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[bookmark: _Toc218613735]Summary of Topic: 
This thesis explores graphic design as a powerful force shaping how individuals and societies think, behave, and understand the world. Tracing design from ancient visual systems to digital interfaces and artificial intelligence, it reveals how visual communication influences perception, identity, power, and ethics. Through historical, personal, and societal perspectives, the study challenges the idea of design as merely aesthetic, presenting it instead as an active agent that shapes culture, decision-making, and modern life in profound and often invisible ways.























[bookmark: _Toc218613736]Introduction:
Design has always been a fundamental part of human civilisation, shaping how ideas are communicated, knowledge is recorded, and values are reinforced. From ancient visual systems carved into stone, painted on walls, or woven into textiles, to today’s digital interfaces, algorithms, and artificial intelligence, design has consistently acted as a medium through which societies express power, belief, identity, and intention. While the tools and technologies used to create design have changed dramatically over time, the underlying purpose of design, to communicate meaning and influence perception, has remained largely the same. In contemporary society, however, the scale, speed, and reach of graphic design and visual communication have expanded to an unprecedented degree, making their impact more powerful and more complex than ever before.
In today’s technology-driven world, individuals are surrounded by visuals from the moment they wake up until they fall asleep. Screens, interfaces, advertisements, icons, social media feeds, and digital environments mediate how people learn, work, consume, socialise, and even understand themselves. Graphic design is no longer confined to posters, books, or branding; it is embedded within user interfaces, virtual realities, political campaigns, algorithms, and artificial intelligence systems that actively shape behaviour and decision-making. As a result, design now operates not only as a creative discipline but also as a social, cultural, political, and ethical force. This thesis investigates how graphic design and visual communication influence both individual lives and society as a whole, questioning the extent to which design; particularly when combined with modern technology; shapes perception, behaviour, power structures, and collective understanding.
The thesis is structured into three chapters, each examining design from a different but interconnected perspective. Chapter One establishes a conceptual and historical foundation by exploring the evolution of design and its relationship with technology, power, and communication. It traces how design has functioned across different historical periods as a tool for meaning making and control, and how modern technologies have transformed both the practice and reach of design. This chapter also introduces the idea that technology and design may now occupy a “God-like” position in contemporary society by appearing all-knowing, influential, and deeply embedded in everyday life.
Chapter Two shifts the focus to the individual, examining how graphic design and visual communication influence personal perception, behaviour, learning, and identity. It explores the impact of visuals from early childhood through adulthood, including educational media, virtual reality, social media interfaces, semiotics, and branding. This chapter highlights both the positive and negative effects of visual communication, showing how design can support learning, creativity, and self-expression, while also contributing to anxiety, unrealistic expectations, manipulation, and dependency. By analysing everyday interactions with visual systems, the chapter demonstrates how deeply design shapes individual experience, often in subtle and unnoticed ways.
Chapter Three expands this discussion to a societal level, examining how graphic design and visual communication influence culture, politics, environmental awareness, ethics, and social behaviour. It explores the role of design in consumerism, sustainability, political messaging, activism, and global cultural exchange, while also addressing the challenges introduced by artificial intelligence, automation, and digital saturation. This chapter critically reflects on issues such as economic inequality, cultural homogenisation, authorship, and ethical responsibility, arguing that design does not simply reflect society but actively participates in shaping it.
Together, these three chapters build a comprehensive understanding of graphic design as a powerful force within modern life. Rather than treating design as a purely aesthetic or technical practice, this thesis positions visual communication as a central influence on how individuals and societies perceive reality, construct meaning, and respond to the world around them.



















[bookmark: _Toc218613737]Chapter: 1
Usage of Design and Technology 
A conventional view of design sees it as the creation of objects using specific tools and materials for aesthetic, functional, or symbolic purposes. However, looking at historical examples reveals that design also served as a powerful form of visual communication shaped by social hierarchy and control. In ancient Mesopotamia, the detailed stone reliefs and cylinder seals were not simply artistic expressions; they were tools used by rulers, priests, and elites to record events, assert authority, and communicate sanctioned narratives. Similarly, Egyptian tomb paintings which were rich with religious symbolism and created using natural pigments like ochre and malachite were used to function as visual messages reinforcing beliefs about the afterlife and validating the divine status of pharaohs (Benzel et al., n.d.).
[image: A stone with a person and dogs engraved on it

AI-generated content may be incorrect.]	 [image: A stone carving of a person

AI-generated content may be incorrect.] Fig: 2 Plaque of carpenter carving a chair leg Mesopotamia (Benzel et al., n.d.)


Fig: 1 Representation of a demon (Benzel et al., n.d.)


 
Metalworking and textile design in early societies also expressed cultural order, identity, and ritual significance, yet these practices were accessible only to skilled artisans supported by those in positions of power. Even large-scale environmental designs, such as the raised fields and terrace patterns near Lake Titicaca, can be understood as intentional acts of communication, organising land in ways that reflected social structure, cosmology, and collective identity (Benzel et al., n.d.).
[image: The Starry Night Sky in Ancient Egyptian Tombs and Temples – Discoveries  Egyptian Imports]Fig: 3 The starry night sky in Ancient Egyptian Tomb (Benzel et al., n.d.)



Design also extended to textiles, with civilizations such as the Indus Valley and the Near East weaving wool, linen, and cotton into intricate patterns, often incorporating geometric motifs or symbolic imagery to convey meaning. Perhaps most impressively, design in ancient societies was not limited to portable objects or buildings; it also encompassed large-scale manipulation of the natural landscape. Near Lake Titicaca, for instance, ancient communities created extensive networks of raised fields and terraces arranged in patterns so precise that they form visible textures or even zoomorphic shapes, with ponds representing the eyes of giant animal figures (Sparavigna, 2025). 
Across these examples, a common pattern emerges as it was those with resources and authority who determined what was worth recording, preserving, and displaying. This echoes later historical moments, such as the Catholic Church’s dominance over literacy and knowledge production in medieval Europe, where visual communication, manuscripts, iconography, and architectural design was shaped to uphold institutional power (Sparavigna, 2025). Understanding this dynamic invites a comparison with the present. If design historically functioned as a controlled channel of communication, shaped by those who held cultural or political influence. It is worth questioning how today’s technologies and design systems driven by global corporations and algorithmic platforms may similarly shape what we see, know, and believe. 
Basically, the underlying idea behind design remains the same in modern times: it is still about creating and communicating through a chosen medium using specific tools. While the concept of design has not fundamentally changed from its historical roots, the way it is executed has evolved dramatically. In the past, people relied on organic materials and simple tools such as chisels, pigments, clay, textiles, or even the landscape itself to communicate ideas, record information, or express cultural values. Today, these tools have been transformed into advanced and rigorous technologies, including digital platforms like Adobe Creative Suite, CAD software, AI design tools, and productivity applications such as Microsoft Office. Historically, design served practical and cultural purposes, such as mapping territories, planning and naming cities, creating ceremonial or religious artifacts, or codifying rules and laws, majorly done by the people in authority. In the modern era, design has however become more pervasive, influencing virtually every sector of society, from product development and architecture to marketing, entertainment, and public policy. It can be used by everyone despite of race, class or authority. It is now not only a medium for aesthetic expression but also a critical tool for problem-solving, communication, and shaping the way individuals interact with the world around them (Banach, Army and Ryan, 2009). 
With the emerge of modern design, it is important to understand the concept of technology to be able to link these two domains. Design can be misunderstood as a type of technology but in reality, design and technology are two entirely different sectors with some possible dependence on each other. 
In The Meaning of the Twentieth Century, technology is portrayed as a dominant force that has reshaped modern life through the growing power of scientific thinking, the expansion of global communications, and the high efficiency of industrial societies (Boulding, 2021).
In The Truth of the Technological World by Friedrich A. Kittler, technology is not merely seen as tools or machines but as a fundamental force that shapes human existence and understanding. Kittler's work challenges traditional views by suggesting that technology's influence extends beyond its practical applications, affecting the very way we perceive and interact with the world (Kittler, 2023). 
Technology does not only consist of newly introduced software, artificial intelligence, or hardware devices; it also represents the advancement of approaches and capabilities to address problems more effectively. It is not merely a set of tools, but a framework for extending human potential, improving efficiency, and enabling new ways of thinking and creating. As the world becomes increasingly interconnected, intelligent, and dependent on technology, understanding its concepts, applications, and implications becomes inevitable. Modern technology shapes how we communicate, design, produce, and interact with our environment and it also determines how messages are delivered to target audiences. Through personalised algorithms, immersive interfaces, and carefully crafted visual languages, technology influences what people see, how they interpret information, and which ideas capture their attention. The colours, typography, icons, and motion graphics used across digital platforms are not neutral; they guide emotions, establish trust, and subtly shape user behaviour. As these technological systems become more persuasive and embedded in everyday life, it becomes essential to analyse the evolving relationship between design and technology, and how this relationship impacts perception, behaviour, and the world at large (Boulding, 2021).
At present, modern technology is more deeply embedded in design than ever before, and together, these two forces are transforming the way the world functions. In the following chapters, a detailed analysis will explore the effects of design and technology on various aspects of human life, including social, economic, and cultural dimensions. At this stage, however, a thought-provoking question arises: are technology and design, individually or collectively, assuming a role akin to that of a “God”? To approach this question, it is first necessary to discuss the concept of God.
God is someone who is beyond this world but somehow actively involved within it. God is a personal being who can be known through experience, revelation, and reason rather than just an abstract force. Also, God knows all the truths and grounds human knowledge. God is someone involved in creation and history. God is often described as omnipotent and benevolent, but the existence of suffering, evil, and moral atrocities in the world makes such a God seem either cruel or ineffective. Many historical and cultural beliefs about God are irrational or geographically and culturally contingent (Abraham and Aquino, 2017). God, as traditionally conceived (an all-powerful, all-knowing, morally perfect being), has no compelling evidence supporting existence, and there is no reason to wish such a being were true, as God is an unproven and largely unnecessary hypothesis (Russell, 1952).
An overlapping concept regarding God, design, and technology is the influence and controlling power. Just as God is perceived to know everything, modern technologies particularly those controlled by big tech companies play similar role. These monitor, record, and analyse vast amounts of personal data. Every click, location, search, and interaction contributes to an enormous pool of information, giving these technologies detailed insight into human behaviour and preferences. In this sense, technology can be seen as all-knowing, shaping choices, perceptions, and even behaviour across society. Is technology the God of today?
Design, visual communication and modern technologies have power to manipulate concepts, ideas and communications. Manipulation is when someone secretly influences another person’s decisions without them fully realizing it. Unlike persuasion, which tries to convince openly, or coercion, which forces a choice, manipulation works by subtly changing how decisions are made while still making it seem like the person has a choice. It often takes advantage of mental shortcuts, biases, or emotions to guide someone toward a certain outcome without them noticing. In this way, manipulation is about shaping how people think or feel rather than directly controlling them (Kittler, 2023).
In the digital world, manipulation can be even more subtle and “hidden.” Digital technologies make it easier by collecting vast amounts of data, monitoring behaviour, and creating personalized interfaces that detect vulnerabilities and guide decisions. For example, targeted ads can take advantage of emotionally vulnerable teenagers, while app designs for gig workers e.g. Uber driver, use reminders, incentives, and gamification to influence behaviour. Political campaigns have also used these techniques, employing psychographic profiling and microtargeting, as seen in the Cambridge Analytica case, to influence voting decisions (Susser, Roessler and Nissenbaum, 2019). 
The growing use of artificial intelligence in politics presents several important challenges, particularly regarding how public perception can be shaped or distorted. One major concern is the use of technologies like deepfakes, which can generate highly convincing but false representations of political figures, potentially misleading the public. For example, AI-generated images falsely depicted former President Trump alongside Jeffrey Epstein and underage girls on flights to Epstein’s island. While these images were part of conspiracy theories and were later debunked, they not only aimed to cast Trump negatively but also contributed to a broader erosion of trust in news and information (Ferran, Gallagher and Parkinson, 2019). Such manipulations enable narratives like Trump’s repeated claim that “all news is fake,” creating a climate in which people may doubt credible reporting altogether a digital-age parallel to the fable of the Boy Who Cried Wolf. Another issue is data-driven profiling and targeted messaging during election campaigns, which can subtly influence how people think and vote by exploiting personal information and behavioural patterns. These developments raise critical questions about truth, trust, and the integrity of democratic processes. In response, both technical solutions and regulatory measures are being explored to mitigate these risks and protect the public from manipulation (Newschecker.in, 2025).

[image: A collage of people on an airplane
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[bookmark: _Hlk217928970]Graphic design today is closely intertwined with modern digital platforms and technologies, which allow designers to work with greater speed, flexibility and creativity. Adobe tools such as Photoshop, Illustrator and InDesign continue to be at the core of professional practice, while a wide range of newer platforms has expanded the design landscape (Adobe.com, 2025). 
Figma, Canva and Procreate have changed how designers collaborate and create on the go. At the same time, technologies like Adobe Firefly, Midjourney and other AI-based tools are becoming part of everyday design workflows, helping with idea generation and reducing repetitive tasks. Software from major companies such as Microsoft, including PowerPoint, Publisher and Designer, also plays an important role in visual communication across workplaces and industries. With all these modern technologies working together, design now influences more areas of life than ever before. It shapes political messaging, drives economic communication, defines social media content and even affects every day social interactions. Design is truly everywhere, and its influence continues to grow (Li et al., 2024). Figure 4 represents some examples of how design can be used to convey political messages to the targeted audience. 
[image: A collection of posters on a white board
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Design tasks that were once performed entirely by hand are now increasingly automated or semi-automated through AI-augmented tools. This shifts what designers spend their time on from routine layout and asset creation to strategy, oversight, and creative direction and alters the skills required. For example, using Adobe Firefly or other generative AI tools, designers can create assets such as textures, image backgrounds, or patterns via text prompts rather than building everything from scratch. Similarly, Canva’s AI-powered design automation and Figma’s generative design features can automate initial layouts and compositions. While these tools free up time and make design more accessible, simply having access to them does not make someone a designer just as owning a hammer does not make someone a carpenter (Adobe.com, 2025).
Professional designers are distinguished not by their ability to use tools, but by their capacity for critical thinking, problem solving, ethical judgment, storytelling, and human-centred creativity. AI can produce content, but it cannot replace the insight, experience, and intention that shape meaningful and effective design. The accessibility of AI-powered tools democratizes certain aspects of design but also intensifies competition, challenging designers to redefine their value beyond aesthetics toward strategy, ethics, and the human impact of their work (Crawford, 2025). In a broader sense, technology increasingly offers substitutes for creative and human-made work, positioning itself as an indispensable force so pervasive and powerful that it risks becoming a “god” for contemporary generations. Moreover, the God-like advancement of technology in this era has led to a significant development that is transformation of economic opportunities, particularly through the rise of freelancing and digital entrepreneurship as new avenues for generating income.
Freelancing is becoming more of a technology-based design business where people from almost all professional backgrounds are working irrespective of their design skills. This pauses a threat to the integrity and worth of design. Question can be asked that can there be something like the painting of ‘Mona Liza’, in the era of freelancing? Probably not because the designers are selling their work for a little fortune just to be compete many others that are not even designers but just use AI. 
With more designers working freelance rather than inside full-time roles, competition has increased, and many designers specialise on niche services (e.g. UI animation, UX writing, motion graphics). Freelancers must differentiate themselves through strong portfolios, rapid turnaround times, or specialised boutique skills. Since clients can source talent globally, UK-based freelancers now compete on an international stage, where cost, quality, and expertise are constantly compared. A 2025 freelance designer report (e.g. from platforms like Upwork / Fiverr) showing growth in remote design projects, more clients hiring one-off contractors rather than in-house. Freelancers adapt by offering packaged services or subscriptions (e.g. ongoing UI maintenance) rather than one-off jobs. The government proposes reforms such as streamlined design protections, clearer legal guidance, and improved access to justice, including a small claims track for design disputes. These changes aim to empower freelancers and micro-businesses to protect their work more easily, fostering innovation and helping them compete globally (UK Government, 2025; Upwork, 2025). However, competing effectively in this global freelance market is not only about skills and portfolios access to affordable, but advanced design tools also plays a crucial role in enabling innovation and sustaining competitiveness.
With freelancing and other visual arts platforms, the designers face some restrictions. It seems like God is not available to all but to those who can afford everything. For instance, software costs strongly affect design practice. High software costs have traditionally limited access to advanced design tools, constraining experimentation and innovation, particularly for students, freelancers, and small design studios. Designers forced to rely on a narrow set of affordable or outdated programs may struggle to explore alternative workflows or emerging technologies, reducing creative flexibility. However, the rise of AI-powered design platforms is beginning to shift this dynamic by offering built-in design intelligence at lower costs. These platforms lower barriers to entry, enabling beginner designers and small businesses to access sophisticated tools, experiment more freely, and adopt innovative practices without being restricted by expensive software suites (CADD Centre, 2025). 
Following is the table chart having a short statical description of influence of economic AI labour and software costs on design practice (McKinsey & Company, 2025; Grow by Design, 2025; WATC, 2025).
Table:1 Impact of AI on design in terms of economy
	Metric
	Value

	AI-driven productivity potential
	$4.4 trillion globally

	% of companies using AI in design
	78% (2025)

	Freelance design roles impacted by AI
	42% (Q2 2025)



While freelancing continues to shape contemporary design practice, social media has emerged as another major technological platform exerting a versatile and far-reaching influence on visual design and digital communication. Social media has transformed design practice by making trends faster, inspiration more global, and aesthetics platform-specific though not without drawbacks. Designers now adapt quickly social-catching styles like minimalism, brutalism, or Y2K nostalgia, using bold typography, vibrant colours, and dynamic compositions to grab attention. At the same time, social media offers access to diverse, global visual cultures, turning platforms into collaborative spaces were remix culture and instant feedback fuel creativity. Each platform shapes its own aesthetic like Instagram favours polished, curated visuals; TikTok embraces raw, playful experimentation; and Pinterest highlights aspirational, lifestyle-driven design. While this encourages innovation, it also risks homogenization pressure to follow popular trends can lead to fixed work, sidelining niche or culturally specific expressions in favour of broad appeal (Phillips, 2024). 
[image: The Impact of Social Media on Design Trends]Fig: 6 Bold Graphics in Social Media Platforms (Phillips, 2024) [25]


Beyond platform-driven aesthetic shifts, designers are now experiencing a deeper technological transformation, most notably through the increasing integration of artificial intelligence. Artificial Intelligence (AI) has become an influential tool in modern design practice, transforming how designers create, iterate, and deliver visual and functional solutions. It automates repetitive and time-consuming tasks such as layout generation, image retouching, and colour matching, allowing designers to focus more on the creative and strategic aspects of their work. AI-powered systems can also enhance the ideation process by generating design concepts based on text prompts or analysing user data to propose personalized and targeted solutions that improve user experience. Additionally, explainable AI models support ethical and human-cantered design practices by making their decision-making processes more transparent, enabling designers to align technological outputs with artistic intent and social responsibility. Sustainability is another dimension, with AI optimising material choices, energy-use and design efficiency to reduce waste and environmental impact (Baeyaert, 2025).  
However, despite these advantages, the integration of AI in design practice also presents notable challenges. One major concern is the potential loss of human creativity and originality, as overreliance on algorithmic suggestions can lead to homogenized designs that lack emotional depth or cultural nuance. AI tools also raise ethical issues related to authorship, as it becomes difficult to determine who owns the rights to AI-generated content. Furthermore, biases embedded in AI training data can inadvertently perpetuate stereotypes or exclude marginalized groups, compromising inclusivity rather than enhancing it. Finally, the growing dependence on AI technologies may reduce the value placed on traditional design skills, causing a disconnect between human craftsmanship and digital efficiency. Therefore, while AI offers immense potential to enhance design processes, its use must be balanced with critical human oversight, creativity, and ethical consideration. The following paper discusses how generative AI systems, while productive, can lead to standardized outputs that lack the emotional and cultural richness typically infused by human designers. The authors emphasize how training data biases can result in outputs that reinforce stereotypes or marginalize certain groups, undermining the goal of inclusive design (Crawford, 2025). 
Beyond supporting freelance work and providing a platform for digital expression, technology has redefined the nature of visual design itself. The once controlled, expert-driven act of creation has evolved into a dynamic process shaped by data, collaboration, automation, and user participation. For instance, campaigns like Coca-Cola’s “Create Real Magic” show that AI can enrich design by merging creativity, technology, and emotional resonance. Yet, this evolution also demands critical reflection which means designers must balance innovation with authenticity, inclusivity, and ethical responsibility. Ultimately, technology doesn’t replace the designer it redefines what it means to design in a connected, co-creative world (Coca-Cola, 2023). 
[image: Coca-Cola and OpenAI 'Create Real Magic' | DesignRush]
Fig: 7 Create Magic Campaign (Coca-Cola, 2023)

Likewise, Nike’s personalized AI fitness ad campaign demonstrates technology’s impact on design practice by showing how generative AI enables designers to create dynamic, user-specific content. Instead of producing a single static ad, designers now work with AI tools that generate and adapt visuals, messaging, and video sequences in real time based on individual user behaviour and preferences. This shifts design from a one-size-fits-all approach to a responsive, data-driven practice, where technology actively shapes and personalizes the user experience (Schulz, 2024).
[image: Image may contain Serena Williams Gabby Williams Adult Person Accessories Glasses Clothing Footwear and Shoe]Fig: 8 Nike Reinventing Air Campaign (Schulz, 2024)


Moreover, technology has amplified the power of digital communication, allowing a single advertisement to reach and influence audiences worldwide. For example, the heartwarming ad traces LEGO’s journey from a small Danish carpentry workshop founded by Ole Kirk Christiansen in 1932 to becoming a global icon in creative play. Through engaging animation and storytelling, it highlights key milestones such as the invention of the LEGO brick in 1958 and the brand’s commitment to quality, imagination, and learning through play. The film emphasizes the company’s resilience through challenges like fires and financial struggles, while portraying the family legacy passed down through generations. By blending nostalgic visuals with emotional narrative, LEGO not only honours its heritage but also reinforces its mission to inspire and develop the builders of tomorrow (Emperado, 2025). This powerful and impactful advertisement highlights the role of technology in design practice, demonstrating how innovative tools and digital strategies can transform creative ideas into widely visible and influential outcomes. 
[image: A cartoon of two people in a room
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Fig:9 Lego Emotional Advertisement (Emperado, 2025)

In the above, the usage of design has been discussed. With the increasing technological design development, the need to know its impact on individuals is becoming more important. In the next chapter, the influence of graphic design and visual communication on an individual’s behaviour, growth, decisions will be discussed in detail. 
[bookmark: _Toc218613738]Chapter 2
Impact of Design and Technology on an Individual:
Graphic design and visual communication profoundly shape individuals’ lives in today’s technological era. Visual design influences how we perceive, interpret, and interact with the world around us. From immersive virtual reality experiences, early-stage learning, social media interfaces, and brand identities to digital advertising, visual communication guides our attention, shapes our emotions, and subtly affects our choices. Design simplifies complex information through semiotics, intuitive layouts, icons, and visuals, making technology more accessible, engaging, and user-friendly. It also reshape cultural narratives, what we value, aspire to, or believe through imagery, symbolism, and storytelling. In a world saturated with screens, graphic design not only enhances aesthetic appeal but also plays a critical role in directing behaviour, building trust, and constructing meaning in daily digital interactions (Kuang, 2024; MIT News, 2014). The above-mentioned ways of how graphic design and visual communication influence an individual will be discussed briefly in below.
Visual communication plays a crucial role in shaping perception and understanding from early ages of a person’s life, and this influence becomes even more powerful in today’s technological era where children encounter digital visuals before they can even read. Interactive screens, apps, and online platforms surround them with colour, symbols, motion graphics, and interface design that teach them how to navigate the world and form emotional associations like recognizing bright colours as playful or interpreting red as danger. In addition, modern visual cartoons and digital storytelling expose children to imaginative worlds where characters, shapes, and narratives encourage them to pretend, role-play, and experiment with new ideas. This kind of visual stimulation sharpens their minds by nurturing creativity, problem-solving, and innovative thinking. Studies have proved that from apps like Duolingo Kids and ABCmouse to cartoons like Peppa Pig and CoComelon, and immersive platforms like Minecraft Education, graphic design and digital visuals are powerful tools that shape how a child perceives, learns, and creates in today’s technological era (Bang and Lee, 2021; Leeds Beckett University, 2023.; Fitie, 2025). 
As visuals and graphics helps little ones to build knowledge since the very beginning of their lives, similarly, design and motion graphics have a powerful influence on people’s lives through the use of virtual reality. This technology dissolves the boundaries between physical and digital spaces, creating fully immersive, computer-generated environments. By engaging multiple senses at once, VR enables individuals to experience design in a deeply interactive and transformative ways. For a person, this can make virtual scenarios feel convincingly real, triggering authentic emotional responses for example excitement, fear etc that mirror experiences in the physical world. A key theory for this is the sense of presence (also called telepresence) refers to the psychological state in which a person perceives themselves as existing within a virtual environment, rather than in the physical world around them (Wearable Technology Life, 2025). 
It has been experienced by many individuals that VR now a days plays a beneficial role in many fields of life as it aids learners to experience history, science, or geography directly. For example, students can walk through ancient Rome or dive into the ocean to study marine life. This immersive approach makes knowledge stick better than traditional textbooks. Similarly, Patients with phobias or PTSD can use VR exposure therapy in a controlled environment Surgeons and medical students practice operations in VR, reducing mistakes in real surgeries. Moreover, it has been used in retail industries, where consumers can get an experience of using the product virtually (Wearable Technology Life, 2025). 
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Feeling fully present in virtual reality can make experiences more immersive, but it can also have some serious negative effects on health, emotional and mental wellbeing of an individual. Users may suffer from cybersickness, similar to motion sickness, or experience intense emotions like fear or anxiety that linger afterward. Also, spending too much time in VR can reduce face-to-face interactions, weakening real-world relationships though VR helps in socializing to some extent, but it cannot replace guanine human connections (Disadvantages of Virtual Reality, n.d.). 
In extreme cases, VR can blur the line between reality and simulation, causing confusion. Being absorbed in VR may also reduce awareness of the real world, leading to accidents or social disruptions. While presence enhances VR, it needs careful management to avoid these risks. For example, The Matrix (1999) by Wachowski Brothers , is perhaps the most iconic film exploring blurred boundaries between reality and simulation. In the movie, characters unknowingly live inside a computer-generated world, which raises profound questions about perception, control, and the nature of reality itself. This concept directly echoes concerns about virtual reality (VR), where a strong sense of presence can make simulated environments feel convincingly real, sometimes leading to confusion between the virtual and physical worlds. The film’s portrayal of humans trapped in a digital construct highlight both the attraction and the dangers of immersive technologies like VR (Irwin, 2002). 
[image: The Matrix (1999) Review - Cinematic Diversions]Fig: 11 The Iconic image used as the Matrix Title Image (Clover, 2004)




So, the balance is required while using VR, as it should be used as complement not a replacement for real world.
Besides being helpful in early ages, visual design also has a powerful impact on how individuals experience and interact with social media interfaces. A well-designed interface guides users smoothly through content by using clear layouts, readable typography, and intuitive icons. Colours, contrast, and visual hierarchy influence what users notice first, how long they stay engaged, and how they emotionally respond to what they see. Visual design also shapes users’ sense of trust and safety, consistent interfaces feel more credible, while cluttered or poorly structured ones can create confusion or stress. On a deeper level, visual design affects self-expression and identity for instance filters, templates, and aesthetic trends influence how people present themselves and how they interpret others. Ultimately, visual design doesn’t just make social media look appealing but also it shapes behaviour, emotions, communication patterns, and even the social norms people follow online. For example, platforms like Facebook, Instagram, YouTube, and TikTok remain the most used from 2024 to 2025 and their dominant usage is majorly because of how effectively they use visual design to shape user experience (UX) (Meta Platforms, 2025). Designer are making the platforms more user friendly and accessible. 
‘’Don’t Make Me Think, Revisited’’ by Steve Krug is a foundational book on usability that argues that good design should be so clear and intuitive that users don’t have to stop and think about how to use a product. Krug emphasises principles such as simplicity, visual hierarchy, clear navigation, and obvious affordances, showing how small design decisions can significantly affect user experience. The book is important for designers because it shifts the focus from how a design looks to how it works in real life, encouraging designers to prioritise user needs, reduce cognitive load, and test designs with real users (Krug, 2014). By advocating for common sense and practical usability over complex theory, it helps designers create interfaces that feel effortless, accessible, and user centred. Krug’s principle is highly relevant to social media layout and interface design, where users expect instant understanding and frictionless interaction. As when layouts are intuitive, users can focus on content rather than figuring out how to interact with the platform, reinforcing habitual use and rapid consumption (Krug, 2014).
Moreover, features such as Stories, Reels, and short-form videos thrive because they use compelling visual interfaces that encourage quick creation, editing, and sharing and colour-psychologies, thumbnail designs and layouts plays their part in user friendly experiences. Ultimately, the global success of these platforms is not only due to their functionality but also the power of their visual communication and accessible design layouts (Rodsevich, 2025). 

[image: Top Social Media Usage Statistics]Fig: 12 Top Social Media Usage Statistics (Rodsevich, 2025)



Visual designs on social media have several positive effects, enhancing the overall communication and learning experience for users. They help create meaningful connections by transcending language barriers, allowing people from diverse cultures to share emotions, ideas, and experiences through imagery and video. These platforms also encourage creativity by offering accessible tools for photography, graphic design, and video editing, enabling users to experiment, express themselves artistically, and develop unique visual styles. In the given article the social impact of visuals and use of imagery on a user has been explain briefly (Sun, 2025). 
On the other hand, using graphics and visuals on social media also have their drawbacks, one of them is the constant stream of highly edited, curated visuals on social media now amplified by AI-generated advertisements can create distorted expectations of beauty, lifestyle, and success. While these technologies offer convenience and open new avenues for creativity and progress, they also shape our perceptions in subtle ways, often prompting unhealthy comparisons and feelings of inadequacy or anxiety. In today’s technological age, it has become essential to remain mindful and maintain control over the tools that influence how we see ourselves, others, and the world around us (A Place of HOPE, 2024). Secondly, visuals on social media can become harmful when it highlights exclusion, bias, or inappropriate exposure for different groups. For younger users, overly mature imagery, unrealistic beauty filters, and attention-grabbing interface patterns can negatively influence mental health and self-image. For instance, Augmented Reality (AR) filters on Instagram and TikTok that erase imperfections, whiten teeth, and reshape facial features which often led to cause depression and anxiety (Park et al., 2023). Moreover, gender-related risks arise through hyper-gendered advertising, sexualized depictions, and design choices that exclude or misrepresent gender-diverse individuals. Research indicates that algorithms tend to boost sexualized posts featuring women, while content from gender-diverse creators is often overlooked or inaccurately categorized. This increases gender-based attention and marginalization (Park et al., 2023). 
However, many brands, organizations and influencers are promoting body positivity to overcome this negative impact of social media visuals for instance, dove-self-esteem campaign. This project reflects how technology and social media have become dominant forces shaping identity, perception, and value a modern-day “God” that dictates ideals of beauty and worth. Platforms like Instagram and TikTok act as temples of visual culture, where algorithmic design and digital aesthetics influence how young people view themselves and others. Within this context, Dove’s campaigns represent an act of counter-design intentionally using visual communication, typography, photography, and narrative design to challenge the worship of perfection that technology perpetuates. As a design practice, this approach demonstrates how ethical branding and socially responsive design can intervene in the psychological consequences of a technology-driven culture, reclaiming digital space for authenticity and self-acceptance (Dove, 2023). 
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Similarly, governments are concerned about young teenagers’ safety and protection all around the world, they consider social media as a threat. Recently, Australia introduced a world‑first ban on social media for anyone under 16 to protect young people from online harms such as cyberbullying, grooming, exposure to harmful content, and mental‑health impacts. Lawmakers argued that major platforms were failing to keep children safe, so the government required companies like TikTok, Instagram, YouTube, Snapchat, Facebook, Reddit and others to remove existing under‑16 accounts and block new ones. The law was passed in 2024 and officially came into effect on 10 December 2025, forcing platforms to use age‑verification tools or face fines of up to $50 million (Taylor, 2025). 
Another way in which graphic design and visual communication influence individuals in daily life is through signs and symbols. Semiotics, the study of these signs and symbols plays a crucial role in shaping how people interact in today’s technology-driven world. Every digital platform is built on semiotic systems for example, emojis and hashtags convey emotions and ideas, while interface icons guide user behaviour (The Design Girl, n.d.).
With the advancement in technology famous tech driven brands like Apple has been turning products into lifestyle symbols that shape users’ habits and mindsets. Since, decades Apple has made a strong reputation of its logo in the market by which it has gained millions loyal users. Moreover, through sleek advertising and seamless device integration like instantly sharing data between iPhones and MacBooks Apple not only showcases innovation but also makes everyday life simpler, reinforcing its image as a design-driven, user-focused brand. Over the years apple has been campaigning to build customers’ confidence for the devices.
Apple’s “Get a Mac” campaign became one of the most iconic tech advertising series of the 2000s. Each ad featured two characters: Mac, casual and youthful, and PC, formal and outdated. The ads humorously highlighted the differences between Apple’s sleek, user-friendly design and Microsoft’s clunky, problem-prone PCs. This personification strategy made Apple products feel modern, approachable, and aspirational, while positioning PCs as old-fashioned and complicated. The campaign ran for several years, producing over 60 commercials, and is widely credited with boosting Apple’s brand image and sales during that era (Apple, 2006). 
[image: ree]Fig: 14 Comparison Between Modern and Outdated (Apple, 2006)


In everyday life, semiotics appears in the small symbols we constantly engage with. The like button on social media tells us when others approve of our posts, shaping how we feel about ourselves. A blue checkmark signals trust and authority, while emojis help us express emotions quickly without words. Notification badges create urgency and pull us back into apps, and shopping cart or padlock icons reassure us when making online purchases. Even in games, achievement badges symbolize progress and status. All of these signs influence our choices, emotions, and interactions, showing how semiotics quietly but powerfully structures our digital routines. Brands also rely on semiotics for marketing and advertising, using symbols as trademarks that build brand loyalty (The Design Girl, 2025). 
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While semiotics is often discussed in relation to everyday digital interactions and brand communication, its role extends beyond symbolic representation into the ethical dimensions of contemporary design practice. As consumer awareness and loyalty increase, brands are ever more required to communicate ethical values through design decisions shaped by technological advancement. This shift reflects how semiotics operates not only through visible symbols, but also through the material, functional, and experiential qualities of products, which act as signifiers of ethical intent. Technological innovation has significantly influenced design practices, enabling ethical considerations such as sustainability, transparency, and inclusivity to be embedded within products themselves. Fairphone provides a clear example of this approach, where modular construction, repairability, and responsible material sourcing function as semiotic indicators of fair labour and environmental responsibility. In this context, meaning is not communicated through marketing symbolism alone, but through the physical structure and lifecycle of the product, allowing consumers to interpret ethical values through use and interaction (European Circular Economy Stakeholder Platform, n.d.).
Furthermore, graphic design and visual communication play a critical role in mediating ethical information for consumers. Design strategies that address environmental impact, inclusivity, and accessibility translate complex ethical concerns into clear and interpretable cues that support informed decision-making. Inclusive packaging solutions, such as tactile features for visually impaired users, expand semiotics beyond visual communication into sensory experience. This demonstrates a shift in semiotic application from reinforcing brand identity to actively shaping ethical awareness and responsible consumption within contemporary design (Herbal Essences, 2025). 
[image: Making beauty more inclusive | Herbal Essences US]Fig: 16 Inclusive Design (Herbal Essences, 2025)


Even in previous decades, people depended on signs in public spaces, from toilet symbols to airport directions in order to navigate everyday life. With advancing technology, these symbols have become more interactive and informative. For example, instead of a paper menu, scanning a QR code gives instant access to digital menus, allergen information, or payment options. At airports, QR codes on boarding passes replace physical tickets and guide passengers seamlessly through gates. In the present century, symbols are no longer just representations; they have become interactive gateways to information (GTech Booster, 2025). 
As semiotics plays a strong role in creating and maintain brand loyalty, it is right to say that graphic design and visual communication is very important in shaping both brand identity and brand loyalty by translating a brand’s values into a consistent and recognizable visual language. A well-cited study from MIT found that people can recognize images in as little as 13 milliseconds, and other cognitive science research suggests that brand-related visual impressions can be formed in 50 milliseconds or less (MIT News, 2014). So, through elements such as logos, colour palettes, typography, and imagery, graphic design creates the first impression and communicates the brand’s personality, helping target audience distinguish it from competitors. Effective visual communication reinforces this identity across all touchpoints that are digital platforms, packaging, advertising, and user experiences building emotional resonance and trust. When customers repeatedly encounter cohesive, high-quality visuals, they develop familiarity and positive associations, which ultimately strengthen their loyalty. In this way, design becomes more than aesthetics; it becomes a strategic tool that shapes how audiences perceive, remember, and remain attached to a brand and it will not be wrong to say that brand becomes lifestyle for the users. Throughout history, many brands have competed for attention, and in numerous cases, consumers have shown strong loyalty, remaining devoted to their preferred brands over time (MIT News, 2014; The Design Girl, 2025). Examples below will be showing some famous brands and their branding to gain consumer loyalty either by direct advertisements or by comparisons with market competitors.
PepsiCo and Coca-Cola have continuously invested in marketing campaigns, product innovations, and emotional storytelling to position themselves as cultural icons in the beverage industry. The “Pepsi Generation” campaign launched in 1980’s targeted young consumers seeking a fun, energetic brand, using celebrity endorsements like Michael J. Fox, Madonna, and Tina Turner, successfully linking Pepsi with youth and excitement. this campaign positioned Pepsi as the drink of youth, directly challenging Coca-Cola’s traditional image (PepsiCo, 1984; Brandvertising, 2020).
Coca cola maintains its customer trust and relation by campaigns like “Share a Coke” (2011–present) that features Coca-Cola bottles printed with people’s names, creating a sense of personal connection and fun. By encouraging people to find and share bottles with their own name, a family member or a friend’s, the campaign made the brand feel more relatable and interactive (Coca-Cola, 2011).
Launched in February 2020, the campaign showed a Whopper slowly developing a mold through time-lapse videos and photos this bold move that went against the usual idea of making fast food look perfect. With the tagline “The beauty of no artificial preservatives,” Burger King highlighted the natural ingredients in its burger. This was also a clear challenge to competitors like McDonald’s, whose products are often criticized for containing preservatives and appearing unchanged even after long periods. By embracing imperfection, Burger King positioned itself as the more transparent and “real” option in the fast-food market (Brandvertising, 2020).  
[image: ][image: ]Fig: 17 Visual Communication to Challenge the Competitors (Brandvertising, 2020)


While Burger King is known for bold campaigns that directly mock competitors, McDonald’s takes a different approach by highlighting its strengths indirectly. It emphasizes its global reach with slogans like “billions served,” showcases iconic products such as the Big Mac and Happy Meal, and promotes a family-friendly image. Instead of attacking rivals, McDonald’s focuses on familiarity, trust, and widespread popularity to reinforce its position as a leader in the fast-food industry.  However, in 2015, McDonald’s shifted its brand vision from “Billions Served” to “Billions Heard”, aiming to focus more on customer connection and positivity rather than just volume (McDonald’s USA, 2015).
Nike’s advertising builds brand loyalty by inspiring consumers through powerful storytelling and emotional connection. The iconic Just Do It campaign, first launched in 1988, positioned Nike not just as a sportswear company but as a symbol of determination and achievement. By featuring athletes overcoming challenges and pushing boundaries, Nike created a universal message that resonates across cultures and generations. This approach makes customers feel part of a larger movement, strengthening loyalty beyond the product itself. Recently, Nike reintroduced the slogan to a new generation with the Why Do It? campaign, reframing greatness as a choice and empowering young athlete to carry the legacy forward (Nike, 1988; Nike, 2023).
[image: ]Fig: 18 The Why Do It? Campaign (Nike, 1988; Nike, 2023)


Similarly, Adidas has built strong brand loyalty by blending visual storytelling with advanced technology in its campaigns. Through striking graphics and bold imagery, such as the Impossible is Nothing series, Adidas inspires consumers by showcasing athletes overcoming challenges in visually powerful ways. At the same time, the brand integrates technology into its marketing, using digital platforms like adiClub, AR try-ons, and personalized shopping apps to create immersive and interactive experiences (Adidas, 2021). 
Shot on iPhone (2015- present), iPhone has been celebrated for putting everyday users in the spotlight, highlighting their photos and videos with stunning clarity. It positioned the device not just as a phone, but as a powerful tool for creativity and self-expression, enabling people to capture, share, and celebrate their lives in visually compelling ways. By framing the iPhone as an essential part of a creative lifestyle, Apple empowered users to tell their stories, turning ordinary moments into extraordinary experiences (Apple, 2015). 
Moreover, Apple has marketed the Apple Watch not just as a piece of technology but as a wellness lifestyle companion. Advertising campaigns emphasize fitness tracking, heart health monitoring, and connectivity features that encourage users to move more, sit less, and stay motivated in their daily routines. Recent ads, such as the “Quit Quitting” campaign, frame the Apple Watch as a motivational partner that helps people stick to their fitness resolutions, portraying it as a device that supports healthier habits and proactive living rather than simply telling time (Apple, 2024). 
[image: ]Fig: 19 The Quit Quitting Campaign (Apple, 2024)


Another biggest influence of design and power of visual communication on people’s life is the global dominance of certain cultures. For example, American-led events such as Halloween and Black Friday are now celebrated internationally, largely due to the global reach of Western digital platforms and their strong visual branding. In contrast, despite the cultural richness of events such as the Chinese New Year, their global adoption remains limited, partly because Chinese social media platforms operate within restricted digital ecosystems. This imbalance underscores how visibility, design, and platform accessibility play a crucial role in determining which cultures gain global influence. It clearly demonstrates that graphic design and visual communication are not neutral tools; rather, they actively shape cultural narratives and influence societal behaviour on a global scale. (will be further discussed in next chapter) (Kuang, 2024). 
Moreover, the influence of graphic design and visual communication extends beyond consumer behaviour to psychological and societal impacts. Past digital phenomena such as the so-called “Blue Whale” challenge demonstrate how visually driven online content can have harmful consequences, particularly among vulnerable individuals, by encouraging self-destructive behaviour. Similarly, highly immersive and visually engaging digital games such as PUBG have raised concerns regarding addiction among young people, leading to restrictions or bans in certain countries. These examples highlight that graphic content does not merely inform or entertain but can shape behaviour, emotions, and decision-making at both individual and societal levels (Garon, 2017), (Mamun and Griffiths, 2019).
The above examples clearly demonstrate the influence of graphic design and visual communication on individuals. However, they also reveal that this influence extends beyond personal experience and contributes to broader societal effects. Through digital media, visual narratives, and global platforms, graphic communication has the power to shape collective behaviours, cultural norms, and social values. These wider implications highlight that visual communication operates at a societal level, affecting communities and cultures as a whole. The following chapter will examine this broader impact in greater depth, focusing on how graphic design influences society on a larger and more systemic scale.


























[bookmark: _Toc218613739]Chapter 3
Impact of Design and Technology on Society:
[bookmark: _Hlk215390622]Graphic design and visual communication play a critical role in shaping how societies understand, interpret, and respond to the world around them. Far beyond aesthetic function, design operates as a powerful communicative force that influences environmental sustainability, political discourse, social behaviour and cultural identity. Through symbols, images, typography, and visual narratives, graphic design mediates information, frames ideologies, and constructs meaning across both physical and digital spaces. In an era defined by rapid technological advancement and constant visual exposure, design has the capacity to inform, persuade, mobilise, and challenge audiences at scale. This chapter explores the multifaceted impact of graphic design and visual communication on society as a whole, examining how visual practices contribute to political engagement, social norms, environmental responsibility, and cultural expression, while also considering the ethical responsibilities designers hold within these influential systems of communication.
Technological design has made a strong influence on the societies and the way they are developing. For instance, advertising and visual communication during festive seasons have increasingly influenced people across the globe, encouraging shared forms of celebration. In previous decades, festivals such as Christmas or Halloween were largely absent in regions such as Asia. However, today in the digital world, these events are widely observed despite differences in religion, race, or ethnicity due. This shift demonstrates how global media, branding, and visual culture contribute to the mixing of traditions and the emergence of hybrid cultural practices. Such cultural blending can be beneficial for society, as it promotes social stability, mutual understanding, and more open-minded attitudes, fostering a sense of global connection and peaceful coexistence (TableCheck, 2023). 
[image: A street in Xi'an China decorated for Christmas]Fig: 20 Christmas Celebration in Asia (TableCheck, 2023)


On the other hand, as discussed in the previous chapter, design and advertising significantly increase consumer demand during peak periods of the year, such as Christmas, Halloween, and Black Friday. These seasonal spikes are heavily influenced by American social media platforms and advertising strategies. Their impact extends beyond individual consumers to a much broader societal scale. Each year, excessive consumption during events like Christmas and Halloween generates large amounts of waste, posing a serious threat to environmental sustainability. This overconsumption is largely driven by intensive advertising and promotional campaigns that rely on visually appealing designs, persuasive graphics, and emotionally engaging imagery to encourage unnecessary purchasing (Good On You, 2024). Even people who care deeply about sustainability tend to overconsume during Christmas. Studies show that festive marketing and social norms override environmental values, leading to more advertising, more buying, more packaging, and more waste repeatedly every year (King’s College London, 2023). 
From UK and US data suggests that hundreds of thousands of tonnes of Halloween-related waste are generated worldwide each year (Geographical, 2023). 
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Fig: 21 (a) Halloween Footprint (Geographical, 2023)	



Advertisements and visual communications to promote events is not only restricted to environment effects but it also hides the larger economic systems that support these technologies. As the world is using more digital design than ever before because of AI platforms, it does not come without side effects on economy and environment. Every AI-generated design relies on data storage, computing power, and energy-intensive data centres, all of which come with financial and environmental costs. For example, the global supply of RAM and ROM is dominated by just a few semiconductor giants, most notably Samsung, SK Hynix, and Micron, which collectively produce the vast majority of the world’s DRAM chips (Hindy, 2025). With so few firms controlling such a critical component, any surge in demand or disruption in their production lines quickly drives prices upward. These costs are easier to absorb in economically developed countries with strong digital infrastructure, while many developing or third-world countries face limited access due to higher energy prices and fewer technological resources. As a result, although AI appears to democratise graphic design, it can also reinforce economic inequality, where access to advanced design tools depends more on a country’s economic position than on individual creativity or need. This raises important questions about how the growing role of AI in graphic design shapes society and who truly benefits from its widespread use (either the hardware producers, the consumer or AI firms?). 
Above discussion, shows that society today is deeply intertwined with technological design, and the numbers make that dependence impossible to ignore. Global private investment in generative AI nearly doubled in the past year alone, showing how central AI-driven tools are to business operations, product development, and everyday life. In the UK, the AI ecosystem has grown to more than 5,800 companies that is 85 % increase in just two years (GOV.UK, 2024). But this rapid integration also highlights a potential over-dependence: when core digital infrastructure fails, the effects ripple widely. 
For example, the October 2025 AWS outage starkly revealed how deeply society depends on cloud infrastructure and how disruptive its failure can be. It also proved, how fragile digital experiences can be when cloud infrastructure collapses. For UX, product, and service designers, this event underscores the need to build resilience into every layer of the user journey. Even the most intuitive interfaces become useless if the backend fails. During the outage, services like Zoom, Slack, Canva, and countless others went dark. Users weren’t just inconvenienced they were confused, frustrated, and left without alternatives. This highlights a critical design responsibility: anticipate failure states and design for graceful degradation. Designers should give priority to offline capabilities wherever feasible, particularly for critical tasks. They should also provide clear, empathetic error messages that help users navigate interruptions, along with fallback experiences that preserve trust and usability when connectivity is unavailable. In addition, designers need strong system awareness, recognising how reliance on cloud services influences and shapes the overall user experience (Windows Forum, 2025). 
Apart from the environmental and economically impact, digital design and visuals influence the social and cultural aspects of societies. Today, with aid of digital design it became very easy to collaborate across the globe. Tools like Miro, Notion, and GitHub, enabling diverse, cross-border perspectives to shape projects in real time. Generative AI, including ChatGPT, Midjourney, and Runway, acts as a creative partner, helping artists brainstorm, prototype, and iterate more quickly, making creativity a more fluid and exploratory process. Moreover, online platforms and virtual seminars have increased inclusion, allowing multicultural creatives to participate, share ideas, and collaborate without geographical constraints, enriching the global creative ecosystem. For instance, Boss Morris has developed a distinctive collaborative project that blends wearable art with traditional folk dance, reimagining Cotswold Morris for contemporary audiences. Their work brings together costume design, music, choreography, and community participation to create performances that feel both ancient and avant‑garde. Through their Boss Folk Arts programme, they explore how folklore, creativity, and modern artistic expression can coexist, offering workshops, talks, and creative projects that highlight the evolution of folk culture (Boss Morris, n.d.). 
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Another example of creative global collaboration is The Noun Project that is a massive, open‑source icon library created by designers from over 120 countries. Designers contribute symbols that reflect their own cultural perspectives, making the visual language more inclusive and globally representative (Noun Project, n.d.). 
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Fig: 23 The Noun Project (Noun Project, n.d.)	

On the other hand, technology’s influence on digital creativity also presents significant challenges to society. Algorithms that prioritize engagement over originality often push creators toward trend-chasing rather than risk-taking, fostering conformity at the expense of innovation. The rise of AI-generated content raises complex intellectual property dilemmas, particularly when models are trained on existing works without consent, blurring the lines of ownership. Meanwhile, viral platforms can overshadow local or indigenous art forms, contributing to cultural flattening and homogenization of global creative output. Additionally, over-reliance on templates and automation risks diluting essential creative skills, such as drawing, composition, and storytelling nuance, potentially weakening the depth and authenticity of creative practice.   Forbes contributor Hamilton Mann discusses the phenomenon of “AI-formization,” where algorithms drive uniformity in artistic expression, potentially eroding cultural richness (Mann, 2024). 
[image: Fulgurance comes from no machine.]Fig: 24 The Collaboration Between Human and Machine (Mann, 2024)	


A recent example of this is the global trend of Ghibli‑style digital illustrations especially when amplified by algorithms and AI tools. This demonstrates how a single aesthetic can become homogenized, raising questions about originality, ownership, and cultural diversity. As social media platforms increasingly reward recognisable, high‑engagement visuals, their recommendation systems push creators toward replicating the same nostalgic, painterly look rather than experimenting with new forms. This algorithmic reinforcement not only accelerates the spread of a single dominant style across regions but also sidelines local artistic traditions that struggle to compete with globally trending aesthetics. At the same time, AI models trained on copyrighted works without consent blur the boundaries of authorship, further complicating debates around creative ownership. Together, these forces illustrate how platform‑driven trends and automated tools can narrow the diversity of global digital art, encouraging conformity at the expense of innovation and cultural specificity (Goonetillake, 2025) 
[image: A still from a Studio Ghibli animated film showing a young girl in traditional Japanese dress.]Fig: 25 Spirited Away (2023) – the hand drawn studio showing Ghibli style illustration (Goonetillake, 2025)


Above examples shows that AI has become a powerful tool that shapes creativity and ownership, but it gives blurred authorship as AI tools (like image, text, and design generators) can produce creative work without direct human authorship, making it unclear who owns the copyright: the user, developer, or AI itself. Moreover, there is legal uncertainty as traditional copyright laws are designed for human creators. AI-generated works challenge these laws, creating ambiguity in licensing, commercial use, and protection (Reuters, 2023). So, the need of policies and legal framework is necessary today, to create copyright laws specially for Ai generated work all around the world in following the copyright laws of UK & USA has been discussed.
Under UK copyright law, even works created entirely by artificial intelligence can receive legal protection, even if there is no direct human creator. This is different from many other countries where AI-generated works are not recognized under copyright. In the UK, the law identifies the “author” of an AI-generated work as the person or organization that made the necessary arrangements for the creation for example, the developer, the company, or the individual who used the AI tool to produce the work. These works are protected for 50 years from the date of creation, giving the designated author exclusive rights to control how the work is used, shared, or reproduced (GOV.UK, 2023). On the other hand, under U.S. copyright law, works created entirely by artificial intelligence cannot be copyrighted unless there is clear and meaningful human involvement in their creation. The U.S. Copyright Office has made it clear that copyright protection only applies to works that include “human authorship.” This means that if an AI system independently generates an image, text, or music piece without significant human creative input, it is not eligible for copyright protection. However, if a person uses AI as a tool by guiding its output, making creative choices, or editing the results the human-created portions can be protected. In short, in the U.S., copyright belongs to the human who contributes creative input, not to the AI itself or its developer (United States Copyright Office, 2023).   This comparison shows the discrepancy in law regarding digital design and ai tools across countries. It means, the work protected in one region can be vulnerable to plagiarism legally in another. The world has not come to a standardized solution for AI digital design yet. 
This inconsistency in legal approaches to AI-assisted digital design has consequences that extend beyond copyright ownership. With countries such as the UK and the United States operating under different copyright frameworks, the protection of digital work is uneven across borders. As a result, in times of global conflict or political tension, some nations are able to adopt and utilise AI design tools more freely and effectively than others. This imbalance allows certain states to shape narratives, spread messages, and influence public perception at a much faster scale, while others remain constrained by stricter legal or ethical limitations. Apart from having power influence, digital design and visuals do have a positive and impactful part on the society. Since centuries graphic design and visuals have been helping nations to communicate awareness and messages in times of peace and war. Throughout World War I, nations including Britain, France, Germany, Russia, and the United States commissioned artists, designers, and visual creators to develop posters, advertisements, illustrated leaflets, and photographic series aimed at shaping public opinion and boosting morale. During periods of conflict, technological advancements in design, particularly in printing and visual communication, have profoundly shaped public perception and collective understanding. Designers harnessed these tools to create wartime posters and illustrations that transcended age, gender, and class. Far from being mere artistic expressions, these visuals functioned as strategic social instruments crafted to educate, reassure, and mobilize citizens. Through accessible visual storytelling, designers translated complex political and emotional narratives into compelling imagery, demonstrating how design technologies can unify societies and influence public sentiment during times of upheaval. Few examples are given in the following:
Imperial War Museums Collection Features works by Paul Nash, C.R.W. Nevinson, John Singer Sargent, and Sir William Orpen from WWI and WWII (Imperial War Museums, n.d). 
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Art Rewards – The Art of Propaganda explores how visual storytelling in wartime continues to influence modern design (ArtRewards, 2025). 
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The trend of spreading awareness via art and design has been continued in this modern era. Today designers and illustrators all around the globe are seeking help of visual storytelling to draw attention to the humanitarian crisis for instance in Gaza. Through evocative imagery such as olive branches, destroyed homes, and children surrounded by rubble they aim to evoke empathy and foster a sense of global unity. Shared widely across digital platforms like Instagram and X (formerly Twitter), these works function as powerful expressions of visual activism. Infographics simplify complex issues, from ceasefire negotiations to casualty figures, making them accessible to broader audiences. Meanwhile, campaigns using hashtags like #FreePalestine and #StandWithIsrael employ impactful typography and cohesive visuals to mobilize support and amplify awareness. This convergence of art and advocacy turns social media into an influential arena for education, empathy, and collective action.
Furthermore, in this digital age social media has become a powerful battleground for shaping public opinion during conflicts, and the Israel-Gaza war is no exception. News outlets like POLITICO have reported on how Israel’s Foreign Ministry has launched paid campaigns across platforms such as Instagram and X (formerly Twitter), using emotionally charged visuals and targeted messaging to influence global audiences. These efforts are part of a broader strategy to counter criticism, justify military actions, and rally international support. Through coordinated influencer outreach and graphic content, Israel’s digital activism underscores the growing role of visual media in modern geopolitical discourse (POLITICO, 2023).
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Youth on both sides of the Israel-Gaza conflict have turned to Instagram as a powerful platform for visual resistance and storytelling.
Through curated feeds and viral hashtags, Instagram has evolved into a digital canvas where young people shape public discourse and challenge dominant narratives from both sides of the conflict. Artists like Mohammad Sabaaneh use Instagram to share symbolic illustrations, including crescent moons and rubble scenes, as tools of resistance and education for society (Mazowita, 2024). 
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The Art Newspaper highlights how artists like Khaled Hussein create haunting sculptures and paintings amid severe shortages, using art to chronicle the war’s impact (Geranpayeh, 2025).
[image: A haunting sculpture of the bodies two toddlers, photographed among ruins, by artist Khaled Hussein Courtesy of the artist]
Fig: 30 Palestine War Effects Visuals (Geranpayeh, 2025)  
Furthermore, in the time of peace or chaos the political factors stay fundamental aspect for building a strong society. In the technological world, digital design and visual communication significantly influence public mindsets through powerful digital platforms such as social media and news channels. These visuals play a crucial role in shaping opinions and guiding decisions, including whom people choose to support and the reasons behind their support. For example, The Obama “HOPE” poster from the 2008 U.S. presidential campaign is a classic example of powerful visual storytelling. Designed by Shepard Fairey, it used bold, simplified red, white, and blue shapes to create a striking and instantly recognizable portrait of Obama. The single word “HOPE” conveyed a clear, optimistic message, while the poster’s reproducibility across social media, T-shirts, and public spaces helped it go viral. Its combination of symbolism, clarity, and consistency made it a defining visual of Obama’s campaign and a masterclass in creating political imagery that resonates widely (Fairey, 2008). 
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Fig: 31 Obama’s Campaign Poster (Fairey, 2008)
Additionally, the 2015 photo of Alan Kurdi, the Syrian child on the beach, dramatically shifted global attitudes toward the refugee crisis and influenced policy discussions across Europe LSE, 2015). Moreover, the make America great again (MAGA) slogan and red hat became one of the most recognizable pieces of political branding in modern history. It shows how a simple visual symbol can shape identity, mobilize supporters, and influence public discourse (Adam Insights, 2024). 
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Also, during the COVID-19 pandemic (2020–2022), visual communication played a crucial role in shaping public understanding and behaviour. Data visualisations such as infection curves, risk maps, and dashboards helped people interpret government policies and make informed decisions. Clear and well-designed visuals-built trust and encouraged compliance, whereas poor or confusing designs led to misunderstandings, highlighting how visual presentation can directly influence public behaviour. Research by Pew shows that political affiliation strongly affected how people perceived their government’s response to COVID-19: supporters of the governing party tended to view the handling more positively and saw society as more united, while opponents were more critical. This demonstrates that visuals can be used to support or undermine political narratives, depending on how they are designed and presented (Silver and Connaughton, 2022). 
[image: Photo showing protestors gather in Buffalo, New York, in response to requirements that truck drivers be vaccinated for COVID-19 before entering Canada from the U.S., on Feb. 12, 2022. (Dustin Franz/AFP via Getty Images)]
Fig: 33 COVID Campaign (Silver and Connaughton, 2022)
Art and design is main element during elections all around the world, visuals make the voters emotionally connected. For example, Anish Kapoor’s art encouraging young people to vote shows that design can influence public engagement by using striking visuals. His work makes political participation more accessible and appealing, inspiring awareness and action. This shows how design can shape opinions and motivate citizens, especially those who might feel disconnected from politics (Sabbagh, 2024). 
[image: Election artwork by Anish Kapoor]Fig: 34 Political Participation Awareness (Sabbagh, 2024).


Besides being used to influence the public politically, design has been strongly influencing the social norms and behaviours of society. Graphic design is being used as the voice of society to spread awareness against the fixed social norms. Whether it is about gender discrimination, sexual harassment, race or cultural difference the visuals have been helping to shape the correct society since decades. Visual communication have long contributed to societal well‑being, far beyond their usual association with aesthetics. People rely on visual language to make sense of complex emotions, social issues, and shared experiences. Public health campaigns, for instance, use clear and empathetic design to reduce anxiety, improve understanding, and share life‑saving information. Community art projects and digital storytelling platforms also create spaces for expression and representation, strengthening connection and social inclusion. In everyday life, intuitive interfaces and accessible wayfinding systems shape how safe, welcomed, or overwhelmed individuals feel in both physical and digital environments. In an age saturated with information, thoughtful visual communication acts as a stabilising force helping communities process stress, build resilience, and foster a sense of collective belonging. Few examples, of how visual graphics being used against social norms are discussed below:
The Guerrilla Girls are an anonymous group of feminist artists and activists, founded in 1985 in New York City, who use art, posters, and provocative campaigns to expose sexism and racism in the art world. Wearing gorilla masks to conceal their identities, they combine humour, statistics, and bold visuals to challenge galleries, museums, and cultural institutions, highlighting the underrepresentation of women and artists of colour Using art and design for such awareness campaigns can be beneficial for society’s behaviour (Guerrilla Girls, 2024). 
[image: ]Fig: 35 Women Empowerment Campaign (Guerrilla Girls, 2024).


Design and graphics hold the potential to promote equality and inclusivity. By designing technology that respects cultural diversity and represents all identities fairly, designers have a responsibility to use their work to foster safety, dignity, and equal representation for everyone in the digital space. The Benetton “Black, White, Yellow Heart” campaign is a strong example of how design and media can use technology to celebrate diversity and challenge racial divisions. Through its bold visual message of equality and shared humanity, the campaign demonstrated how thoughtful design can foster empathy and respect across cultures (Benetton Group, 2024). 
[image: Raw meats with black text

AI-generated content may be incorrect.]Fig: 36 Equality Campaign (Benetton Group, 2024).


Visual communication have played a powerful role in shaping, uniting, and empowering the LGBTQ+ community. From early protest graphics to the globally recognized rainbow flag, visual design has helped articulate identity, demand visibility, and challenge social norms. Symbols, posters, and digital media have provided a shared language that strengthens solidarity and amplifies activism. These visuals don’t just decorate the movement; they define it. As a result, design has become both a cultural archive and a tool for ongoing advocacy, helping the community express pride, resist discrimination, and celebrate diversity (Cultural Daily, 2025). Similarly, visuals and graphics, played a great role in amplifying the Me-Too movement by transforming personal stories into a powerful, collective call for change. Bold typography, simple colour palettes, and shareable graphics made the message easy to spread across social media, allowing survivors to express solidarity without needing long explanations. Infographics, posters, and digital visuals helped communicate statistics about sexual violence, highlight survivor voices, and create a sense of unity that encouraged more people to speak out. These visuals accelerated the movement, turning individual experiences into a global awareness campaign that demanded accountability and cultural change (ARTDEX, n.d.). 
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Beyond its traditional role in politics and social awareness, design is now expanding into new societal boundaries through AI-generated visuals. However, this rapid integration of AI introduces significant ethical responsibilities. Without careful oversight, AI-generated art can raise concerns that threaten social harmony. Designers must therefore critically evaluate AI outputs for issues of fairness, bias, and representation. For instance, colour palette generators should avoid culturally insensitive associations, such as the use of red to signify mourning in certain cultures. Similarly, facial recognition and generative tools must represent diverse ages, genders, and ethnicities fairly, and should not reinforce harmful stereotypes, such as portraying leadership roles exclusively as male. In this evolving landscape, designers share responsibility with developers to ensure that AI-driven content is inclusive and ethical, rather than relying uncritically on automated systems. A recent example is of well-known clothing brand H&M, where it used 30 Ai generated twins of real people and on this the critics felt that using AI models in advertising blurs the line between real and artificial bodies, potentially affecting body image and trust in fashion marketing (Byrne, 2025).
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Similarly, in late 2025, the entertainment world was shaken by the debut of Tilly Norwood, a fully AI-generated actress created by Eline Van der Velden. Designed to perform in films and even emote convincingly on screen, Tilly was quickly met with fierce backlash. Talent agencies expressed interest in signing her, triggering alarm among actors and unions who feared AI could replace human performers which is a threat to original art in society. SAG-AFTRA, the American actors' union, condemned the move, warning it could undermine protections and fair compensation for real artists. Critics argued that using AI for emotionally rich roles cheapens storytelling and erodes the soul of cinema. Van der Velden defended Tilly as a “piece of art,” not a threat, but public reaction was largely negative. Social media erupted with hashtags like #NotMyActress and #HumansFirst, as fans and professionals alike called for stricter regulations on AI in entertainment. The scandal highlighted growing tensions between technological innovation and human creativity, raising urgent questions about the future of performance in a digital age (Placido, 2025). 
[image: The AI-generated creation known as Tilly Norwood]Fig: 39 AI Generated Model (Placido, 2025)


It’s becoming increasingly difficult to distinguish what is genuinely human‑made from what has been produced by AI, especially as these tools spread into nearly every corner of daily life. Situations like the one described above show, how easily an artist’s work can be substituted with an AI‑generated version. That shift is unsettling because it erodes the line between authentic creativity and synthetic output from society.
This trend contributes to what some call uncritical visual saturation that is a condition in which modern life floods people with an endless stream of images, characters, advertisements, interfaces, videos, icons, and polished digital aesthetics. Society tends to consume these visuals rapidly and passively rather than engaging with them thoughtfully. Since visual media now dominates how people communicate and understand the world, many individuals take in these images without questioning their purpose, emotional influence, or hidden biases. This can create a society, where visuals quietly shape beliefs, desires, and sense of self, often without awareness. And as these visuals become so common that they blend into the background, their influence actually becomes stronger, precisely because people stop paying attention to them. Baudrillard’s work in Uncritical Theory by Christopher Norris, explores how media saturation creates a “hyperreal” environment where images become more influential than reality itself (Norris, 1992). 
Graphic design and visual communication have not just changed how we see the world, but how we understand it. Through screens, images, data, and now AI, reality often feels edited, filtered, and shaped by design. This has created a hyperreal world, where things are rarely clear or fixed, but exist in shades of grey. In politics, the same visual message can mean very different things depending on who is seeing it and where they live. In economics, design often reflects the priorities of developed countries, while the realities of poorer and more vulnerable societies are pushed to the side. Environmentally, digital design and technology can raise awareness, but they can also cause harm, especially in places where access, education, and responsible use are limited. This does not mean design is bad. It means design is powerful. We now live in a world where images and information need proof and validation, because trust is no longer guaranteed. Design has helped create this hyperreal condition, but it also has the ability to question it. The responsibility of designers, therefore, is not only to persuade, but to be honest, aware, and careful about the realities they shape (Janine, 2025). 
This chapter has explored how graphic design and visual communication shape contemporary society, influencing social behaviour, cultural values, political opinion, and collective understanding. Design is not neutral or purely aesthetic; it plays an active role in how people interpret events, form identities, and engage with global issues. Through examples from consumer culture, environmental communication, politics, and social justice, the chapter shows how visual communication can both reinforce and challenge dominant narratives. The growing use of digital technologies and artificial intelligence has further expanded the power of design, while also raising ethical, cultural, and representational concerns. In an image-saturated world, visuals do not simply reflect reality but help construct it, often shaping beliefs and emotions without conscious awareness. This positions designers as key mediators between information, technology, and society, carrying a responsibility to act with critical awareness, ethical sensitivity, and social accountability. Rather than being a decorative discipline, design emerges as a central force in shaping how society understands and responds to the world.


















[bookmark: _Toc218613740]Conclusion:
This thesis has explored the complex and pervasive role of design, particularly graphic design and visual communication, in shaping human perception, behaviour, and societal understanding. From its historical roots as a tool of authority and meaning-making to its contemporary presence within digital, algorithm-driven, and immersive technological environments, design has consistently functioned as a medium of influence and communication. By analysing design’s evolution, this research has shown that design is never neutral; it operates within cultural, social, and political contexts, reflecting and reinforcing power structures while also offering avenues for individual and collective expression. Throughout history, design has served to establish narratives, communicate ideologies, and guide human behaviour, whether through ancient visual systems, print media, or the modern digital platforms that dominate contemporary life.
A central focus of this thesis has been the impact of graphic design and visual communication on individuals. Visual elements images, symbols, typography, digital interfaces, and immersive environments shape the way people learn, feel, and make decisions from early childhood into adulthood. Whether encountered through educational applications, social media, virtual reality, or brand imagery, this visual communications guide attention, evoke emotional responses, and build meaning, often in subtle and unnoticed ways. By critically examining these processes, this research highlights that design does not merely serve functional or aesthetic purposes; it actively constructs cognitive and emotional frameworks through which individuals interpret the world. Such understanding underscores the growing responsibility of designers, who must be aware of the powerful ways in which their work influences perception, behaviour, and identity across different stages of life.
Beyond the individual level, this thesis has examined the broader societal impact of design. Graphic design plays a pivotal role in shaping collective understanding, cultural values, social norms, and political discourse. Through posters, campaigns, advertisements, and public communication, design has the capacity to inform, mobilise, persuade, and sometimes manipulate entire populations. In particular, political awareness and engagement are deeply intertwined with design, as visual communication has historically provided platforms for social activism, civic participation, and the dissemination of ideas. The ability of individuals and communities to leverage design in expressing political opinions, promoting social causes, or raising awareness about societal issues demonstrates both the democratizing potential of visual communication and the ethical responsibilities inherent to its creation. By exploring these intersections between design and politics, this thesis illuminates the profound influence that visual culture holds over public perception, societal debate, and collective action.
Another critical dimension explored in this research is the role of contemporary technologies, including artificial intelligence (AI) and virtual reality (VR), in shaping the scope and reach of design. These technologies have introduced new ways for designers to interact with audiences, creating immersive and personalized experiences that extend beyond traditional media. AI-driven systems, for instance, can analyse user behaviour to optimize content delivery, generate visual elements autonomously, and influence decision-making processes at scale, while VR environments allow for experiential engagement that profoundly affects perception and emotional response. This integration of technology into design amplifies its power but also raises ethical questions about manipulation, agency, and the extent to which human understanding is mediated or controlled by systems designed by others. Additionally, the environmental impact of these technological and cultural practices cannot be overlooked. The proliferation of consumer-driven design, such as seasonal events, festivals, and mass-produced themed products, drives energy-intensive production, resource consumption, and waste generation, while the computational demands of AI systems further contribute to environmental strain. These considerations highlight that design, while a tool of influence and engagement, also carries responsibility for its ecological consequences.
The synthesis of historical, individual, societal, political, technological, and environmental perspectives presented in this thesis provides a comprehensive understanding of the mechanisms and consequences of visual communication. It demonstrates that design is not simply an aesthetic practice but a dynamic and influential force that shapes both micro-level experiences and macro-level social structures. By connecting these dimensions, this research contributes to the ongoing discourse on the ethical and practical responsibilities of designers, emphasizing that their work holds the potential to inform, educate, persuade, mobilise, and even influence environmental consciousness. Such an understanding is particularly crucial in contemporary societies where screens dominate attention, algorithms mediate information, and immersive technologies increasingly blur the boundaries between reality and virtual experience.
The benefits of this thesis are multiple. Firstly, it offers a critical framework for understanding the historical continuity and contemporary evolution of design as a medium of influence. By mapping the ways in which visual communication operates across individual, societal, political, and environmental levels, the research equips designers, educators, and policymakers with the conceptual tools to create and evaluate work responsibly. Secondly, it highlights the ethical imperatives inherent in design practice, encouraging reflection on the consequences of visual communication for human cognition, emotion, behaviour, and the environment. Thirdly, by integrating considerations of emerging technologies such as AI and VR, the thesis addresses current and future challenges in design, offering insights into how new tools can both expand creative possibilities and pose potential risks if not approached critically. Finally, by emphasizing the societal, political, and environmental dimensions of design, it underscores the role of visual communication in enabling civic engagement, raising awareness, shaping public discourse, and fostering sustainability, demonstrating that design can be a tool for empowerment, education, and ethical reflection as well as influence.
In conclusion, this thesis has demonstrated that design, far from being neutral or purely decorative, is a fundamental force shaping contemporary life at multiple levels. It operates historically, individually, socially, politically, technologically, and environmentally to structure perception, guide decision-making, and influence behaviour. Through the detailed examination of graphic design and visual communication, this research has illuminated the power, responsibility, and potential of designers to shape experience, society, public consciousness, and even environmental awareness. By reflecting on these dynamics, the thesis not only contributes to academic understanding of design and its societal role but also provides practical insights for designers, educators, and policymakers seeking to create more ethical, responsible, and impactful visual communication in an increasingly complex, technologically driven, and environmentally sensitive world. In doing so, it affirms that a critical, reflective approach to design is essential for navigating the ethical, social, political, and environmental challenges of the 21st century, ensuring that visual communication can be harnessed to inform, empower, and positively shape human experience while remaining mindful of its broader ecological impact.
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