Infographic Supporting Document:
What is subliminal perception? 
Subliminal perception are subtle messages woven into the makeup of a brands design and marketing these subtle messages are designed to be relatable and hopefully encourage the consumer to buy that particular brand over others offering the same experience/ product. The consumer or viewer may not be consciously aware of the reasons they are attracted to certain brands or products. How does subliminal perception work? According to previous work by Cheeseman and Merikle, the message must pass through the right wavelength for it to be recognised as a subliminal message.  Cheeseman and Merikle argue that the messages has to pass between these two wave lengths to qualify as a subliminal message. 
· Subjective threshold.
· Objective threshold.
The message needs to stimulate the objective threshold but remain under the radar of the subjective threshold, to be successful in portraying a subliminal message.  The subliminal message needs to be subconsciously recognised by the consumer for subliminal perception too work. (Dijksterhuis.2006). 
Examples of subliminal perception/ messages can be seen throughout the marketing industry here are a few examples:
· Pirates of the Caribbean, franchise logo was designed to resemble the famous Disney Mickey Mouse logo. This drew a connection between the two brands connecting them. The public were already familiar with the Disney logo.  (Colourgraphics.2020)
· Wendy’s the American food chain. The word ‘MOM’ is written into the collar of the woman on the logo. The word Mom suggests, homecooked, nutritious food that only a mother can provide. The idea of home cooked motherly food appeals to the masses. (Wordstream.2020)
This infographic supporting document will specifically look at the use of sex in the application of promoting and branding. Why does sex sell? In brief sex sells because we are designed to notice sex. We are designed to react to it and are attracted and excited by the prospect of sex this is embedded into ones genetics. The idea presented is that if we buy the product, we have a greater chance of getting what the branding portrays. ‘buy this too get this’ (Reichert.T. 2020). This idea of subliminal messages influencing behaviour will be discussed further on. The use of sex to promote products began in the late nineteenth century with Pearl Tobacco portraying a naked lady on the products packaging. However not very subtle the theory mentioned earlier ‘buy this to get this’ would come into play here. Diesel although not the first brand to use sex to sell. Gained enormous publicity with their 2010 ‘Sex sells, unfortunately we sell jeans’ campaign the company went viral and had their name recognised more than ever before. (Honeycopy.2020)
Its clear to see that sex sells, but why? Reichert suggests that we are programmed to see sex and are drawn to it. This is biologically programmed into the DNA of almost every individual with the exception of A sexual individuals. In a recent study published by the journal of sex research, men think about sex on average Sixteen times a day whereas women think about it Ten times a day. (Shape.2020). This is programmed into the genetics of individuals. 
Is this why sex sells? This brings us on nicely to the points illustrated in the infographic. The previous infographic shows the subliminal messages portrayed by the car company Dodge. Upon first glance the famous badge appears to show a ram highlighted by its striking colours. The colour red signifies the feeling of excitement and strength, alongside this it is reported to represent masculinity and lust. (colorpsychology.2020). The representation of the ram signifies, strength, power and masculinity. ‘A real man’s vehicle’ if you like the brand appears at first glance to promotes masculinity, power and lust. When we look at the branding in-depth, we can see the logos resemblance to female reproductive organs. Conscious or unconsciously this brand design has the previously mentioned sex appeal. If the influence of subliminal messages and colours influence consumer behaviour, then is it specifically designed for male purchase?  Although it may appear that this brand was marketed for the strong masculine man, we have the female element the female reproductive organ a strong logo in its own rights. Women may subconsciously connect with the brand and feel empowered by what the brand represents, the colours and the ram alongside the proposed subliminal message make a strong recognisable logo. 
Does the use of subliminal messages really influence consumer buying patterns?
So do the subliminal marketing influences alter the consumer behaviour. Pioneering research conducted by Newhall and Sears 1933 saw the participants receiving an electric shock when a light was shown. The study concluded that even after the electric shock element was removed the participants subconsciously reacted when the light was shown, mimicking the results when the shock was being administered. Seeming to confirm that the subconscious can provoke reactions and behaviour. Another study conducted in 1999 sought to recognise the attitudes of the consumers, the experiment consisted of participants watching a series of four commercials, two of which contained subliminal sexual messages and two did not the results were as follows: the level of happiness and happy feelings were higher in the male participant’s than the women the study concluded that subliminal messages can alter and have an effect on feelings as well as behaviour. (Researchgate.2020). Key 1981 argues that when branding is deliberately designed too represent sex and the images are visible on a conscious level these ‘Subliminal’ messages are no longer unconscious and the element of subliminal is taken away. (Ainsworth. L. 1989). 
Ethical concerns surrounding the use of sex and subliminal messages as marketing tools.  
The above evidence seems to suggest that true subliminal messages can influence behaviour, but what are the ethical concerns surrounding embedding subliminal messages and using sex to promote and sell products. One ethical issue that can be addressed is the sexualization of objects and in turn dehumanize the women. (Gould. 1994). The issue of conveying information to the consumer on an unconscious level in itself is an ethical concern, the consumers should be aware of any information being projected to them. Finally, as previous studies have shown subliminal messages can alter ones behaviour without the consumer being able to identify why they have chosen to purchase said product. (Gould.1994). 
Conclusion:
 To conclude the use of sex in branding is highly successful although a taboo subject in previous years sex is embedded into ones genetics. Even with its ethical concerns sex still sells the product and whether the publicity is good or bad the brand is still being promoted.  The use of subliminal messages has proven to alter consumer behaviour as shown in studies conducted by Erin Hardin, Newhall and sears. The use of subliminal messages work for the desired purpose as mentioned throughout this piece.
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