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BusyajbHas aliieHTHKA OpeHaa
«II EBponeiickue urpsi 2019 roga»:
OCHOBHBIE 3JIeMEHThI KOHLeIIHA

TI'on:xypos I'.A.
Lenmp uccnedosanuii 6eropyccroli Kyibmypwl, s3blKd U IUMepamypvl
HAH benapycu, Munck

Cratbs TMOCBSIICHA aHATN3Y BU3yalbHOU aineHTHKH OpeHna «II EBpomeiickue urper 2019 roga» u
OCHOBHBIM 3JIEMEHTaM ero KoHuenuu. Ha ocHoOBe mpoBeAEHHOI0 HAYYHOTO UCCIEA0BaHNS OATOTOBIICH
WHTEPECHBI MaTephall O XYA0KECTBEHHBIX OCOOCHHOCTSIX 3JIEMEHTOB (MPMEHHOTO CTHIIS (CJIOTaH,
3HAaK, Ha3BaHUE, UMHJDKEBas IPOAYKINS, Ia0JIOHBl PEKIAMHBIX MaTepUasoB U Ap.). B mybnukanuu nana
KpaTkas, HO COJep)KaTesIbHas XapaKTePUCTHUKAa KOMIUICKCHBIX OOpa3HO-CHMBOJIBHBIX pEIICHUH U
NPUEMOB BHU3YallbHOrO O(OpMIICHHUSI aiileHTHKH OpeHjaa, B ONpENelIeHHOH CTENeHH OTPa)Karolux
Odoratoe  XyJOXKECTBCHHO-KYNbTYpHOEe  Hacienue bemapycu. [lpm  aHanmm3e — MCHOJIB30BaHEBI
TEOpeTHYeCKHe padoThl B OONACTH TPATUIMOHHOW HAPOIHOW KYIbTYpHL, 00OOIIeHA (QaKTHIecKas
uHQOpMaIUs, KOTOpas COACPKUTCS B pa3paboTKax B OONACTH HCKYCCTBOBEACHUS, TEXHUYECKOM
ACTETHKH W Ju3aiiHa. B BU3yalbHOM CTHIIE aWJCHTHKH OpEHJa BOILUIOUICHA MJIEs MEPEILICTCHHS 310X
U HCIIOJIb30BaHMS SPKUX 00pPa30B, XapaKTEpHBIX [UISL YCJIOBHO BBIJEJCHHBIX NEpHOIOB. benopycckuit
KEHC OpraHuYHO BIMCHIBACTCS B OOLIEMUPOBYIO TKaHb Ipa)UUeCKUX PELICHUH CIIOPTHUBHBIX COOBITHH, a
€ro BBICOKHI YPOBEHb HCIIOJHEHHUSI TOBOPHUT O MPO(ECCHOHATN3ME aBTOPOB U MX KOMILIEKCHOM TOAXO/IC
K 3amave. Aiinentuka Openma «II EBpomeiickme wurper 2019 rtoma» sBIsieTCS KOMIUIEKCHBIM
XYZA0KECTBEHHBIM ITPOU3BEICHIEM, KOTOPOE BHOCUT 3HAUNTEIbHBII BKIa B COBPEMEHHYIO IPUKIATHYIO
rpaduky benapycu.
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The article analyzes visual identity of “the 2nd European Games of 2019” brand as well as the
basic elements of its concept. On the basis of the research an interesting material about artistic features
of the brand style elements (slogan, sign, names, image products, patterns of advertising materials etc.)
has been prepared. A brief but sufficient characteristic of the complex image and symbol solutions and
techniques of the visual design of the brand identity, which to a certain degree reflect rich artistic and
cultural heritage of Belarus, is presented in the article. While analyzing, theoretical works in the field of
the traditional folk culture were used, factual art critics, technical aesthetics and design information
works were generalized. In the visual style of the brand identity the idea of epoch interconnection and
bright image application which is characteristic of the arbitrary singled out periods is implemented. The
Belarusian case is organically introduced into the global fabric of the graphic solutions of sport events
while its high implementation level testifies to the professionalism of the authors and their complex
approach to the problem. The identity of “the 2nd European Games of 2019” brand is a complex work of
art, which contributes significantly into the contemporary applied graphics of Belarus.
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