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CBII'PAEM B MSIY — PASMEIIIEHUE MY3BIKH B ClIOPTUBHOM PEKJIAME

ABTtopsl: ['paksep H., kanauaat punocodekux Hayk, npodeccop Kadeapsl KOMMYHHUKAUK U ICHX00rud, Onb0oprekuit
yHHUBepcUTeT, r. Onboopr, Hanust (nicolaig@hum.aau.dk), I'pun P., kannunat ¢unocopckux Hayk, D01eHT kadeaps
KOMMYHUKAIIUH | Ticuxoyioruu, Oiap00oprekuil yauBepcutet, r. Onsoopr, Janus (gron@hum.aau.dk).

Annotanus: OCHOBHOE BHIMaHHE B 3TOH paboTe aBTOpaMH yJIeseTCsl pa3MEIIEHNI0 My3bIKH B PEKIIaMHBIX POJIMKaX C
TOYKH 3pEHHMSI aHAJIN3a UX MEAMATEKCTOB. B cTaThe yTBEepiKaaeTCA, UTO pa3sMEIEHUE MY3bIKH HE CIIEAYET IOHMMATh IPOCTO
KaK MCIIOJIb30BaHNE WIH "MTapa3uTHPYIOIIee MPUKpeIieHne" My3bIKH K HEMY3BIKQIbHBIM MeHaTeKcTaM, OpaHIaM 1
poaykTaM. Benp Takoe pazMmenieHne BKIIOYaeT B ce0s ayAMOBU3yalIbHOE MTO3UIIMOHUPOBAHNE U PEKOH(UTYpAIIHIO
MY3BIKH, YTO CHUIBHO BIIMSIET KaKk Ha KOMMEpUYECKHE, TaK ¥ Ha My3bIKaIbHBIE IEPCIIEKTHUBEI, ¥, BEPOSITHO, YKa3bIBaeT HA

"Xy 0KECTBEHHOE" MCIIOJIb30BAaHUE TEKCTOBBIX PECYPCOB. DTOT ApryMEHT UCCIEA0BAaH HAa MPUMEPAX aHAIN3a TEKCTOB
CTIIOPTUBHOI peKJIaMbl, B KOTOPOH JTMEeTeTHYecKoe pa3MelieHne Tpeka (ero Bepcun) rpynmsl AC/DC co31aéT KOHKpETHBIE
3HAYEHMSI BO B3aUMOCBSA3H MEXy MY3bIKOW U MOKa3bIBAEMBIM BHIOM CIIOPTA.
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Abstract: This article focuses on music placement in commercials from a text analytical

perspective. The article argues that music placement should not be understood merely in terms of usage and the
‘parasitic’ attachment of music to non-musical media texts, brands and products. Such placement includes the audiovisual
positioning and reconfiguration of the music, which profoundly influences the commercial’s as well as the music’s
potentials for signification, which arguably indicates an "artistic" use of the textual resources. The argument is elaborated
through a textual analysis of a sports-related commercial, in which the diegetic placement of (a version of) a track by the
band AC/DC adds specific values and meanings to the relationship between the music and the mediated sports.
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