














;.caseof weight loss adyertisements the wrrters seldom resort to a blatant fioutmg of

conversatlonal ‘max1ms The yiolatlons of Grlce 's max1msseen 1n these adyertisements : ::1_ |
are almost exclnswely subtle orr quietrn nature » L S | | :
| Cooper (1982) argues that ”only when speakers and wrlters M [my
t"-emphasrs] and cooperatlvely v1olate the maxrms do 1mplicatures occur and speakers. S
‘and wnters are taken to be commumcatmg something 1nd1rectly” (p 117) Cooper’s : e
_‘ approach would vsuggest that perhaps no 1mp11cature is created in these werght loss |
”‘advertisements Yet when Grlce (1975) dlscusses the ylolatlon of a maium and its :

" 'relationship to con_Versationalimpli_cature, he does not rely ,Solely onthe» _blatant : form
of vioiations hut"‘ a'vliso states"that a'speaker or wnter ’fmay' qnietly andnnost_entationsly

' Violate a maxim” (p 49) The foliowmg example inv,olyes a qu1et yiolation of a

» maxim. . | o |
A "Did J‘oe go to the'library‘7
B. He left 15 minutes ago.

[Joe told B not to tell A that he was gomg toa local tavern
mstead of the 11brary] ' .

o In thls example B has quletly v1olated the maxim whlch reqinres that a person
‘make his or her contr_ibution as inform-ative, as is required. 'Here 1n this 'situ'ation, B -
should have added that 1n addltlon to 1eav1ng 15 minutes ago Joe Went to the
- tavern. Yet B has created an 1mphcature by 1mply1ng that Joe went to the 11brary
In the case’ of we1ght loss advertlsements a qulet 1mphcature can occur when‘i ,
a max1m is violated by domg somethlng as subtle as bemg more. 1nforrnat1ve than 1s By
‘ requlred The advertlsers have not let thereaders know that they, the advertlsers} are.

“ giving the readers more inforrnati()n than is needed "in the advertls-lng situatio_n. .
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When one studies these advertising claims, it becomes obvious that these
weight-loss advertisers do violate the maxims. But there seems io be .nothing in the
texts, graphics’,‘ or layouts to alert the casual reader that these maxims have been
violated. More than likely the advertisers are well aware that the casual readers will
not be aware of the maxim violations. The typical consumer environment often exists
under “conditions of less than full attention, with little motivation to study the
message, and with demands from other stimuli” (Kennamer, 1988, p. 145). The only
time a maxim is blatantly violated in these ads is when it appears in headlines that use
ambiguity to catch the readers’ attention, such as the headline “Chew To- Lose” (74).

If the advertisers do not alert their readers, what can one reckon from such
continual and repeated maxim violatioﬁs? Grice states that those whb "quietly and
unostentatiously VIOLATE a maxim” may be coﬁsidered to have misled the hearer.
(1975, p. 49). Cooper (1975) believes that ”those who hide their violation (and are
caught) are taken to be liars and disbelieycd; those who violate maxims sd as to
obstruct communication are taken to have reasons for their uncoope‘rativene‘ss”‘

(p. 117). Kennamer (1988) in discussing adveﬁising agrees, "a purposeful violation of
the Cooperative Principle by a message sender, without the knowledge of the receiver,
constitutes deception on the part of the sender” (p. 148). Since these weight-loss
advertisers do not blatantly call attention to their maxim violations, it must be
concluded that their use of implication functions chiefly as a means of deceiving

and/or misleading the readers of these advertisements.
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Before closing this section, I would _like.to offer several suggestiéns for further.
research in this area. In conducting the present research study, I found th¢ literatu;e
addressing this topic to be all but ﬁonexistent. “ Assumlng that fhe advertisgfs are not'
faéing a clash’ with another maxim and are not »cl‘early opting .out of Vthe conversation,
there appears to be no literature addressing the ir’ss‘ue of whether one must always
assume that the adve;tisers (or anyoné‘éise-for‘,that matter) are Being misléading and/or
- deceptive. Grice (1975) does not seem to suggest ény, and indeed, there may be none.
More'scholarsﬁip is thﬁs’ needed in this area.

Concluding Remarks

After having examined the data’presented in this study, I believe that the data
show that these weight‘—ldss advertiSers use implication. They create implication by
violating the maxims upon which the Cooperative Principle of conversation is built.
Casual readers of these ads may believe that the advertisers are being cooperative in
their communication since these advertisers do not alert the readers that they are being
anything other than cooperative. Yet it has been shown that these advertisers violate
the maxims. They distract the readers’ attention with superfluous verbiage. At times
they make statements that are all but untrue. At other times they hide the
insufficiency of their claims behind obscure or ambiguous language. The weight-loss
advertisers give the readers little in the way of objective, factual information. Instead
’ they hide behind irrelevant and unimportant claims. When advertisers have little “to
say factually about an item,‘ the more it must be advertised in order to fnake up for

that deficiency” (Preston, 1994, p. 81).
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s _adyertis‘er's"’*meaning f.wa\s" :rnisunderStood.v L

.. The advertlsers,lnth Sir quest ors es-’:iri “rely upon 1mp11cat10n.to cz

o their;’rneSSa’gesj._‘vv Imphcatlon is safe becaus 1t can becancelled Advertlsers can

cancelthe mplication by selying to consumersand regulatory agencies that the

As consumers long exposed to advertlsrng, we hshould not be so 'ea_ ly :

g .f prov1ded We Jump to conclus1ons on llmrted 1nformat10n we frll 1n gap

| 1nformatron and we expand mforrnatlon beyond what is glven” (p 148) Yetdhe goes e
. on to argue that though We do decelve ourselves .we may be set up by advertlsers
| | ':,who create messages of ba form and ‘content that'makellt hkely that we wrll draw |
_fspeclﬁc possrbly mlsleadmg, conclusrons about the products 1nvolved” (p 148)
L In thrs case, the werght—loss products appear as a magrc elndr promrsrng us |
. much rnore than Just.a means '.f losmg welght The e11x1r also offers promlses of ,“- . .

1) beauty (”I tr1ed Trrm-Me and 1n Just two weeks lost 14 pounds and never felt or caEh

‘looked so good”) 2) soc1' _ac eptance (”The world treats you dlfferently when you re

oc1al world but the busrness orld. My

| ’_ ) "J;srne gettlng those 88 pounds of ”) and 3) love (”after I’d. ost 67 pounds my h" sband:_.f_‘.,'f ‘ 5

“:’-and I:were gettmg- ready to go out to dmner As I brushed by h1m in the 11v1ng“room f' S

o he caught ‘my arm and krssed me’ ) For those who struggle w1th unwanted pounds L

o such prormses can be 1rres1st1ble R




| Much of VQliat _ié”ciéirhed 1nthese adyert_iséme;lts‘ié"r@éfhing but:‘ a'smc;kc? .SCfeéfl ':
‘ créated by imp>lication.‘ When the a1r ciéérs,,the r'_e__a‘def‘s rﬁay ﬁnd ‘;hat there wés‘ |
v hothiné a‘ftérwéll.* Ar;d' thus, isome:o:nbé readlng theée nwe‘igvl‘l't-loss -adyertisementé -'might' ':' .
| conclude tﬁat these adverfisers, in their quest for Séleé, gre_'..déncirvlg on the écige of

: truth.
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