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Abstract. The dynamics of contemporary media culture initiates addressing the problem
of cultural meanings study in a transdisciplinary way. This current research is implemented
in two areas of philosophical reflection, aesthetic and methodological. The aim of this
article is to clarify the specifics of “the cultural meanings” in the philosophical and aesthetic
discourse and study the role of media space in the realization, transfer and transformation
of cultural meanings. The study focuses on the aesthetic media, which in turn affects
the information circulating in the media cultural space. For this research the author
incorporated works of scholars such as H. Rickert, W. Benjamin, R. Barthes, O. Pavlova,
A. Ruchka in the philosophical discourse of humanities, as these works reveal the
mediator importance in the process of transformation of cultural meanings, screen and
monitor. Therefore, it affects the media space’s cultural discourse: the transformation of
values, ideals and cultural meanings.
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Introduction

Media space, media culture, and other
media channels have long been the subject of a
wide range of sciences. In the context of phil-
osophical reflection, special attention is paid
to aesthetic and axiological aspects of the es-
tablishment and functioning of media space as
the ultimate determinant of cultural meanings
today. Aestheticization of virtual reality takes
place in strategic communication practices be-
cause, first of all, it eliminates the demand for
free embodiment of dreams, illusions of the
subject on the choice from the infinite palette
of beautiful things, creativity in designing their
own reality. The process is how to use artistic
means of expression and in-depth and structur-
al transformations of space with the accumula-
tion of both traditional and cultural meanings
and find new meanings and values characteris-
tic of the era.

Statement of the problem

In today’s dynamic media world the key
problem is the society functioning, as justified
by the observed in the information society gen-
eral trends in media culture. This situation is
directly related to the social influence of au-
diovisual communications and media space in
general, resulting in the emergence of a new
social reality, which initiates a change of con-
sciousness, the formation and transformation
of cultural meanings. Value-semantic perspec-
tive, which is directly linked with the domi-
nance of the media segment of society, has by
far not investigated enough, since scientists are
only beginning to apply a philosophical dis-
course for the research category of “cultural
meanings”.

This topic has long remained within the
framework of sociology, despite the fact that
cultural meanings are inextricably linked with
established values and traditions of the aesthet-
ic nature in particular.

The aim of this article is to clarify the spe-
cifics of “the cultural meanings” in the context
of contemporary philosophical and aesthetic
discourses to highlight the features of modern
communication (media space orientation) and
its role in cultural meanings in the process of
aestheticization.

In order to achieve this goal, one should
first of all study the works of modern scholars,
who have once raised this issue and given spe-
cial priority to cultural meanings of aesthetic
media space.

Theoretical framework

The study of this problem was initi-
ated by scientists from different fields of
knowledge, including philosophy, aesthet-
ics, cultural studies, sociology. Referring to
the philosophical and aesthetic context, one
must remember about such scientists as W.
Benjamin, H. M. McLuhan, N. Luhmann, P.
Bourdieu, R. Barthes and neo-classical rep-
resentatives, namely H. Rickert. In the de-
velopment of approaches to the problem we
should not forget about the significant role of
such modern local researchers as O. Pavlova,
N. Kostenko, A. Ruchka.

We consider appropriate to follow their
understanding and interpretation of the con-
cept of “cultural meanings”, values, value par-
adigms, and civilization’s identity of a man and
society in a certain historical period. Cultural
meanings include a diverse palette of religious
beliefs, moral principles, but in a particular cul-
ture, they stand out in the array of this culture
core values.

Discussion

The renowned researcher media commu-
nication H.M. McLuhan examines the phenom-
enon of expanding human capabilities by com-
munication means, while modern sociologist
N. Luhmann notes that “communication in the
art system is the only form of communication
that transmits not only the forms of meaning,
but also the feeling together with the physical
senses” (Luhmann, p. 45). In this context, ac-
cording to the researchers, media philosophy is
as follows: “The history of media implies con-
tinuation (extension) of our perceptual capabil-
ities and communication abilities, but with the
observation that this growth can not be associ-
ated with the body organs’ immediate sensa-
tions such as touch, smell, hearing” (Savchuk,
p- 12). It should be noted that the increase in the
range of extension rights that are provided by
communication media is not widely accepted
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as they remain out of the media formats con-
cerning listed above body senses.

Therefore, the strategy is interpreted as
aestheticization and compensation of complex
feelings in the media fullness. Those are more
invariant to be artistic culture of media space;
their aesthetic range (in the classical sense of
the process) is minimal.

The phenomenon of aesthetic culture in
the media is laid out in the works of foreign
and local researchers. In this context, in order
to understand the formation of specific aesthet-
ic space in the media, the researcher O. Pav-
lova said: “The classical aesthetics had some
instructions that have structured its subject
area. These included: the autonomy of the aes-
thetic sphere (especially for the Renaissance
art history), self-sufficiency of artistic abilities
(D. Hume), the presence of a priori principle of
pure reason (I. Kant), free expression of per-
sonality in the beautiful (J.C.F. von Schiller),
beauty not as an absolute value, but an aesthetic
pleasure of life (Romanticism), the justification
of aesthetic knowledge as a system within ra-
tional-targeted ideas (G. Hegel). A day of total
representation of reality by the media means
leads to the definition of postmodern culture as
“cultural industry” (T. Adorno), “hyperrealist”
(R. Barthes), “spectacle society” (G. Debord),
“the era of emptines” (G. Lipovetsky). The ob-
jective of the study is the argument value mutu-
al aesthetic sphere and the media in the hypos-
tasis which is aesthetically transformed form of
the present” (Pavlova). Thus, a new phenom-
enon is formed, which transcodes aesthetic
meanings in the new cultural space. A clear
system of art and aesthetic theory of patterns
reinterpreted for implementing cultural mean-
ings in the format of virtual reality. Cultural
meanings in this context should be interpreted
as the various theoretical concepts of classical
and modern aesthetics and as the core cultural
common values, meanings, ideas and symbols
of culture as a way of being human.

Aesthetization of media space is avail-
able in various forms. Therefore, the film and
television displays information as artistic and
documentary or newsreel in a kind of counter-
point Information Network, which dramatizes
a narrative and, ironically, transforms it into

game and planar screen. Political events garner
the coverage through artistic format of presen-
tation: music, staffing, music video installation
and entertainment. The media resource aims to
create a special aesthetic space in 3D format
by using various stereo techniques. Of partic-
ular note is the Internet communication via
the computer screen, which is also an aesthetic
technique: design of web pages, websites, so-
cial media, design and presentation of news and
more. Aesthetic means building virtual reality
can create the illusion of creative actualization
of the individual. Ifart in the classical sense and
artistic expression outside the context of media
conversion is an act of true reality, the world of
media technology, replacing this act with the
proposed model of self-identity, which, in our
opinion, is directed and realized in the artistic
imagination of a recipient because of onscreen
culture.

The cultural meaning as the accumulation
of experiences, values and principles, ideas
and symbols of culture in pre-Information Age
was embodied in various forms of conscious-
ness. The strong and representative role is that
it reflects the history of art. System of styles,
genres and art forms organizes time and spa-
tial continuum in which art imagery represents
the dominant meanings of culture, extrapolated
from the sphere of religion, morality, politics,
and science. This aesthetic design requires
skills and willingness of the recipient and
professional artist. However, the media space
breaks conventional boundaries between an au-
thor and a recipient, on the one hand, it creates
a new structure of the cultural meanings em-
bodiment through a kind of connotative text,
on the other hand, it implies a similar aesthetic
design as self-constructing world outside the
media cultural space. Therefore, the consum-
er learns about modern aesthetic principles in
the media products through cultural meanings
which impose and embody them in our own
living space. The goal becomes the tool and
vice versa. Media space acts as one of the aims
of aesthetic construction of reality. As aqua
surf, media slides after returning to the cultur-
al space coast and dehydrate without further
waves, so it is doomed to experience drought.
Therefore, the aesthetic range of media space
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generates new techniques that are increasingly
affecting the representation of consumers and
transform reality.

A special technique that we believe de-
serves special attention is the modern way of
aesthetic media space in the form of both de-
struction and creation of cultural meanings that
directly indicate fast fame and recognition for
someone who does not agree to “waste” time on
professional development and is ready to make
several steps to overcome the distance between
being unknown and being hyped for their cre-
ativity on various TV channels and websites.
This glory is both instantly proclaiming and
promptly lost. However, the latter remains be-
hind the scenes in the media space.

The Ukrainian media culture, in our opin-
ion, can give many examples of this strategy,
including TV projects such as “X-Factor”, “Ev-
erybody Dance”, “Ukraine’s Got Talent”, and
so on. The purpose of these programs is artic-
ulated as the search for talents. However, we
believe that this is a manipulative strategy to
transform cultural meanings. Unlike the tra-
ditional way in the profession in those public
institutions that are established to teach the
skills, in the mind of the recipient there is an
idea of the possibility to cut this path, avoid for-
mal training and become a better professional
and more popular by the end of the project.

The winners of these projects “taste”
fame, go on to participate in other projects or
become despondent in their abilities and skills,
because their credibility was spent in vain. It is
necessary to clarify that we are far from con-
demning such projects. They are spectacular,
get high ratings, and ultimately what sounds
from television screens is music. However, we
emphasize the substitution of deep meanings
that destroy the aesthetic hierarchy of artistic
culture and create variety of meanings.

Analyzing the cultural text as space for-
mation of cultural meanings should refer to
the concept of text analytics R. Barthes. In or-
der to understand what space the text should
introduce such concepts as “codes” proposed
by Robert Barto. According to the concept of
the researcher codes permeate the cultural text
as strings, forming its meaning. The research-
er rejects the interpretation of meaning in one

sense, since in his opinion it reduces the space
of the text and leads to a narrow interpretation
of meanings. Text inherent multiplicity: “It
means it is not just a few meanings, but that
it brings multiplicity of meaning as such, the
indestructible multiplicity, not just tolerated.
In the text there is no peaceful coexistence of
meanings, they cross into their moves through
them, so it is not exposed to pluralistic interpre-
tation, it there is an explosion and scattering of
meaning” (Barthes, p. 67). Thus, the very mul-
tiplicity of meanings understood only through
codes and forms the space of the text. Text is
inextricably linked and deterministic time-his-
tory, culture, meaning, society-man. In general
we can say that the production is inextricably
text included in the “beyond-text reality” and
“symbolic space” (Mikitinets, p. 42).
Referring to studies of audiovisual com-
munication one should recall the scientist W.
Benjamin and his work entitled “Works of
art in the age of technical reproducibility” in
which the researcher described the formation
of visual culture. W. Benjamin not only cap-
tures the change in a person’s world, but also
explores how this happens. The researcher tries
to answer the question of how the development
of technology, i.e. the reproduction of imag-
es, affect the human perception of the world,
the formation or modification of certain cul-
ture-heritage identity as we understand cultur-
al meanings. An interesting phenomenon poses
the problem of the uniqueness disappearance.
Any attempt to reproduce an image gener-
ating secondary image that alters the interac-
tion between the actor and the reality is the per-
son who is trying to play the objective reality
and the environment. The author claimed that
“nature, facing the camera is not the nature fac-
ing the eye; difference lies primarily in the fact
that the place space assimilated by the human
mind, taking up space, mastered unconscious”
(Benjamin, p. 71). In other words, play the ob-
jective reality in all its diversity, or create a
double lens using cameras and camcorders im-
possible because the resulting image will sub-
jective, there is such a thing as a distortion of
cultural discourse. The above phenomenon can
be interpreted; it does not give a complete pic-
ture of the world and not its extension. It should
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be noted that fixing through an intermediary
(the objective lens) some point of life, we do not
have the whole picture since pulling out pieces
of the whole, which is not conducive to creat-
ing a complete image, and leads to a distortion
of meaning. Undoubtedly, both time and space
art basically is the only piece of reality. But af-
ter armory art artist through the prism of his
philosophical offsetting entry and accumulated
cultural meanings in a fiction work.

It provides a potential deployment and per-
ception in its entirety reflection of the world to
the recipient. A technical tool, as a mediator of
this process, as a mediator of creation and per-
ception does not simply slow and reduce the art
content, but actually blocks the opportunity for
further existence of art. It should be noted that
the views of W. Benjamin are categorical and
not shared by all members of aesthetic thought
of the 20"-21* centuries.

Science displays and actively explores con-
temporary art practice in which the mass media
plays a substantial role. Conceptualization of
the problem reflects the theory, the reception of
which is those that depict the creative potential
of modernization. Therefore, transformation
of artistic practice and its theoretical reflection
take place.

Special attention is given to the problem of
cultural meanings and values functioning and
formation. The most important part is present-
ed in the media communication, which is the
main source of knowledge of the world and a
person. Problem of self-identification of rights
as part of socialization is related to the audiovi-
sual communication that forms the world view
and consciousness of the individual; his/her
value orientations and constructs social reali-
ty. Cultural meanings are able to perform this
fundamental function, namely the function of
society integration, maintaining its value and
stability (Kostenko).

In our opinion, the concept of “cultur-
al meanings” and “values”, and most impor-
tantly their existence in the phenomenal field
are inseparable and interdependent. Cultural
meanings are a phenomenon that involves val-
ue orientations of the individual and society as
a whole. Values considered in the paradigm of
cultural identity, which are formed by means of

established cultural meanings in the “core cul-
ture” according to the terminology representa-
tive of this trend, H. Rickert followed cultural
tradition. H. Rickert mentions that “value has a
spiritual purpose, vital practical mental setting,
expressing nerve of lively culture, its semantic
core that reflects the culture dynamics” (Rick-
ert, p. 365).

That is, the values are the result of the
functioning of culture and cultural meaning as
integral structure and as a culture. Understand-
ing the meaning of meaning requires knowl-
edge of human relationships or certain human
groups both in actual life situation in which
they are present, and with the life experiences
of previous generations or the project of human
life and the future (Kostenko).

One should refer to the importance of the
individual value orientation. Value orientation
is defined as the ratio of sample to a set of ma-
terial and spiritual values and ideals that are
considered as objects of goals and the means to
meet the needs of individuals or social groups.
Formed in the social practices, values mediate
the impact of the environment: they accumu-
lated experience of people. Having established
orientation characterizes maturity as human
beings, but these orientations are direct lever of
influence audiovisual communication, which,
in turn, is an active participant in the formation
of the individual as a whole, and is an inex-
haustible source of information about the world
and the cultural world of humanity. Therefore,
as a result of human activity, its existence is the
formation of certain values, which is primarily
due to the existing cultural meanings inherent
in society. Therefore, the value orientation is
found in human activity as a hierarchy of bene-
fits that a person gives their material and spiri-
tual values (Drach, p. 305).

Since the inception of the society in the
first place laid horizons of cultural meanings
that are established informal rules of function-
ing and development of society. Reflection in
mythological consciousness ideas about the
world and man’s place in it, the meaning of life
and the inevitability of death and the fate of the
hero exploit people and other ethnic character-
istics forms meaning and form concentrated on
the core of culture and determine the formation
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of cultural meanings. They direct the lives of
people, as traditions and values are basic con-
cepts as the cultural meanings are formed a
number of legal, moral and ethical standards,
which, depending on the policy are binding
or not enforced. But in everyday life of each
national community of people, some informal
rules is imperative, though not enshrined in
law. Cultural meanings form the perception
of people, the deviation from certain rules
considered non-conformist behavior. Broad-
cast cultural meanings, values and traditions
is through communication that has different
forms and manifestations (audio, video, or even
tactile communication). With the development
of 20" century science and technology and
progressive trends in media communications,
cultural meanings lose their identity, because
it is easily transformed and taking on new
forms with curvature or distortion of cultural
discourse with the help screen (display other
forms of communication). In recent years, es-
pecially in connection with the intensive devel-
opment and computer science, and computer
engineering, and their active penetration into
society are increasingly faced with a highly
informative approach to understanding the es-
sence of culture and education. This trend un-
derstands the educational process and the pro-
cess of transmission of knowledge in general
as a channel of information from the teacher,
a teacher or even automated complex, which
in the modern era of information can replace
live communication with the user of this infor-
mation. Hence the rather stable theory which
involves the term “information technology
teaching”, it is the transfer and translation of
knowledge is responsible for the establishment
and development of individual assimilation of
established norms, traditions, customs inherent
in a given community cultural meanings and
knowledge of the world. So speaking of broad-
casting cultural meanings should not forget the
importance of education in this process and in-
depth use of media technologies, which in most
cases form the identity of the information age.
Methodological problems in research fo-
cus of value and aesthetic understanding of the
functioning of cultural meanings media space
is interdisciplinary. Since the principle of us-

ing strategies in modern integrated approach:
ideas, methods and technologies for produc-
ing, storing, selective sampling and opera-
tional insight to consumers of different types
of scientific information can be useful and be
required. Any attempt of using information
and computer tools to intensify, intensify, ul-
timately optimize multi-component process of
learning, skills, methods of creative activity,
not to mention the formation of the whole gam-
ut of human relations to the world and to each
other, his outlook, mentality, culture, behavior,
Booz certainly deserves detailed study. Media
space forms a natural tendency and the need
for effective communication. In the context of
aesthetic and axiological approach should be
noted that the specific media culture is one in
which create impression on the following: the
main thing is not lost - the emotional character
of a full life of people who perceive the infor-
mation being broadcast, which is based on the
appeal (appeal) to the individually unique spir-
itual world each of them an absolute priority to
the uniqueness of the individual. In our opin-
ion, this is one of the most dangerous illusions
and disappointments, which is the main simu-
lacrum media culture. Therefore, to a large ex-
tent to the problem should be addressed in the
value-semantic context.

Unfortunately, today’s society is biased
media. Cultural meanings and culture as such
typologies and dissolved in the media that rep-
licates and promotes the heritage of culture and
history. On the one hand by means of audiovi-
sual communication, anyone can read a specific
work of art, listen to any musical composition,
but often you can also find signs of vandalism
and frivolous perception of what he saw or
heard. If the ring tone on your mobile phone is
a classic song eventually over time it begins to
annoy and its sound is often inappropriate and
perception of others is shallow and frivolous.
Crumbling certain cultural meanings that were
put into the product during its creation, the dis-
tortion of social reality by means of a computer
screen, TV, video and camera lenses construct-
ed new cultural meanings that are not always
true. Growing concerns about the culture of the
same “one reality” losing self-evident under
the pressure of many images that claim to be
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real and increasingly becomes a “negotiable” if
on its identification requires someone consent.
Generally refers to the legitimization of social
media ontology. Since “to be is to be shown on
television”, as noted by Bourdieu (Bourdieu, p.
205), or to attend, to be present in the world
wide web, which is true not only for popular
people, but also for any events, occurrences,
statuses and styles.

Conclusion

Thus, aesthetic media space leads to ex-
pansion of cultural meanings of modernity
within the virtual reality. The principles of me-
dia aesthetics, in many respects form polyphony
of theoretical approaches and artistic practices
aimed at university effect without feedback
from the recipient, but imitate updating as the
performance in the virtual space of culture.
Cultural meanings lost expression through the
beautiful, tragic, heroic, etc. and expressed
through spectacular music video, fragmented,
and thus affect the aesthetic presentation of the
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Hayuonanvhvliil mexnuyeckutl ynugepcumem Yxpauml
«Kueesckuil nonumexnuueckuil uHCmMumyn
Yxpauna, Kues

AnHoTaums. JIMHaMU3M pPa3BUTUS MEIUAKYJIBTYPbl COBPEMEHHOCTH HHULMHMPYET I10-
CTaHOBKY ITPOOIIEMBI IO H3YyUYCHHUIO KyIBTYPHBIX CMBICIIOB B TPAHCIUCIUTUTMHAPHOM BEK-
Tope. B TekcTe maHHOW CTAaTBhM ATO BOIUIOMIACTCS B IBYX HAMPABICHHUAX (DHIIOCOPCKOM
pedIeKcHuu: SCTEeTHUECKOM U aKCHOJIOTHIeCKOM. L{enbio JaHHO# cTaThu SIBISETCS BBISC-
HCHHE CICIU(DHUKH aKTyaJIn3allid «KYJIBTYPHBIX CMBICTIOBY» B KOHTEKCTE (PHIOCO(CKO-
3CTETUYECKOTO JUCKYPCa, a TAKXKE UCCIIEA0BaHMs POJIM MEIMAlpOCTPAHCTBa B IIpoliecce
(YHKIIMOHHPOBAHMS, TPAHCILIIIUK U TpaHC(HOpMAIIUK KyJIBTYPHBIX CMBICIOB. B mccie-
JIOBAHUM KOHLIEHTPUPYETCS] BHUMaHHUE Ha 3CTETH3alMM MeJua, 4TO, B CBOI OuYe€pelb,
BIIMSICT HAa WH(POPMAIIHIO, IUPKYIUPYIONIYIO0 B MEAHAKaHATHHOM MIPOCTPAHCTBE KYIIBTY-
pBl. B KOHTEKCTE HCCIIeOBaHUS aBTOPHI MPHOOMIAIOT K (PHI0CcO(PCKOMY OHCKYpCY Ty-
MAaHUTAPUCTUKH CTAaThbU U TPYHABI TAKUX y4YeHBIX, Kak I Pukkept, B. benpsamun, P. bapr,
O. [1aBmoBa, A. Pydka, packpsiBaromue mocpeIHHYECTBO B MPOILIECCe TPAHCHOPMAIHN
KYJBTYpHBIX CMBICIIOB, DKpaHa U MoHHUTOpa. Kak cienctBue, 310 BIMAET HA KyJIbTYypoO-
TBOPUYECKHUH TUCKYPC MMPOCTPAHCTB: TPAHC(HOPMAITHIO IIEHHOCTEH, HACaI0B, KYIETyPHBIX
CMBICJIOB.

KiroueBblie cj10Ba: KyJabTypHBIE CMBICIBI, KYIbTYpHAas LIEHHOCTb, MEAUAIIPOCTPAHCTBO,
BHUpTyajbHas pEallbHOCTh, OCTETU3ALNA, MEAUAKYIBTYpa.

Hayunas cneunansHocTs: 07.00.00 — uctopuyeckue HayKu.



