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MY3bIKAJIBHOE O®OPMJIEHUE ME/IUA-PEKJIAMbI

ABTtop: Yepnsbios A. B., nokrop uckyccrsoenenusi, npodeccop PAE, rnasusiii penakrop SHXK "Menuamysbika",
r. Mocksa, Poccust (alex.chernyshov@mediamusic-journal.com).

AHHOTanusi: PaccMaTpuBarOTCs My3bIKaJbHO-KOMIIO3ULMOHHBIE IPUHIUIIBI KOMMEPUYECKOM U MOJIUTUYECKON PEKIIAMBI, &
Takke caMopeknaMel MeKkTpoHHbIXx CMU (panuo, TenesuaeHue, IHTepHET): OT 3JIeMEHTapHBIX 3BYKOBBIX CUTHAJIOB,
CUMBOJIMYECKHUX (DYHKIIMIT, SMOJIEM-JIOTOTHIIOB U MYy3bIKIbHO-3BYKOBBIX OPIH/IOB — JI0 3BYKOPEXKUCCEPCKUX TEXHOJIOTHIA
HODHépKI/IBaHI/Iﬂ HaUMCHOBAHUS MPOAYKTA U CIIOKHOI'O CUHTE3a MY3bIKHW C BHYTPUKAJAPOBbIMU ABUKCHUAMU U
LBETOCBETOBOI KOHCTpYKIHeH. OJHOBPEMEHHO UCCIEIyeTCs, KaK My3bIKallbHOE 0hopMIiIeHHE S(OUPHON PEKIIAMBI
Y4acTBYET B CO3JaHUU SMOIMOHATBHOMN JIpaMbl WIH OpaBaJibl, JOCTHTAIOIINX YPOBHS SBHOTO WIJIA aCCOI[MATUBHOIO
KOHTPAIYHKTa MY3bIKH C PEKJIaMHUPYEMBIM IIPEAMETOM I CYOBEKTOM U TOXOSIINX J0 BBIPAKEHHS KYJIBTYPHOH
MTOTUTHKH (MMH[Ka) BCETO BEIMIATEIFHOTO KaHala. 3aTparuBaroTCs KaHPHI MHPOPMAITHOHHO-PEKIIAMHBIX TIepead,
PEKIaMHBIX (PHIBMOB M aBTOHOMHBIX PEKJIAMHBIX POJIMKOB IIPOU3BOACTBA eBporelickux cTpad u CLLIA.
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MUSICAL ARRANGEMENT OF MEDIA ADS

Author: Chernyshov A. V., Dr of Arts, Prof. of the Russian Academy of Natural History, Editor in Chief of the ESM
Mediamusic, Moscow, Russia (alex.chernyshov@mediamusic-journal.com).

Abstract: The music-compositional principles of commercial and political advertising and also the self-promotion of
electronic media (radio, television, Internet) are considered in this mediatext: from the elementary beeps, symbolic
functions, emblems/logos and musical brands to the sound engineering technology to underscore the product's name and the
complex synthesis between music and intra movements and color-light design of frames. Simultaneously examines, how the
musical arrangement of ethereal advertising is involved in creation the emotional drama or bravado which reach the level of
explicit or associative counterpoint 'music with the advertised object or subject' and which extend to expression of cultural
image of all the broadcast channel. The article explores the works of the next genres like infomercial, teleshopping, film-ad,
and autonomous commercials that have been produced in European countries or USA.
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