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DIGITAL TECHNOLOGIES IN MEDIA
DESIGN

The main aspects of media content development and media design concept are
considered in the article, the development of the concept of media design, analyzes the
main modern tendencies of information visualization, investigates the influence of the
media on all processes of public life, obtained the synergetics of information and digital
society formed the direction of "mediadesign". Analyzing the development of media design
and how it is presented in a particular industry are promising scientific and practical areas
worldwide. It is necessary to adapt the latest technologies to the present.
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Daiteuwenco /1. LHlugpposvie mexnonozuu 6 meouaousaune. Paccmompenwr 2naes-
Hble acnekmul pa3pabomKu MeOUaKOHMeEeHma U KOHYEnyuu mMeouaou3aund, npoaHaiusi-
POBAHBI OCHOBHLIE COBPEMEHHbIe MEeHOeHyuu eusyanuzayuu ungopmayuu. Hccredosarnvl
BAUAHUE MEOUA HA BCe NPOUECCHL 0OUECMBEHHOL HCUSHU, CUHEP2EINUKA UHDOPMAYUOHHO20
u yupposozo obwecmea, HanpasieHue MeOuadu3aind, e2o nPedCmaeieHusl 6 KOHKDEMHOU
ompacau, adanmayusi K HO8eUWUM MeXHOL02USIM COBPEMEHHOCTIU.

Kniouegvle cnosa: MEIUaKOHTEHT, MEIMAIU3AMH, TPEH I, KOMMYHHUKAIHS, peKiama.

Background. Today, in a context of intense competition, special atten-
tion is to the context of media history, the theory and practice of media cul-
ture, media philosophy, media policy, media management and media peda-
gogy, not taking into account the needs of various social groups, as well as
the use of digital trends in the communication procotory. The main task
of mediology is to ensure the healthy lifestyle of humankind in the system of
global social communications, which can be solved with the help of not only
theoretical knowledge of the media system management (as defined in the
article), but also by using the application of the various types of media functio-
ning principles, such as: marketing analysis of the environment (for which) the
media work, segmentation of its (media) target audience, identifying the needs of
the product or service users (generating media content) and visual presentation.

Analysis of recent research and publications. Confirmation of the
medialogy development and media design is found in the work of many scho-
lars: V. Vartanova, O. Vasilieva, O. Gonsharuk, V. Ovsharek, S. Pryshchenko,
V. Shevchenko, S. Chyrchyk, D. Richards, D. Crockett, S. Janicke [1-10]
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however, even today the topic is quite relevant, media design is considered
as a modern science, draws attention to the transformations that take place
today in communication theories, the number and variety of alternative media
in all forms. In general, it is necessary to focus on the issues of the media de-
sign formation and development, which requires further complex inter-
disciplinary research.

The aim of our research: consider the development of the concept of
media design, conduct a review of the main modern trends in the visua-
lization of information, analyze the impact of the media on all processes of
social life through the synergy of the information and digital society, focus
on the direction of "media design", visual interdisciplinary research.

Materials and methods. Research findings have served as global
trends in the development of media design in the world. The paper used
general scientific and special methods of observation, methods of generali-
zation, comparative analysis, structural analysis and systematization, system
analysis and visualization of information in the media space.

Results. Tense competition, latest technological advancement, globa-
lization, observed today make visual communication an important part of
the mass media system. The second half of the 20" century was charac-
terized by a trend of journalists’ visualization, which resulted in greater
number of studies devoted to the visual media. More attention is paid to the
concept of media design, the trends of modern information visualization.

On the one hand, the works suggest the use of mass media to interact
in small groups and communities; on the other hand, researcher R. Rice [11]
focuses on new mass media that require a radical review of communication
research, the implementation of intellectual and transformational changes.

V. Shevchenko [6] and many researchers focus on the interactive
environment, which is today a niche for communication researchers.

L. Vasilik [12] states that the media industry is changing rapidly today,
the media face the development and combination of various formats. Accor-
ding to the author, these changes will set new scientific issues for the resear-
chers, related to the development of a new or refinement of traditional
terminology tools.

D. Richards focuses on individuality and uniqueness through the use
and combination of essays with computer technology and the ability to create
better content in media space [§].

Media design is the artistic and technical design and presentation of
information, taking into account the ergonomics of working with informa-
tion sources and services, the functionality of presentation of information,
the aesthetics of the visual forms of its presentation and the psychological
criteria of perception by its audience.

Now the tendency is getting stronger, the visual information is
penetrating into the communication environment of different mass media.
The visualization has been used by all mass media, except for the radio
(including the press, the videos, the television, the cinema, the computer and
mobile communication) figure 1 [13].
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Visual communication

plays a large role and repla-
ces text communication. Con-
sodiar Tl A sumer audience does not per-

. MARKETING ceive an avalanche of informa-
tion without visual perception;

respondents try to evaluate
everything that is happening
without studying the read
texts deeply, most often just
looking at pictures [14].

The visual channels of information are now being brought to the first
position among all the information channels. The modern media environ-
ment is within the period of re-orientation and change of values, re-for-
matting the information and data transmission channels, the search for new
effective methods of influence on the audience, so the media is charac-
terized by active use of illustrations and illustrative material, the use of va-
rious technologies of information visualization. Data visualization is a method
of processing and demonstration of great massifs of information, which makes
it an effective way of communication [6]. The most popular social networks
that use media content. Recent studies suggest that digital values are effect-
tive and that information is represented. Quantitative characteristics, visua-
lization of content through digital data, make it possible to present informa-
tive longrides in the media with greater factual accuracy and reliability [8].

When visualizing data, it is necessary to maintain a balance, equally dis-
tribute information between numbers and text. The main means of presenting
information can also include: the calculation of the ratio, comparison, visual repre-
sentation, explanation. Emphasis is placed on the importance of the emotional
component and the perception of information through the visualization of
numbers. Digital information can also be presented through the game principle
in modern journalism. The game can be built on the representation of units of
measure, exaggeration of values, irony and color picture figure 2 [15].

Figure 1. Visual size comparison [13]
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Figure 2. Exemple of visualization of the frequency of using social
networks in Italy [15]
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The visual content of information in social media used to be presented
mostly by photos and pictures, but now the user is focused on creating extra-
ordinary and creative way of presentation. It makes the work of SMM easier
and accelerates the spread of unusual by from information visual filling-ins.
actual use of brand hash tags, font creativity and color brightness, the delivery
of media content through various graphic elements enhances visual perception
and clarity; an opportunity to make a comment using animated pictures [20].

"Today, consumers are looking for more positive, optimistic and ins-
pirational content in social networks, because the world, especially the digi-
tal sphere, can sometimes be very controversial," — shared Sarah Traverso,
director of the Coca-Cola group.

Current trends in media design are that there is a constant update of
the content of news feeds on social networks, a constant provision of more
comprehensive linguistic and visual presentation of information to consu-
mer audiences, whose number is constantly growing across different social
platforms. All images are graphic and are presented in brand colors of the
brand. "We took a step back, looked at the content on our platforms and
realized that while we are proud of this work, it does not make sense that the
content has one holistic view," — says Kung-Shakleman [16] (figure 3).

Adding target buttons for EERAPIDEEz
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Creation of brand photos automotive brand networks in Facebook [17]
and video collages. Unusual con-
tent will make a great SMM effect. For making you content different from
the common one, different methods, combined approaches and styles are
used to create the content. You may focus on experiment as a key to the
success in social media promotion, which is one of the main internet
marketing tools alongside the web-site promotion and context ads.

Now the most popular tools are infographics, interactive maps and
submitting information in blocks. National Geographic journal, The Times
Roman newspaper use infographics frequently since the visualized infor-
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mation is easy to perceive. As an example, the maps of the US states and
their "ecological imprints", Quarterly Real Estate Graphic. Such maps are
easy to create using Infogr.am figure 4 [18].
Create media books and lan-
MAUREEN ding pages to Visuqlizg content. As
MOR AN @ 3 WA an example, Uberflip is today crea-
ting a platform that delivers a call to
action in the social media space.
You can control the flow of content
through the platform and receive
comments, feedback. Medicontent is
o, — ™ the most effective way to maintain
e meani.ngful relationships, exchange
experiences, to succeed and to reach
your full potential. Uberflip is a con-
tent experience platform that brings
together all your content, all informa-
tion (blog articles, ebooks, videos, white wallpapers, and more), or the pur-
pose of creating, managing, optimizing every stage of the consumer journey.
Media design helps you to understand and remember information. Visuals are
much better perceived than text, digital or spreadsheets. Such important infor-
mation is lost in the flow of large volumes of text. By visualizing, you can
show the user what is often lost. Media designers and content producers can
make effective use of a person’s natural feature to deliver a wealth of data.
Well-elaborated visualizations, especially personalized ones, render
information in the best way. It is caused by the fact that a user reacts to the
design in the same way as to the content of the visualization. If its general
design or some elements appeal to the user’s experience, special features,
concerns, etc. the user’s reaction to them and their visual impact are stronger.
His / her memory is going to keep them figure 5 [5].
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Figure 4. Quarterly Real Estate
Graphic, Designer: Josh Wise [18]
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Figure 5. Visualization of data [18] is as follows: to ignore ten-

dencies and express emotions.

Contrasting prints and ornaments, a powerful mixture of different
styles and epochs, rejecting minimalism, brought by Scandinavians and
dominating during the recent years. Consumers would like to express
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themselves, and maximalism style (sometimes on the edge of kitsch) allows
them to do it. "The consumers do not want to be told stories (they tell stories
themselves), they want to empathize and experience something new. As
soon as the pace of life has accelerated, one can trace how the notions
of good and bad taste, high and low brands, liberation of imagination and
abstract representation are all being mixed" [19].

In this way, the content visualization is of great importance today for
perceiving and communicating information, which makes it possible to re-
present a text as new, modern and up-dated, with a designer’s interpretation,
adequate perception, making it a main instrument in a struggle for con-
sumers in the fast changing medium of the Internet. Thanks to the successful
visualization, you can quickly attract the target audience and influence the
speed of making a decision on the purchase, as well as increase loyalty to
the brand as a whole.

Conclusion. A presentation of understanding of the media design is
presented, a survey of the main current trends of visualization of informa-
tion, a flow of mass media on all processes of suspension of life is analyzed
the synergy of information and digital society, the direction of "media
design", and the visual interdisciplinary research is presented.
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QDaiiginenko /1. Lugpposi mexnonocii y mediaousaiini.

Ilocmanoeéka npobnemu. B ymosax HacuueHoi KOHKYpeHYii ocobausy yeazy npu-
eepmaioms media, meopisi ma npaxkmura Mediakyibmypu, UKOPUCIANHS YUDPOBUX meH-
Oenyitl y KomyHikayitunomy npocmopi. OCHOSHUI akyewm 3poOieHO Ha 3a0e3nedenHi
300p08020 CROCOOY JHcUMMms TOOCMEA 8 CUCMEMI 2100ATbHUX COYIaNbHUX KOMYHIKaYill, siKe
Modice Oymu 8UpiueHo 3a 00NOMO2010 He Juule HAYKOGUX MeOopiti YAPAGIIHHI CUCIEMOIO
3MI, a i 3a605KU BUKOPUCIMAHHIO NPUKIAOHUX 3ACA0 YYHKYIOHYBAHHS DI3HUX munie medid
ma 8i3yanvbHoi nooaul.
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AHnaniz ocmanuix 0ocnioxycens i nyoiKayilii noxazas, wo NONpuU HAAEHICMb OKpe-
MUX HAYKOBUX OOPOOOK, ICHYE HeOOXIOHICMb NOOANbUIOZO BUBYEHHS NOHAMMA Mediadu-
3ainy ma popmyeants 0dicepenvhoi bazu, wjo GidobpPaANCYE CUCMeMAMU3AYII0 YbO2O 3HANHSL.
3 ypaxysanuam cmpimko2o naugy macmeodia Ha 8ci npoyecu CyCnilbHO20 HCUMMSI € Heoo-
XIOHICMb A0ANMYBAHHS HOBIMHIX MEXHOA02IU 00 Cb0200CHHSL.

Mema cmammi — pozensHymu ROHAMMs Mediaou3ainy, nposecmi 02150 OCHOGHUX
CyHacHux meHOeHyill sizyanizayii iHgpopmayii, npoananizyeamu enus 3acodie Macoeoi iH@op-
Mayii Ha 6ci npoyecu CYCRIIbHO20 JiCUMMS uYepe3 Cunepeiio ingopmayii ma yugposozo
CyCnibemea, OpicHmayiio Ha Hanpsm "mediaou3atin", Gi3yanbH MIHCOUCYUNTITHAPHE OOCTIONCEHHS.

Mamepianu ma memoou. Y pobomi UKOPUCMAHO 3a2ATbHOHAYKOGL MA CNeyidIbHI
MemoOu CHOCMEPeNHCeHH s Y3a2albHeHHsl, NOPIGHAIbHUL AHAI3, CIPYKIMYPHULL AHALI3, CUC-
meMHUll ananiz ma izyanizayis ingpopmayii y medianpocmopi.

Pezynomamu 0ocniodxcenna. Cyuacuuil cman meliadu3auHy HPOAHANI308aHO Hd
OCHOGI Gimyu3HANHOI ma c8imoeoi inghopmayii, oensidy OCHOGHUX mMeHOeHyil eizyanizayii
iH(hopmayii, ananizy eniugy macmeoia HA 6CL NPoyecu CYCRIIbHO20 JICUMMSL, GUKOPUC-
MAHHs NPUTIOMi6 ma IHQoepaghiku npu cCMeopenHi Mediadu3atity.

Bucnosku. I[lpeocmasneno po3sumox nousmms mediaousaimy, npoeedeHo 02710
OCHOBHUX CYYACHUX MPeHdis sizyanizayii inghopmayii, npoananizoeano eniue macmeoia Ha
6CI npoyecu CyCniibHO20 JICUMMs, OMPUMAHO CUHEP2I IHPOpMayitino-yugdposoeo cyc-
ninbcmea, copmosano Hanpsam "mediaduzaun”, nPeOCMasneno 8i3yaNbHO MINCOUCYINTI-
HAapHi 00CNi0NHCEHHSL.

Knwuyoei cioea: MeniakOHTEHT, MeJiain3aifH, TPEHI, KOMYHIKaIlis, peKiiama.
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