HPAN6016 Mind Games - Media Psychology 
Assignment 1

Written explanation 
[bookmark: _Hlk38567857][bookmark: _Hlk38568433][bookmark: _Hlk38568468]Packard’s book, The Hidden Persuaders, originally published in 1957, was a response to the marketing strategies employed at the time. These included subliminal marketing and they raised public suspicion and distrust (Horowitz 1994, cited in Nelson, 2008: 6). Many of the concerns put forward in Packard’s text over sixty years ago (Packard, 2007: 12) are equally significant today, especially due to the advancement of psychographics in the current online environment. With the rapid progression of the internet and the integration of technology, psychographics has become integral to the marketing programmes of businesses and corporations.
[bookmark: _Hlk38570628][bookmark: _Hlk38571622][bookmark: _Hlk38568576][bookmark: _Hlk38570288]The infographic on ‘Psychographics and Subliminal Perception’ visually illustrates both how psychographics and subliminals are about influence and persuasion. The techniques employed, however, are distinctly different, despite aiming to achieve the same goal. This dissimilarity has been outlined on the infographic.
Psychographics:
[bookmark: _Hlk38571868]Psychographics discreetly gathers data to classify people according to their cognitive attributes, such as values, beliefs, emotions (Gunter and Furnham, 2014:64-65; Wells, 1975: 197). It analyses these psychological attributes with the quantitative measures of ‘lifestyle’ (Gunter and Furnham, 2014:64-65).  This technique focuses on personality profiles and emotional triggers influencing choice preferences. 
Subliminal Perception:
Dijksterhuis et al. (2006:7) defines subliminal perception as “a perception that passes above the objective threshold…but remains below the subjective threshold…and cannot be reported verbally.” 
In the different fields of advertising, marketing and business, subliminal stimulation has been employed as a persuasive communication technique. Subliminal and Supraliminal messaging on ‘choice behaviour’ have constantly intrigued both marketers and advertisers (Theus, 1994: 271). 
Subliminal messaging signals below the absolute threshold level of our conscious awareness while supraliminal stimuli can be perceived in the conscious mind.
Scientists’ views on subliminal perception and its affects remains a subject of controversy. There is a continuous debate regarding subliminal perception’s ability to guide behaviour (Dijksterhuis et al., 2006:37), and whether a stimulus, despite being restrained from conscious awareness, influences behaviour (Nanay,2017:166). According to some scientists, a subliminal stimulus influences cognition and behaviour whilst others disagree (Warren, 2009:193). 
Psychographics: An Explanation
[bookmark: _Hlk38572042]Psychographics is more than just gathering data and grouping individuals based on demographic indicators, such as gender, race and age. Instead, it allows an organization to more easily identify and segment people according to their needs, behaviour and personal preferences. Wells (1975:205) states that the quantitative and qualitative data of psychographics may be reliable but may not always be valid as it depends on clusters of people. The description may not precisely correspond with each individual’s profile (Wells, 1975: 206).
Psychographic segmentation, based on individual needs and personality attributes, allows effective targeting to relevant markets. It is considered an indispensable technique in market research and strategy today. By securing these personal variables, promotional messages can be tailored to influence buyer and consumer decisions (Barry et al., 2009:319). An advertising strategy and advertisement content can be determined by establishing these psychological variables to ensure it meets the customer’s behaviour, needs and interests (Winter et. al,1973:32) Our high dependence on a range of digital devices in our daily life assists marketers to translate indicators into preferences. Market resources can be allocated to the psychographic segments that cater to their product (Martin, 2011:17) giving business and marketers a competitive edge (Barry 2009:319).
Since computer, smartphone and internet software updates have provided higher functionality, our online social and commercial interaction has increased. This has affected our communication and our social, political and consumer lives. Swift digital communication and high user engagement enable media to drive disguised persuasive messages to the public, making manipulation by the media, government and businesses less easy to consciously discern and comprehend (Rhodes, 2019: 28). 
Packard (2007: 12) criticizes the nineteen fifties’ marketing’s exploitative employment of applied psychology and sociology. Today, the internet is mainly used to obtain information (Joinson, 2003, 191), whereas for data brokers, ad tech companies, marketing and the advertising industry, the user data is fuel for business (Matsakis, 2019:1). Most people are unaware of their casual use being tracked for data via cookies, registration forms, consent methods and spy ware (Joinson, 2003:191). Psychographic profiles and clusters are created from the information gathered.  Products and messaging are accordingly designed to specifically target these segments to enhance user conversion rate and increase the organisations’ return on investment. Many users are oblivious of how much of their personal data is collected to be sold to second- and third-party entities. A lack of transparency exits and though the internet is highly beneficial, it is a privacy disaster. It is for this reason that I have chosen the ‘influence of psychographics and subliminal messaging’ for my infographic assignment. I query the noteworthy benefits and the consequential harm arising from this methodology. 
The infographic explores visually the value of psychographics and how digital marketers use subjective psychological measures to obtain data and to influence their audience. By studying these highly variable psychological characteristics (Wells,1975: 197), advertising professionals and political campaigners can comprehend their audience’s emotions and values (Rhodes, 2018:32).  The resulting accurate profiles are used to motivate viewers into considering a product or a political perspective. Psychographics can be regarded as both a quantitative and qualitative methodology, as it employs surveys and metrics for statistical analysis (Wells,1975: 197), and it helps determine personal characteristics and emotional responses (Gunter and Furnham, 1992:64). Recent use of psychographics has rapidly increased. This approach is recognised as an essential device for advertisers (Lui, 2019:3). The broader and more intense relationship between technology and society has allowed materialism to become a recognised value. The culture of consumerism today readily accepts consumption as a way of striving for success and happiness (Burroughs and Rindfleisch, 2002: 348). According to Burroughs and Rindfleisch (2002: 348), advertisers take advantage of the new consumer evolution, bombarding the public with marketing messages. 
Whilst psychographics uses data obtained from personal or individual habits, needs and emotions, to influence the consumers' choices through ad content; according to Warren (2009:189), there is evidence that advertising can affect the behaviour and attitude of a consumer without them being consciously aware. The conservative conclusion was arrived at after an in-depth analysis of laboratory investigations on subliminal perception (Warren, 2009:189). 
Subliminal Perception:
Dijksterhuis (et.al, 2003:7) defines subliminal perception as a “perception that is perceived below the subjective threshold but passes above the objective threshold”. This means that senses have detected the stimuli, but the conscious mind is unaware of it as it remains below the awareness threshold. A subliminal stimulus is a data that is received below the threshold of subjectivity but above the threshold of objectivity (Warren, 2009:192). Subliminal influence, on the other hand, is the process by which the subliminal stimuli is used to manipulate the mind and behaviour (Warren, 2009:192).
Supraliminal perception occurs above the threshold of subjectivity, but the stimuli goes undetected unless we look for it. A field experiment investigated the influence of French and German music on shoppers in a supermarket (North et.al, 1999). It was found that when French music was played, unaware shoppers tended to buy more French wine, and while when German music was played, they bought more German wine. However, the shoppers were completely oblivious to the stimuli influencing their behaviour. Thus, one can conclude in this instance, that supraliminal stimuli above the awareness threshold can influence behaviour without the receiver’s awareness.
Many experiments were replicated in the 20th century after the works of Suslowa (1863, cited in Warren, 2009:192), Pierce and Jastrow and (1884, cited in Warren, 2009:192), endorsed the concept that a subliminal stimulus could be perceived by the human brain. Throughout this century the influence subliminal stimuli had on the brain to influence behaviour was studied. Warren (2000:191) also states that this view on whether stimuli that have been received by the subconscious can influence a change in ‘cognition and behaviour’ brought about two schools of thought: one that claims that subliminal messaging tends to affect an individual’s mood or behaviour ‘in a way they would not [feel or act] in the absence of…messaging’ while the other believes that the ‘subconscious influence’ just activates a prior desire or objective that may have existed in a person’s conscious or subconscious mind… (Warren, 2000:191). 
Subliminal influence and priming/conditioning have been of great interest in the advertising and marketing industry. Many of the experiments according to (Dijksterhuis et.al, 2006:33; 36) proved inconclusive as it was difficult to establish if it is subliminally possible to affect a person’s behaviour, choice and interests or if subliminal advertising does work. However, he does express that there are ‘evidence’   subliminal stimuli can work in principal. 
To summarise, psychographics plays an important role in targeting audiences for marketing purposes. It allows for better management of marketing resources, but some users find it intrusive due to the lack of transparency. Subliminal and Supraliminal perceptions may or may not affect individuals as the threshold of awareness may vary from person to person or for an individual depending on their conditioning. (Dijksterhuis et.al,2006:7). A subliminal stimulus cannot be determined even if we attempt to consciously look for it, as it occurs below the awareness threshold. A supraliminal stimulus occurs above the subjective threshold, but we will fail to notice unless we look for it. Many of the advertisements today are Supraliminal. Through the case studies, it has been revealed that conscious expectations gain supremacy over subliminal messages (Brock & Green, 2005:297). The persuasion techniques used by advertisers that do not synchronise with the attitude or purpose of the consumer towards the advertised brand, results in them showing little interest (Brock & Green, 2005:297). However, if a consumer observes or listens to an advertisement that corresponds with their attitude and purpose, they show more interest. Hence, both must function in accordance with the consumer's requirements to be successful (Brock & Green, 2005:297). Thus, one can conclude that although Psychographics and Subliminals are about influence and persuasion but use different techniques to achieve the same end, there are notable audience variables that affect their success.
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