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Subliminal adverts
[image: Image result for subliminal advertising with sexual imagery]
The seven incher burger by Burger King going into the mouth of a woman represents the subliminal message. Anchored in the advert is the message “It will blow your mind away”. The subtext of the advert is that just like oral sex, the good taste of the burger will blow the mind of the customer away. According to the advertiser, customers would compare the feeling derived from oral sex to the taste of the burger. Since the two former blows an individual’s mind, customers would buy more of the product believing that it is amazingly good and worth a bite.
[image: Image result for subliminal advertising with sexual imagery]
A woman’s cleavage represents the subliminal embed in the advert. The subtext is that just like a woman’s breast, the wine provides the customer with the same effect.  The message “The spirit of wine”, echo’s the subtext in that the wine lives and resonates in the same spirit as a woman’s breasts. The appealing visual effect of the advert combined with what comes to mind when a customer sees the advert would help sell more of the product as most customers can identify with the image. The advertiser thought that by making the advert sexy, inviting and mysterious the product would sell more. 
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The female form, specifically a woman’s bum represents the subliminal embed in the advert. Heineken’s slogan was “grab a Heineken” resonating the subtext of the advert that by grabbing a bottle of Heineken you get the same effect as that of grabbing a woman’s bum. The advertiser believed that relating the effect of having a bottle Heineken’s to that of grabbing a woman’s bum would help sell the product more. 




Subliminal Advertising
Subliminal advertising is a technique that embeds subliminal stimuli that is undetectable to the conscious mind in adverts so as to influence consumer behavior.  "subliminal advertising is a technique used by  marketers which consists of embedding subliminal stimuli in advertisements in order to  make advertising more effective and influence consumer’s purchasing behavior without  them being aware of it" (Herrerias, A., & Canals, A., 2014, June). Subliminal messages embedded in these adverts are audible to the unconscious mind; they are perceived unconsciously. As Wilfong (2002) maintains, this technique appeals to the senses and emotions of the consumer in a bid to influence consumer behavior in return. Advertisers that use subliminal stimuli thrive on the belief that the subconscious mind is the main seat of actions and decisions in consumers. As such, appealing to the subconscious level of consumers makes it easier to control and manipulate their choices. “It should be emphasized that stimulation below the level of conscious awareness can be shown to have measurable effects upon some aspects of behavior” (Moore, 1982).  Essentially, subliminal advertising exists and has an impact on consumer behavior. 
The concept of subliminal advertising dates back to 1957, when the first research was done by Vicary. He attempted to manipulate consumer behavior by subliminally flashing the words “Eat Popcorn” and “Drink Coke” on the screen in a theatre during a film. He claimed that the results recorded a sales increase for both the popcorns and coke due to this technique of advertising. The thirst and hunger research that was done by Byrne also maintains that subliminal advertising influences consumer behavior. 
Subliminal stimulus is usually undetectable to the conscious mind or below the threshold because it is hidden deep inside other images or presented on a screen at a very quick speed mostly for 0.003 seconds. According to Moore (1982), the subliminal stimulus passes below the normal limits of perception. It influences an individual’s decision making by using the power that lies behind the words and the images. It takes advantage of the subconscious element of persuasion, providing the unconscious mind of the consumer with feelings of comfort and enthusiasm, a boost of moods, motivations, attitudes, and intentions in tandem with the logical reasoning stirred by the words and images perceived by the conscious mind. It aims at making the consumer feel good about the product, or associate a good feeling with the product unconsciously. "Indeed, it may be accepted that exhibiting subliminal stimuli can have an effect on the individuals’ attitude and on the individuals’ affective response to the subliminal stimuli" (Herrerias, A., & Canals, A., 2014, June). Subliminal advertising affects and influences psychological needs, behavior, and choices. By impacting on a consumer subconsciously it influences their purchasing decisions. “Subliminal persuasion may have an effect in a marketing context by influencing consumers’ choices that is, inducing individuals to choose a particular product” (Herrerias, A., & Canals, A., 2014, June).
According to Smith et al. (2012), the conscious mind can process information that is related to the subliminal stimuli. Often, subliminal messages are stored in the human mind for long-term after a few exposures to the subliminal embed. The information is later retrieved if a relevant context is encountered thus influencing decision making. Messages loaded in the subconscious mind have a way of bombarding the conscious mind time and again and act as invisible roots that feed the conscious mind.  “In other words, consciousness can only deal with a very small percentage of all incoming information.  All the rest is processed without awareness” (Smith, et al., 2012) Therefore, the subliminal messages stick in the subconscious mind of the consumer shaping subsequent consumer behavior.
Subliminal advertising uses three techniques to influence consumer behavior. These include; subliminal visual stimuli, subliminal audible stimuli, and sexual embeds. Subliminal visual stimuli target the consumer’s perception by the unconscious mind through the sense of sight. It uses quick flashes of the stimuli on a screen that is undetectable by the conscious mind. Subliminal audible stimuli use louder audio recordings to make the intended audio stimuli imperceptible to the conscious mind. It mainly embeds the stimuli in music and self -help audio tapes. The sexual embeds technique places erotic images or words in adverts in such a manner that the perception of the message remains below the threshold. Sexual embeds are the most widely used subliminal stimuli in subliminal advertising. 
In conclusion, subliminal advertising has a way of coercing the consumer’s mind into purchasing a product or commodity. Once a subliminal stimulus gets embedded in the subconscious mind, it influences the choices, moods, attitudes, of the consumer towards the product in question.  By using positive affirmations and a perfect choice of words and images, it captures the attention of the consumer in a way that they are not aware of. Subliminal advertising appeals to the subconscious mind, which is the big mass of the iceberg, from which the conscious mind, the tip of the iceberg, is anchored. As such, the subliminal stimuli get to affect the consumer behavior because the subconscious mind is the well from which the conscious mind drinks from. It is thus possible for a consumer to repress material consciously and still get influenced to purchase a product. 
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