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CoBpemeHHblIe TeHAeHIIUN GOPMUPOBAHUS
00bEKTOB KOMMYHUKAIIUY B 001IIeCTBEHHOM HHTEpbepe

Bbaparan U. C.
Yupeorcoenue oopazosanus « Bumebckuii 2ocyoapcmeentuiil ynusepcumem umenu 1. M.
Maweposay, Bumebck

B cmamve paccmampusaemcs maxou GadiCHbl 015 HOpMUpOSAHUSs UHPOPMAYUOHHOU Cpedbl
noxasamenv, KAk 6UObl 00bEKMo8 KOMMYHUKAyuu. IMom noKazameib C6:A3aH KAK ¢ HA3HAYeHUeM
0bwecmeeHHoU cpedbl, MaKk U co cmuiem U pasmepom oduwecmsennoeo unmepvepa. On 06o3navaem
cmenenb  QPYHKYUOHANLHOCIU O0OWeCmBeHHO20 UHMepbepda, €20 KOMMYHUKAYUOHHble CGOUCMEd U
ahghexmuernocms 3aumMoeiicmaus ¢ nompeoumenem.

Ananuzupyromess  68u0bl  00beKMO8 KOMMYHUKAYUU, UX (QYHKYUU, poib 8 OPIHOUPOBAHUU
0bwecmeeHHoll cpeodbl, a MakdHce coO8peMeHHble MeHOeHYUYU GOPMUPOBAHUSL 0OBEKMOE KOMMYHUKAYUU.
Mamepuansl  ucciedoganus mozym Oblmb UCNOTL308AHBI KAK 6 NPAKMUYECKOU OesmenbHOCmu
0enopycckux — OpIHOUHEO8bIX ~ KOMNAHUU Ol NPOEKMUPOBAHUA  00BEKMO8  KOMMYHUKAUUU 8
00WecmeeHHOM uHmMepbepe U NOBbIUEHUS V3HABAEMOCMU 0elopycCKoe0 00aUKa UHGOPMAYUOHHOU
cpeobl 8 0OWECMBEHHBIX MeCmax, maKk U 6 O0esmelbHOCMU YYpedcOeHUull 0opazoeanusi 0 00yYeHUs.
cmyoenmos cneyuanvHocmetl « Kommynuxamugnviii ousaiin u mapkemuney, maxk Kax 6asupylomcs Ha
AKMYanbHbIX OAHHBIX.

Knroueswie cnoea: kommynuxkayus, ooujecmsennvlil unmepvep, OpIHOUpo8aHue, HagUueayus,
nammepH.

Contemporary Tendencies of Shaping Objects of Communication in the
Public Interior
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An important indicator of shaping information environment, types of communication objects, is
considered in the article. This indicator is connected both with the purpose of the public environment and
the style and the size of the public inferior. It designates the degree of the public interior functioning, its
communicative features and efficiency of the interaction with the consumer.

Types of communication objects, their functions, role in branding public environment are analyzed as
well as contemporary tendencies of shaping objects of communication. The research findings can be used
both in the practical activity of Belarusian branding companies for designing communication objects in
the public interior and the increase of the recognition of Belarusian image of information environment in
public places and the performance of education establishments in training students majoring in
Communicative Design and Marketing since they are based on the current data.
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