM  YIAKOBII, BHUTOHYCHOMY
IU3aiiHy MPOAYKIIi, IO BUAUISIOTH TOBAp Cepexn
IHIIMX, TIOKYMIIB CTaHe Habarato Oinblie, IO
BuBene Oi3Hec Ha HOBuMl mabens. Binminawmii
rpadiaHmi TTA3aiH MOXE 3MCHIIIATH
3aHETIOKOEHHS, IO JIFOAW MOXXKYTh MaTH HacHary
0 TIEPETBOPEHHS. BT KOHKPETHO, ayIuTOpis
NOBUHHA MO0AYuTH, SK KOMIAHII  MOXe
JIOTIOMOTTH 1M BHPIIIUTH NPOOJIEMY, 3 SKOIO BOHU
CTHKAIOThCS, a00 K 1€ MOXE MPUHECTH PajiCThb.
Posrnsmatoun  MPOOYKT,  JIIOAMHA  MOXE
Bi3yalsli3yBaTh Ha0arato LIBHIIIEC, YA MOXE BiH
OyTH BiH il KOPHCHHU JJIsl TOTOYHOTO KUTTA [2,
c.124].

Ypok, Akl MOXKHAa OTPUMATH 3 TiAXOTY
Apple nmo gumsaiiHy Ta Horo iHTerpamii B
KOPIOpPAaTHBHY KyJbTYpYy, ITOJISITA€ B TOMY, IO
rpadivyHUl NU3alilH Mae 3HA4YeHHs JUia Oi3Hecy.
Apple — omna 3 HebaraThOX KOMIIAHIH, sKi 3
SHTYy31a3MOM NpPUNHSIIN AW3aiiH Ta iHBECTYIOTH Y
HBOTO, 3pOOMBINIM  HOTO0  HAWBAKIIMBIIIOIO
0COOJNMBICTIO CBOIX TOBapiB Ta mociyr. Juzaitn
Apple o3Hauae, MO MPOAYKTH KOMIIaHii yHIKaJIbHI
Ta BUIUJISIOTHCS B Maci iHINX, 1 II€ TPOSIBIIIETHCS
Yy BCBOMY: BiJl MIHIMAJTICTUYHOTO CTHIIO JIO
TJIABHOTO (yHKIiIOHYBaHHS MIPOrpaMHOT0

@ Kodak

OLD NEW

McDonaild's

3abe3neueHHsA. UM NpPUHIMIIOM CKOpHCTAIHCS
MapkeTonorn Apple Ta mOCATIM  BEIMYE3HUX
ycIixiB y BcboMy CBiTi. bpenn Apple ctBoproe
OPOAYKTH, yIIOONEHI MOKYMIsIMH, 1 HOro
MapKeTHHT yX€ CTaB CTaHAAPTOM IS KOMIIAHiH,
SKi TParHyTh TIO0ATbHOI TMOIMYIAPHOCTI Ta
3pocTanHs foxoAiB. [IpoaykTu OpeHIy roBOPSTH
cami 3a ce0e.

1. ®ipmosi rpadivni kompopu. Kompoposa
MajiTpa BiAIrpa€ KIIOYOBY POJNb Y BH3HAYCHHI
rpadivyHoro 06pa3y KOMIaHil, CTAlOYN BaKIHMBUM
IHCTPYMEHTOM  BI3yaJIbHOTO  CIUJIKYBaHHS 3
kiieHToM. BoHa MoOXXe BHKOPHUCTOBYBAaTHCH HE

TIABKKM Yy JW3aifHi JIOTOTHMNA, ane W TMpH
(hopmyBanHi 3araJlbHOTO KOPIIOPATHBHOTO
o0Opa3y. llpm cCTBOpeHHI TOBapHOTO 3HAKY

00UpParOThC KOHKPETHI KOJhOPOBI aKIEHTH, SKi
JOTIOMararoTh chopMyBaTH TEBHUM Bi3yaabHUHA
o0pa3. OOpaBmm OpeHIOBI KOIBOPH, BAKIHBO
BpaxoBYBaTH TEXHIYHI OCOOJIMBOCTI APYKY, fIK,
HaTPUKIaJ], OOMEXCHICTh KOIBOPIB y IPYKyBaHH1
ra3er, a TaKO)XK MaTd Ha yBa3i KOJbOPOBHH Ta
4OpHO-01nuii BapianTH. OCHOBHUI KoJip OpeHmy
CTa€ LEHTPAILHIM B €JIeMEHTaX KOPHOPATUBHOTO
CTHIIIO, poOsiuM X BITI3HABAHMMHU Ta €MOIIHO
npuBabauBuMH. (puc. 1.).

ety

classic

\

das

o= A
SNE
PICTUR ESP Gdl

Puc. 1. Ilpuxnaou epagiunozo ousatiny ceimosux 6pendie ma komoinosanux mosaphux snaxis [13]

KoHKpeTHI KOIBOpPH 4acTO acOIIOIOTHCS 3
NEBHUMHU BUAAMU MpoayKuii uyu mocmyr. Tak,
ONaKUTHUH KOJIIp TPaAMUiHO acOLIIOEThCA 3
AKTHUBHOCTSIMH, TIOB'SI3aHAMH 3 MOPEM Ta BOJIOIO;
cpibmsacThii Komip - 3 aBiali€o; a 3eleHud
BIATIHOK € CHMBOJIOM PpOCIMHHHUITBAa Ta
MPOJIYKIIiT 3 HHOTO.

2. bpenpoBmii mepconax. lleir emeMeHT
noroMarae y (opMyBaHHI YHIKaJbHOrO OOIMYYs
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kommaHii. [lepcoHaxx crae MPeNCTaBHUKOM
OpeHAy, CIy’)Kadyll MOCTOM MiXK KOMIIaHi€r0 Ta ii
LIJTOBOIO ayauTopiero. Takuil MepcoHa)X MOXKe
MaTH  BIACTHUBOCTI, SIKI  KOMIIaHis  XOu4e
acormitoBat 3i cBoiM imimkem [4]. Hanpuknan,
*BaBUH Kponuk KBiki po3pampkye MalleHbKUAX
[IaHYBaJbHHUKIB  Kakao, a KJIOyH PoHana
MakaoHaa BTUIIOE  pajicTh Ta  CBATKOBY
aTMocepy A IOHUX TOCTel pectopany (puc. 2).
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Puc. 2. I'pagpiuni obpasu kopnopamusnux 2epois sioomux komnanii [13]

I'mobanpHI TpeHAM CHPSIMOBYIOTH Bi3yalbHI
00pa3u Ha IIHHOCTI EKOHOMIKH, OPI€EHTYIOUUCH Ha
JOCATHEHHSI KoMepuiiiHoro ycmixy. JlocTymHicTh
rpagiyHoro Au3aiiHy crpuse MosiBi HOBUX (opm
BUPaXEHHS Ta PO3BUTKY Bi3yallbHOI KOMYHIKaIlil
31 COKHBAYEM.

3. I'padiuna pmeramizamiss B MapKETHHTY.
CyuacHi rpadiuni Ou3aiiHEpH  [IO-HOBOMY
IHTEPIPETYIOTh KOJIpHI pIlIeHHS, BKJIIOYAIOYU
HayKy TICUXOJIOT1IO TUIst MPaBUIBHOCTI
CIIpUHAHATTS CIIOKMBadeM iAei y KOIipHOMY
BUKOHaHHI.  CTBOpeHHS  MNpPaBWIbHUX  IJIS
CHOXHBaYya MICUXOJIOTTYHUX YCTaHOBOK,
BHPaXXEHUX Y Bi3yalbHIH (OpMiI IPEIMETHOTO Ta
MapKEeTUHIOBOTO CBITY — 3aBAaHHS rpadiuHOro
Ju3anHepa. Bbarato TOPrOBUX MapoK
KOPUCTYIOTbCSI LM €(EeKTOM, HapuacTime Ie
MPOJYKTOBI Mara3uHH, Mara3iHM eJIeKTPOHIKU Ta
pecTtopaHu HIBHJIKOTO Xap4yBaHHSI.
[MomapanueBHii KONIp aCOIIOETHCS 13 COHIYHUM
CBITVIOM Ta  TemJOM, TaKoX  aKTUBHO
BUKOPHUCTOBYETbCS Ul 301IBLICHHS NPOJAXIB Y
TBOpax rpadiuyHoro TIN3aiHY. 3enenuit
MOB'A3aHUI i3 TIPUPOJIOI0, EKOJOTIYHICTIO Ta
crokoeM. YacTo BUKOPUCTOBYETHCS SIK KOJIP €KO-
YIAKOBOK, €KOJIOTIYHMX KOMIIAHIN JUIsi peKJIaMu
XapuoBHX MPOAYKTiB [7, c.64]. Takox icHYIOTh
TeHJIEpHI BiAMIHHOCTI Y KOJLOPOBOMY BHKOHaHHI
(puc. 3).

Cro>xMBYif CBIT CTPIMKO HEPETBOPIOETHCS
Ha  MoJenboBaHy  MaTtpumo.  I[Ipogykramm
Bi3yaJbHOI IMPOMHUCIIOBOCTI CTalOTh CTaHIAPTH,
Ma0JIOHH, TPOEKTH, IO 3aJal0Th AalTOPUTMHU

crpuiiHATTA.  [HauMBim nparHe  igeHTHdikarii,
IIEHTUYHOCTI, IMITDKY, oOpa3sy, TOOTO
BiJIMTOBIAHOCTI «CTPYKTYP Bi3yaizariin,
coriaabHui MPOCTIp SIKUX BH3HAYEHO

CTPYKTYpOIO Bi3yamizallii i BiIKpHUBa€e BEIWYE3Hi
MOJXKJIMBOCTI TIEPETBOPEHHS W MapKETUHTOBOTO
MPOCTOpY.

4. I'padiuamii MiHIMATi3M B MapKETHUHTY
koMyHikarii. Ilpocti gerami B  jAu3aiiHI

15

BHCJIOBIIIOIOTh  i7Ief0  HaWOLIBII  WiTKO  Ta
BHIIYKAHO, IOPIBHIHO 3 BEIMKOIO KIUIBKICTIO
eJeMeHTIB Ta oOpa3iB, 3i0paHMX y €IuHE IIiJe.
[IpuxoBanmii 3MicT, SKHI 3aKOJOBaHO 3a
BEITMYE3HOIO KUTBKICTIO CHMBOJIIB Ta 3HaKiB MOXeE
OyTH He 3po3yMinuii aymuTopii. Takox BaKIMBO
30eperTd MOYAaTKOBUM TIOCHMJI Ta TIPaAMOTHO
JOHECTH HOro JI0 KIHIIEBOTO CIIOKWBada B
pexinamMHoMy MuctenTBi. Came 3 Ii€i NpUYMHU
06arato TBOpYMX KOMAaHJ, PI3HOMAaHITHHX OIOpPO
3BEPTAIOTHCS J0 TAaKOTO CTIUIIO, SK MiHIMAali3M
[6]. BupoOuuku coyciB Heinz npuaymanu mpocty
peKJIaMy B CTHJII MiHiMami3M. Marouu 1ei iHcauT,
Heinz 3amyctuB xammanito «Heinz makes it
spookier». Keruyn Ha kaprormui ¢pi rpae poib
KpOBI Ha BaMMIpCHKUX IiKiax. A B IEHTpI —
wisimka keruyny Heinz. (puc. 4).

Puc. 3. «I'pa crie y pexrami: nepepobxa ons
aHcummesoco yuxay» [1]

OnHiero 3 TrOJIOBHUX e
MIHIMAQIICTHYHOTO  JU3aliHy €  CTBOPCHHS
YHIKaJIbHOTO 00pa3y, sSIKWH JIErKO BITI3HATH 1 SIKAH



Jin3ain

Kocapeschka P. O.

acoLIIIOBAaTUMEThCSI 3 OpeHIOM. 3aMiCTh TOTO,
o0  BUKOPHUCTOBYBaTH  0arato  CJICMCHTIB,
MiHIMQTICTHYHUH ~ AM3allH  CTBOPIOE  SICKpaBi
o0pasy, 110 3amaM'sITOBYIOTHCS Ta JONOMAararoTh
OpeHAy BUIINMHUTHCS Ha pUHKY. BoHH mepeiimMaroTsh
3 00pa30TBOPUOTO MHCTEITBA Ta AU3AHHY OCHOBHI
OpuHOMNY  (JIAKOHIYHICTE BUpPA3HUX  3aco0iB,
MPOCTOTY, TOYHICTH Ta SICHICTh KOMITO3MIII{, IIiKaBi

KOJIpHI  pilIeHHS, BIACYTHICTh  HAJJIAIIKY
CUMBOJTI3MY Ta MeTa(OPUIHOCTI) [3].
[IpocTopora cBoOOa, xapakTepHa bitis:

MiHIMaNi3My, TPHU3BOAUTH JO TOTO, IO JUIA
LIJTHOBOI ayJAUTOpii € JIMIie HaWroyioBHiIIe, 03
BIABOJIIKAIOUMX 1 3aiiBUX eaeMeHTiB. OCHOBHE
HaBaHTAKCHHA TiepeOupae
BIJICIKAIOYH BTOPHHHI

3po3ymina (opma
MIPEAMETIB, obpasm i

00O0JIOHKH.

Puc. 4. JJuzaiin nocmepa Heinz y pexnamuii komnanii
Heinz makes it spookier [12]

Takum 4YWHOM, MOXKHA CKas3aT, 10
rpagiyHuil KOMIIOHEHT Bi3yaJlbHOI KOMYHIKarii 31
CIIO’KMBa4YeM, O€3yMOBHO, Ma€  BeJINYE3HE
3HAUCHHS 1 SK CBOEPIAHUNA NPUIOM OCSTHEHHS
XYJO0XKHBOI BHPA3HOCTI, 1 SK BHXIJHA MO3MIIi,
MeTa Ta METOJI TPOEKTYBaHHs, 1 sK Qopma
ICHYBaHHS PO3pO0JIEHOTO TU3aliHEPOM IpeaMeTa.
OpieHTOBaHICT, TPOEKTHOI [ii JAW3aiiHepa Ha
BJIACTUBICTh  IHTEPAKTHBHOCTI  POEKTOBAHOTO
o0'ekTa J03BOJISIE CHOXKMBAUEBI 4epe3 MpenMer
MaTH sKyCh JKWUBY CHUIBHICTh. BisyanpHa
KOMYHIKAI[isl ~ CIIy)KUThb  3aCO00M  BUPaKCHHS
MapKeTUHIOBO] /1€l Ta € yHiBEpCaAIbHUM 3ac000M,
10 MOKpaILye CHPUIHATTS MPOAYKIIT
CTIO)KHBAYEM.

HaykoBa  HoBHM3Ha.  [loBemeHo, 110
rpadiuyHUil  AW3aiiH  BOJIOJIE€  IHTEPAKTHUBHOIO
MPUPOAOI0 Ta TIOPUIHOIO ECTETHKOI, aKTHBHO
PO3BHBAEThCS Y MPOCTOPl IHTEPHETY, BiJKpUBAE
Oarari  MOXIMBOCTI i1 Pi3HOMaHITHHX
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Bi3yaJbHMX KOMYHIKaIliii Ta pobotu y cdepi
MapKeTHHTY. Bu3HadeHo, mo rpadidHuil Tu3aiiH,
y Cy4acHOMY CYCIIBCTBI TPaHCQOPMYETHCS Y
TaKuX HaTpsMKax: y TEXHOJIOTIYHOMY
(byHKIIOHYBaHHA MU3aliHY Y MYJIbTUMENIHHOMY
BIpTyaJbHOMY TIPOCTOpPi); y TeorpadiqHOMY
(nu3aiin ¢byHKLIOHYE y rio0anbHOMY
MepeKeBOMY IIPOCTOP1); y HAMpsMi, 3aCHOBAHOMY
Ha YMOBax KyJbTypH (IOSiBa Ta PO3BUTOK HOBHUX

HampsIMKiB ~ Ju3aiiHy, o 0a3yloTbcs  Ha
IHTEPaKTUBHUX TEXHOJOTIfX).
Bucnoku.  IlpoBemene — mociimKeHHS

nmokaszano, mo TrpadiyHuid Ou3aiiH y HampsIMKy
Bi3yaJIbHOI KOMYHIKallii MOX€ JOHECTH Baromy
MapKeTHHTOBY iH(OpPMAIIF0O 10 BCiX KaTeropii
MIOTEeHIIWHUX CIIOXKHUBadiB. Bisyamizaris o3Hauae,
10 MIPOCTOI0 MOBOIO 3a JOMOMOTION Bi3yalbHUX
00pasiB CTBOPIOIOTHCS TII€BHI HACTAaHOBH Ha
CTBOPEHHS TIEBHOTO BIiJHOIICHHS Ta peakilis 3
OOKy CITO’KMBadiB HA MapKETHHTOBI iHCTPYMEHTH
MPOCYBaHHA 1 CTHMYJIOBaHHS. AHali3 IOKa3aB,
10 TP BIPOBAKEHHI TpadivyHOro MU3aiiHy IS
Bi3yaJlbHOI ~ KOMYyHIiKalii 31  CHOXHBayeM,
0co0JHMBY yBary Ciij 3BEpTaTH Ha XYHO0XKHBO-
eCTeTHYHI acmekTd AK (OpMH  Bi3yalbHUX
koMyHikariii. CydacHi MapKeTHHTOBI KOMYHIKaIii
MOBHHHI MaTH YiTKy KOMYHIKaTHBHY CTPYKTYpY,
OpHTiHANBHY Bi3yali3alilo, €CTCTUYHUI pIBEHB,

CTUMYJIIOBaTH IHTEJEKTYalbHYy Ta EMOIIHY
AKTHBHICTb  CIIO)KHBAYiB. JoBeneHo, 110
rpagiuHuit JTu3aiH € YaCTUHOIO
COIIOKYJIbTYpPHOTO pOCTODPY, B SKOMY
B3a€EMOJIIIOTH ~ MHCTEUTBO Ta  KOMITTOTEpHI
TEXHOJIOT11, (POPMYIOTHCS B3a€EMUHH CBITOBHUX Ta
perioHanbHUX ~ BUpoOHUWKiB.  Ilpm  1mpOoMy
BHHUKAIOTh HOBI npobieMu B3aeMOil

MOMYJISIPHOTO Ta TPAAMINHHOTO, MAacOBOI'O Ta
IHMBITyaJIbHOTO, 3aXiJHOrO Ta CXIiJHOTO CTHJIIB
KHUTTS, OCOOJIMBOCTEH KYNBTYypH, [UIS YOTO
HEoOXiIHe PO3yMiHHS MPOILIECIB, 110
BiJIOYBaIOTHCSl y CydyacHOMY TpadiuHOMY THU3aiiHi:
HWOro LijIeH, IIHHOCTEN, TEHAEHIIIH.
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