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Image as an instrument of creating social illusions
XXI century presents the process of cognition reality (research of individual objects, people, events and processes) taking the features of cultural form of civilization. Cognition makes the formation of reality reflection in people psychology, which, then transforms into image. Image is a systematic view of person on the world.

Image just partly reflects the most important features of the objects of existing reality. 

Psychologists consider that formation of world image happens under the influence of factors [5]:
1. Practical activity (practice) -   when people carry out cognitive experiments. 

2. Informative-communicative activity – constant surfing of information space with feedback.   
3. Self-result (self-outcome) – inner psychological activity, which is realized on the base of the previous experience.

We consider another powerful factor the physiological peculiarities of channels and processes of perception and treatment of outside information a man. The practical activity can be called as active form of cognition. The informative-communicative activity we’d call this cognition as “passive”.

Due to the development of technical informational systems and communication devices person has the opportunity not just learn, but also announce personal images. This is carried out by creating and popularizing the information objects, such as films, audio files, pictures, animation, works of literature and music, theories, electronic diaries created professionally or, mostly, amatory in social nets, etc. Truly speaking, modern information environment is a concentrated mixture of objectivized images of the world made by a great amount of social actors.

We observe the creation of special circle: individual cognition – production of image – creating informational object showing image – popularizing of image in informational environment – perception of informative object-image by other members of society as objective knowledge. 

More and more, the images cognized by some people become the source of formation images of the world for other people. For example, сoncordantly data of monitoring of Ukrainian society, the Ukrainian population is the active consumer of information that acts from mass medias. On questioning in 2010 in relation to a pastime free of basic or domestic work 86,6% respondents engage in the revision of telecasts, 32,7% respondents listen broadcasting, 51,9% read newspapers [7,p.562]. Thus 29% respondents mainly trusts information from mass-media, and 35,9% respondents trust partly [7,p.511]. In relation to using a network the Internet - 49,1% respondents meet with the latest news and current information, 43,6% respondents are searched information on different themes after own interests, 37,1% respondents participates actively in social networks [7,p.361]. Definite limitation and misrepresentation (or even distortion) of reality by some people causes the following illusive cognition by others. Informative awareness of modern person is forming not due to the participation of that person in the process of cognition separate display of reality, but due to the possibilities of non-straight access to reality through books, articles, films, public stories of direct participants. Social communication that attained in XXI century large scales due to the use of communicative images are the objective terms of modern social existence. This is one of reasons of creating illusion of our existing reality. 
Communicative image is a transition of definite interpretation of the world in the context of the project, which contains planned aims and methods of reaching those aims. As a rule, these aims are contained in modeling of feedback social communication. Unfortunately, modern saturated informational environment (space) doesn’t give any guaranties for feedback from addressee to whom the addresser counts for while transmitting definite portion of news or knowledge. It’s not enough. We consider that image will be the object of exchange in modern socially-oriented communicative practice.

Interrelated feedback of communication is provided by bringing definite changes into existing model of behavior and picture of the world of target audience. These changes can be made only at that time, when correctly created image will attract the attention, interest and trust of addressee. For getting a feedback, communicator covers information into image-packing as if provoking illusion perception. For example,   simple information about the necessity of drinking milk is given in three different images: pure nature (Pic.1), happy childhood and family (Pic.2), health and beautiful body (Pic.3).
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Characteristics of image, used by communicator as covering for his information, depend on the main characteristics of the group of addressees (target audience) – their picture of world, life routine, peculiarities of perception and treatment the information. Communicative image can be defined as integral mixture of arch-types (G.Jung), social roles (G.Mid), typification (P.Berger, T.Luckman) and    background expectations (G.Garfunkel) that find conformation by personality or most of  the members of social group. Communicative image is a complicated system of symbols, which semantics is understandable and active for addressees. Main technology of social communication is creation of unique symbolic-sign code, which cipher belongs to the representatives of target addressee group.  Especially it makes images to be the part of mass culture and display through it.  We’ll illustrate this thought with the examples of Advertising communication through dominated in addressees’ groups symbolic-sign codes. Studying this theme, we used works of the Ukrainian and Russian researchers in the sphere of psychology, sociology and marketing [1,3]. On the Picture 4 we’ve got communicative image of the object “coffee” addressed to audiences of different ages. We see the codes:

· Coming into social group and finding personal features in it (age 15-17);

· Professional self –possession, reaching social status (age 25-35);

· Maintaining family relations (age 35-40).
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On the Picture 5 we observe communicative images of the object “cheese” for addressees of different professions.
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Picture 6 and Picture 7 are devoted to the images of a car. It is presented by symbolic-sign code of:

·  Home prosperity (for the group of inhabitants),

· Career move and status (for the group of career conscious),
· Getting close to reference (focus) social groups (for the group of keen on “Stars” life),
· Emotional satisfaction of life (for the group of hedonists),
· Sophistication and cultural intellect (for the group of intellectual persons),
· Individual harmony, not depending on social stereotypes (for the group of independent),

As a result, we see that one and the same information is covered with different image packing. Communicative images, on the one hand, maintain existing in addressee group social illusions, and on the other side, form new ones. 

Communicative images appear in two types: as means of presentation and means of representation. Presentation demands the obligatory presence of communicator and addressee. In this model, person - communicator is the bearer of image.  Factually, during the process of intercommunication, communicator becomes an image himself. The above mentioned model demands from communicator to be the master of communicative efficiency, which consists of psychological self-regulation, constant observation of changes in communicative situation and reaction on them.   
The main quintessence of communicator deeds is in constant reflection on the addressee’s behavior without changing the selected image. That’s why, the leader providing the process of communication must be aware with communicative culture. Communicative culture consists of the following elements: speech (informative richness of speeches), gestures, facial expression, intonations, and appearance. Let’s take into consideration that image in our interpretation doesn’t play any social role or mask, which should be used by a person, functioning in definite social group with its special standards.  Communicative image is a structure, deliberately and voluntarily designed by communicator for reaching the aim of communicative process. Communicative image is a display of talent and creativity, and, at the same time, rational decision. 

Representative communicative images are spread in time and space, and direct to impersonal communication with a lot of groups of addressees.  In this model, person-communicator (or a group of communicators) is “outside the image”. Communicator creates the image and manages it like a marionette. Different forms of impersonal social communication exist nowadays. They are: advertising, PR, thematic TV programs, cinematography, show business, magazines, and sites. They are planned complexes of communicative means, which design: 

·  image of all communicative complex as a system with some characteristics among which are: script, temporality, tone, informative saturation, design ( style, colour, composition of creating elements);

·  image of acting  persons;

·  image of  behavior situations, which are  the base of construction of complex communicative image
To our mind, while projecting symbolic system of communicative image we’ll get the effectiveness with the principle of 80/20 [4]. In communicative message we’ve got the correlation of 80% of things, which don’t bring any clear results and 20% of things, which provide real success (bring changes). So, the base of message should consist of images of usual for addressees routine situations, environment, typical integrities, and motives. And, 20% are those models, which are new for addressees, bringing innovations to their routine model of life and, as a result, satisfy their needs in innovations, get their attention, attract, and, at last, bring changes in stereotype pictures of the world .   

Let’s return to individual images of people cognition and their pictures of the world. What is the original cause of the picture of personal world?  The answer is: informative environment, which presents the world with the help of already created images, or psychology of a person, that is equal to dilemma of egg and chicken.  

But, in any case, the following determined chain of influence is built:  informative environment – model of the outside world – structure of people aims (social actors).

Individual inner images of the world are stipulated by a complex of outside communicative images. Let’s look at the following examples.

1. Most of modern youth of 18-30 consider that every person has the right to interpret the world as they like. Their “wise” limit (that is: socially approved, acceptable) and “abnormal” display of the personality are wider than their parents’ generation.  Weighty  factor of the above said is a great amount of  films, which uncover this theme with  illustrating it by their plots and images of  post-modernist conceptions and modern scientific theories (“Three lives and only one death”, 1996; “Matrix”, 1999; “Games of Mind”,2001; “K-PAX”,2002; “The Butterfly effect”, 2004; “Dejavue”, 2006, “Beginning”, 2010, etc.) 

2. Advertising project of famine cigarettes “Lucky Strike” ( America, 1926. The author – A. Lacquer). Communication was built basing on feminist movement. The author of advertising “Lucky Strike” used this movement of women for liberty and independence, and offered them image of cigarettes under the flag of liberty. Women started to perceive smoking as their new status in the society, and bought not cigarettes but new, freedom-loving image. As a result, selling increased from $12 mln.to $49 mln. during 4 years. [6,p.144-146]. There is no doubt that this is not the only reason  for legalization and spread of women smoking ( as statistic says, 20,7% of women are smoking in US, 40% - in Austria, 23% - in Russia), but, taking into account the influence of Advertising, we can confirm that those images became weighty  factors for the above mentioned situation.  Communication of opposite action - campaign against smoking – started also in US about 50 years ago with the help of special images in cinematography, and works of art, but, the results are observed only now.
3. Example from PR practice. During 1997-1998 company Ryobi (US) started powerful communicative project under the theme of necessity of organizing ecologically clean manufacturing of small garden equipment (besides, cultivators).The main aim of the project is to protect their millions of investments in development of ecologically safety engines. This campaign was started because of tough legislative restrictions on pollution, planned to implement in 1999, but, lately, suspended by being decisively repulsed by another manufacturers of this industry.  Numerous presentations, TV and Radio speeches, public meetings, materials in Media,  running  the  image of ecologically clean and happy future, resulted in that: Firstly,  Californian council of air resources adopted proper  legislative restrictions. Secondly, all manufacturers of mechanical garden equipment were obliged to produce ecologically clean products in national scale. [2,p.65-68].    
As we see, communicative images further the creation of socio-cultural realities, new images of social world elements, new images of society and person in it. It gives us the base to interpret images of mass impersonal communications as organizational mechanisms of social transformations. 

What is there as an organizational mechanism in society?  It’s the activity of a system that will contribute to minimization of entropy, provided by constant changes of relations between its internal elements. The main condition of the realization of this phenomenon in society is, to our mind, the quality of the element, that is, the level of variety of person forms of life. Especially this element gives us the opportunity to organize mass dissimilar social relations. Vital functions of any organism (also social) depend on specific differences in forms - not biological but social, as a complex of social roles and statuses. Especially due to its heterogeneity, modern society finds stability and internal activity, able to overcome entropy. That is why, social images, modeling as organizational mechanisms, must promote variability of means of people life, bring the idea of versatility of reality, popularize the idea of constant cognition of reality  in quietly  new interpretations with demonstration of  own images of cognition to mass society.
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