Graduation thesis annotation
Marennikova Kseniia I.
‟INFOGRAPHICS IN MAGAZINE ADVERTISING:

TENDENCIES, ADVANTAGES, RECOMMENDATIONS”
Thesis supervisor –  Ulyanovsky Andrey Vladimirovich,

PhD in Cultural Studies, Associate Professor
Advertising Department
Full-time course

Advertising infographics is a noticeable and very promising modern advertising market tendency. Its spreading created demand for intellectual communication between advertisers and their audience.

The topicality of the investigation is proven by the fact that mass communication professionals still discover the phenomenon and possible utilization of infographics. This branch of information design became common to journalism not so far ago and still stays nearly unknown for advertising thus the necessity of such research is undoubted.

The novelty of the paper is evident: If advertising and information design alone came through decades of active studying, however their combination stays unfamiliar to the scientific world.

The aim of the scientific research is evaluation of infographics utilization potential in advertising communication.

The following objectives are set: to examine professional literature both in advertising and information design fields; to study experience of infographics utilization in magazine advertising; to identify tendencies and to develop a classification of infographics utilization in magazine advertising; to estimate infographics efficiency and its psychological impact; to prepare practical recommendations on infographics utilization in magazine advertising.


The object of the investigation is advertising in the information design context. Its subject is infographics utilization in print advertising materials such as a magazine type page.

The theory part bases on literature in three languages, mostly in English. Among the fundamental works in advertising and information design fields, a wide range of recent professional print and web publications takes place.

The empirical data unites a range of expert interviews, numerous advertising materials and results of public survey arranged with a specially designed questionnaire.


The paper has three chapters in its structure. The first one narrates about the past of infographics and its utilization in advertising. The second one corresponds to the present and bases on researches on advertising strategies, psychology of perception and testing poll results. The last one looks in the future of advertising infographics and consists of recommendations on conceptual and creative aspects of its design.

The practical significance of the research stays on the edge of several disciplines which give a chance for infographics to become a new and just establishing model of intellectual advertising communication.
