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THE COLOUR SYNERGETICS IN ADVERTISING COMMUNICATIONS
OF THE POSTMODERN PERIOD

Purpose of the research. The purpose of the Study of Colour in Advertising is to systematize the visual means
of advertising communications and to define their functional and stylistic specificity within the Post-modernism.
Methodology of the research is based on socio-cultural, axiological and comparative approaches to the analysis of
visual Colour language on the example of Advertising graphics. Scientific originality. The author examines the Adver-
tising industry not from the standpoint of economics, marketing or management, but in terms of its artistic level in the
conditions of the global crisis of consumerism at the end of XX — beginning XXI century. Besides, the article defines the
determination of stylistic trends and aesthetic problems of modern advertising in socio-cultural area. It pays special atten-
tion to the significant deficiencies of advertising graphics in the context of popular culture: the advantage of stereotype,
primitiveness, vulgarity and the actual lack of national imagery. Nowadays popart, kitsch and eclecticism dominate in
advertising environment. The comparative analysis of forming factors in advertising has discovered that the visual range
does not perform illustrative and decorative functions anymore, but becomes a cumulative visual-verbal model, the lan-
guage of which relies on the methods and means of art in the postmodern period. The research examines the functions
of colour in advertisements as phasing of perception (expressive, physiological, emotional, informative and positive-
aesthetic). Conclusion. The synergetic possibilities of colour in advertisment design are revealed in the process of using
creative technologies and finding original solutions to visualization of advertising ideas. Colour combinations in advertis-
ing should be focused on the target audience and adjusted to the regional ethnic and cultural traditions. Advertising
products for mass market should have the aesthetic level and perform cultural and educational functions.

Keyworlds: visual-verbal model of advertising, colour synergetics, stylistics of advertising graphics (Ad graphics),
postmodernism.

lMpuweHko CeimnaHa BanepiieHa, 0okmop Hayk y eany3i du3aliHy, npogecop kaghedpu du3alHy ma ei3ya-
IbHO-iHGbopMaUujiliHo20 cepedosulya, KOOPAUHamMop 3 MiXXKHapPOOHUX KOMYHikauil IHcmumymy du3alHy ma peknamu Ha-
uioHarnbHoi akademii kepigHuUXx kadpig Kyrnbmypu i Mmucmeums, dneH Cninku du3salHepie YkpaiHu

CuHepreTuKa KONbopy y peKiaMHUX KOMyHiKaLifx nepiogy noctMoaepHy

MeTta po6oTtu. [JocnigkeHHsi Konbopy B peknami ClpsiMOBaHO Ha cucTemMaTu3aliio BidyanbHMX 3acobiB peknamHux
KOMYHIiKaLin i BU3HAYEHHs iXHBbOT (PYHKLiOHANbLHOI Ta CTUNBOBOI Creumdiku y pamkax noctmoaepHiamy. MeTtoponoria gocni-
[PKEHHS I'PYHTYETBCA Ha COLLOKYNbTYPHOMY, aKCiONoriYHOMY Ta KOMMapaTMBHOMY Niaxodax A0 aHanisdy BidyarnbHOi MOBU KO-
NbOpPY Ha NpYKNagi peknamHoi rpadiku. HaykoBa HoBU3Ha. ABTOpKa po3rnsagae pekrnamHy iHayCTpito He 3 NO3ULLii EKOHOMIKH,
MapKETVHIY Y1 MEHEMKMEHTY, a 3 TOYKU 30pY ii XyAOXKHBOrO PiBHS B yMOBaX rnobanbHOI KpyM3y MacoBOro CNOXMBAHHS KiHLA
XX = noyatky XXI cT. Y cTaTTi BU3Ha4eHO OeTEPMiHOBaHICTb CTUNICTUMHNX TEHAEHLIN Ta eCTETUYHMX NPOGeM Cy4acHOi pek-
namMu y COLiOKynbTypHOMY NpoCTopi. AKLEHTOBAHO CYTTEBI HEAOMNIKN peKraMHoi rpadiky B KOHTEKCTI MacoBOI KynbTypu: nepe-
Bary CTEPEOTUMNHOCTI, MPUMITUBHOCTI, ByNbrapHOCTi Ta 0aKTUYHY BiACYTHICTb HaLlioHanbHOT 0O6Pa3HOCTi — HUHI Y peknaMmHOMy
cepenoByiLLi NaHyTb NON-apT, KiTY, eknekTuka. MopiBHANBHWIA aHani3 (hopMOTBOPUMX YMHHUKIB Y peknami BUSIBMB, LUO Bidya-
TNBbHUIA PSif, BUKOHYE BXE HE iMtCTpaTUBHO-0EKOPaTMBHY (DYHKLL, @ CTae CyKyrnHOK BidyarnbHo-BepbansHoW Modenso, MoBa
SIKOi CMMPAETLCA Ha MpUOMK Ta 3acobu mucTeuTBa nepiogy noctmogepHy. Po3rnsHyTo dyHKLji KOnbopy Y pekrnaMHmx 3sep-
HEHHSIX SK NMOETanHICTb CIPUAHATTS (BUpPa3sHy, NcMxodisionoriyHy, eMOoLiiHy, iHhOPMaTUBHY, NO3MTUBHO-eCTETUYHY). BucHO-
BKU. C/HepreTnyHi MOXIMBOCTI KOMbOPY NPY NPOEKTYBaHHI PeKnaMH/X MaTepianiB BUSIBIIAIOTLCS Y BUKOPUCTaHHI KpeaTMBHMX
TEXHOINOTIN | 3HaXOOXKEHHI OpuriHaNbLHNX BUPILLIEHb Bidyanidauiji peknamHux igen. KonipHi noegHaHHA y pekramMi NoBWHHI ByTu
OpiEHTOBaHNMIM Ha LinbOoBY ayavTOpilo 3 ypaxyBaHHSIM perioHanbHUX €THOKYNbTYPHUX Tpaauuin. PeknamHa npoaykuis ans
MaCOBOrO PUHKY MOBUHHA MaTN €CTETUYHWUIA PiBEHDb | BUKOHYBaTW KyNbTYPHO-BUXOBHY (PYHKLIjtO.

Knro4yoBi cnoBa: BizyanbHo-BepbanbHa MoAeNb pekrnaMu, CUHepreTnka Konbopy, CTUMICTUKA peknaMmHoi rpa-
DKM, NOCTMOOEPHI3M.

lMpuweHko CeemnaHa BanepbeeHa, 00Kmop HayK & cghepe dusaliHa, npogheccop kaghedpbl dusaliHa u 8u3y-
anbHo-UHpOpMayUoHHOU cpedbl, KOopAuHamop MexO0yHapOoOHbIX KOMMYyHUKayul MIHcmumyma dusaliHa u pekrnamsbl
HauyuoHanbHol akademuu pykogodsuwux Kadpoe Kynbmypbl U uckyccms, YrieH Coro3a du3alHepos YKpauHbl

CuHepreTyKa LBeTa B peKfaMHbIX KOMMYHMKaLMAX nepuoaa noctmoaepHa

Llenb pa6oThbl. ccnegoBaHue LBeTa B pekname HamnpaeneHo Ha CUCTEMaTM3aumio BU3yarbHbIX CPEACTB peknam-
HbIX KOMMYHWKaLWA 1 onpeaeneHnst X oyHKLUMOHaNbLHOM 1 CTUNEeBOW cneundukn B paMmkax noctmogepHuava. Metogonorus
nccnegoBaHNs OCHOBLIBAETCS Ha COLMOKYMbTYPHOM, akCUONOrMYeckoM U KOMNapaTUBHOM NOAXOA4aX K aHanmay Bu3yarnbHOro
A3blka LBeTa Ha npuMepe peknamHon rpadmkn. HayyHasa HoBU3Ha. ABTOp paccMaTpuBaeT peknamHyo MHOYCTPUIO He C Mo-
3ULIMIA SKOHOMUKW, MapKETUHra UM MEHEI)KMEHTA, a C TOUKM 3peHUst €€ Xy OXKECTBEHHOIO YPOBHSI B YCIOBUSAX 106arnbHOro
Kpuanca notpebneHns koHua XX — Hadana XXI cT. B ctaTtbe onpegeneHbl 4ETEPMUHAHTHOCTb CTUINIMCTUYECKUX TEHAEHUMIA 1
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3CTeTUYECKUX NPOOeM COBPEMEHHON pekiiambl B COLMOKYNbTYPHOM NPOCTPaHCTBE. AKLEHTMPOBaHbI CyLLECTBEHHbIE Hedo-
CTaTKN peKknaMHoun rpadpuky B KOHTEKCTE MaCCOBOW KynbTypbl: MpeobnagaHve CTepeoTUnHOCTU, MPUMUTUBHOCTU, BYSbrapHO-
CTN 1 haKTU4ecKoe OTCYTCTBME HaLMOHaNbHOM 0BPasHOCTM — Ha CEroAHSALLIHWIA AeHb B PEKIIaMHOW cpefe rocrnoAcTBYHOT non-
apT, KuTY, aknekTuka. CpaBHUTENbHbIA aHanma hopmMoobpasytoLmx akTopoB B pekramMe BbiSIBUM, YTO BU3YarnbHbIN psf Bbl-
MOMHSET yXe He WMMIoCTPaTUBHO-AEKOPaTUBHYIO (DYHKLMIO, @ CTAHOBUTCS COBOKYMHOW BU3yaribHO-BepbarbHOM Mogenbio,
A3bIK KOTOPOW ONMPaeTCs Ha Npuembl 1 CPeAcTBa UCKYCCTBa nepuoda noctMoaepHa. PaccMoTpeHbl pyHKumK LBeTa B pe-
KIMaMHbIX 06paLleHnsaX Kak No3TanHoCTb BOCNPUATUS (BblpasutenbHas, Nncuxoguamonornyeckasi, aMoLmoHansHas, nHdopma-
TUBHas, NO3UTUBHO-3CTETUYECKas). BbiBoAbl. CMHepreTuyeckne BO3MOXHOCTM LiBeTa Npu NPOeKTUPOBAHUM PEKMNaMHbIX Ma-
TepuarnoB MPOSABNSIOTCA B UCMOMb30BaHMN KPEaTUBHBIX TEXHOMOMUA U HAXOXOEHUN OPUMMHANBLHBIX PELLEHUA BU3yanusauum
pekrnaMHbIX uaen. LiBetoBble coveTaHns B pekname JOMmkHbI ObiTb OPUEHTMPOBAaHBI Ha LIENEBY0 ayauTOPUIO C YHETOM permo-
HanMbHbIX 3THOKYNbTYPHbIX TPaauLUmMiA. PeknamHas npogyKums ANs MaccoBOro pbiHKa AOSMKHA MMETb SCTETUMECKUIA YPOBEHDb U
BbINOMHATL KyNbTYPHO-BOCNUTATENBHYIO OYHKLMIO.

KniouyeBble cnoBa: Bu3yanbHo-BepbanbHas MoAenb peknaMbl, CUHepreTuka uBeTta, CTUIUCTMKA PeknaMHON
rpadumkm, NOCTMOAEPHNU3M.

The Actuality of the Research. Genesis of Advertising graphics as the form of socio-cultural com-
munication is determinanted by the following factors:

1) pragmatic, depending on the existing inventory of economic relations, development of media and
specific commercial objectives;

2) cultural, depending on the socio-cultural realities of society forms and psychological aspects of na-
tional mental groups [27].

And the third factor — aesthetic, depending on the ideological platforms and historical processes of
development, affecting the transformation of social structures, spiritual and material culture, and on the for-
mation of artistic styles [23, 874]. Many scientists, mostly linguists, studied the Colour without the synergy of
form in the Advertising graphics [1; 3; 5; 7; 10; 13; 16; 18; 25-26].

The goal of the research of cultural-aesthetic component of Advertising is 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 XXIth century great changes
happened in conception of Design and Advertising because of the processes of Globalization and simultaneous
ethno cultural identification, hyper consumerism and parallel lowering of general cultural level of society.

The Purpose of the Research is to systematize the visual means of advertising communication and
to define their functional and stylistic specificity within Post-modernism. The artistic and aesthetic aspects of
Advertising have not been researched enough yet. The humanities and art scientists do not disclose the
influence of art on the ad graphics and formation of its stylistics. Their isolated scientific works describe the
character but do not give any idea about the mechanism of visual aids development. That’'s why, in the
process of complex research we have outlined the following methodological approaches: socio-cultural,
axiological and comparative.

The main text exposition. In spite of its main commercial function, Advertising is recognized as
cultural phenomenon due to visual aids of advertising communication that become logical reflection of socio-
cultural state of society in definite periods. Unfortunately, in most cases modern means of ad information do
not contribute to forming the 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» [6].

On the basis of analysis of modern adverts we can clearly separate two main tendencies of
visualization: first — ideological orientation of middle class consumers to «life in luxury style», second —
orientation towards a mass consumer, catching attention, exclusive brightness and diversity of colours in
advertisements [19]. Consumerism became an ideology of Post-modernism; mass media popularize
hedonistic way of life and consuming type of personality.

Referring to the works of Ukrainian-Polish scientist R.Sapenko, who considers communicative,
semiotic and cultural-aesthetic aspects of advertising and defines that «....the bar and core of ad appeal is
axiological complex, with the help of which advertising can touch individual values and aspirations of
consumers. This complex becomes a basis for other elements of ad world» [24, 255]. It is necessary to add
that modern advertising forms definite trends of a life style, social behaviour, principles of consumption and
moral norms. Now, everything has got all mixed up: ideals, values, cultural samples, heroes of different
epochs and cultures, inheriting, borrowing, reproducing.

The visual aids of advertising changed greatly — modern appearance of advertising appeals differs
much from the advertising of XIX century by graphic means and methods of psychological influence on
consumer [2; 9; 12; 17]. Having generalized and classified the practical Ad materials of XVIIl — XXI centuries
we can conclude that advertising and, later a design borrowed a lot from the style features of world fine and
applied arts. Advertising evolved from illustrative support of commercial information to appearance of new
styles (or pseudo-styles) within the mass culture of the 2-nd part of XX — the beginning of XXI century. In this
context some fundamental drawbacks in advertising graphics were revealed: prevalence of stereotypes,
primitivism, vulgarity and the absence of national imagery of many countries; pop-art, kitch and eclectics.
Although the main task of Advertising is to attract attention of potential clients to one of many similar
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products and create its positive image for long term memorizing, means of visualization mostly have low
aesthetic level. Considerable commercialisation had the impact on the state and character of mass culture.
As a result of huge economic and state-building difficulties at the end of the 1980-90-s of the last century
Ukraine has lost control over the production of own mass cultural product and its spreading, giving it to
foreign, especially American and Russian producers. Nevertheless, advertising products for mass consum-
ers must have certain aesthetic level and accomplish some cultural and educational function.

Also, it is necessary to remind a little known fact that one of the most famous Russian art critic
V.Glazychev considered decadence of mass culture in 1970-s in his work «Problems of mass culture». Analysing
tendencies of occidental conceptions of mass culture he underlined ideologism of their constructions, which have
clear and straight orientation to consumerism, definite universal values of «members of united Club of
consumers»: «... comprehensiveness of mass culture gives its characteristics absolute dominant, forcing out and
suppressing elite-cultural ideal of creative personality, changing it into ideal homo-consumens» [11].

A.Dyane quotes the famous sociologist E.Moran, who considered that basic influence of Advertising
is that «... it converts Product into drug analogue, as if injects stupefy due to which purchasing of the product
immediately gives the feeling of facilitation to consumer, bordering to euphoria, and, enslaves him for a long
time. If Ad announcement is optimal by sense and form, it should raise as delight as anxiety simultaneously,
create anguish presentiment pleasure and desire to get it in any way» [8, 5-6].

Bulgarian researcher A.Petrova also considers the problem of prestige in behaviour of a consumer
as a support of identification of personality in social hierarchy. Fashion becomes social norm of consumption.
Orientation of a person to a group of luxury products is given as wish to make the quality of life better.
Purposefully, a «global» consumer with universal standards is formed in modern society [20].

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. But culturological, outlooking and moral-psychological parts are also of great
importance. Especially the above mentioned parts of Ad process make a basis of «platform» of visualization
of an ad idea. Nowadays, orientation of production to regional groups of consumers and significant change
of market policy have caused the cardinal change in tasks and character of advertising: socio-psychological,
cultural and aesthetical indices become very actual. Definition of imagery as a specific means of creating
image from the point of view of a definite aesthetic ideal is a key to understanding the process of projecting
of a mythological image in Advertising design. Many consumers do not need advertised goods but their
images, symbols of prestige and a possibility in this way to follow a definite style of life. Model of behaviour
due to social fashion and outcome style of life is a reflection of a definite outlook, system of values and a
hierarchy of inner aims formed in their mind.

The visual-verbal code of Advertising communications remains unsufficiently studied. Advertising
becomes a sign that sells not a product itself but its symbolic reflection. G.Bodriar criticized modern society
that becomes a society of consumerism where everything is materialized in signs and goods. He separated
two types of consumering: first satisfies the needs of a person, another is a sign consumption that become
as specific code, language of a social conversation, demonstrative and long-lasting on a large scale. Bodriar
thinks that arrogance has its own basis as a type of mass culture: art forms are not created now, they only
vary and repeat each other. Weakness of the process of creating new forms is an art ruin symptom.
Philosopher comes to the conclusion that modern art is in the state of standstill: already known forms are
varied and their combinations are long lasting. Purchasing products or services person reacts not on their
differences but on their sign essence differences [4].

Scientific originality. The study is to show the possible synergistic solutions in Advertising
communications — that is finding associative points in the arsenal of artistic images and using the creative
technologies (such as hyperbole, metaphor, allegory, association and metonymy) by which complex influence of
many factors involved gives much greater overall effect than the sum of each of them. In this context, the new
understanding of colour and the using of the term «Colour Synergetics» are well reasonable. As alternative to
Globalization processes with their aspiration to standardization and assimilation of cultural peculiarities; processes
of self-identification of nations are actualized in design and advertising. One of the directions of design research is
examining the influence of ethno-art and, especially coloristic traditions of the modern project culture. Balance of
national and international in Design activity and in Advertising communications is actual and controversial issue.
Target audience research from the point of view of mentality has very big prognosis force in advertising, because
psycho-emotion peculiarities are already stable indices, spread to the large amount of population. Every country
has its own cultural traditions, lack of respect ruins the company’s advertising strategy.

During the XXth century definitions of international sense of Design dominated in society, so the
most interesting design form-creating inventions in the era of industrial production were international. But
now, when manufacturers orient on small output products, it becomes possible to deliminate the national
stylistics. Unfortunately, design projects at the end of the XXth century — beginning of the XXIst century
contained mechanistic borrowings of rural art motives, which were put on the non-national objects of printed
and outdoor advertising, packages and souvenirs.

The negative phenomenon of pseudo-nationalization was formed and consolidated at that time (E.g.
pseudo-Ukrainian, pseudo-Russian, pseudo-Japanese, pseudo-Eastern styles). Though, the ethno motives
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in advertising graphics should not simply «decorate» advertising products. They should help to look for new
national forms of Ads and to save regional cultural values in modern life, because the accelerated
globalization pace is bringing the world to the blurring of borders.

In conditions of socio-cultural dynamics we can observe some «washing out» of stylistic trends or,
even their absence that is generally defined by the term «Post-modernism» as presence of typical eclectics
in post industrial society and variety of artistic research in the second part of the XXth century — beginning of
the XXlst century. From the point of view of G.Leotard Post-modernism is not a new epoch, but modernism
in the stage of the next renovation [15].

It should be pointed out that boarders of art and arrogance are washed out now more then ever, so
the most problematic question is on stylistic features, aesthetic parameters, criteria of modern art and
advertising products assessment. Post-modernism has its own typological features: use of any ready forms
starting from the artistics to utility ones, development of photography and computer special effects,
deliberate violation of commensurable quantities of visual elements, borrowing the ideas from other types of
art, remake, interpretation, combination, fragmentation, epatage, installation, collageness and circulation [21-
22]. Now the frames of Post-modernism are widen. New stylistic trends in architecture, art, design and
advertising are being formed with the help of deliberate synthetic approach in the use of variable elements.
The irony is being used more and more and the old forms get a new context, the sense of harmony becomes
more complicated, the variety of genres increases, old artistic traditions are reinterpreted, coexistence of
different cultures and dialogue of cultures are acceptable.

Advertising products of the Postmodern period are created with the help of stylistic principles of Post-
modernism. But, it's very difficult to attract a modern consumer by a simple product picture, so it is necessary
to use creative approaches, to give an additional aesthetic pleasure to consumers and make them do a
definite «decoding» of an advertising appeal. From the point of view of famous Bulgarian advertiser
H.Kaftangiev sense of postmodernist approaches, which are used also in the theory of communications, is in
that «there is no good and bad communications, sign systems, codes and others — their value is defined
exclusively by concrete communicative situation» [14, 8].

Conclusions. Researching the visual language of Colour in Advertising communications in wide
context and paying a special attention to artistic-aesthetic problems we come to the conclusion that the Ad-
vertising is experiencing positive and negative impacts of the social and cultural transformations. The use of
visual means in Advertising graphics must be stipulated by orientation to the target audience taking into
consideration definite aesthetic ideals, national colouristics and ethno-cultural traditions. Colour images as
products of creativity in Advertising have the social meaning only in systemic understanding of cultural
processes. So, visual-verbal content of advertisements should be in the unity of emotional and rational
components and in certain cultural and communicative contexts and associative relations.
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