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VISUALIZATION OF COMMUNICATIVE PRACTICE AS A 

DOMINANT OF SOCIAL COMMUNICATIONS OF THE FIRST 

DECADE XXI ST. 

 

In modern environment, oversaturated information, logos as a basis for dialogue 

and social communication gives his dominance to visual images. In many respects it 

attributed to the fact that Logos has many meanings, it requires from recipients some 

time to interpret and select the appropriate connotations. Therefore logos comes to the 

mind of man and resonates within its system of internal images longer and less 

effectively compared with non-verbal visual messages. 

Informative exchange rapidly is filled with visual images. The tendency 

visualization, which began to gain intensity in the XX century, today achieved its peak 

condition. One of the evidence of this is scientific interest in phenomenon of 

visualization, his analyze and forecast. Indeed, unbeknownst for most recipients, the 

exchange of information with visual images became dominant. Results of the learning 

process are fixed visual factual material. In the communicative practice to facilitate 

understanding between the parties and achieving positive results visual graphic 

information prevails. It is clear that the importance of an accelerated rate spread 

visualization of social communication have modern technical equipment and 

technological methods - Digital photo and video devices, numerous software (graphical 

or video) for processing visual data, mobile technology qualitative and rapid exchange 

of visual information, internet. 

The issue visual is located in plane of interdisciplinary research. Combining the 

results of studies from different scientific fields, close to the specified subjects 

(sociology, psychology, semiotics, management, design, computer science), reveals 

multidimensional of trend of visualization and the ambiguity of its consequences. 

Therefore, we consider important to synthesize the findings in this article some 

independent research. 



The aim of this article - to determine the characteristics and prospects intense 

visualization of communicative practices. To achieve the goal we have identified the 

following objectives:  

 To explore the essence of the process of visualization of information; 

 To Identify features of sign foundations of visual communication; 

 To determine the ratio of direct of identity and connotations of visual 

information objects as reprezentatos of reality; 

 To predict the prospects of certain aspects of social behavior in visual 

communication environment. 

In our study, we relied on the work of contemporary scholars in various fields such 

as Zh.L.Nansi (philosophy) O.Petrovska (cultural studies, art history), M.Nazarov 

(sociology of mass communication) M.Papantymu, S.Zelynskyy (social psychology). 

Thorough is the research by russian scientist A. Zhyharova "Visualizing social space of 

contemporary society", which is dedicated to creating social and philosophical concept 

of visualization. In author's opinion, the most promising for the study of the properties 

of visualization are philosophical theories of N.Hudmen (symbolic theory), E. Guy 

Debord (the theory of social play (or representations)) and V.Benyamin (theory 

mechanization of art). [2] 

Everyday observation and analysis of social communication gives grounds to 

consider that in modern social communication visual culture is dominated. It can be 

interpreted as a combination of skills of perception, interpretation and evaluation of 

image visual artifacts and information messages. Modern communication carried out in 

a visual environment that consists of graphic production static and dynamic nature 

(film, television broadcast, advertising, photographic and fine art, etc.). The main 

feature of visually oriented environment is the dominance images and their 

backgrounds, which are aimed at representation of the material world by graphic means. 

N.Nazarov notes that "visual perception of the surrounding world covering a 

variety of classes of objects - the phenomena of the physical world and the objects 

created by man" [4, p.17]. Synthesizing theoretical research in various scientific fields, 

A. Zhyharova finds among the causes of social space visualization development of 



symbolic human perception (E. Kassirer); transformation in art, caused by the 

possibility of mass production reproductions (V. Benyamyn); change the visual distance 

between the viewer and the object perception (M. Yampolsky, M. McLuhan); empower 

the imagination of creative people (artists, photographers, filmmakers, web designers, 

who are the kind of medium-imaging agents) (Charles Baudelaire); search over lost 

simulacra of reality (S. Zizek); continuous development of new audio-visual inventions 

that complement and improve each other: photography, film, television, video, and so 

on. (S. Krakauer) [2]. In addition, visual forms and images have greater information 

potential than the verbal-logical forms, because "... carry a complete and at the same 

time various information" in minimized form "reflecting generic - in a single, typical – 

in the unique" [1]. 

Visually perceived easier and faster causing feedback effects at recipient. Thanks 

to this the idea visualization of the information has been spreading in the area of applied 

research and communication practices. For example, deserves attention promotion 

technique of "visual thinking" that reveals such authors as H.Alder, D.Roem. Their 

theoretical evidence and practical recommendations aimed at solving problems of social 

communication (in management, business negotiation, public speaking) through 

implementation of key ideas and concepts in images of simple drawing, to which 

anyone can. Technique visual thinking helps structuring information in the form of 

drawings or diagrams. This helps the communicator to present their own idea and bring 

it to the recipient. The same goal lies at the heart infographic. This is the area of graphic 

design that became relevance in recent years. Infographic - a visual representation of 

various statistics, charts, graphs, which are based on not elementary geometric shapes, 

but the emotional pictures, posters, very interesting and attractive in color, images, 

composition. 

Perception of visual images during social communication has a high level at 

material and virtual spaces. The results of monitoring of Ukrainian society on topics, 

indirectly related to visualization, confirming active involvement of people to use visual 

information. For example, 43.6% of respondents, while working on the Internet are 

looking for information on interests (sports, cooking, cars, painting, etc.) to specialized 



sites. Since all of commercial and related sites should be attractive and easy to 

understand, they are full of pictures, videos - that is, what makes the system of visual 

images. In the list activities that people engaged in their spare time and homework at 

least once within seven days, 86.6% of respondents chose "watching TV" and 10% 

"watching movies and videos on a VCR (or the Internet)" [7, c.563]. It is clear to see 

that broadcasting - the perception of visual information. Noteworthy, that almost one 

third of the population perceive the information from the media (TV-time, newspapers) 

as objective coverage situations (29% of respondents trust most broadcasting, 1.7% trust 

completely) [7, s.511]. According R.Shulha, "a picture, that appears on the TV-screen, 

in some way legitimizes depicted as socially meaningful and thus created the basis for 

value orientation" [7, s.354]. 

An important aspect of research of the visual system of social communication is 

the symbolic meaning of it. Semiotic analysis is important at the sense, that any object 

of visual communication - a kind of maxi Sign of society. In other words, it is a portrait 

of a certain socio-cultural state, in which human community is at the moment. Not a 

"documentary portrait", but shaped, synthesized, created as a kind of composition. Quite 

often a set of visual images provides a figurative meaning of what is portrayed, and 

performs a variety of metaphorical functions. Thereby it creates another reality. 

Apriority, it is a derivative from the surrounding object world, but more complex and 

ambiguous. Analyzing the mass media as the most powerful sources of visual images, 

and M.Nazarova M.Papantymu based on the fact that the media influence on the 

representation of the modern world, or fragments thereof, and the visuals are the result 

of design and interpretations of reality, which is carried out of media because of its 

nature [4, p.18]. The system of visual signs have a certain internal structure - syntax. 

Syntactic design of objects of visual communication combines classic and innovative 

creative visual techniques. 

Sign is a physical object with a specific value and consists of two components - 

that meant and what that means. These two components-characteristics are interrelated 

and indivisible. That meant, refers to some mental structures through which this sign 

means something and members of a culture to understand it properly. What that means 



is, as a rule, material carrier - acoustic or visual image [4, p.37]. It is important that the 

sign does not to be starts a sign until the recipient did not interpret it as a sign that it 

means something. This statement can be extrapolated to the image which is outside the 

carrier-sign. The image starts his own, so to say, life after it is interpreted as the image 

and it will work as emergent properties of the system. 

Images iconic signs have the least intensity. Their defining feature is the maximum 

similarity between what is meant and what it means. These signs fills the social 

communication in traditional societies. For example, the services rendered by 

specialists-artisans, have had designation as unambiguous appropriate simplified signs: 

making bread - featuring loaves of bread or bagels, repair boots - boot image. If you are 

not limited to visual practices, iconic signs are simulated voices of birds and animals 

used by hunters. Or ritual dances when people dress up at animal costumes and perform 

those movements. Of course, the full or maximum identity between these two 

components - that meant and what it means - to achieve the impossible. However, 

humanity in persons of inventors and scientists looked for ways to achieve full 

reproduction. Today, voices and speeches are written technical devices, visual 

represented by photo or video. During the twentieth century photo shooting acquired its 

perfection in the maximum reproduction object-referent. Taking photos as works of 

scientific thought and engineering excellence devoted many scientific papers and 

popular articles. Without going into this phase of the study to the structure and 

classification of photographs, say that one of the closest to the definition of iconic sign 

is a documentary photo. In signs of this type to the forefront the fact of similarity and 

characterized by signs such representative property as originality. Without going into a 

thorough analysis of the positions of R.Bart as semeiologist about photos, we present 

his opinion that "photography is a message without a code, or unencoded at its core 

message" [Op. 6, p.176]. Despite the fact that photo has a number of connotations, by 

other words additional values and meanings, it stays in essence print without coding. 

R.Bart finds that photo is perfect analog of reality, he attributes it to type of iconic 

signs. Iconic signs are characterized by unequivocal means of recognition: during direct 

visual contact is perceived essence without additional intellectual effort and without 



recourse to all socio-cultural context. Again emphasize that this concerns mainly the 

documentary photo that is the memory of society thanks to such features [5]. More 

advanced variant is the video shooting that can recreate referent for some time, in 

various angles and in motion. Although, of course, such statements may be disputed, at 

least in that video and photo fix any one expression of the real situation (or object) that 

actually have multiple and varied at a time. So, anyway, iconic signs forming the image, 

although very weak in terms of awakening reactions recipient as affective state. 

The intensity of image and, consequently, the breadth of communication increases 

when the sign approaching of the second type - the sign-index. Sign-index related with 

that it means another type of connection. This connection is not established relation of 

identity and analogies, and not in association with the properties of general nature. Here 

is another mechanism works - on the one hand, the dynamic connection with the object 

of the sign on the other - with recipient’s sensuality and memory. A significant share of 

this mechanism lies in factor of internal causation, when the presence of what is meant 

due by some reason, perceived recipient unambiguously [4, p.41]. Sign-index represents 

a direct essential connection with its referent. It is important that the causal relationship 

between the object and its sign-index is not only in the physical plane, but also in social 

and cultural planes. In other words, it consists in everyday typologies, expectations and 

even stereotypes that prevail among this social group. For example, a march by 

Mendelssohn - this index of wedding, black female bandage on her head - a sign of the 

loss of someone close, fireworks - a sign of the end of the celebration, glasses - the 

index of poor vision due to natural or defects of hard work with the information 

(reading). Typical examples are architectural or artistic works in relation to the 

geographical location or artistic style: Eiffel Tower – sign-index of Paris, painting 

"Mona Lisa" - an index of the Louvre, paintings S.Dali – the sign of surrealism style, 5 

stars for hotels - high subservient. However, again, the uniqueness of such 

communications and, consequently, associations, based only on cultural context. 

However, again, the uniqueness of this communication and, accordingly, association 

only occurs in a specific cultural context.  



An important factor in the successful perception of signs and codes - the presence 

in recipient knowledge base, while mastering of which he had formed causal 

relationships and associations. The structure of the perception signs-indexes by 

recipients has several levels. The lower level based on knowledge of causal connections 

reality’s objects that are in physical functioning material objects. Whistling kettle - a 

sign of boiling water, smoke - a sign of fire. This level of experience recipients obtained 

during the needs of the first two levels in Maslow pyramid. The next level is dependent 

on the breadth of experience of everyday social interactions, as well as moving in space. 

The uniqueness of the perception of signs and codes provided a high level of 

organization of the educational process in the community (primary socialization) and / 

or strong ideology. 

The highest intensity of of influence on the recipient inherent in the images that 

appear in the perception of signs-symbols. Dependence of correct decoding of signs and 

symbols from social and cultural environment is in the same high extent. Suppose that 

this is due to the lack of connection between what is meant and what is meant. But it is 

only at first glance. Anyway, the link is not in appearance similarity and not in 

causality. Major role in the significance of characters played by semantic agreements, 

adopted in the social group or society as a whole in relation to objects, processes and 

phenomena. Designing of reactions to the perception of signs-symbols is primarily in 

the study and correct use of recipients everyday logic and semantic arrangements in 

their communicative environment. Associative set of signs-symbols is very broad and 

covers many areas of human life: professional activities, recreation, relationship, travel, 

exterior, political events, arts, sports, sensory areas, and more. As a result, many groups 

of neurons activated in the recipient at the same time, ensuring saturation affect. Growth 

intensity images directly proportional increase their conventionality. 

Semiotics and semiotic analysis of verbal and visual texts focus exclusively on the 

object-representator itself, its semantic structure of the smaller items, which include the 

word (s) of sounds, gestures, intonation. Signs and relations between them are some of 

the key concepts of semiotic analysis. Therefore, semiotics is the tool identify factual 

message structure, which is one of the versions of the representation of reality. 



However, the social institutions that provide impersonal communication in society, and 

social groups of recipients with their peculiarities of perception and reaction to 

information left outside attention of semiotics. It is believed that this aspect of is 

compensated by sociology of knowledge as modern trends in science. It explores the 

socio-cultural reasons for the formation one or another information, theories,  

knowledges. 

A set of visual messages woven into a single system of signs that form informative 

field.  According N.Nazarov, "daily practice full visual message which provide not only 

a link between reality and recipient, but between visual objects as such" [4, p.17]. 

Indeed, we are surrounded, so to speak, by "hypertext" space, where, at first glance, 

independent visual messages in fact are the components of the original network of 

images. The perception of a message way or another relates the viewer to messages, 

seen before, or at the same time but in another place. This is facilitated by such features 

of visualization in postmodernism’s era as a: citation (borrowing stories, the characters 

and the manner of execution by some authors from others and frank demonstration of 

their creative interpretation); a comprehensive approach to the creation of brand image 

products (advertising campaign whose substance is in distribution over time and space a 

large amount of visual products, which support each other and sending the object); the 

use of some models and actors in various visual products (films, music videos, 

advertisements, posters, projects "face of the company"). This is creates a unified field 

of the new reality, which virtualized and rich by connotative images. 

Noting the dominance of the visual, most researchers are paying attention to that 

visualization - a convenient mechanism of fast delivering and perception of information, 

means of a quick orientation a person in the material and virtual space. Analysis of 

publications on cultural, social communications, marketing, management, design 

suggests that the overall output of the visual paradigm of cognition is revealed in a 

positive perspective. Of course it is. However, the study of psychological literature that 

reveals the technology to manipulate people's consciousness, highlights the "other side 

of the medal." Especially important is the dependence of social behavior and even their 

values on the activity of the brain during an exaggerated perception of visual images. 



A known fact is that  the processing of information from the outside world by 

person is through the cortex of the brain (consciousness) and subcortical layers 

(subconscious). This processing of information left and right hemispheres of the brain 

significantly different. This is due to physiological characteristics, so how neurons 

handle signals - consecutively or simultaneously. The right hemisphere of the brain is 

responsible for the sensual, animal, low instincts. It thinks emotions and images, and 

refers to the unconscious nature of man. It is characterized by the so-called necessities 

of life: sexual instinct, the instinct of preservation of life, the instincts of hunger, thirst 

and so on. The left hemisphere is associated with logical reasoning, characterized by the 

desire to "spiritual food" craving for knowledge and intellectual activity. The left 

hemisphere performs activities such as handling verbal-symbolic information, read, 

count. Words, that are furnished in a language, create spiritual the nature of man, form 

his ideals, knowledge, principles, beliefs, upbringing, morality, social and community 

settings. The essence of the right hemisphere in the recognition of complex objects 

(faces, figures and so on.), operating with images and feelings, orientation in space, 

coordination of motions. The harmonious development of the individual and full active 

social life depends on the balance work of both hemispheres. This is possible thanks to 

the equivalent perception of information of various kinds - verbal-logical and 

imaginative [3]. 

Visualization of the communicative environment activates the work of right 

hemisphere. First, it creates a situation to control mind and behavior. Indeed, according 

to psychological techniques of the influence of "for manipulative action is necessary to 

influence the right hemisphere of the brain to bypass censorship of psyche (left, logical 

hemisphere), and thus enable a sense of individual (object) at the time of turning off his 

mind" [3] . And it concerns not only to single communicative acts (eg forging ata 

advertising messages). Under conditions dominance of visual images in social 

communication people at a physiological level entered into a total state of sensuality 

and thus propensity to submit to imposed ideas. We can say that visualization - a kind of 

tool for a management by masses. Second, the imbalance in the brain hemispheres due 

to excessive consumption of visual images activates a person orientation to meet 



physical needs. Of course, this applies to members of all communities (national, 

regional). However, in terms of socio-economic tensions in Ukraine, where survival 

often becomes the main purpose of life, the problem of the harmonious development of 

personality with high comprehensive social activity escalates. According to the 

monitoring of the Ukrainian society the vision of Ukrainian respondents' sense of their 

lives, the highest responses relate to the needs of the lower level: family welfare, 

children and grandchildren as their extension (72%), material well-being (54%), peace 

of mind, agreed with most other (42%). On the background low indicators to meet the 

needs of higher levels of imbalance rather significant: the realization of creative ideas 

and career (14%), the present and the capture and use of new technologies (10%), 

democratic society (16%), public recognition of their merits (3%) [7, s.306]. 

Thus, the trend of visualization of communication environment, which entered the 

peak intensity over the last decade, has several positive characteristics and impacts on 

society: facilitating and accelerating understanding of other people in social 

communication, formation of a single field of a new reality in which the relationship 

between people becomes more dense. On the other hand, the redundancy of visual 

forms imbalance at the physiological level of human development, which is manifested 

in passive social behavior, public indifference and focus on satisfying the primitive 

requirements. 
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