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CoBpeMEeHHOe POCCUICKOE 3aKOHOMATEILCTBO U Cy/eOHasl TPaKTUKa HANEISIOT PEKIaMy 1 ee
COCTaBHBIE YaCTH CTaTyCOM 00BEKTa aBTOPCKOTO TpaBa. ABTOPOM CTABUTCS MO COMHEHHE OJJHO-
3HAYHOCTb TAKOTO MOIXO0/A, a TAKXKE TPUBOIMTCS PsI apTYMEHTOB B TOJIb3Y BBEIECHUS Ooee aud-
(bepeHIIMPYIOIIEro MeTOo/IA IS IIPEIOCTaBIECHNS TOM MIM MHOM PeKJIaMHOI MPOIYKIIMU aBTOPCKO-
TIPABOBOM 3aILINTHI.

KiroueBbie clioBa: aBTopckoe mpaBo, pekiiama, KpUTepHii OTICTMMOCTH, KOHIIETTya IbHas OT-
nenuMocth, Pobept [leHnkona.

Advertising as a Copyright Object

Pevzner Viktor A.
Bachelor of the Law Faculty of the Lomonosov Moscow State University (MSU)

The modern Russian legislation and case law acknowledge advertisements and their inherent
parts as objects of copyright law. The author expresses doubts towards the unambiguousness of this
approach. Moreover, a number of arguments supporting the introduction of a more differentiating
method for granting some of adverts the copyright protection are being suggested.
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