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—-semantics is defined as having to do with elements of
meaning which can be directly obtained from the lin-
guistic content alone, that is , the grammar and the lex-
icon. Semantic meaning is obtained by decoding lin-
guistic expressions, and it remains valid independently

of context. Pragmatics, in contrast, has to do with ele-
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ments which depend on extra-linguistic contextual in-
formation and the hearer’s inferential abilities.

(Tanaka 1994: 7)
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It has been shown that understanding advertisements
is not merely a matter of decoding, and that the inter-
pretation of advertisements is best approached from a
pragmatic point of view.

(Tanaka 1994: 12)
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The advertiser does not inform for the sake of improv-
ing his addressee’s knowledge of the world, but only to
sell a product. He would be quite content if he could
manage to persuade his audience to buy his product,

while failing to inform them of anything at all.



(Tanaka 1994: 36)
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The ultimate purpose of an advertiser is to change the
thinking of uninterested persons in his audience and
make them buy his product.

(Tanaka 1994: 9)
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Thus if advertisers are to depend entirely upon their
audience’s recognition of their goal, their chances of
success will be slim.

(Tanaka 1994: 9)
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‘Covert communication’ is a response to inter-related
problems which advertisers face in their task of per-
suading or influencing. They wish to avoid negative
social reactions, which may arise in response to certain
aspects of their advertisements, such as the use of sex
and the exploitation of the notion of snobbery. These
problematic elements in their advertisements appear to
boost sales, so that advertisers want to continue to use
them, but they simultaneously wish to avoid taking any
responsibility for so doing.

(Tanaka 1994: 36)
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The slightest hint of sex draws an audience’s attention,
because the cognitive system of human beings is or-
ganised in such a way that it is more susceptible to
this kind of information than to other kinds.

(Tanaka 1994: 54)
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In covert communication, the speaker intends to
achieve the fulfillment of his informative intention with-
out the aid of communicative intention. In contrast to
what happens in ostensive communication, he does not
intend to make his informative intention mutually man-
ifest to the addressee and himself. He does intend to af-
fect the cognitive environment of his addressee by
making her recover certain assumptions, but he avoids
the modification of the mutual cognitive environment of
the addressee and himself by not making this intention

mutually manifest. In other words, he does not publi-

cise his informative intention.

(Tanaka 1994: 41)
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---there is a constant tendency for the advertiser to try
to make the addressee forget that he is tying to sell
her something.

-+*to avoid taking social responsibility for the social con-
sequences of certain implications arising from adver-

tisements.
(Tanaka 1994: 43-44)
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Women like it better on top.
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schedule a hair transplant will receive 50 % additional

grafts.
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Abstract

This paper discusses covert communication that is quite often used in advertisements. In ostensive communication,

the speakers of the advertisements intend to make their informative intention mutually clear to the addressee and them-

selves. In covert communication, on the other hand, the speakers intend to fulfill their informative intention without the

aid of communicative intention.

The advertisers wish to avoid negative social reactions, which may arise in response to certain aspects of their adver-

tisements, such as the use of sex and of the notion of snobbery. These touchy elements in their advertisements boost

sales, so that advertisers want to use them, but they also wish to avoid taking any responsibility for so doing,

This is why the advertisers use covert communication in their work.
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