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INFORMATION IN ADVERTISEMENT: TECHNIQUES
OF DISPLAYING AND HIDING
IHOOPMAIIA Y PEKJIAMI: 3ACOBU BUSIBJEHHSA
TA IIPUXOBYBAHHS
HHO®OPMAILIUA B PEKJIAME: CIIOCOBBI ITIPEJICTABJIEHUSA
N CKPbBITUSA

Po3riisinyTo aktyajbHy npodsjeMy: NOJAHHA Ta nNpuxoByBaHHs iHdopmamii. Is
npodieMa MOB'fI3aHa 3 MOKJIMBOCTAMM OpraHizauii onTMMAa/JbHOIO CHIJIKYBAHHS cepej
J1ofei, IKi BAUKOPUCTOBYIOTH cy4acHi 3aco0u. MeTolo cTarTi € aHad i3 poJii pi3HUX TUIIB
iHdopManii B TekcTax pekjJaMM Ta cnocodu ix BepOaJjizauii Ta npuxoByBanHs. s
JOCATHEHHsI Li€l MeTHM BHUKOHAHO TAKi 3aBJAHHS: KOPOTKO Y3arajbHeHO TeOopeTHYHUil
onuc NoHATTA indopmauii Ta ii TMIIIB; ONKMCaHO sIBHY BepOaJizauilo ingopmauii B pekiiami;
NPOLIIOCTPOBAHO HesiBHY iH(opmauiio B Tekcrax 00'aAB. SIBHe BiaTBOpeHHs iHpopMmauii
B 00cs3i 00MeKeHOro TeKCTy NoTpedy€ BUKOPMCTAHHSI TAKUX SICKPABUX CTHJIICTHYHMX
3aco00iB, ik MeTtadopu, enireru, rpa ciaiB. [IpuxoBana indgopmauist nocinae yiibHe Micue
B KpeOoJi30BaHUX TEKCTAX i BUKOPHMCTOBYE TaKi MeTOAH, SIK 3BePTAHHSI A0 SICKPaBHMX
nepcoHaliii, Tpancdep, BIAryKu, CKJIAJaHHA KAPT TOLLO.

Kniouosi crosa: indopmartis, IMILTIIITHA iHPOPMAITis, eKCIUTIIUTHA iH(OpMAaIIis, peKiiama,
KPEOoIi30BaHUN TEKCT.

Paccmorpena nmpoOsieMa, KoOTOpasi CerofiHsi O4YeHb aKTyaJdbHa: MNpodiema
NpeJcTaBIeHNs] U COKPbITHA HHGopManuu. ITa NpodiemMa CBA3aHA C BO3MOKHOCTIMU
OpPraHM3aliid  ONTHMAJbHOH KOMMYHHMKALIMH MEXKAY JIOAbMH, HCIOJb3YIOIIHMHA
coBpeMeHHbIe cpeacTBa o0uleHus. LleJb cTraTbu — NMPoaHAIM3UPOBATh POJIb Pa3JIMYHBIX
THIOB MHGOPMAINH B PeKJAMHBIX TEKCTAX M CIIOCOObI X BePOAIM3alMH M COKPBITHUS. 151
JAOCTHIKEHHS 3TOM LeJH pellieHbl Clefyouue 3aJa4u: KPaTKO U3J10:KeHO TeopeTH4YecKoe
onucaHue NOHATUS HHQOPMALIMH U e THIIOB; ONMCaHA ABHas BepOanu3anus HHGoOpMauuu
B pekJjiame; NPOMJIJIIOCTPHMPOBAHA HesiIBHAsI HH(poOpMaLus B TeKCTax 00bsBjIeHUil. SIBHOE
npepocrasjieHue HHPOPMALMN B OTPAHMYEHHOM 00beMe TeKCeTa TpedyeT UCIO0/Ib30BaHUs
TAKUX SIPKUX CTHIIMCTHYECKHX MPHEMOB, Kak MeTa(opbl, SNUTEThI, HTPa c10B. CKpbITas
HH(pOpMALMs NpeAcTaBIeHAa, INIaBHbBIM 00pa3oM, B ¢GopMe KpeoJHM30BAHHBIX TEKCTOB
U MCIOJIB3YyeT TaKHe MeTOo[bl, KaK o0palleHHe K H3BeCTHbIM IepCOHAIUAM, TpaHcdep,
0T3bIBbI, COCTABJICHHE KAPT U Apyrue.

Kniouesvie crosa: nadopmanus, IMIDTHIUTHAS HHGOPMAIUS, SKCIUTHIIMTHAS HH(POPMAIHS,
peKnaMa, KpeoJaru30BaHHBIN TEKCT.

The article deals with the problem which is of relevance nowadays: the problem
of presenting and hiding information. This problem is connected with the possibilities
of organizing optimal communication among people using the contemporary means of
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doing it. The purpose of the article is to analyze the role of various types of information
in advertisement texts and the ways of their verbalization and hiding. To achieve this aim
we are to fulfill the following tasks: to summarise briefly the theoretical description of
the notion of information and its types; to describe explicit verbalization of information
in advertisements; to illustrate implicit information in ad texts. The explicit rendering of
information in limited text volume needs using such bright stylistic devices as metaphors,
epithets, wordplay. Hidden information possesses the main place there. It’s effected
mainly in the form of creolized texts and uses such techniques as name calling, glittering
generalities, transfer, testimonial, bandwagon, card stacking etc.

Keywords: information, implicit information, explicit information, advertising, creolized
text.

Setting of a problem on the whole and its connection with important scientific or
practical goals. The article deals with the problem which is of relevance nowadays:
the problem of presenting and hiding information. This problem is connected with the
possibilities of organizing optimal communication among people using the contemporary
mans of doing it.

Assignment of the parts of the general problem considered in the submitted paper
that have not been dealt with. The problems of information and advertisement are found
among the most investigated ones. The papers by 1. R. Galperin, V. L. Muzikant, T.
Kosmeda, V. Zirka are just some highlights in the sea of the scientific papers under
discussion. The founders of the theory of information are N. Winer [6], S. Shannon,
W. Weaver [5] and others. But the problem is so vast that such aspect of it as some ways
of hiding information has not been studied yet.

The purpose of the paper and setting of the task. The purpose of the article is to
analyze the role of various types of information in advertisement texts and the ways of
their verbalization and hiding. To achieve this aim we are to fulfill the following tasks:

- to summarise briefly the theoretical description of the notion of information and
its types;

- to describe explicit verbalization of information in advertisements;

- to illustrate implicit information in ad texts.

Presentation of research with complete validation of obtained results. Not a few
scientists have studied the problem of information as the issue of theory of information,
cybernetics, psychology and linguistics. In linguistics 1. R. Galperin identifies three
types of information:

- content-factual information — information about facts, events and processes
taking place in the surrounding world; always explicit and verbalized;

- content-conceptual information conveys to the reader the author’s understanding
of relations between the phenomena described by means of content-factual information,
understanding of their cause-effect relations, importance in social, economic, political
and cultural life of people including relations between individuals. This kind of
information is deduced from the whole literary work and is a creative re-understanding
of these relations, facts, events and processes; not always explicit;

- content-implicative information is hidden information that can be deduced from
content-factual information due to the ability of linguistic units to generate associative
and connotative meanings and also due to the ability of sentences conveying factual
information to acquire new meanings [7].
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There are some other classifications of information which are also relevant for
our study. Thus Ph. Nelson [4] speaks about the four types of information: qualitative,
quantitative, primary and secondary.

Qualitative information is non-numeric information based on the quality of an
item or object.

Quantitative information is information than can be directly measured and can be
seen as factual information rather than opinion.

Primary information is information that you collect yourself. For example carrying
out a survey or using sales figures from your own cash registers. Since you are 100%
sure where the information came from as you are the primary source then primary
information can be seen as reliable and accurate if it has been collected together in the
correct way. Obtaining primary information is more expensive as you need to collect,
store and analyze the information yourself.

Secondary information is information that is collected from a secondary source
outside of your own organization. Using secondary information is riskier than using
primary information as you are relying on someone else to collect and supply the
information and you need to ensure it comes from a reliable source. A good source of
secondary information would be from a trusted document such as an encyclopaedia [4].

It is also advantageous to consider a three-fold vertical division of types of
information according to [3]:

- constructional/creative information: this includes all information that is used
for the purpose of producing something. Before anything can be made, the originator
mobilizes his intelligence, his supply of ideas, his know-how, and his inventiveness to
encode his concept in a suitable way;

- operational information: All concepts having the purpose of maintaining some
“industry” in the widest sense of the word are included under this kind of information.
Many systems require operational information in the form of programs for proper
functioning. These programs are indispensable and ensure that the preconceived
processes run as expected;

- communication information composed of all other kinds of information, e.g.,
letters, books, phone calls, radio transmissions, bird songs, and the message of the
Bible. The goals are transmission of a message, spreading joy, amusement, instruction,
and personal confidences.

One of contemporary linguistic phenomena which cannot be dropped from our
perception whether we want it or not is advertisement. Advertisement can be defined as
a picture, short film, song, etc. that tries to persuade people to buy a product or service,
or a piece of text that tells people about a job, etc.

Naturally this type of discourse is to persuade a big amount information in very
short time which demands it to express information explicitly and implicitly.

"Creolized text" is one of the key concepts used to describe caricatures consisting
of a verbal part and an image. The boundaries of the definition of this term have not
yet been clearly indicated. The term "creolized text" was introduced by Yu.A. Sorokin
and E.F. Tarasov. The scientists defined it as follows: "Creed texts - texts, the texture
of which consists of two non-homogeneous parts (verbal language (verbal) and non-
verbal (belonging to other sign systems, rather than natural language)"[8, p. 180-181].
The explicit rendering of information in limited text volume needs using such bright
stylistic devices as metaphors, epithets, wordplay etc. Let’s consider some examples:
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Your wife is HOT. Buy a conditioner (ambiguous epithet to make drivers air-
condition their cars).

Thorntons new chocolates bars. Not everyone’s a fruit and nut case. Thorntons
bring you a new selection of chunky chocolate bars. Milk chocolate. Dark chocolate.
Autumn Nuts. Toffee. Winter Nut and Fruit. And Ginger. You 're spoilt for choice. So spoil
yourself (epithets, idioms, metaphors give convincing information about Thorntons
chocolate).

Thus it is, first of all, challenging, secondly, economical, thirdly, psychologically
explained to hide a certain amount of information in advertising texts. The following
text doesn’t say what ii advertised, anyway it arises interest to the subject by using
homophones:

what makes sense for you, not just cents for us.

The criteria for evaluating the searched-for solution are found both in the
conceptual stage (semantic aspect of the information) and in the sophistication of the
implementation (pragmatics). One or more of the following catchwords characterize
these criteria depending on the situation: underlying functional concept, degree of
inventiveness, cleverness of the method of solution, achieved optimality, input strategy,
brevity of construction time, applied technology, suitable programming, and degree of
miniaturization (e.g., economical use of material and energy).

Ann McClintock [2] introduces the notion of Propaganda which is a systematic
effort to influence people’s opinions, to win them over to a certain view or side. Some
of them can be referred to hidden information in advertisement. Let’s consider the
following advertisement of radiostation:

According to McClintock, we are having such propaganda method as Name Calling.
In fact the name is hidden here but everyone easily recognizes the famous poster with
Uncle Sam who is replaced by John Lennon in the picture. This advertisement for the
promotion of a radio station where rock music is played was done by the agency Lua
Propaganda in Sao Paulo. This is a modern version of the poster "I Want You for U.S.
Army "of 1917, painted by James Montgomery Flagg.

Surrounding a product with attractive — and slippery — words and phrases, often
too vague to define and may have different meanings to different people which is called
Glittering Generalities who are shown in the advertisement.

Transfer is another technique of propaganda trying to improve the image of a
product by associating it with a symbol most people respect, hoping that the prestige of
the symbol will carry over to the product.

Testimonial: Similar to Transfer, this technique capitalizes on the admiration
people have for a celebrity to make a product more appealing.
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Some other techniques of advertising propaganda can be illustrated by the
following example:

The advertisement of dog’s nutrition is accompanied by the inscription: Stop
treating your dog like a trashcan.

Here we can observe Plain Folks technique: an approach appealing to the everyday
person and Bandwagon: Advertising peer pressure, suggesting that “Everyone’s doing
it. What’s wrong with you?” People generally want to fit in, not be seen as different, be
on the winning team.

One more important propaganda technique described by McClintock is Card
Stacking: One side may suppress or distort evidence, tell half-truths, oversimplify the
facts, or set up a “straw man” — a false target — to divert attention from the issue at
hand. It may be illustrated by the following advertisement of computer game Assassin’s
Creed demonstrating the horrors of Victorian England.

Famous ad man David Ogilvy once said, " donotregard advertising as entertainment
or an art form, but as a medium of information." Whatever else advertising is trying to
do, whether with words or pictures, its purpose always is to impart information. The
information isn't always about a product or service, though.
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Conclusions and prospects of future search in this direction. The results of our
research of various types of information in advertisements show that hidden information
possesses the main place there. It’s effected mainly in the form of creolized texts and
uses such techniques as name calling, glittering generalities, transfer, testimonial,
bandwagon, card stacking etc. The prospects of our investigation are seen in the study
of lexical peculiarities of advertisement explicit and implicit information.
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