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Advertising texts are an important subject of gender analysis. The peculiarity of the advertising text is that gender-relevant characteristics are closely related to social characteristics. Advertising texts are the result of the speech behavior of men and women. They illustrate social gender characteristics, where the gender factor is manifested through the use of different language tools. The paper studies the peculiarities of extracting implicit information in the advertising text in terms of its gender peculiarities. The choice of the subject of the paper is connected with the little knowledge of peculiarities of extracting implicit information in the texts of modern English language advertising. It analyzes multi-level linguistic structures through which implicit information is transmitted. These include the phonetic means of language (alliteration, assonance, rhyme), morphological means of language (affixation, word addition, modal verbs, tense forms of verbs, the degree of comparison of adjectives) and syntactic (interrogative sentences, direct speech, nominative sentences, syntactic repetitions, etc.). The purpose of this work is a comprehensive study of the peculiarities of extracting implicit information in the advertising text in terms of its gender features. The goal was achieved by solving the following tasks: 1) to identify the main approaches to the study of the phenomenon of advertising; 2) to consider the possibilities of applying a cognitive-discursive approach to the study of advertising texts; 3) to establish the essence of the notions “implicate” and “implicit information” and characterize them as the object of linguistic research; 4) to analyze different-level means of English involved in extracting implicit information in the text of advertising; 5) to describe the gender features of modern English language advertising and classify advertising texts aimed at male and female audiences; 6) to describe the gender characteristics of updating frames in modern English-language advertising texts aimed at male and female audiences; 7) to highlight and consider linguo-stylistic markers of the implication in the texts of modern gender-oriented English advertising. 

The relevance of the work lies in the use of a cognitive-discursive approach when studying the peculiarities of extracting implicit information in the texts of modern English-language advertising, revealing the status and refining the specifics of extracting implicit information through multi-level language tools capable of transmitting such information. The main task of this dissertation paper is to analyze multi-level linguistic structures through which implicit information is transmitted. These include the phonetic means of language (alliteration, assonance, rhyme), morphological means of language (affixation, word addition, modal verbs, tense forms of verbs, the degree of comparison of adjectives) and syntactic (interrogative sentences, direct speech, nominative sentences, syntactic repetitions, etc.). Implicates are divided into: implicate- comparison, implicate- metaphor, implicate- antithesis, implicate-metonymy, implicate- epithet, implicate- personification and implicate- allusion.
The term “implicate” was first proposed by G. P. Grice, who understands it - what is duplicated in the message. Implicates are markers indicating the presence of implicit information [Grice: 217]. Advertising industry is a gender-oriented sphere of human activity that is connected with specificity of the advertised goods with specificity of editions in which it is published. Advertising texts thus illustrate the social and gender characteristics that are reflected in the advertising texts. Multi-level language means of modern English language, involved in the process of extracting implicit information in the advertising text, update certain thought structures of knowledge: a) alliteration, assonance and rhyme are used to provide attractiveness of sounding of the advertising text; b) affixation and word-adding, as word-learning techniques, play an important role in the process of extracting implicit information in advertising texts; c) modal verbs explicitly represent the subjective attitude of the speaker to the statement; d) adverbs and adjectives complement and make the advertising text expressive and vivid; e) syntactic means contribute to the most effective impact on the audience and most closely correspond to the pragmatic orientation of the advertising text; f) Male and female advertising texts differ significantly in terms of the use of lexical units. Lexical units may have a high frequency in female advertising and a lower one in male advertising and vice versa; g) the appearance of new iconic symbols (hashtags) is reflected in the advertising texts, and they are a means of attracting attention to the advertised brand.
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