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Abstract. 
1. General trends in the development of modern design as a form of transmitting socio-

cultural codes and a way of integrating a person into the innovative world of the new 

technological order have been identified and systematized, in which two socio-cultural 

trends can be traced: a change in the human communicative environment due to an increase in 

the number of visually perceived objects and the emergence of a new visual culture that 

changes a person. 2. It has been established that design graphics is a means of mass 

communication, as a subsystem of project culture, a communicative semiotic phenomenon, a 

universal information-synergetic system that carries out communicative-cognitive processes 

of exchange, storage, development and transmission of cultural values of society. The role 

of a graphic designer as an intellectual-conceptualist in creating an advertising image of 

the created products and ways of conveying vivid impressions about them, which determines 

his communicative competence, has been determined. 3. It has been revealed that the 

functional field of modern advertising design covers a number of new functions generated by 

the new time. 4. It has been established that since the end of the 20th century new 

communication technologies have been developing in the project culture, united by the 

concept of a brand. For an advertising designer, a brand acts as an integrative project 

model, a long-term strategy for developing an advertising image, within the framework of 

which the design concept of a thing and its product characteristics are linked into a single 

system. The constructive elements of branding and its project typology have been identified. 
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Projectivity is defined as a special type and a special 

culture of thinking that must be reproduced and developed … 

Sidorenko V.F. 

 

Design in this question represents an important area of 

study as a way of integrating a person into the innovative 

world, as well as a form of transmission of sociocultural 

codes. Being a means of communication, it forms society. 

Visual messages are a powerful tool for influencing both 

general cultural values, competitiveness and even politics. 

In modern society, design is a way of communicating with 

society by means of bright, memorable images, which determines 

needs and prompts certain actions, and not just a form of 

activity that determines an aesthetic constant [2]. 

As the analysis of foreign and domestic literature shows, 

the understanding of the modern world by man has an egocentric 

character. Everything that can be technically reproduced must 

be produced. 

The technogenic and cultural worlds are antagonistic, as 

are artificial and organic ones. The consciousness of the 

average person divides the world into black and white, good 

and bad. Good is when the subject has a certain set of material 

objects, some goods, characteristic of the daily life of his 

modern society. Bad is the absence of goods or such a 

condition when the personality is deprived of some cultural 

codes — goods that determine well-being. 

The quality of modern life, including intangible criteria 

and motivations, is considered the basic value of a developed 

society. New communication technologies, the blurring of 

globalization boundaries strengthen the prospects for 

development and research of communication technologies. In 

modern society, the act of consumption is transformed into a 

form of social communication, and not simply into 

"satisfaction of needs". Items of consumption define social 

boundaries, forming themselves as categories of social 

relations [3-4) 

Modern realities dictate new tasks to the design 

community, namely: to ensure the comfortable life of a person 

in a world where unreal and real factors, physical and 

metaphysical, coexist at the same time, which boils down to 
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the creation of a single reasonable space around a person, 

which includes a system of future design objects. 

It is no longer just the creation of the appearance of an 

object, but the formation of a reasonable space around a 

single person, with a whole structure of future design 

objects, which determine the development trends of the society 

of the future. Robots, flat displays, built-in sensors, and 

other "super new" technologies have become familiar to modern 

people. As experts in robotics predict, robots will enter our 

lives so much by 2050 that they will become not only a part 

of society, but will be able to turn a person by 70% into a 

technological hybrid, equipped with plastic and metal parts. 

The age of androids is coming. 

In this regard, design is a kind of conductor of a person 

in the modern innovative world. The innovation itself is not 

a separate mechanism or machine, but a dynamic process that 

gathers all the big revolutions. In modern conditions of 

intensive development of science and technology, the goals of 

modern design are: 

1. restructuring of the cultural space; 

2. the change of values through the renewal of the whole 

environment of the person. 

And this, accordingly, leads to the accelerated 

development of materials, technologies and electronics, 

which, in turn, give new opportunities for the design of the 

object world. The prognostic activity of the designer opens 

up new opportunities for the search for new ideas by 

scientists and technologists in the creation of not yet 

"fantastic" things. Modern trends in the organization of space 

are aimed at total technology, microminiaturization of 

subject elements and their interactivity, technologies of 

embedded systems that combine a number of functions into one 

technically complex object are actively developing. 

Our future should be smart infrastructures that provide 

a continuous flow of information from individuals to 

centralized databases. Thus, modern trends in the shaping of 

design objects in the future suggest: 

– determination of new needs through tracking the leading 

trends in technologies and work on achieving harmony between 

a person and his new environment, harmony of a person with 
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himself in his new image — the image of the future; 

– ensuring the harmonious association of technologies of 

the new age, artistic culture and expediency; 

– creation of sophisticated technical structures, 

cybernetic organisms, capable of functioning almost without 

human participation; 

– the human factor in this design process becomes the 

main one, the thing acts no longer as a futuristic fantasy, 

but as an object or a system of objects that changes the way 

of life of a person and makes it more comfortable thanks to 

new technologies; 

– creation of scientific and more intellectual space 

around people; 

– understanding that the innovative process is endless in 

its revolutionary developments, and the design of one 

innovative object requires the creation of a complex of 

objects connected in a single functional, technical and 

semantic whole of the communication environment of a new 

technological structure. It would be typical for him to note: 

"Machines, which were used in the past as drawing tools, today 

pass into the category of experts and become advisers, 

colleagues of the designer, architect, artist, and their data 

base exceeds the knowledge of specialists by several orders 

of magnitude. 

There are no contradictions between man and machine. A 

special feature of our time is the collaboration of a person 

and a machine" [5, p. 379]. Despite the fact that visual media 

undergo changes, become interactive, it always remains just 

a means of communication [6]. 

In modern design culture, as the review of the literature 

of the last decade shows, attention is paid to the so-called 

"visual turn", which fixes two serious sociocultural trends: 

the metamorphosis of the communicative environment of people 

by increasing the number of visually perceived objects and 

the emergence of a new visual culture that actively affects 

the formation of human existence. This process is studied 

within the framework of art studies, visual anthropology and 

visual sociology. 

Modern graphic design in the philosophical and cultural 

discourse is observed as a communicative activity in the 
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sphere of the communicative paradigm and the neopragmatist 

research tradition, and society is understood as a dynamic, 

processual interaction of personal experience, subjective 

ideas, emotions and values, which forms a common semantic 

zone, reflected in the concepts of communication. At the same 

time, the designer is initially perceived as an intellectual-

conceptualist in communication with the customer, in 

designing the image of the future product and ways of 

conveying impressions for the realization of his concept. 

This shows his communicative competence. 

Researchers explain the need for communicative design not 

as another prerequisite for its development, but as an organic 

part of the evolution of graphic design, the selection of new 

creative programs for creating effective communications. The 

concept of "communication" becomes the object of scientific 

research in the field of semiotics, sociology, linguistics, 

psychology, anthropology, informatics, cybernetics, as a 

universal method of communication of any objects on technical, 

biological, social levels. 

Specialists are trying to understand the complex task of 

the designer's activity in establishing communicative 

connections: how to reproduce text information in 

comprehensive graphic images, create and develop a set of 

visual identity elements. 

Design-graphics is presented as a means of mass 

communication, as a subsystem of national design culture, as a 

communicative semiotic phenomenon, which is included "in the 

system of public communications" through advertising. 

Communicative effectiveness of graphic design is determined by: 

– purposeful use of tools of social mythology, rhetoric 

and aesthetics; 

– the ability to establish user priorities in the 

situation of interaction between a design-product and a 

person; 

– the opportunity to influence the psychology and ideology 

of society, which is the quintessence of mass culture. 

In the study of E.E. Pavlovskaya develops theoretical 

approaches to the understanding of communicative tasks of 

advertising design, it is studied as a relatively new object 

of project activity and theoretical studies caused by the rapid 
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development of market relations and the increasing role of 

computer technologies. It is important to study the specifics 

of advertising design in the general design-activity system. 

The main circle of problems, the specifics of methodological 

equipment in combination with project methods are 

investigated. The object of research is the production of 

commercial advertising design, such as: television 

commercials, outdoor, magazine and newspaper advertising, 

printing production, packaging, and the subject of research is 

the principles of designing an advertising image. 

For the practical activity of the advertising designer, 

the development of the following tasks is updated: 

a) the analysis of theoretical ideas about advertising 

creativity and the construction of a conceptual model of the 

creative strategy of design-projection within the framework of 

an advertising campaign aimed at promoting goods; 

b) development of a system of project representations of 

the advertising image, which characterizes the subject, 

content and strategy of the creative activity of the 

advertising designer; 

c) sequential analysis of the design structure of the 

advertising image, associated with such functional components 

as the advertising concept of the product, the concept of 

advertising circulation, the communicative concept of the 

advertising message, which are built in a complex synthesis of 

analytical and design methods. 
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