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The aim of the research is to determine the specificity of visual culture in social
networks in the context of social identity of the users. Research methods. Scientific provisions
of the study are argued at the level of a set of general scientific methods of knowledge
(analytical, source study, historical) and cultural approaches. Scientific novelty. The
specificity of visual culture in popular social networks and mobile applications “MySpace”,
“Instagram”, “Webrity”, “YouTube”, “Facebook”, “Snapchat”, “Tinder” is considered, and
the features of social self-identification of the users are researched; it is determined
that the dominant trends in the visual culture of social networks at the present stage are
authenticity, originality and truthfulness of the images presented by the users, and mobile
applications contribute to accelerating the identification of trends and the dominant visual
means of audience attention attracting, due to the possibility of quick visual broadcasting.
The positive influence of social learning practices on the development of personality by
means of visual culture on the Internet has been proved. Conclusions. Building an identity
in the visual culture of social networks at the present stage is a complex and continuous
process, which is extremely important in carrying out critical analysis and the ability to
make a meaningful choice of maintaining one’s own popularity on the Internet through
image composition and other personal values, in accordance with the specificity of visual
culture influence in social networks, combined with the dominant trends in the formation
of identity and the means of attractive images presentation. Availability of strategies and tools
for managing the use of social networks, as well as minimization of comparisons of each
particular person with the objects of visual culture, will certainly have a positive impact on
the development of society in general and of individuals in particular.

Keywords: visual culture; social networks; mobile applications; social self-identification
of users; image.

Introduction

Visual images are becoming an important part of communication at the
present stage. The central place of the visual is driven by the expansion of
access to online images, since the person perceives the visual perception most
often (along with the language and tactile ways of cognition), moreover, it is the
main means of human thinking and communication — most of the metaphorical
images are based on visual perception.
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With the development of computer and interactive technologies (digital
television, the Internet, social networks, virtual worlds, etc.), innovative visual
means form a new language of visual culture. At the heart of social networks
there is a desire to be visualized, as well as the definition of how visual allows
you to think beyond one image to imagine or create something different —
the process in which a person interprets the world around using own unique
understanding.

Regular use of social networks facilitates the development of complex visual
practices, through which the users change their perceptions and present their
identity in the online world. Therefore, the study of visual culture specificity in
social networks, in our opinion, will help to identify strategies used by people to
attract attention, get approving reviews, save and reproduce the desired images
adopting visual practices in the online environment.

Formation of the “visual” worldview of modern mankind and the rapid
pace of new visual practices emergence and development, conditioned by the
trends of the XXI century, actualizes the expediency of understanding the
visual culture as a peculiar phenomenon, the basic principle of existence of the
culture of everyday life and social and cultural space in general in the world
scientific community. The multidimensional concept of “visual culture” implies
its research in a multidisciplinary context. The specificity of visual culture on
the Internet has repeatedly become the theme of solid works and scientific
developments of domestic and foreign scientists. It is worth mentioning the
research by Z. Papacharissi (“Network Selfie: Identity, Community and Culture
in Social Networks”, 2010), T. Chinka (“Visual Nets in the Information Age”,
2015), R. Rogers and T. Melioli (“The Relationship between the Problems of
Body Image and the Use of the Internet: an Overview of Empirical Support”,
2016), E. Salnikova (“Visual Culture in the Media Environment: Current Trends
and Historical Insights”, 2017), etc. The authors analyse the relationship
between visual, spectacular and everyday culture; positive and negative effects
of image influences on the younger generation; the problem of idealizing the
physical state through online visual effects and other aspects of the outlined
question. However, the problems of visual culture in social networks require
a more detailed study.

The purpose of the article

The purpose of the study is to determine the specifics of visual culture in
social networks in the context of the users’ social self-identification.

Presentation of the main material

In 1950,]. Gibson, known for his own theory of visual perception, in the work
“Perception of the visual world”, expressed his view on the main role played by
a person’s organs of senses, helping to perceive the surrounding world and to
reflect on the opportunities provided by the objects of the environment: “Our
own experience of the visual world can be described as extended at a distance
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and simulated in depth; in the upright position, stationary in general and
without restrictions; coloured, textured, shaded and lighted; with surfaces,
edges, shapes and spaces. But this description excludes the fact that surfaces
are familiar, while forms are useful (...), we understand the positive effects and
the dangers of their use” (Gibson, 1950, p. 198).

At the present stage, humanity is experiencing the peak of the digital visual
revolution. The high speed of the Internet and converged devices have greatly
contributed to the development of visual culture, as much of the communication
takes place through visual forms (Cinque, 2015, pp. 16—28). The users are
constantly practicing creation and support of personality, including through
the use of photos and videos on social networks. For the younger generation,
individuals who have grown up in direct contact with digital and computer
technology, supporting a real and attractive online personality is an ongoing
and important process that takes a lot of time. In line with the development
and popularization of social networks, the new generation has witnessed a new
wave of visual trends online. The availability of low-cost converged digital tools
allows you to document life in an unprecedented way.

The research by Australian scientist H. Grace (2014) has proven that
the most popular media and popular social networks, such as Flick (a photo
hosting, designed to store and further use digital photos and videos), YouTube
(a video hosting site that provides users the services of storage, delivery and
showing videos), Twitter (a social network for publicly-shared messages via the
web interface, SMS, etc.), Instagram (an application for shooting and sharing
photos and videos with some elements of a social network which allows to share
them via own service and other social networks) contributed to the creation of
a new worldview, the so-called “particle vision”. It includes a different attitude
to reality and better reflects the automation or fragmentation of modern
experience, the most evident in social networks.

A spontaneous decision to capture with a camera some objects and events
that are considered worthy of attention as a visual image, creates a certain
routine, far from senseless or superficial. The researcher refutes the idea that
accidental photography and photo sharing is a form of attraction of attention,
instead, it identifies a captured digital image as an opinion or impression of
a user about feelings and senses at a certain point in time, on the basis of which
we can imagine a much more meaningful world (Grace, 2014, p. 46).

Physical attractiveness in social networks is becoming a leading tactic
of self-presentation and behaviour in online cultures (Frew, McGillivray,
2005, pp. 162).

J. Sappey, G. Maconachie (2009) state that physical attractiveness is the
main concept of self-identification. It is often formed through social networks in
which a beach-ready body and attractive personality form the basis of identity
and self-esteem for many people.

Determination of these criteria can be positioned as a kind of social
learning — the users determine the “success” of visual images and their positive
perception on the World Wide Web by tracking the likes and comments
under the photos. Permanent communication using visual forms is definitely
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combined with social learning, so the users follow well-known and successful
personalities and present themselves in social networks in compositions that
show their physical and intellectual traits in a stylized form, most appealing to
the desired audience.

Instead, the opportunity to make a living using social networks Webrity,
Instagram or YouTube encourages the younger generation to make efforts to
create online presentations and communicate with a wide range of people. In
turn, the opportunity to “be friends” or “follow” famous people, representatives
of modern music culture, cinema and theatre art, or people who are in state
leadership positions, creates a sense of connection between the followers.
This illusory proximity promotes the development of visual culture, as most
followers take on visual techniques that are used by well-known personalities
in social networks, and also to a large extent, their professionalization — images
shared by pop and show business stars typically created by professional teams.

The ability to communicate continuously in visual forms has contributed
to the formation of a new generation of media bricolers, which rely on these
creative tools to create identity in a variety of evolving ways. Previously,
users used the basic encoding of multimedia elements, such as MySpace
(an international social network working since 2003, a networking community
site and a blog platform, which provides an opportunity to create communities
of interest, personal profiles, blogging, posting of photo and video content with
a possibility of listening to popular audio tracks), in order to form a creative
approach that contributed to accelerating the trends thanks to rapid reposting
in the online community.

According to D. Boyd (2008, pp. 119-142), the popularity of MySpace and
its significance for musical subcultures became a significant moment in the
Internet culture, in turn, leading to the emergence of a subcultural photographic
style that quickly developed and became mainstream. The users experimented
with a digital photo in the style of “emotional punk” (a musical genre associated
with dynamic section sound, emotional vocal, sometimes screaming. — Auth.),
creating aesthetic photos with a high angle and pleasant frame, which became
a kind of autograph of MySpace visual image, and, subsequently, were accepted
on other sites.

In 2010s, Internet culture moved from anonymity to reality, because “people
began to view the Internet as a tool for positioning their own identities, ideas
and actions” (Jones, Hafner, 2012, p. 32).

Facebook and Instagram, gaining popularity among users, provided
widespread platforms for reposting of selfie photos made by themselves, usually
with a smartphone or webcam and downloaded to a social networking site,
soon a megapopular visual means of personification and transfer of experience,
among the well-known varieties of which are “helfie” (hairstyles selfie), “werfie”
(selfie on training), “drelfie” (selfie in the state of alcoholic intoxication),
“bookshields” (selfie made for literary self-promotion), etc. These personal
portraits allow a person to capture their own image and present their own life
experiences in the necessary form, focusing on the aspects of identity that they
seek to emphasize. For example, the well-known “Mavens” demonstrate on the
Internet specific individual skills - knowledge and artistry.
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Personal values, in accordance with the specifics of visual culture influence
in social networks, are combined with the dominant tendencies of identity
formation, the means of attractive images presentation.

It should be noted that branding of identity in different social networks is
excellent, formed according to what types of visual presentation are privileged.
For example, Instagram creates trends, certain “hipsters” of food, design and
culture images, while Snapchat (a mobile app to exchange messages with
attached photos and videos — Auth.) allows users to share “private” visual
observations with a selected contact list distribution, which disappears in
24 hours, and in the popular mobile application platform Tinder (it works
exclusively with Facebook social network accounts) designed for romantic
dating in accordance with the specified parameters and geolocation, the users
are interested in drawing attention using a visual context, minimizing the text.
These apps are predominantly used on smartphones, providing an opportunity
for a quick visual broadcast of everyday affairs, helping to accelerate the
detection of trends and the dominant visual means of attracting the audience’s
attention.

Permanent interaction with these tools allows users to develop visual
skills creating attractive online characters that rely on image capabilities when
creating a brand identity in order to attract the desired audience. Images are
grouped and organized using appropriate hashtags (keywords or phrases used
when posting to a social network, a characteristic feature is the # character. —
Auth.).Note that sometimes a special hashtag is used to re-post selected images,
but new material has to be added regularly. It encourages users to participate in
the ongoing process of personality formation and development.

Some impact of social education provided on the Internet can be observed
directly in the reproduction of images by the users themselves. However,
although most of this reproduction is a standard practice for the development
of personality in visual culture, it is worth noting the danger of normalizing
extreme behavior through the re-viewing of some images that promote
excessive consumption of alcoholic beverages or life-threatening behaviors.

No less dangerous, according to researchers, is the aspect of visualizing the
desired physical state, which is demonstrated through the “desire for forms that
are most often mediated” (Frew, McGillivray, 2005, pp. 161-175). Often, affinity
online groups portray the images of dangerously thin people, positioning them
as a form of inspiration, for example, the well-publicized group with the hashtag
“#Thinspo” (from English “Thinspiration” — weight loss mania) was eventually
banned in Instagram and other social networks.

With changes in visual culture and the spread of online social education,
trends are changing extremely quickly, and authenticity and truthfulness are
becoming increasingly problematic concepts. The history of social networks has
a number of outdated trends, from the “duckface” (selfie, in which users, mostly
women, are snapped with bubbled lips) to the “planking” (photos on which
a person lays on their stomach, stretching hands along the body, as a rule in the
most unpredictable places, for example, on a roof, a curb, a wardrobe, etc.), but
the modern visual culture rewards images that are specially designed to look
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reliable. They are often made by so-called “Insta-boyfriends” — a plot designed
by the user dictates the content and action, and the photographer (a boy friend
or a girl friend) is instructed to catch these moments as natural fragments of
private life, rather than a skilful media artefact. A number of images taken at
one time can be systematically posted to the audience for several weeks in order
to continue interaction and maintain a positive perception.

Authentication makes it even more difficult to change images using
filters and photo editing tools (like Photoshop). Existence and, in some cases,
overwhelming popularity of applications that can change the physical shape
of the user, put some make-up and eliminate visual imperfections have led
to the emergence of a special “#nofilter” hashtag in order to emphasize the
authenticity of the image as well as the talent of its creator. In any case, social
networks users of are currently using critical approaches to visual culture when
determining the authenticity of a given image.

Conclusions

At the present stage identity building in visual culture of social networks
is a complex and continuous process, which is really important in carrying out
a critical analysis and the ability to make meaningful choices for maintaining
own popularity on the Internet through the image composition, etc. Personal
values, in accordance with the specifics of visual culture influence in social
networks, are combined with the dominant tendencies of identity formation
and the means of attractive images presentation. The availability of strategies
and tools for managing the use of social networks, as well as minimizing the
comparisons of each individual with the objects of visual culture, will definitely
influence positively the development of society in general and individuals in
particular.
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BI3VAJIbHA KVJIBTYPA B COLITAJIbHUX MEPEXXAX
ConomaroBa Bikropist BacuniBHa

Kandudam icmopuunux Hayk, npogecop,
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Mera craTTi — BU3HauUnTH crenudiky BizyasbHOI KyJabTYypu B COI[ialbHUX Mepeskax
Yy KOHTEKCTi coliajibHOi camoimeHTudikailii KopucryBauiB. MeTOmONOrISI TOCTiIKEHHS.
HaykoBi nosioskeHHSI JOCTiIKeHHS apryMeHTOBaHi Ha PiBHI CYKYITHOCTi 3araJbHOHAYKOBUX
MeTO[iB Mi3HAHHS (AHATITUYHOTO, IKePe03HaBUOTr0, iCTOPUYHOTO) Ta KyJAbTYpPOJIOTiUHUX
nigxoni. HaykoBa HOBM3HA. PO3IisiHYTO crieniu@iky Bi3yasbHOI KyJIbTYpPU B ITOMYISIPHUX
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CoLlia/TbHMX Mepeskax Ta MOOiIMbHMX momaTkax «MySpace», «Instagram», «Webrity»,
«YouTube», «Facebook», «Snapchat», «Tinder» Ta HOCTIIKeHO OCOOGIMBOCTI COIiaJIbHOI
camoimenTudikaiii KOpMUCTyBauiB; BM3HAUEHO, IO [JOMIHYIOUMMM TEHIEHLisIMU
y Bi3yasbHiii KyJAbTypi COIlia/IbHMX Mepek Ha CyyacHOMY eTalli € aBTeHTUUHICTb,
CIIPaBXXHICTb TA TOCTOBiIPHICTh MPE3E€HTOBAHNX KOPUCTYBauyaMy 06pasiB, a MPUCKOPEHHIO
BUSIBJIEHHSI TPEHZIB Ta JJOMiHYIOUOTO Bi3yaJIbHOTO 3aC00y MPUBEPTAHHS yBaru ayguTopii
CIIPUSIIOTh MOOITbHI MOOATKM, 3aBOSIKM MOKIMBICTh IIBUIKOI Bi3yaJbHOI TpPaHCISIII;
JIOBEIEHO TTO3UTUBHUIA BIUTUB MPAKTUK COI[iaIbHOTO HABUAHHS HA PO3BUTOK OCOOUCTOCTI
3acobamu Bi3yasibHOI KyabTypu B mMepexi [HTepHeT. BucHoBku. ITo6ymoBa imeHTUYHOCTI
y i3yasbHili Ky/IbTYpi COIiaIbHMX MEPEK Ha CyuaCHOMY eTarlli € CKIaJHUM i 6e3mepepBHUM
MpOLeCOM, HAA3BMUAHO BasKIUMBUM Yy SIKOMY € 3[OiJiCHEHHS KPUTUYHOTO aHa;i3y Ta
3[ATHICTh POOUTY OCMUCIEHMIT BUOIp MiATPUMKY BJIaCHOI MOMY/IIPHOCTI B [HTEpHETI uepes
KOMITO3MIIiI0 300paskeHHs Ta iH. OCO6GMCTi I[iHHOCTI, BiATIOBimHO MO creuudiku BILUIUBY
Bi3ya/lbHOI KyJIbTYypU Y COLIiaTbHUX MepeXkaX, IO€AHYIOThCS 3 JOMIHYIOUMMU TeHIeHLisIMU
dbopmyBaHHST imeHTHMYHOCTI, 3acobamu Tmpe3eHTalii npuBabiauBuUx 06pasiB. HasiBHiCTDH
cTpaTerii Ta iHCTPYMEHTIB AJis1 YIpaB/iHHS KOPUCTYBAHHSIM COIiaIbHMMM MepeXaMu,
a TAaKOX MiHiMaJTi3ailist MopiBHSIHb KOKHOI KOHKPETHOI 0COOUCTOCTi 3 06’€KTaMU Bi3yaabHOT
KyJAbTYpU, 6€3yMOBHO TMO3UTMUBHO Bif0Opa3siTbCsi Ha PO3BUTKY CYCIIJILCTBA 3arajoM Ta
OKpeMUX iHIUBiyyMiB 30KpeMa.

Kniouogi cnosa: BidyanbHa Ky/lbTypa; COLiaIbHI MepeXi; MOOIbHI TOAATKM; COLlia/ibHA
camoimeHTHdiKallist KOPUCTYBAUiB; 300pasKEHHS.

BU3YAJIbBHAS KYJIBTYPA B COLIMAJIbHBIX CETSX
ConomaroBa BukTopus BacuibeBHa

Kandudam ucmopuueckux Hayk, npogeccop,

ORCID: 0000-0003-0597-6347, vsolomatova@ukr.net,
Kueeckuti HayuoHanwsHwlii yHU8epcumem Kyasmypsl U UcKyccms,
Kues, Ykpauna

Llenb cTaThbM — OMNpENENUTh CIEeNUGUKY BU3YAIbHON KYJbTYPbl B COLIMAIbHBIX
CeTsIX B KOHTEKCTe COLMAIbHOIN camMouaeHTUdUKauuu monb3oBareneit. MeTomomorus
uccnenoBaHus. HayuHble IIONOXKeHMSI MCCIeNOBaHMSI apryMeHTMPOBaHHble Ha YpPOBHe
COBOKYITHOCTY OOIIEHAYYHBIX METOJOB TO3HAHMS (AHATUTUUECKOTO, MCTOYHUKOBEIYECKOTO,
MCTOPUYECKOr0) M KyJbTYpOJIOrMYeckux nonxornosB. HayuHas HoBu3Ha. Paccmorpena
crenuduUKa BU3YATbHOI KyJIbTYPbl B TIOMY/SIPHBIX COLMAIbHBIX CETSX Y MOOWJIbHBIX
npuiokeHusix «MySpace», «Instagram», «Webrity», «YouTube», «Facebook», «Snapchat»,
«Tinder» u MccemoOBaHbl 0OCOOEHHOCTM COIMAIBHONM caMOUIeHTU(UKAIMY TT0/Ib30BaTeNelt;
OIlpeflesIeHO, YTO JOMMHUPYIOLMMN TEHIEHUMSIMN B BU3YaJIbHOM KYJIbType COLMaabHBIX
ceTell HA COBPEMEHHOM STalle SIBJISIIOTCSI ayTeHTUYHOCTb, ITOAJIMHHOCTD U JOCTOBEPHOCTD
MpEe/ICTABJIEHHBIX I[OJb30BaTeNsIMM  00pa30B, a YCKOPEHMIO BBISBJIEHUSI TPEH[IOB
Y OOMMHMDPYIOLIETO BMU3YaJbHOTO CpPeNCTBA IIPUBJIEUeHMS] BHUMaHUS aygUTOPUU
CIIOCOOCTBYIOT MOOWIbHBIE TIPWIOXKEHMS, B1arogapsi BO3MOXKHOCTYU ObICTPOII BU3YaJIbHO
TPAHUISIINN; TOKA3aHO TOJIOXKUTETbHOE BMSIHME MPAKTUK COLMAJIbHOTO OOyueHusl Ha
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pa3sBUTHE JIMYHOCTY CPENCTBAMM BU3YaJIbHOI KyJIbTYpbl B ceTu VIHTepHeT. BbIBOAbI.
[MocTpoeHMe UIEHTUYHOCTY B BU3YAJIbHON KYJIbTYpe COIMATbHBIX CeTeli Ha COBPEMEHHOM
JTare SIBJSIeTCS CJIOKHBIM Y HETIPEePbIBHBIM ITPOIIECCOM, YPEe3BbIYA/HO BaSKHBIM B KOTOPOM
SIBJISIETCST OCYILECTBIEHME KPUTUYECKOTO aHa/IM3a U CIIOCOOHOCTD JIeJIaTh OCMBICIEHHBIN
BBIOOP TIOAJEpsKaHMsI COOCTBEHHOI MOMYJMSIPHOCTY B VIHTepHeTe uepe3 KOMITO3UIUIO
n3obpaxkeHus: M np. JIMUHbIEe II€HHOCTH, B COOTBETCTBUU CO CHEUUPUKON BIUSHUS
BU3YaAJIbHOI KYJIBTYPhI B COIATBHBIX CETSX, COYETAIOTCS C TOMUHUPYIOMIMMY TeHASHIVSIMU
dbopmMurpoBaHUS UAEHTUYHOCTH, CPEACTBAMMU IMPE3EHTAIMU TPUBJIEKATEIbHBIX 00pa30B.
Hannume crpaTernu M MHCTPYMEHTOB [IJISl YIIPABJIEHMSI MUCIIOIb30BAHMEM COLMATIbHBIMMU
CeTsIMM, a TaKKe MUHUMM3AIUS CPAaBHEHMUI KaXK0/ KOHKPETHOI IMYHOCTU C 0ObeKTaMu
BU3YJIbHOI KY/IbTYPbI, 6€3YCIOBHO TOJOXUTENLHO OTPA3SITCS Ha PAa3BUTUM OOIIECTBA
B 1[€JIOM U OT[ebHbIX WHAVBUIYYMOB B YACTHOCTM.

Kniouessie cnosa: Bu3yanbHast KylnbTypa; COLMAbHbBIE CETU; MOOWIIbHbIE TIPUIOKEHUST;
coLMaibHAsl cCaMOUIeHTU(hUKAIMS TTOJIb30BaTeNel; N300paskeHMe.
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