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Knouegvie cnosa: ncuxonoeus, aykOyk, pexiamd, OusdiH, omo, Jeekdas
NPOMBIULTIEHHOCHTb.

Abstract. Is devoted to the requirements, principles and psychological aspects
when developing the design of a lookbook as a promotional product for the light
industry. The work analyzes the influence of aesthetics and visual stimuli,
creating the desired image, and activating emotions in lookbook design. The
study provides insight into how psychological factors influence consumer
analysis and how a lookbook can effectively communicate with the consumer.
The results of the work will be useful for marketers, designers and specialists
involved in the creation of advertising materials in the light industry.

Annomayusi. Paccmampusaromesi mpeboesatiusl, npuHyUNbI u
ncuxosiocudecKkue dacnekmvl Npu  co30amuu OusaiiHa JIykOyka 6 Kadecmee
pekiamMmoi  npooyKyuu 01 Je2Koll  npomwiulienHocmu. B pabome
AHATUBUPYIOMCSL  GAUSAHUE DCMEMUKU U GUSYAIbHBIX  CIMUMYI08, CO30AHUe
orcenaemo2o 0opasd, akxmusayusi omoyuti 6 ousatine aykoyka. Hecieoosanue
no360Ji5iem NOHAMb, KAK NCUXONO2UYECKUe (Haxmopvl Giusiom Hd daHAIU3
nompebumereii u Kax 1yKOyK Modcem 3¢hghekmusHo oOuamucs ¢ NOKYnamenem.
Pesynemamer pabomer 6yO0ym nojaesznsl OJisi MAPKEMON0208, Ou3dainepos u
CREeYUAIUCTO8, 3AHUMAIOUUXCSL CO30AHUECM PEKIAMHBIX MAMEPUaios 6 ciepe
Je2KOU NPOMbBIULICHHOCTIU.

The relevance of the research lies in modern methods of advertising light
industry with all aspects and requirements that insufficiently affect the consumer
and the promotion of a particular product.

The purpose of the work: to study the design features of the lookbook, its
characteristics, perception features, as part of the strategy for the development
of the image of light industry.

The promotion of light industry goods has its own characteristics and
specifics that should be taken into account when creating a design. Light
industry includes the production of goods that usually have a functional purpose
and serve certain purposes. Advertising should emphasize the functional
advantages of the product, its reliability, efficiency and compliance with the
needs of the target audience [1].

A lookbook, as a means of advertising, 1s a specially created collection of
photos or videos, focusing on the details of the product to show its quality, finish,
unique elements or innovative features. This helps to convince consumers of the
value of the product and its superiority over similar products. The lookbook 1s
used to attract the attention of consumers, create the desired image or
associations with the brand, as well as to stimulate sales.

In the psychology of perception, a lookbook can be considered as a form of
light industry advertising, which is aimed at creating a certain impression and
emotional reaction among consumers. The perception of a lookbook can be
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studied from wvarious angles, including visual perception, psychological
mechanisms and effects that can affect people's perception and reaction [1].

Aspects of the psychology of perception that can be applied to light industry
advertising through lookbook:

— visual perception, the use of composition, colors, shapes and lines to attract
attention and create the desired effect. Human eyes tend to remember and attract
to certain visual elements, and the use of these elements can affect the perception
of advertising [2];

— emotional impact, a lookbook can cause emotional reactions in viewers,
such as desire, admiration, satisfaction or a desire to be associated with the
image depicted. From the choice of models and their appearance, to the general
mood and atmosphere of photos, emotional impact can be a key factor in the
perception of a lookbook as an advertisement;

— associations and symbols, certain places or attributes can be used to evoke
associations in the audience. For example, the use of certain colors, backgrounds
or decorative elements can associate products with a certain way or lifestyle [3];

— perceptual distortions, psychological distortions, such as the effect of
choice, the effect of general impression or the effect of exaggeration, can affect
the perception of buyers. For example, presenting products in the context of
stylish and fashionable images can give the impression that the products are
more attractive than they actually are;

— attention and memorization, the lookbook should hold the attention of the
audience and be memorable. The use of unusual or unexpected elements,
interesting compositions or a unique style can help attract and retain the attention
of viewers.

Psychological aspects of perception, which can be applied to light industry
advertising through lookbook, help in creating an effective and attractive
advertising campaign [1].

Photos in the light industry catalog are also an important part of advertising
[4]. The main aspects that should be taken into account when creating photos for
a light industry lookbook:

— clarity and detail, photos should be clear and show products in high
resolution with good detail. This will help consumers to more fully consider the
product and evaluate its quality;

— lighting and color transfer, it is important to create good lighting so that the
product is visible in the best light. The colors must be accurately rendered to
match the actual appearance of the products. Lighting and colors can affect the
perception and attractiveness of the product;

— context and use, photos should show products in a natural or appropriate
context of use. This will help consumers imagine how the product can be useful
and meet their needs. Scenes in which the product is used can also add emotional
appeal;
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— variety and variability, i1t is important to present products in different angles,
angles and details. The photos should demonstrate the various functions or
features of the product and suggest options or combinations of use. This will
help consumers get a complete picture of the product and make an informed
decision;

— professionalism and aesthetics, as in the case of the lookbook, the photos in
must be made professionally and meet aesthetic standards. This will create an
impression of rehability and product quality and strengthen consumer
confidence in the brand;

— composition and focus, photography should be attractive and effective to
attract attention and keep it. Focusing on the key details or features of the
product will help to highlight it and attract interest;

— uniqueness and differentiation, photos help to distinguish products from
competitors and convey unique advantages, reflect the individuality and style of
the brand in order to attract the target audience.

The specific aspects of photos in the light industry lookbook may vary
depending on the specific market segment and target audience. An analysis of
the goals and preferences of the target audience will help determine the most
effective strategies and approaches to creating photos for light industry.
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