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Introduction
The question of whether subliminal advertising is effective or not is a debatable one due to the fact that people have different opinions regarding subliminal messages and the effects they have on people or sets of people as well as groups to whom such messages are directed. Subliminal messages were used in the 1950s in the United States of America and were consequently banned after the pioneer who used it in cinema halls admitted that the studies conducted were manipulated and fraudulent. The fact that subliminal advertising is illegal makes it very difficult to make concrete arguments on its effectiveness in advertising. This is because, despite various researchers conducting various experiments to determine whether subliminal messages influence brand choices, complex revelations have emerged from such experiments making it even more difficult for people to understand or take a stance on whether subliminal advertising is effective or not (Verwijmeren et al., 2010). To understand subliminal advertising, we need first of all define subliminal advertising and know what it entails. Subliminal advertising can be defined as advertisement images or sound or generally messages that appeal to the subconscious or the conscious mind of the people without the person being consciously aware of their existence (Verwijmeren et al., 2010). This is to mean that subliminal messages are below the Conscious level of a human being and can only be remembered by the subconscious mind. Subliminal advertising is intended to influence the people to whom it is directed to buy brands or products unaware. This means that the subliminal messages used in subliminal advertising are captured by the subconscious mind even though the Conscious mind of the person may not be aware of the existence (Durden, 2018). However, the effects cannot be completely written off as research and experiments have shown that subliminal advertising can influence choice under certain conditions. The fact that subliminal advertising appeals only to the subconscious mind and yet the matter of making choices in people's lives depends on their sensations and perceptions makes subliminal advertising ineffective. Therefore, this paper delves in showing how subliminal advertising is ineffective in making consumers make choices of particular or certain brands in their conscious decision making when presented with alternatives. The paper argues that subliminal advertising is ineffective because making choices for consumers is a conscious decision-making process that requires the involvement of the Conscious mind. It must be mentioned that for effective understanding of subliminal advertising, there is need to gain an effective and proper understanding of how the mind works, the purpose of advertising, and the role of the conscious mind in making choices especially in making consumer decisions while buying items and products in the market.

The Conscious and the Subconscious Mind and Subliminal Advertising effect on Choices of Brands
The human mind has the conscious and unconscious elements. The Conscious mind stores what the human being is currently aware of and includes information about things and activities that the person is currently doing and is currently remembering. However, the subconscious mind contains such things as well as information about things that the human being is not aware of even though they exist in his or her mind. The subconscious mind remembers every bit of things that the human being has seen and is not remembering but can come to live or to the Conscious level when such activities are remembered or associated to other things and worked on in activities and functions that a human being is aware of (Durden, 2018). The existence of the subconscious mind is what makes people use subliminal advertising as a way of influencing people to buy their products or brands. These are intended messages which have an effect on the consumer even though the consumer may not be aware of their existence because of the fact that they are beyond the Conscious level. Subliminal messages, when used by advertisers, have minimal effect on the choices made of items of products or brands in the market during the purchasing decision-making process by a buyer or consumer in the market. Even though this technique of advertising was banned, some established companies such as Coca-Cola still use them even though their existence in their advertisements is hard to prove and even if it is proven to exist, such messages will be in the subconscious mind and will be overridden by the visualized messages which appeal to the conscious mind of the targeted people.

The dilemma that exists in explaining or even proving the existence of subliminal messages in adverts or ads present the difficulty in understanding the effectiveness of subliminal advertising techniques. Various researchers have engaged in heated debates of proving whether subliminal advertising messages have an effect to the extent of causing consumers to make brand choices in their purchasing decision-making process. Since subliminal advertising messages and ads appeal to the subconscious mind of the people, they are held unconsciously by people to whom they are directed. This means that these people are unaware of the existence of those messages but can make associations even if not instantly to certain brands for certain products in the market and this can lead them to making particular decisions that lead them to buy or even choose or select a product in the market. Therefore, other types of advertising are more effective compared to the subliminal type of messages which only make people form associations that are powerful enough to cause them to make decisions in their lives. However, when compared to the supraliminal type of advertising, subliminal advertising is ineffective in the sense that it only appeals to the subconscious mind and the person to whom it is directed has to form association between the particular brand being advertised and the particular messages that are advertised subconsciously to be able to make a choice of a particular brand being advertised (Durden, 2018). On the other hand, the traditional advertising which appeals to the sensations over human being such as the eyes the touch is more powerful in influencing people's decisions because they are instant and they are held in the Conscious mind of the people who see or hear the adverts. As mentioned above, the decision-making process that makes a consumer to choose a particular brand or reject it is a conscious process that happens in the Conscious mind. This means that people have to associate value to the product they are choosing. The value as communicated in the other forms of advertising media which are audible and appealing to the sensations of the conscious mind of the consumers make supraliminal stimuli type of adverts more powerful than subliminal adverts that only appeal to the subconscious mind of the consumers in the market.
[bookmark: _Hlk7996750]As mentioned by Verwijmeren et al. (2010) in his article about the limits of subliminal advertising and the effects of habits on brand choices among consumers, subliminal adverts can only influence choice under certain conditions and are always overridden by habits and other adverts that appeal to the Conscious mind. This advertising is ineffective in influencing consumers to make a choice of a particular brand or product in the market. Therefore, instead of organizations or companies using subliminal advertising techniques, they should invest more on traditional adverts that appeal to the Conscious mind and the perceptions of people because those are the ones that are the most powerful in creating associations. Furthermore, the decision-making process is a conscious process and therefore, it is more affected by those things that exist in the conscious mind and does that exist in the subconscious mind. Since subliminal advertising messages existing the subconscious mind, they have less power in influencing the buying decision-making process in consumers and, therefore, subliminal advertising is ineffective.
The Power of Habits and How they Influence Brand Choices Among Consumers
Habitual behaviour has been seen to have a greater influence on the choices that consumers make regarding various brands and products in the market whenever they engage in activities such as purchasing or buying. In the recent study conducted by Verwijmeren and other scholars in Netherlands regarding various brands of mineral drinking water, the results revealed that the participants of the experiment showed a strong influence of habit in their choice for the brand of the mineral water as compared to the influence of priming of a brand using subliminal messages (Verwijmeren et al., 2010). Subliminal messages in advertising are used when a brand is primed as seen in the experiments but when the participants are presented with two choices of making a brand choice between that which they habitually choose and a new brand, most of them seem to choose the brand that they habitually use showing that habits have a strong influence on the choices of consumers (Verwijmeren et al., 2010). This being the case, subliminal advertising becomes ineffective because the subliminal messages that are contained in subliminal adverts and ads are held in the subconscious mind which does not actually participate actively in the decision-making process. On the other hand, habits are held consciously by those who practice them because they are part and parcel of the daily activities or the frequent activities all decisions made by the consumer and as such they take or play a bigger role in influencing the  decision that a consumer makes in terms of  selecting a brand in the market or even buying it. This proves that subliminal advertising is therefore ineffective in performing the intended function. In fact, Samuel (2013), in his book where he writes about Sigmund Freud’s take on subliminal advertising concludes that subliminal advertising was a dismal scientific failure because it fails to perform the core role that advertising is supposed to do.
The main purpose of advertising is to influence people into making a decision of buying a particular product or brand by preferring it over the existing available competing products, brands or items in the market (Buil, De Chernatony & Martínez, 2013). For adverts to effectively perform this function, they have to override the habits that people have and their pre-existing preferences in terms of the instrumentality or usability as well as attractiveness of the products that exist in the market. Research has shown that people who have continuously bought a particular product and likely to continue doing so even if they are presented with alternative choices in the market (Verwijmeren et al., 2010) This is because of the fact that people become a bit skeptical to try new products because of the fact that they're not sure whether the new product or new brand can give them the satisfaction that they get from the already existing brand or product that they habitually buy or prefer in the market. A good example is the behaviour of many home theatre lovers of buying Sony music systems and home theatres at the expense of other brands such as LG. Looking at Sony and LG, Sony was the first company to be established among the two. It produced products that meet the needs of its customers and the company managed to win the trust of customers not just in the home country but across the world. This has made Sony to be a well-known brand in the electronics industry and people habitually buy Sony products such as DVDs, DVD players home theatres, and even PlayStations because of the fact that it has become a habit to buy Sony products. This makes it very difficult for such customers to switch to other brands, for example, home theatre such as LG even though they exist in the market even at a cheaper price compared to the Sony products. Even if LG products are primed, people still prefer to make choices of Sony products because of being unsure whether the LG products can give them the satisfaction that they get from Sony products. Therefore, even when brands such as LG are advertised subliminally, the messages are stored in the subconscious mind and they're not powerful enough to override the habitual existence of the preference of Sony products over any other products in the market by the consumers.
As mentioned earlier, subliminal adverts contain subliminal messages which contain information that the consumer can only associate or form associations in his or her mind in order to make a brand choice. This is sometimes delayed and can occur over time due to the fact that consumers use their conscience at most times to make choices of brands when they engage in decision-making involving purchasing. Therefore, according to Verwijmeren et al. (2010), a primed alternative might only overrule the choice for the habitual brand when both brands are similar in their goal and have relevant qualities such as instrumentality and attractiveness. This means that a subliminally advertised product can only be chosen if it appeals consciously to the person being targeted as having similar relevant qualities such as instrumentality and attractiveness to the habitual brand. But since subliminal messages in the subliminal adverts do not appeal to the conscious mind of people, they are unable to bring about such conscious associations that can influence the brand choice among consumers. This, therefore, renders subliminal advertising ineffective compared to other types of advertising which act as supraliminal stimuli that appeal to the conscious mind of a person.
The Ineffectiveness of Subliminal Advertising Through the Lens of the Role of Advertising
To gain a better understanding of subliminal advertising, there is a great need to understand the role of advertising in the marketing of products or brands to consumers. The main reason as to why people do advertise brands or products to consumers is because they want to win preference of consumers in making choices of brands among many alternatives that already exist in the market for them. People advertise so that they can get many people to prefer and select their brands or products and buy them so that in the end, the products being advertised can experience higher sales which in turn means higher profits for the organization or company that produces them. In the business environment, advertising plays an important role because it creates awareness of existing brands and also helps the consumers to make conscious decisions when they're making choices regarding which products or which item to buy from the many alternatives that exist in the market (Buil, De Chernatony & Martínez, 2013). Looking at the role of advertising, it is clear that advertising is done by the advertisers with an aim of appealing to the Conscious mind which plays a very important part in the decision-making process during purchases or selecting a brand in the market by a consumer. As such, the advertisement media has to appeal to the Conscious mind so that the person being targeted in the advert can make conscious decisions by forming associations of the images and sounds of the adverts with brands that are being advertised and therefore land on a product or brand that satisfies the need for which an item is being sought for by the consumer in the market. This means that, for advertisement to be effective, it has to be held in the Conscious mind of a human being for the target person so that he is fully aware of the messages being communicated regarding the brand being advertised and this way, such advertisement messages can help in making decisions during the real-time of purchasing or selecting a product or a brand.

Looking at the nature of subliminal messages which are used in subliminal advertisement, these messages are usually under the Conscious level or below the Conscious level and this means that they only exist in the subconscious level and can only become useful to the person who has them in mind when associations are formed between the messages that the human being is already unaware of and the brands being advertised. By the time this happens, the messages that the consumer is aware of and which exist in the Conscious mind would already have made an influence on the choice of the brand or product to make and by. As such, people become habitual and their preference for brands and products advertised using supraliminal stimuli which appeal to the Conscious mind and the person who receives them is aware of their existence and uses them in benefiting him or herself through applying them in the choices that he or she makes with regard to buying a particular product or selecting a particular brand at the expense of other existing alternatives in the market grows. Therefore, subliminal advertisement is ineffective because it fails to provide real-time help to the consumer especially in the buying decision-making process which happens consciously. It is, therefore, a dismal scientific failure (Samuel, 2013). Even in the research that Verwijmeren and other scholars carried out in Holland regarding various drinking water brands, it was seen and that people often chose the brands which were habitually used before even if other water brands war crimes true subliminal suggestions (Verwijmeren et al., 2010). Furthermore, subliminal advertising is ineffective because at most times it fails to perform the intended function for which advertisers meant or want it to perform. Advertising plays the role of creating awareness of the existence of a brand in the market. However, subliminal messages in subliminal adverts do not directly create that impression and therefore are ineffective in the sense that they create a complex procedure of acquiring meaning from the advertisement media which delays the process of influencing the choice of a consumer regarding selecting a particular product or brand in the market. The role of the Conscious mind and how it creates awareness to a person which helps him or her to behave in a particular way in favour or against a particular product also proves that only the things that are in the conscious mind hold more power in influencing the decision making process in situations selecting and buying products and brands.
Athletic list in the arguments of whether subliminal advertising is effective or ineffective spring from the fact that some people have defined subliminal advertisement as what people are able to sense8 subconsciously or consciously. people can sense things which are different from the actual advertisement messages That they hear or see in adverts. Adverts can contain both audio and visual messages. However, the viewers of this adverts can create inferences from sensations and perceptions of the messages in the adverts (Manning, 2011). When such things happen, such adverts are said to have employed subliminal advertisement technique because people can sense meaning consciously or subconsciously from the advertisement messages that they received from the adverts. This being the case, some people have argued that subliminal advertisement techniques are effective in influencing people to make brand choices. However, the fact remains that for such influences to be as powerful as they said to be by the proponents of subliminal advertising, all the people that are targeted by the advertisers have to make the same meaning or sense the same meaning subconsciously or consciously and the label that can make them choose the brands being advertised at the expense of other existing alternatives in the market. Research has shown that this is not the case because fewer people are able to utilize sensations in making brand choices. This makes subliminal advertising ineffective compared to advertising that produces supraliminal stimuli such as the direct messages from adverts as seen and heard by those targeted by the adverts.

Conclusion
In conclusion, advertisement is a very important component in marketing. Business organizations, as well as individual businesses, used advertising to create awareness of the products or services they offer. Advertisement can also be used for plant attachment. However, as seen, supraliminal advertising techniques are more effective than others. This paper built on discussing subliminal advertisement and providing evidence to show whether it's effective oral. From the research and as it has been seen in the above paragraphs, it is clear that subliminal advertising is ineffective because it appeals more to the subconscious mind and depends on the ability of the person receiving the adverts to synthesize the sensory meanings from the message of adverts in order to create powerful associations that can influence decisions during purchasing decision-making process. as seen in this paper, subliminal advertisement sales to create conscious connections which are Powerful and relevant in making consumers select a brand or product in the market at the expense of other existing alternatives in the same market. from the research conducted by Jesus in Holland, it was found that primed alternatives can only override the choice for the habitual brand when both brands are similar in the relevant qualities such as instrumentality and attractiveness. as such, habits have the power to influence brand choices among consumers and they're strong enough to override subliminal messages in subliminal advertisements. Therefore, subliminal advertisements full shot of other forms of advertisement because they failed to perform the function for which they are meant to. In fact, according to Vokey & Read (1985), the argument that since subliminal messages exist in adverts, such messages are effective in advertising is a fallacy. Indeed, it is a dismal scientific failure that does not create the intended effect to the extent of influencing brand and product choices in the market.
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