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Abstract 
This article examines the role of illustrations as a powerful tool for manipulative communication in modern media. It explores how visual elements such as photographs, graphs, and images can influence information perception and the formation of public opinion. The objective of the article is to describe manipulation mechanisms, including the selection of illustrations, the context of their use, and the emotional impact they carry. Particular attention is paid to how illustrations can reinforce stereotypes and evoke emotions, contributing to changes in audience behavior.
Based on an analysis of specific examples from news reports and advertising campaigns, the article demonstrates how visual content can distort reality and undermine the objectivity of information. The article also emphasizes the importance of critical thinking among media audiences to recognize manipulative strategies and develop a more conscious approach to information consumption. In conclusion, prospects for further research in the field of visual rhetoric and ethical aspects of using illustrations in the media are outlined, highlighting the need for media responsibility in presenting information.
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Аннотация
В данной статье рассматривается роль иллюстраций как мощного инструмента манипулятивной коммуникации в современных СМИ. Исследуется, как визуальные элементы, такие как фотографии, графики и изображения, могут влиять на восприятие информации и формирование общественного мнения. Цель статьи - описать механизмы манипуляции, включая выбор иллюстраций, контекст их использования и эмоциональную нагрузку, которую они несут. Особое внимание уделяется тому, как иллюстрации могут укреплять стереотипы и вызывать эмоции, способствуя изменению поведения аудитории.
На основе анализа конкретных примеров из новостных репортажей и рекламных кампаний демонстрируется, как визуальный контент может искажать реальность и подрывать объективность информации. Статья также подчеркивает важность критического мышления у медийной аудитории для распознавания манипулятивных стратегий и формирования более осознанного подхода к потреблению информации. В заключении обозначаются перспективы для дальнейших исследований в области визуальной риторики и этические аспекты использования иллюстраций в СМИ, что актуализирует необходимость ответственности медиа в представлении информации.
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Introduction. The history of illustrations in the media spans several centuries. Illustrations and journalism have always gone hand in hand, shaping public opinion, documenting events, and enriching the reader’s visual experience. From simple engravings to complex digital works, illustrations have played a key role in storytelling, especially when photography was not yet available or sufficiently developed.
The emergence of illustrated journalism can be traced back to the appearance of printed media in the 15th-16th centuries. The first newspapers and magazines used wood and metal engravings to visualize news. Images of political figures, battle scenes, and important events became accessible to the general public thanks to the art of engraving, providing readers with a visual reference point, allowing them to better understand what was happening.
In the 19th century, with the development of lithography, it became possible to create more detailed and realistic images. This led to the flourishing of illustrated magazines. They not only reported news but also offered readers a visual perspective on the world, showcasing exotic countries, social problems, and everyday life [6].
The 19th century became the “golden age” of illustration in journalism. Artist-correspondents traveled to front lines to sketch events firsthand. Their works, published in leading magazines, became a powerful tool for influencing public opinion, showing the realities of war, people’s daily lives, and heroic moments. Illustration during this period acquired a reporting character, striving for maximum accuracy and objectivity.
The invention of photography in the mid-19th century created new competition for illustration. Photography seemed to offer a more objective and reliable view of the world. However, illustration did not disappear. Early photography was complex to use, required a lot of time and equipment, and could not always be used in printed publications due to technical limitations. Additionally, illustration offered interpretation and stylization possibilities that photography could not provide [3].
In the 20th century, as photography became more accessible and widespread, illustration in journalism began to acquire new functions. It no longer just documented events but offered interpretation, expressed opinion, and served as a tool for social criticism. Artists created caricatures and satirical illustrations that sharply commented on political and social issues. Illustration became more conceptual and expressive, using metaphors, symbols, and stylization to convey complex ideas. A prominent example of caricature and satirical illustration is Charlie Hebdo, a French literary and artistic magazine of political satire. It publishes cartoons, reports, discussions, and nonconformist anecdotes.
With the development of digital technology, illustration in journalism is experiencing a new renaissance. Digital tools allow artists to create complex and detailed images, combine different techniques and styles, and quickly adapt to changing editorial requirements. Illustration is increasingly used in online journalism, offering visual content to attract readers’ attention and enrich digital storytelling. They use illustration to cover social issues, political events, and personal stories, creating works that make people think and have a powerful emotional impact [4].
Materials and Methods. Illustration, like any form of communication, has its own rhetoric. It uses visual elements—composition, color, shape, symbols—to create a particular impression and persuade. This visual rhetoric can be used for:
1) Emphasis and exaggeration: The illustrator can highlight certain aspects of an event or personality, exaggerating their significance or negative traits. For example, a political cartoonist can depict an opponent with disproportionately large facial features, emphasizing their shortcomings.
2) Concealment and distortion: Illustrations can conceal or distort facts, presenting the situation in a favorable light for a particular party. This can be achieved by changing proportions, adding or removing elements, using certain color schemes.
3) Creating an Emotional Response: Illustrations, especially in combination with text, can evoke strong emotions in the audience – fear, anger, sympathy. These emotions can be used to manipulate people’s behavior and beliefs.
Research on the impact of illustrations on information perception in the field of communication has been conducted by many scientists and journalists in areas such as advertising and marketing, journalism, psychology, visual culture, art history and design, and politics. Stephen Palmer and Anne Treisman have been developing perception theories that explain how our brain processes visual information and how this can lead to distortions and errors [2].
Stephen Palmer is known for his research in the field of perception and visual information processing. He focused on understanding how attention is directed to visual stimuli and how life experience and expectations influence their perception. In one well-known experiment, Palmer investigated how previous experience affects object perception. Participants were shown images of tools and food, then photographs with unclear or partial images of these objects. The study showed that participants were more likely to correctly identify partially hidden objects if these objects were associated with the context in which they were previously presented. For example, if an image of ingredients for a dish was first shown, and then a blurry image of that dish, participants were more likely to correctly identify the image.
Anne Treisman proposed a model according to which visual information is processed at two levels: first, basic characteristics (color, shape, etc.) are automatically highlighted, and then this information is integrated to form a holistic perception. Treisman’s experiment was to show how attention is focused on certain object characteristics. During the experiment, participants were shown images with various objects, some of which had unusual characteristics (for example, a red apple among green ones). Participants more effectively identified and processed unusual objects that stood out from others – this confirmed that attention can “highlight” important characteristics before they are fully understood. Treisman’s work emphasizes that the perception of objects and scenes occurs in two stages: initial выделение of individual characteristics, followed by integration of these characteristics into a single whole. This is fundamentally important for understanding how we perceive complex visual signals.
The research by Palmer and Treisman together shows that perception is a complex and active process that depends on context, previous experience, and attention mechanisms. These psychological principles are important for understanding how visual communications can manipulate audience perception and be used in various media, advertising, and propaganda communication contexts.
Results. Let’s consider several examples of illustration manipulation in the media, covering different historical periods and contexts:
1. Advertising illustrations: creating unrealistic beauty standards, for example, cosmetic and clothing advertisements that use images of models with retouched skin, perfect proportions, and unnatural bright makeup. These illustrations create unattainable beauty standards, making people feel insecure about their appearance and buy different products, which are capable of “correcting” imperfections. The goal is to convince consumers of the product’s effectiveness by creating the illusion of instant and radical transformation.
Manipulation method is used to create an idealized image, using emotions (insecurity, envy), making false promises of improvement.
2. Illustrations in scientific articles: misrepresentation of data example. Graphs and diagrams are used to present scientific data can be intentionally distorted to support a particular conclusion. For instance, changing the scale of axes, using incorrect colors, or manipulating data format.
The goal is to convince consumers of the product’s safety and effectiveness by using the authority of science. Manipulation method is used to distort the visual representation of data, misleading, creating a false impression of the significance of the results.
3. Use of color to create a certain impression. For example, using red color in illustrations related to political protests to create the impression of aggression and violence, even if the protest was peaceful. Conversely, using soothing pastel tones in drug advertisements to evoke feelings of trust and safety. Manipulation Method is used to have a psychological impact of color, creating an emotional response, association with certain concepts.
4. Removing an Image from Context. For example, using a photograph of a peaceful rally, but accompanied by text claiming it’s a “riot and pogrom.” The image itself does not contain signs of violence, but the combination with false context completely changes its meaning. Manipulation Method is used to give misinformation, false attribution, playing on audience biases.
5. Creating “Fake” Illustrations. For example, generating images using artificial intelligence depicting non-existent events or people. These images can look very realistic and be used to spread misinformation on social media. Manipulation Method is used to give misinformation, forgery of evidence, creating a false impression of reality.
In these examples, illustration manipulation is used to achieve specific goals: increasing sales, strengthening power, inciting a “desired position and point of view,” creating a desired image of an object.
What are manipulations in reality, and can we protect ourselves from their influence?
Manipulation in psychology, including in the media context, is a hidden influence on the audience’s consciousness to induce certain thoughts, emotions, and actions in the manipulator’s interest. That is, using stimuli that predetermine the reaction and are used specifically to evoke such a reaction. Manipulation does not form reactions but influences already formed ones. If you think that buying a new comfort-class car will make you happy, then the advertisement will tell you exactly that. Manipulation always builds on your attitude towards everything said and shown. Intelligence agents first look for the weakest points in the candidate’s personality and then begin to develop them. One candidate is greedy for money, another is love-loving, a third is overly narcissistic and ambitious. In each case, the manipulator gives them what they want to receive: money, beautiful women, admiration [1].
The nature of manipulation consists of a double message — along with the direct open message, the manipulator sends a coded signal to the person, hoping that this signal will awaken in the person’s mind the images that the manipulator needs. This hidden influence relies on the person’s ability to create images in their mind that affect their feelings, opinions, and behavior. The art of manipulation is to channel the imagination process in the right direction without the person noticing the hidden influence [5]. Manipulation is in demand now more than ever. The media strive to sell as much advertising as possible along with the hot news. High viewing reaches mean large advertising budgets. Each view is converted into audience loyalty and then into money. And in the digital era, illustrations are more relevant than ever for this tool. Illustrations are not neutral; they always carry certain meanings and ideologies. Visual images can persuade; they can evoke emotions, form beliefs, and influence behavior.
Discussion and Conclusion. Illustration, as a means of communication, is very convenient. It can be very information-rich: through various details, it can convey many meanings, meanings and their shades simultaneously. It's often much easier for people to draw something than to explain it in words. A word is a more abstract sign than an image, and therefore it is more difficult to perceive.
In advertising, an illustration performs two main functions: the function of a signal to attract attention; here it is not so important how well the illustration fits the meaning, its size, contrast, in other words, volume is important. This is enough to attract attention. And creating an image of the advertised object, conveying emotions, playing on your feelings, which should encourage you to take action (for example, to purchase). If in the first case the idea and beauty have no force, then here, on the contrary, attractiveness and semantic connection are primary [7].
The illustrator's task is to ensure that the illustration performs both of these functions simultaneously and with sufficient efficiency.
These examples demonstrate how illustrations can be used to manipulate an audience in various contexts. It is important to remember that visuals can carry hidden messages and biases. To protect yourself from manipulation in the media, it is necessary to develop critical thinking and media literacy. Learn to analyze visual images: pay attention to the composition, color, symbols, and other elements of an illustration, asking questions about its purpose and intended impact. Look for different points of view: do not rely on one source of information, but compare different sources and perspectives, look for links and primary sources of information. Be attentive to the stereotypes and biases that may be encoded in the illustrations. Fact checking: don't believe everything you see on the Internet, but check information for authenticity. Critical analysis and media literacy help us recognize these manipulations and form our own opinions based on facts and rational thinking. The study of the role of illustrations in manipulation highlights the need for an interdisciplinary approach, including psychology, sociology, and media studies, for a deep understanding of public opinion formation.
These studies in visual rhetoric and manipulative communication require further study, including the impact of new technologies and social media.
It is important that the media and content creators are aware of their responsibility for the use of visual elements. Ethical coverage and honest presentation of information can contribute to a healthier media environment.
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