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Cognitive Inferences in Social Media Advertising a Case
Study of Advertisings on Sina Weibo and Facebook

Junhong Dong and Xiaohong Zhang

Abstract—With the development of the Internet, social media
advertising as a special form of language gets linguists’ more
and more attention. This study aims to focus on analyzing Fast
Moving Consuming Goods (FMCG) advertising language on
Chinese and American most mainstream social media platforms,
Sina Weibo and Facebook. Commercials on social media have
great influence on people’s consumption behavior. Therefore, it
iS necessary to study how spontaneous inferential
comprehension occurs through advertising language and find
out whether there are any inferential differences between
Chinese and American people. Advertising is a unique form of
communication, and interpretation of the advertisements from
the perspective of the cognitive inference is an interesting
practice and the findings can help consumers have a positive
understanding of various commercials.

Index Terms—Facebook, inference, Sina Weibo, social media
advertising.

|. INTRODUCTION

A. Research Background

In modern society, advertising has invaded every aspect of
our life and exerted great impact on people’s lifestyles. A
French advertising reviewer has ever said that the air we
breathe every day actually is composed of oxygen, helium
and advertisements [1]. Whenever we open a magazine, turn
on the TV or look at the billboards in subways or surf in the
internet, we are exposed to various advertisements all the
time.

Commercial advertisements as a special form of
communication are actually a kind of persuasive speech act
with an aim to persuade consumers into buying or accepting
certain product or service. To achieve this purpose,
advertisers frequently employ strategies and skills in
advertising language. The statistic by Statista, a statistics
portal, shows the number of social media users worldwide is
estimated by 2.77 billion social media users around the globe
in 2019. Among social media platforms, Facebook is the
biggest social network in the world with 2320 million
monthly active users as of December 31, 2018. And in China
Sina Weibo ranks the most popular social media platform
with over 445 million monthly active users.

Commercial advertising varies greatly from industry to
industry. Therefore, this study will specifically focus on
studying Fast Moving Consumer Goods (FMCG)
advertisings on social media platforms, as FMCG Goods is
one of the most frequently used commodity variety and
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satisfies basic physical human needs. Examples include
non-durable goods such as packaged foods, beverages,
toiletries, candies, and other consumables. Under the
influence and promotion of social media platforms, people's
consumption behavior is affected greatly.

B. Reviews of Literature

The process of advertising has attracted scientific attention
for a long time. For economists and marketing experts
advertising is a very important tool of free-market economy,
an element of successful trade. For linguists it is a
pragmatically determined type of discourse, which functions
in accordance with its main goals: to inform and to persuade.
For ordinary people, it is a part of everyday life, which can be
annoying or amusing, useful or misleading.

Carroll [2] pointed out that people’s inferences tend to
make false recognition errors with this weakness;
advertisement designers thus skillfully apply this inference
process to develop impressive works. Carroll later cited
Harris’s [3] study which found that people were not very
good at distinguishing between the direct assertions and
implied assertions. Based on this study, Carroll concluded
that these results have implications for the way advertisers do
their work. Advertisers are on legal ground prevented from
making false statements about their products, but making
false implications is less dangerous [2]. Therefore,
implication in advertisement is created to avoid illegality and
danger. It can even be used to slander other brands agilely
without facing prosecution.

C. Defining the Concept of Advertising

The word ‘advertising’ derives from the Latin word
‘advertere’ meaning ‘a means used to draw attention from the
public to something and lead them to some direction’. Arens
and Bovee [4] pointed out that advertising is the non-personal
communication of information, usually paid for and
persuasive in nature, about products, services, or ideas by
identified sponsors through various media, such as billboards,
flyers, trailers, sky-writings, sandwich boards, brochures,
logos, and viral videos.

Philip Kolter, a great master of marketing, has once said:
“when we are selling a lipstick, what we are really selling is
not the product lipstick, but the ‘hope for beauty [5].” So,
production nowadays is not only a production of products,
but also a production of desires and passions to buy
merchandise. In order to motivate consumers with desires
and passions, marketers must first create an ideology to
transfer people’s emotions to the product, and facilitate
consumers to bring about an active, positive and favorable
emotional response and attitude toward the product. This is to
transfer the emotion “hope for beauty” to the product.
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Psychologists have been extremely interested in the
persuasion techniques used by advertisers. It has exposed
how the persuasion techniques used by advertisers are
directed to the unconscious region of the human mind. This
region contains our hidden wishes, memories, fears, feelings,
and images that are prevented from gaining expression by the
conscious part of the mind [6]. As McQuarrie puts it,
"advertising is the largest organized persuasive endeavor in
the world today".

D. Motivation and Purpose of the Study

As a special kind of verbal communication activity,
advertising has attracted the attention of language researchers
and has become one of the objects of the study of linguistics.
There are a great number of studies on the advertising
language, including print, TV, magazine, etc., but little
research is done on the advertising language on social media
platforms, and little on the advertising language itself.

Research has shown that people spontaneously infer traits,
goals, and values from minimal exposure to information [7].
Therefore, the purpose of this article is to study the
application of inference and implication in the discourse of
commercials.

At present, China and the United States play important
roles on the world economic stage. It is necessary for Chinese
enterprises to understand the cognitive differences between
Chinese and American better, which can help them promote
products in overseas markets and enhance the international
competitiveness. And also, with findings in this study,
consumers can improve their recognition strategies.

Il. INFERENCES

Inference bridges the gap between what is said and what is
understood. Inferences are not only made by hearers, then,
but are in fact made by all participants in interaction [8].

From the perspective of advertisers, inference is a more
useful language strategy, because implicit expression can
make some deficient products more persuasive, and induce
audience to infer more meanings than the actual expression
of the advertising language. If the appeal is too specific,
advertisers will bear the risk of verifying its accuracy, so the
best way is to use a general non-specific appeal. And
advertisers do not have to bear any responsibilities.

From the consumers' point of view, the understanding of
advertising discourse depends on inferring. Geis pointed out
that human beings are good at inferring. They are trained to
interpret the implicit meaning of discourse by unifying the
context and the literal meaning of the discourse. Thus, in
understanding the meaning of the advertisement, the reader is
easily induced to believe that there are some unspecified
aspects of the advertising product. Psychological research
shows that the deduced information can be remembered and
recalled as clearly stated information. Of course, the use of
implicit language is also to make advertisings more concise,
more attractive and be remembered more durable.

A. Types of Inferences

Tanaka [9] invokes the notion of ‘covert communication’
in her study of Advertising Language (cf. chapter 3, et

passim). She opposes it to ostensive (or
communication based on the following definition:

overt)

Covert communication: a case of communication where
the intention of the speaker is to alter the cognitive
environment of the hearer, i.e. to make a set of
assumptions more manifest to her, without making this
intention mutually manifest.

Sperber and Wilson have shown that making an audience
draw inferences may be accomplished in two different ways.
The communicator may undertake an efficient, overt attempt
to secure the audience’s attention and make it mutually
manifest that s/he intends to convey a particular piece of
information. This is called ostensive or overt communication
(honest inference) which is not strictly open to error. On the
other hand, the communicator may choose to put information
across in a covert way, in which case he does not make
his/her communicative intention manifest and leaves it up to
the audience to draw inferences that s/he wants to be drawn.
The type of inference is generally characterized as defeasible,
and always allows for the possibility of error and can be
denied by the speakers easily. This is called covert inference
(misleading inference).

Whether the communicative intention made manifest or
not relies on the accordance with the concept of the “the
cooperative principle”, Grice claimed there were several
different types:

1. Quantity

(1) Make your contribution as informative as required (for
the current purpose of the exchange).

(2) Do not make your contribution more informative than
is required.

2. Quality

Super maxim: Try to make your contribution true.

(1) Do not say what you believe to be false.

(2) Do not say that for which you lack adequate evidence.

3. Relation

(1) Be relevant.

4. Manner

Super maxim: Be perspicuous.

(1) Avoid obscurity of expression.

(2) Avoid ambiguity.

(3) Be brief (avoid unnecessary prolixity).

(4) Be orderly.

If there is no clear violation of the cooperative principle, or
at least there is no violation recognized as such by the
audience, in this case this advertising is regarded as overt.
Otherwise, it is covert. We take the following advertisings as
examples:

1) Toothbrush brand used by dentists worldwide.
—Oral-B (Appendix B, Nr. 20)

a. Inference: Oral-B is good enough that dentists
worldwide are using it.

1a) can be regarded as overt inference because it can be
said to be made mutually manifest. The advertiser holds the
responsibility for claiming (1a), and can probably provide
evidence to support it if necessary. There is also no clear
violation of the cooperative principle.

2) B kE, BRMRHBRTFHF . (Appendix A, Nr. 1)

(Safeguard, I'm your super guardian.)
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a. Inference: Safeguard is effective against bacteria.

It is very unlikely that the advertiser would accept the
responsibility to claim that Safeguard as a toiletries brand can
prevent bacteria like guardians. It violated the maxims of
quality. Therefore, 2a) can be regarded as a covert.

I1l. PRACTICAL PARTS

A. Data Sources and Process of Research

As the objectives of this research focus on FMCG industry
advertisings on the popular social median, the data will be
collected from homepages in Sina Weibo and Facebook and
covers Top 10 FMCG Companies separately which was
ranked by consumer base in 2017. In order to ensure the
richness of the data, advertisings of other famous FMCG
brands and products are randomly chosen and added to this
data base. Once completed the list of advertisings, we made a
linguistic analysis of them and determined the inferential
types (p. 5-6).

The data is analyzed according to the typology presented
above, namely covert and overt inferences.

B. Case Study

1) Overt inference examples

3)LH, ARG AR . (Appendix A, Nr. 10) (Liby,
give you a green and healthy family)

Inference: Liby's domestic cleaning products can help
keep home clean.

Through the overt inference advertisers intend to be
recognized as intended and rely on consumers' spontaneous
inferences to deliver the healthy and green concept that
modern people are pursuing in their daily life. This slogan
has set up a good brand image and then has been promoting
sales volume indirectly.

4) "When they say you're not ready, that you'll never make
it on your own, that's the time to really shine. Everyone loves
a comeback." Dry hair can have one too. (Appendix B,
Nr.10)

——L'Oré&l Paris Elvive 2018

This  video  commercial  protagonist is  the
singer-songwriter Camila Cabello who left girl group Fifth
Harmony to pursue a highly-successful solo career in 2016.
The comeback of the shining singer-songwriter is just like the
comeback of shining hair, therefore, this is an overt
inference.

5) Unstoppable in our fight for cleaner, safer toilets for

all.—Domestos (Appendix B, Nr. 5). KT {Z& i £ ERA
FMTARLNIRH—R4F.

Through contributions to public welfare activities
in areas with poor sanitation, Domestos built a good brand
and corporate image and improved the enterprise visibility
and reputation in the public.

2) Covert inference examples

6) Men have skin, too.—OlId Spice (Appendix B, Nr. 4)

Inference: men also desire a nice, clean, moisturized skin
like women's.

This venerable grooming brand Old Spice especially for
men announced men's voice of desiring a nice, clean,

20

moisturized skin like most women. Men want the kind of
selection that women have—aisles and aisles of products, not
just a few small shelves. Everyone wants to own nice skins,
including men. This commercial violated the maxims of
quantity and relation, therefore, it is regarded as covert.

7) The advertising of Yunnan Baiyao toothpaste:

SR, OFRE. TREE. TERKSEAL

SF & (Appendix A, Nr. 11). (Gingival bleeding, dental ulcers,

gum swelling and pain... toothpaste is looking for Yunnan
Baiyao toothpaste.)

Inference: Yunnan Baiyao toothpaste can relieve or cure
those dental problems.

In this ad, the relationship between those dental health
problems and Yunnan Baiyao toothpaste is not declared
directly, while, when consumers see this ad, they will infer
automatically that this toothpaste can cure their dental health
problems. If there are words mentioned of ‘cure’ in the ads, it
can be easily fined by the government. They apply the
process of inference to lead the audiences to believe that the
components of their products are effective in cure.

8) Probably the Best Beer in the World——Carlsberg
(Appendix B, Nr. 13)

Inference: Carlsberg is the best beer in the world.

When people see this slogan, "Carlsberg is the best beer in
the world" will be inferred automatically. Actually, this
inference can be denied by the advertisers easily, because this
slogan is more or less deceptive. A verbal hedge "probably"
makes the statement less forceful and assertive. Hedges are
used in advertisings widely.

C. Results

The following Table | shows the propositions of
commercials containing inferences of different types found
in the FMCG industries on Sina Weibo and Facebook.

TABLE I: PROPORTION OF COMMERCIALS CONTAINING INFERENCES OF THE
DIFFERENT TYPES

Overt Covert
Sina Weibo 11 (31%) 24 (69%)
Facebook 15 (43%) 20 (57%)

As we see covert inferential strategy is more frequently
applied than overt inferential strategy both in Chinese and
American social media advertisings. It is important to
distinguish between covert and overt inferences, since it is
often assumed that all advertising inferences are misleading,
and the only way to “protect” the audience from them is by
instructing them to “stick to what it said [10]".

Compared to Facebook, Sina Weibo applies more covert
inference with 69% than Facebook with 57%. This study
shows that overt inferences are at least as common, as covert
inferences in advertisings. With the trend of globalization
and economic integration, the increasingly interconnected
world narrows the advertising strategic and cognitive
differences between two countries. While there are still
cultural differences we can find in advertisings. Chinese
people are more implicit and restraint than Americans and
they are unlikely to declare their thought directly.
Kweichow Moutali, a traditional Chinese liquor and honored
as "national liquor", advertises its products with a covert way:
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“EMNFAEE RIEALEEERZ, 2019—# up”
(Kweichow moutai liquor will witness the important moment
of life. Keep going up in 2019.) Americans can express their
thought in the public directly, such as Maybelline's
advertising: Best of the makeup like this.

D. Analysis

Therefore, the question why advertisers engage in covert
communication deserves discussion. The main strategies
used to realize inferences is investigated.

According to psychological experimentation, readers draw
elaborative inferences to predict upcoming consequences or
information [11]. Elaboration is a way to realize the addition
of more detail concerning what has already been said. Many
cognitive psychologists have proved that people add contents
to new propositions automatically when they learn new
knowledge. It has been a consensus in cognitive psychology
circles that elaboration can enhance people’s memory of new
knowledge. Fuzziness, ellipsis and pun can be regarded as
dominating strategies to achieve elaborative inferences.

1) Fuzziness

Fuzziness is extensively employed in advertisings as an
important persuading strategy. Usually, consumers will infer
more information than the advertisings have present. It is
mainly realized by the usage of hedges, descriptive adjectives,
non-numerical fuzzy quantifiers, comparatives and
superlatives, frequency words, coinages, etc., among which
hedges and descriptive adjectives are more commonly used.

Linguist Lakoff proposes the definition of “hedges”,
words or expressions that make the meaning appropriately
imprecise. Maybe, probably and possibly are examples of
pointing to something less than complete commitment to it.
Sometimes hedges are used to mislead consumers. Such
hedges as may, could, help, fight, | think, | suppose, etc.
imply a false claim without asserting it directly. For example:

9) Probably the Best Beer in the World——Carlsberg

(Appendix B, Nr. 13)

The assertion of “the best beer in the world” maybe an
exaggeration and lack evidence, while the hedge “probably”
here can achieve the same meaning and avoid unnecessary
legal problems.

Descriptive adjectives are frequently employed to make
exaggerated compliments on their products. From the
viewpoint of copywriters, they are the subjective judgments,
thus devoid of a standard. We can take the following
advertising as an example:

10) A force of nature bred to inspire its own world, Tom
Ford Black Orchid is a rich blend of spice and darkness, both
rare and extraordinary——Tom Ford Beauty (Appendix B,
Nr. 26)

For consumers, it is very difficult to figure out how “rare”
and “extraordinary” exactly is. But they can draw an unclear
but seemingly beautiful picture in their mind. From the
psychological point of view, it meets consumers’ desire for
beauty consuming and arouses their imagination.

2) Ellipsis

Ellipsis entails the omission or deletion of some items of
the surface text, which are recoverable in terms of relation
with the text itself. It is a major cohesive device, contributing
to the device efficiency and compactness of a text [12].

11) Lights, camera, CHEERS! ——Heineken (Appendix

B, Nr. 28)
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This is a successful commercial. The ellipsis of cohesive
markers makes the language more concise and easier to
remember, which give the audience a chance to draw their
mental pictures according to their own understanding and
inference: Heineken, the beer, will be the best match for a
gathering. In the advertising language, ellipsis

3) Pun

The Oxford English Dictionary (1933), defines the pun as:

The use of a word in such a way as to suggest two or
more meanings or different associations, or the use of
two or more words of the same or nearly the same sound
with different meanings, so as to produce a humorous
effect; a play on words.

The use of puns in advertising is especially important in
achieving the advertiser’s goal in certain social situations. By
using a pun, the advertiser is able to make an ad stand out and
this has the potential to accomplish certain communicative
goals better than if the message was expressed literally. This
show of familiarity with the language allows the advertiser to
create a relationship of sorts with the consumer.

12) B8R, FERTBkE) EIK. Bz (Appendix A,
Nr. 33)
“Bkz> is a pun here with two different meanings: the

beverage brand “Fkz” and “keep the body energetic which
is easily remembered and accepted by consumers. Pun is an
attention-attracting strategy that make the consumers accept
the information that the advertisers want to convey.

Cognitive consistency is a key factor in a successful
communication. To achieve cognitive consistency, a claim
should not be in direct opposition to other, stronger beliefs
likely to be already held by an individual. Thus, the claim that
there are flamingos on the Moon would be unlikely to survive
in a cognitive belief system which incorporates beliefs
regarding, say, the lifelessness of our ancient satellite and the
likely colonization habits of the Earth’s indigenous fauna
[13]. As long as the advertising language can achieve the
cognitive consistency, the demands on language accuracy
can be lowered. According to Tanaka, the second reason for
employing covert communication in advertising is to avoid
taking responsibility for the social consequences of certain
implications arising from advertisements.

IV. CONCLUSION

This research presented a study of advertising discourse,
focusing on inferences, and in particular on the distinction
between overt and covert forms of advertising inferences.
The theoretical basis was derived from the work of Grice [14],
as further developed above all by Sperber and Wilson [15].

The purpose of this research was to work out a typology of
the inferences employed in advertising. It was proposed that
there are overt vs. covert inferences in advertising.

The typology of inferences is applied to the empirical data
of 35 Chinese and 35 American social media FMCG
commercials. The major result was that, in general, there
were differences between Chinese and American
commercials in respect to inferences. More specifically, it
was found that both Chinese advertisers employ a heavy use
of covert inferences than Americans.

The findings of this study indicate that understanding



human's cognitive inferences is essential in producing
successful advertisements. They also determine what strategy
the advertisers with different cultural background should use.

APPENDIX
TABLE A: TRANSCRIPTION OF ADVERTISINGS ON CHINESE SOCIAL MEDIA
SINA WEIBO
Brand Nr Advertisings Infteyrsgce V:)oflact:jon
P&G (F3%) 1 FAE, BRARIRIEBR . Covert Quality
vili (5 2 gﬁiiﬁ?ﬂmﬁﬁfﬁ#ﬁ%&iﬁéﬁ Overt
Mengniu (54) 3 jﬁﬁﬁé?&ﬁ‘:a‘iﬁ, RARRER Covert Relation
Master Kong i) o &, IR ;
) 4 iiﬁﬁ?uﬁ LA, VKA, 1o Covert Quantity
Nestle ( 5 ) 5 ﬁﬁi"))ﬂﬂ#, WAIE L, B Covert Quantity
Unil BRE
mzzg | 6 | wam, we Overt
HA2HTE, REHTHRMK,
Anrtre (R JLE) 7 SRR HRIZER, FEPPA HIE (F &7 Overt
fR. HHESEIIWE, BRAE—E.
Coca Cola FAERTIHITT: 4 RN
(7. VA =4 7,35, K .
(AOAR) 8 ;i]}rf@ﬁi}fﬁ%k, KR, AW Covert Manner
K LRIETT, & APCHIAI 15
hi
Craonend (R | g | jusp, KRB TAVER, Tl | Over
#) (S
Liby(3Z &) 10 | LH, SARGEERNE. Overt
YunNan BaiYao R L DR TR .
@man) | M| ermakanagry., | O | Ay
Comfort (£45) 12 | HEREL AR . Covert Quantity
Cha"cif)(m 13| BHBERLL EI LI Overt
=
Pechoin (% |1 | semm, riemaik. Overt
#)
K Quantity
R R P Covert &
E) Manner
Wong Lo Kat 204F T, MLk EZTE, 20 )
Fx®) Y| g, mecprEEey, | SOV | Quly
Qiao Le Zi B KT IR B, MG % .
(HRE) 17 iy Covert Relation
Quantity
Extra (%3%) 18 | Zhisnk. Covert &
Relation
KWEICh;W o 19 BMF G, AL ERA Covert Relation
(ﬁ")‘"%fz’?) %), 2019—jt2up.
Chun Zhen 20 T — . Quz:tity
— AT, [l )AL, overt
(FE%) Relation
R?N_f’iﬁb n ’z)ﬁl‘lﬁ’ﬁ—t -ZIREE, #AE SR Covert Relglon
(Kisses) e Manner
(Wﬁﬂ? ) 22 | W TIREYY, MM Covert Relation
angzai
R s, BEREKSSA R B
kw2 BEEES, PifkinT buff! A4
(Jinlong Yu) 23 AR MBS 2 A, L B Covert Manner
HE.
— IR A5, IE R R
FUF4b . fEH B A P
BREMR 2 VBN ERE, I AN b 3] Overt
(Haitian Sauce) 'YL, EBRATE A —H=
oK, HOWE RS
i !
R, HEEAARE: BE
. SR, AL AR | 7R F AR
= 25 | MW, FRAMERE, BES S Overt
(Lancome) BT, Ak B I
Be Unstoppable!

s s st Quality
E2x5H 2% E%ﬁifw SEA RO TR Covert Py
(Olay) r. Manner
RRiFE 27 | BERA DALY, BAERIE Covert Quantity
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(Osm) PSR
s e B v s Quantity
BRE 28 VR B S 128K, 1L Covert &
(CHANDO) K. Manner
999 E R
(999 29 | 999KKE R, WRHEM, RN Covert Quantity
Ganmaoling)
FHEDLED 0 }ézﬁéﬂihﬁtiil&‘éié%, i Covert Manner
(Sofy) e
IA A B EE
bt Ewa”hﬁglk 31 | KIEAEH. Covert Quantity
ﬂ?(ijj 32 [ SDRAS,  BHR ik sh Bk Covert Quantity
(Mizone)
g
(U?—Prfi;m) 33 | EIEAR, G54, Covert Manner
REEZWEBEFE, 171EX
F—Eiz $, BZHifE, BTHANEL
(Uni-President) 3 Ry B IRWAFIERRK, Overt
7 {E T RS S R I T B
N B TS G Sk 1) A R AE 5% 7K
i, REAWEBRLS N TA
AEREK 35 Rz %, ZOEE, KGR o
(Six God) B, A S5 4 ) S0 I vert
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TABLE B: TRANSCRIPTION OF ADVERTISINGS ON AMERICAN SOCIAL MEDIA

FACEBOOK
- Inference | Violation of
Brand Nr. Advertisings Types cp
Nestle 1 Turn healthy, habits into wins. Covert Relation
No matter where this week will
NESCAFE 2 take you, start your Monday with Overt
a coffee crafted by one of our
coffee experts NESCAFE
PepsiCo 3 Sun, rest and an ice cold Pepsi. Covert Q“a”“Fy &
Relation
Old Spice 4 Men have skin, too. Covert Q“a”“Fy &
Relation
Domestos 5 Unstoppable inour fight for Overt
cleaner, safer toilets for all.
Coca-Cola 6 Taste the feeling. Overt
Neutrogena 7 See what's possible. Covert Quantity
Tyson Food . . Relation&
Co. 8 Keep it real. Keep it Tyson. Covert Manner
"Beauty-For-All is transforming
Loreal 9 into  Beauty-For-You, wi_]ere Overt
everyone has a personalized
experience."
"When they say you're not ready,
Looreal that you'll never make it on your
ore 10 own, that's the time to really shine. Overt
Elvive ..
Everyone loves a comeback.” Dry
hair can have one too.
Maybelline 11 Best of the makeup like this. Overt
Enfamil 12 If-:szltp your baby master the world Covert Quantity
Probably the Best Beer in the .
Carlsberg 13 World. Covert Quality
Vaseline 14 The healing power of Vaseline. Covert Quantity
Oscar 15 It's bacon. It's natural. It's Oscar Covert Manner
Mayer Mayer. Any doubt it's amazing?
Lay's 16 This sparks lots of joy. Covert Quantity
Burger King 17 Its flame grilled good. Overt
From the moment her
Little granddad, put her face on the
Debbie 18 package, Little Debbie's been the Overt
sweetheart of American snackage.
Sara Lee Artesano Bakery Rolls
Sara Lee
19 are the perfect way to serve up Overt
Bread L
your favorite sliders.
Oral-B 20 Toothbr_ush brand used by dentists Covert Quality
worldwide.
McDonald’s 21 :\j/ilset ShakeSauce- a sweet way to Overt
Don’t let your New Year’s
resolutions stop you from trying
ABInBev 2 the latest delicious, seasonal Overt
beers! You can now try flavors
from cake to donuts to
gingerbread.
We know feeding a family can be
stressful. And while we can’t do
anything about the whole
Kraft 23 paycheck thing, we’ll do what we Overt
can to see that family dinners
remain business as usual.
We already know you’re amazing,
Light & Fit 24 but why not let the rest of the Covert Relation

world know too?

22
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Good skin comes to those who
(won’t) wait. Get Youthquake Gel
Mg:;d:)bs 25 Créme Moisturizer now with Overt
Y 3-day early access before the
official launch later this month.
A force of nature bred to inspire
its own world, Tom Ford Black
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