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It is a well-known fact in the linguistic community that the meaning of the text is much wider than the meaning of its units. This implies that the category of implicitness is of crucial importance and requires careful study. This issue, however, is extremely wide, what is why this paper focuses only on implicitness of advertising function of brand names in the modern English literature.
First of all we are to define the main terms that are going to be used. The understanding of the term «advertising function» comes from the following definition of advertising given by T.B. Nazarova: «advertising — making a product or service known to the public, esp. in order to sell it, by using various media or means of spreading information — newspapeps, magazines, radio, television, hoardings, direct mail, etc.»[Nazarova: 19]. At the same time, the notion of advertising function is determined by the main aims of advertising: «to inform the consumer, to remind him of the product or to convince in something (for example, that the advertised products are better than those of competitors)» [Kotler: 531] Therefore we assume that advertising function is one of the possible functions of a brand name used in the text of a work of art and expressed in its ability to attract the reader's attention to a given product or service by informing, reminding or persuading.
Brand name is a special kind of proper names that identify not only a single product but the whole variety of products of the same kind, as well as its manufacturer or producer.
The majority of linguists agree to distinguish the advertising function of brand names included in a literary text (I.V. Kryukova, O.V. Kirpicheva, N.L. Shvedova, R.V. Razumov). There are, however, different opinions on whether it is expressed implicitly or explicitly. According to I.V. Kryukova, the advertising function «is always expressed implicitly in any work of art» [Kryukova: 9]; she claims, however, that not every use of a brand name performs this function. R.V. Razumov holds the opposite opinion and states that «the advertising function is always expressed explicitly» [Razumov: 96]. As proof he offers criteria by which one can assess whether a particular including of a brand name performs the advertising function or not.
We believe that both points of view are reasonable and, therefore, the advertising function can be expressed both implicitly or explicitly. We also argue that any inclusion of a real brand name in a literary text performs the advertising function regardless of the context and even the original author's intent.
Currently, it is a common practice to include brand names in literary works for money. In this case, the authors try to use the advertised product multiple times and only in a positive context. Thus, the situation of use and the characters that interact with this product should arouse only positive emotions and associations. In this case, the presence of the advertising function is not in doubt, as well as the fact that it is expressed explicitly.
At the same time, we can find many examples of the fact that the authors include brand names in their works for the purpose far from advertising. In this case, brand names can fulfill many functions (e.g. stylistic) and may be mentioned in any type of context, because an authors is not limited by the terms of a contract and can fully follow their original plan.
Is it correct to assume that the advertising function is performed in this case too? If we turn to such novels as American Psycho by Bret Easton Ellis (1991) and Fight Club by Chuck Palahniuk (1996), a positive answer can be given. Both works are aimed against the consumer society and brand names mentioned in them are depicted as symbols of consumerism. Nonetheless, the authors attracted their readers’ attention to certain products. Thus, it is logical to conclude that the advertising function was performed and expressed implicitly. 
We are witnessing a paradoxical situation: the books originally conceived as a satire on contemporary society and mass culture turned out to be so popular that they spread beyond counterculture and became a part of popular culture. Society has romanticized negative characters and the readers began to imitate them also by buying the goods mentioned in the novels. This demonstrates that any use of brand names in literature has the potential to cause a great advertising effect on the general public. 
As we can see, the advertising function can be expressed both implicitly and explicitly, and any inclusion of a brand name can have an impact on a reader that indicates the advertising function.
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