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Khavkina L. Creative-functionality of time-space in the context of creative image. The aim of the study is to 
define the creative and functional bases of engaging spatio-temporal categories within image making and tasks 
performed by them. It is revealed that time-space is a universal tool for building effective image – both individual 
and collective – which is used in all spheres of public life. During image making space-time categories can be 
accented with a different purpose: for division biography / history, updating conceptual changes in the image 
carrier life, highlighting initiation / pseudo-initiation moments in it, associating of a person or organization with 
some iconic places and periods in the history (with interpenetration of their images) and others. The study found 
that depending on the level of natural / artificial image it may be cases the correct creative communication with 
the audience and the manipulation of public consciousness. 
Keywords: image, image making, image carrier, time-space, the public consciousness, a legend, a 
symbol. 
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Burdina E. Personalization and personification as features of infotainment: the differentiation of 
concepts. The concept of personcentricity in mass media and its main manifestations in television as the 
features of infotainment. It is proposed to allocate in the concept and separate to two categories: personalization 
(related to an author) and personification (related to other people in a material). Negative consequences of 
personifying TV-materials that destroy the traditional principles of journalism are marked. The effectiveness of 
the personcentricity methods in the information reporting is proved.  
Keywords: personcentricity, personalization, author, personification, television, infotainment. 

 


