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Abstract

The use of color as a main element of the design structure in achieving visual perception of the advertising message, which
is compatible with the semantic content as a unified entity in supporting community participation in the advertising
message, as the color meanings are rooted in the cultural structure of the recipient, which has a significant impact on
attracting attention, by focusing on the role of community participation in events. By focusing on the role of community
participation in World Day events as one of the most important tools for achieving the positive role of the advertising
message towards society, and provoking a set of emotional responses that push the recipient to respond to the advertising
message, as color reflects global visual culture through the visual expression of the advertising idea towards the activities
and events associated with the World Day, with the symbolic connotations it carries forming certain visual impressions
regarding these global events and issues that are concerned with spreading social and cultural awareness, based on the
previous experiences of individuals, and the occurrence of a type of psychological influence that helps the recipient in the
process of remembering, and the creation of various psychological effects as they are among the important cultural and
social influences in society that contribute in interpreting the advertising message, and naturally affects the attitudes and
behaviours of the recipient. The research problem can be summarized in: How to express global visual culture in the
perception of color and the symbolic connotations it carries towards the events associated with the World Day as one of the
most important communication and influential tools that achieve the positive role of the advertising message in supporting
the goals of community participation? The importance of the research is due to: Studying the role that color plays in
supporting the global visual culture components of the advertising message that contributes to forming positive attitudes
towards the events associated with the World Day. The research aims to: Studying the impact of global visual culture on
the perception of color through the visual expression of the advertising message that contributes to the formation of
positive attitudes towards the events associated with the World Day. The research assumes that: Studying the impact of
global visual culture on the perception of color and the symbolic connotations it carries through the visual expression of the
advertising message will have an effective role in forming positive attitudes toward the events associated with the World
Day and supporting the goals of community participation. The research follows the descriptive analytical approach in the
theoretical framework, by identifying the role of color as an element of the design structure in achieving the visual
perception of the advertising message that contributes to supporting the objectives of community participation, and the
analytical study of the research, which is supported by an applied study represented in the expression of the global visual
culture of the advertising message in the perception of color that represents the events related to the World Day and their
role in supporting the objectives of community participation in the advertising message that affects the recipient’s attitudes
and behaviours. The main results that: Color contributes as one of the most important tools for achieving the positive role
of the advertising message in supporting the components of visual culture and forming positive attitudes towards the events
related to the World Day. Color reflects visual culture through the visual expression of events related to the World Day,
with its symbolic connotations that contribute to increasing community awareness and achieving the goals of community
participation. Enriching visual culture by stimulating a set of emotional responses that achieve the color response to the
advertising message and the recipient’s awareness of the events related to the World Day, which contributes interacting
with the real world, determining a meaning for colors and establishing links with the world around us. Color contributes to
the visual expression of the nature of societal events globally by achieving psychological and functional awareness of color
in the advertising message.
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