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Resume

The paper studies the implicatures in advertisements and the devices that
make the implied information.

An advertisement is a very special type of applied linguistics as it aims at
persuading addressees to buy the products or to use the service desired by the
addresser. Therefore the texts of advertisements offer a rich material for
studying the language devices and communicative strategies.

The main goal of the paper is to study the relationship between the said
and the implied in the message. For this end advertisements are analyzed in

connection with Grice's conversational maxims. While conversational maxims

like Grice's certainly help, it would be a mistake to think that his maxims would be
able to accommodate all the communicative devices people use in reality.
The analysis show that though maxims are flouted in advertisements, the

implied information of the text sti]] can be successfully decoded.

The paper also shows that advertisements with strong implicatures can

be used as effective means of persuasion and manipulation.
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