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MUSIC IN CREATING MEDIATEXT OF ADVERTISING

E. V. Zvonova Candidate of pedagogical sciences,
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Summary. The media text of an advertisement is a complex communicative message created
using syncretic language. Music is a strong part of the media text of advertising. The survey
reveals a wide variety of respondents' opinions about music in advertising.
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The term media text has been actively used since the 90s of the twentieth
century [1]. Media text is used in two ways. First, it is the text in the media.
Secondly, media text is a multi-layered and non-uniform text. Media text is fo-
cused on complex relationships with the surrounding cultural context and with
readers. Mediatex is both a «generator of new meanings and a capacitor of cul-
tural memory» [3, c. 102]. The essence of the media text as a product of mass
information activity and mass communication lies in the use of syncretic lan-
guage. The main characteristics of a media text are logical completeness of
statements, pragmatic attitude and communicative intention [4, c. 56].

Media text is a model of a situation or event, depicted through the prism
of the individual perception of the author. This is a special type of media reality,
which is characterized by a special symbolic space with a special value system
of landmarks and coordinates [5, c. 47].

Advertising media texts have a high level of effectiveness. The concept of
effectiveness is used in three meanings: as a way of clarity; as an indicator of the
degree of achievement of the set goal; as a means of influence.

Music is a powerful tool for influencing human consciousness, therefore it
Is widely used in all types of advertising activities. Music is an important part of
advertising media text. It enhances emotional impact, promotes memorization
and has suggestive power.

Much little attention has been paid to the use of music in advertising.
However, poorly selected music can negate the expected effect of advertising.
Recently, however, music in political advertising has attracted the attention of
researchers-psychologists [6].

Music can be used as a trademark, a distinctive mark of a brand. The
leader in the use of music in advertising is the Coca-Cola company.

Small budgets are cited by many experts as the main barrier to effective use
of music in advertising. However, music and sound effects are used in advertising
to improve the perception and memory of the product. They can influence the
mood and behavior of people when buying, thereby stimulating sales growth.
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Music «turns onx» emotions, creates the mood of the advertising message,
helps to remember the TV screensaver, and arouses sympathy for the product.
Skillfully selected words of the text, comfortable background music, pleasant
timbre of the presenter's voice are the main components of the effectiveness of
the media text of advertising.

The conducted empirical research was devoted to the study of the influ-
ence of music in advertising on respondents. 94 senior university students took
part. The study was conducted from January 15, 2020 to March 22, 2020. The
results are shown in Table 1.

Table 1

Results of the study of assessing the role of music in advertising media texts

Ne Question Respondents' answers

1 | Does music help you remember ads? 80 % — remembered
20 % is not remembered

2 | What attracts you more in advertising: music, image, | Music — 90 %
color, story? Image — 50 %
Colors — 50 %
Story — 90 %

3 | What kind of music is suitable for advertising sneakers: | Fast — 25 %

fast, danceable, light classical, rock compositions? Dance — 25 %

Popular classic — 25 %
Rock compositions — 25 %

4 | What kind of music is suitable for advertising lingerie: | Fast — 25 %

fast, danceable, light classical, rock compositions? Dance — 25 %

Popular classic — 25 %
Rock compositions — 25 %

5 | What kind of music is suitable for advertising cars: fast, | Fast — 25 %

danceable, light classical, rock compositions? Dance — 25 %

Popular classic — 25 %
Rock compositions — 25 %

An analysis of the results obtained shows that there is a very large spread
of the answers received. To continue the research, it is necessary to select a spe-
cific stimulus material. The purpose of further research is to study the semantic
content of the respondents' choice.
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TBOPYECTBO XYJOXKXHUKOB «'PYIIIIBI D» TYPLHUHU

®@. C. IO3keu Jloxmopanm,
A3zepbatioscanckoii 20cy0apCcmeeHHol

akaoemuu xy00xrcecms,

2. baxy, Azepbaiiosxcan

Summary. The article tells about the organization the group “D” of the artists, force in 1930
in Turkey. It is noted that this group was created by famous Turkish artist Abdin Nino and his
friends Nurullah Berk, Jamal Tolu, Zeki Faik lIzer, Elif Naci and sculptor Zuhti Myuritogly.
Author in research concludes that these artists for ignoring impressionistic, tried to create a
synthesis of some of the traditional elements of Turkish art and new ideas of artistic move-
ments in Europe.

Keywords: Turkish; modern; picture; painting; image; group «D».

B cBs3U ¢ pemMTenbHBIM NPOHUKHOBEHUEM B UCKYCCTBO UMIIPECCUOHU3-
Ma, a 3aTeM PACHpPOCTPAHEHUEM U APYIHUX CUCTEM H300pakKeHUs, Ha3bIBAEMBIX
«[TaprmKCKOM MIKOJIOW», B IIEPBOM AECATWICTUA XX CTOJETHS ITO3ULUU aKae-
MH3Ma TOMIATHYIUCh. [loa MX BIMUSHUEM MOSBIISIIOTCS XYI0KECTBEHHBIE O0b-
€IVUHEHUS, NPOBUHIMAIBHBIE BAPUAHTHl OCHOBHBIX TEUEHUN 3aI1aJHOEBPOIIEH-
CKOT'0 MOJIEpHHU3Ma.

BMmecte ¢ TeM Takke yCUIMBAIOTCS PEATUCTHUYECKUE TEHICHIMU, BIIU-
TaBIlIME B CeOsl UJIeW aHTUUMIIEPUATHCTHYECKOTO HAIIMOHAJILHOTO JBM)KCHHUS, B
pe3ynbTaTe npuBeammne K nospiaeHuto Typeukoit Pecnyonuku. TBopuecTBO Be-
OYIIUX MACTEPOB HAYMHAET BBIPAXKATh IPAXKIAHCKYIO aKTYyaJlbHOCTb, aKTHBHO
WCIIOJIb3YIOTCSI IPOTPECCUBHBIE TOCTHXKEHUS MHPA, OMBIT XYJ0XKHUKOB COBET-
ckoro Coro3a. XapakTepHyH0 OCOOCHHOCTh TYPEIKOTO MCKYCCTBA TOTO TEPUO-
J1a COCTABJIISLI MHTEPEC K HAIMOHAIIBHOMY XY 0KECTBEHHOMY HACIIEIUIO.

D10 Oosiee HArIsHO MPOSBUIOCH B PAHHEM MEPUOJE ACATEIbHOCTU XY-
JT0’)KHUKOB, Ha3bIBaBIIUX ce0s «rpynmoi Dy». OpranuzoBannas B 1930-bie romb
3exu dankom Uzepom, Hypymnoi bepkom, Dmudom Hamxu, Kemanem Tomy,
AOununoM JluHa u ckyabnTopoM 310XTIO MIopuaoriay rpymmna mposiBiIseT pas-
HOAYIINE K HUMIIPECCUOHUCTCKUM TEHACHIUSM U CTPEMHTCS JOCTHYb CUHTE3a
ONPEAECIECHHBIX 3JIEMEHTOB TPAJAUIMOHHOTO TIOPKCKOTO MCKYCCTBA M HJEH HO-
BBIX XYJIO’)KECTBEHHBIX JIBMKEHUH B EBpore.

OHU CTPEMWINCh YCBOWUTH pa3IW4yHble TPAAULUU HCKYCCTBAa CTPaHbI,
cAenarb WX JIOCTOSHHEM COBPEMEHHOTO TBOPYECKOTO ONbITa. XYIOKHUKHU-
xuBormciibl Hypymna bepk, Typryt 3aum, Kemans Tomny u ap. oOpatuiuchk K
oOIMPHONM 00J1aCTH M300pa3UTENBHBIX UCTOYHUKOB — HAUYMHASI OT JIPEBHEXETT-
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