
 

 392

программу были добавлены несколько функций, который должны упро-
стить процесс составления отчетности. Например, построение диаграмм 
и графиков по расходу топлива за заданный период времени и вывод 
итоговых данных в Microsoft Word. 
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This topic is crucially important for all of us as customers. The ability to 
reveal fallacies in advertisements can help us to make better decisions while 
consuming products. Nowadays, in the world where new products are brought 
to the market every day, we are becoming more and more dependent on ad-
vertisement, which sometimes make us take improper decisions because we 
do not pay attention to these fallacies. Moreover, this topic is quite unex-
plored, so we have a wide field for our research. One more reason why we 
have chosen exactly fallacies in the advertising of consumer credit is that to-
day this type of commercials is getting more and more popular and wide-
spread. So, many people fall under influence and commit rash acts, about 
which they might regret later. 

Firstly, our main purpose is to study fallacies in consumer credits adver-
tisements. Then we are aimed at identifying a type of detected fallacy in a 
particular case. Finally, we want to raise awareness of customers about this 
particular kind of fallacies, which is quite widespread, especially in credit ad-
vertisements. 

In our research we used such methods as the empirical data collection, the 
comparative analysis of examples and their interpretation by means of scien-
tific literature, the identification of types of detected fallacies, the demonstra-
tion of techniques which may be employed to become aware of fallacies and 
their influence on our individual behaviour as consumers. 

We have chosen the advertisement for consumer credit by BPS-Sberbank 
(БПС-Сбербанк). This advertisement can be found on the website of the bank 
(www.bps-sberbank.by/online/ru.personal). On this picture you see a child 
disguised as a superman who is pointing to the clouds full of dreams. The 
statement which is outlined in this picture as a motto says: «Stop dreaming! 
“It’s time to act!”» 
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Our task is to reveal a fallacy in this advertisement. In our article we em-
ploy the following definition: «A fallacy is an argument that is deductively 
invalid or that has very little inductive strength» [1]. 

Firstly, let us reveal an argument which is present in the advertisement. 
Any argument has premises and a claim which follows from premises. What 
could be considered as a claim in this advertisement? 

We have revealed two arguments. Some premises and conclusions are im-
plied and we had to detect them, reconstructing the whole argument: 

Premise 1. Everyone, who wants to achieve his/her dream, should act. 
Premise 2. I want to achieve my dream. 
Conclusion. I should act. 
This argument is believed to be cogent (sound) since that is a valid argu-

ment and the premises in our case are true. 
Now we turn to the second argument: 
Premise 1. Everyone who acts aims at getting what he/she wants. 
Premise 2. I act. 
Conclusion. I am aiming at getting what I want. 
This argument is believed to be cogent (sound) as well since that is a valid 

argument and the premises in our case are true. 
But where is a fallacy? Let us demonstrate the fallacy of equivocation. We 

employ here the following definition: «The fallacy of equivocation is an ar-
gument which exploits the ambiguity of a term or phrase which has occurred 
at least twice in an argument, such that on the first occurrence it has one 
meaning and on the second another meaning» [2]. We have to identify two 
terms which have in our example quite close meanings but still remain differ-
ent ones. 

I want a new/fashionable/modern phone (any modern phone is considered 
here as an expensive one). 

 
15 % per annum 

The picture represents «15 % per annum». The latter signifies the credit in-
terest rate. Where and how does the notion of credit emerge in this line of rea-
soning? By means of equivocation we come to the following formula: 
 Phone=Money=Credit 

Whatever you want, you will choose, according to this advertisement, 
15 % per annum. Any dream = 15 % per annum. 

We usually skip over this stage of critical analysis to the application of the 
law of transitivity (see below) without revealing the fallacy of equivocation, 
 A=B (money), B (credit)=C 
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 ((A→B)&(B→C))→(A→C). 
That is the formula of the law of transitivity. 
The problem we have revealed is not with this law of transitivity, but ra-

ther in the very equivocation of the meanings of two different concepts. 
Finally, we return back to the picture. That is the circle of our reasoning. 

The girl/boy points her/his finger not to a specific object on a thread, but ra-
ther to the very cloud of the ultimate dream. You want not just one object, but 
rather a lot of objects. You have many desires, and they all create one general 
‘will to life’. The latter in our example is falsely equated with consumer cred-
its. 

The will to act is equated with the will to consume, whereas the latter is 
equated with the will to take consumer credits. That is the vicious circle of 
consumerism. The techniques of its disguising may be diverse, but the very 
essence remains quite the same. The studies of fallacies contribute to the de-
velopment of critical attitude to these techniques, and reveal the possibilities 
of overcoming some traps on this way. 

Thus, this commercial advertisement demonstrates how logically and con-
sistently the consumption society is created. About this issue wrote such phi-
losophers as Jean Baudrillard [3] and Zygmunt Bauman [4]. In this paper we 
have demonstrated how advertising and its fallacies can influence individual’s 
behaviour. In our research we have raised the problem of how we make a de-
liberate choice in favour of the fallacy even when we realize that our con-
sciousness is being manipulated. Often the scheme of manipulation is so sim-
plified that its banality attracts our special attention. The latter means that the 
intrigue of fallacies in modern society is still charming us into the game of 
logic independently of the level of education, our age, desires and the income 
we have. 
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