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This article deals with the influence of artificial intelligence (Al) on the creative environment,
its advantages and disadvantages, forms of its use, and the reasons for the popularity of Al in
design. We have also studied the top famous design companies that use Al.

It's necessary to start with the definition of Al. Artificial intelligence (Al) is a technology
that enables machines to imitate human cognitive functions. New digital technologies, in
particular artificial intelligence, are radically changing the nature of not only traditional technical
professions, but have also penetrated into the artistic environment [1, p. 41 ].

Some scholars speak about its advantages and disadvantages. For example, Bartashevich
A.P., Mileeva E.S. see Al as a threat. Other scholars are more optimistic about its role, calling
it only an assistant who will take on all the mundane tasks and allow designers to realize
their creative potential. They assume that Al makes a designer's life easier, as it allows them
to focus on the bigger picture. Al does a lot of the heavy lifting, freeing designers' minds from
unnecessary routine. Another advantage of Al is its speed. It optimizes the workflow by
analyzing large amounts of data and suggesting solutions from which the designer can then
select the appropriate ones. Moreover, Al can analyze a large array of data, which reduces the
time for finding new ideas.

What concerns disadvantages, the scholars speak about its limited creative potential of
algorithms for solving a particular problem, since it works on the basis of pre-set algorithms and
rules. Insufficient accuracy and insufficient flexibility are noticeable in those tasks that require a
quick response to changes and design refinement. In this case, the participation of a specialist
may be required.

But in spite of all cons there are several companies that use Al technologies. Among them
are Coca-Cola, Sberbank, Amazon, Facebook, Apple, IBM, Google and many others.
For example, in 2020, Sberbank launched a pre-New Year advertisement with Georges
Miloslavsky, the hero of the beloved Soviet comedy "lvan Vasilyevich Changes Profession”,
who was "revived" with the help of artificial intelligence technologies. Coca-Cola actively uses
augmented reality in promotions and charity events, and also creates applications with this
technology to advertise new cola flavors [2, p.1 ].

We can conclude that the active use of Al by large companies affects its distribution and
popularity. It also helps to make advertising brighter and more interesting, which proves the
usefulness and convenience of Al

The main conclusions of the article converge on the fact that the influence of Al on culture
is complex and multifaceted. In some areas, Al is so ideal that questions arise about the
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ability to completely replace a person with artificial intelligence. But Al also has its drawbacks.
As we continue to develop and deploy Al systems, it is important to be aware of the potential
negative consequences. We should also consider the ethical, philosophical, and literary
aspects of Al, as it is not only a technological advancement, but also a cultural and social one.

References

1. Grigorieva, P. A., Gaev, L. V. Cultural influence of artificial intelligence // Cultural
studies, International Journal of Humanities and Natural Sciences, vol 6-4 (93), 2024. —
p. 41-42.

2. 7 Famous Brands That Use Al Technologies in Marketing [Electronic resource]. —Mode
of access: https://iom.anketolog.ru/2023/02/10/iskusstvennyj-intellekt-v-marketinge. —
Date of access: 28.03.2025.

3. Bartashevich, A. P., Mileeva, E. S. Using artificial intelligence in design: advantages
and limitations // VSTU repository, 2023. —p. 163—164.

YAK 81. 25

NEKCUKO-CEMAHTUYECKUE U3MEHEHUA MPU MEPEBOAE EPUTAHCKOW
PA3rFOBOPHOW PEY/ HA MPUMEPE CEPVAJA BBC «LUEP/IOK»

KacbaHoBa E. A., cTtyg., bBypabiko O. B., cT. npen.
BuTebcknili rocygapcTBEHHbIE TEeXHONOrMYeCcKnini yHueepcmTeT,
r. Butebck, Pecny6nuka benapycb

Lenblo Hallero uccrefoBaHusi SIBASIeTCA BbisiBeHWe TpaHcopMmauuii, 06yc/oBAEHHbIX
Ky/NbTYPHbIMW, NparMatMuyeckuMum U CTPYKTYPHbIMU  Pa3fiMumMaMu  Mexay aHrmickum u
pycCK/MM si3blkaMW Ha MaTepuasne TeNeBUM3NOHHOTO cepuana BBC «llepnok».

B ayaunoBusyanbHOM nepesoge Tenecepuana «llepnok» ot BBC ualuie Bcero tepsTcs
pas/iMuHbie 3/IeMeHTbl —S3bIKOBasi WUrpa, UHTePTEKCTyasibHble OTChISIKMA, HIAHChl UHTOHALMU.
T yTpaTbl, Kak MNpaBU/IO, He BJIMSOT KPUTUUYECKM HA BOCMPUSITUE OCHOBHOIO CHOXETA.
OfHako B NpPouU3BeAeHUsIX C BbICOKON CTENeHbld CEMAHTUYEeCKO MI0THOCTU, FAe 3HAYMMBIM
0Ka3bIBAETCS KaX[blii 513bIKOBOW YpOBEHb —OT JIEKCUMKM [0 TPaMMaTtuki, —nofo6Hble noTepu
CTAHOBATCSH CUCTEMHbIMW. B Takux cryyasix nNepeBOj MOXET CYLeCTBEHHO W3MEHUTb
MHTEpnpeTaunio nepcoHaxei W co6biTMii, a B psfe 3nu3ofoB —TpaHcopMuUpoBaTbh CMbIC
NpOU3BEAEHNS B LIE/IOM.

MNHBeKTUBHAs fNeKcuka — OCKOpOUTesbHble, Tpy6Bble WM 3KCMPECCUBHO CHUXEHHbIE
BblpQXEHUSI — SIBNSIeTCA HEOTbeM/IEMbIM 3/IEMEHTOM pasroBOPHOli peun, OCOBEHHO B
NMPOU3BEAEHUAX, OTPAXKAKLWMNX XUBYID YCTHYW KOMMyHuKauuw. B cepuane «llepnok»
nofo6HblE A3bIKOBbIE CPEeACTBA BCTPEYAlOTCS C ONpefenéHHON perynspHocTbio. OfgHako npu
nepeBoAe Ha PYCCKUI $13blK 3KCMPECCUBHOCTb NOAOGHBLIX BbIPaXEHUI 3auyacTylo cmsryaeTcs
Wi  HuBenupyetcs. Tak, Hanpumep, TNpU  UCMNOMb30BAHWM WAUOMATUYECKUX BblpaXeHUi
nepeBoAYMKM MOSIHOCTbIO OMYCKAlOT C/I0Ba, 3aMeHsia dpasbl Ha PYCCKOA3bIYHbIA aHanor, Tem
CaMbIM YCTpPaHssi 3KCMPECCUMBHbIA KOMMOHEHT OpurnHana.

B cepuane «llepnok» HeofHOKpATHO MCNoOfb3yeTcs WHBeKTUBA «bastard», o6nagatouias
rpy6biM 1 OCKOpPGUTESNIbHbLIM 3HAYEHUEM B aHINIMICKOM n3blke. OfHAKO B PYCCKOM MNepeBoje
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