Infographic: Context Analysis

Introduction
The direction and, hence the essential structure, is designed to present, in a functional manner, the process by which subliminal mere-exposure effect can occur. To achieve this, first subliminal stimuli and messages were presented; secondarily, mere-exposure effect was presented following such. The two being combined in presentation to found discussion on subliminal mere-exposure effect. In analysing the context of the Infographic, the following piece will be structured into four sections: Subliminal Stimulus and Messaging, Mere-Exposure Effect, Subliminal Mere-Exposure Effect, and the ethical concerns of the prior listed. Firstly, however, it is important to note that the combination of subliminal stimulus and messages and its sub-field were important. Fundamentally, mere-exposure effect is a subset of subliminal research; however, research - as to be discussed – has indicated that subliminal exposure of a subject can be further enhancing to desirability preference, compared to an equally though overtly exposed subject. 







Subliminal Stimulus: 
The field of research into subliminal stimulus’, and its derivative studies: messages, perception, persuasion, and so on, has accumulated over hundreds, upon thousands by citating, of articles on the topic. ‘Subliminal messages’ themselves as topic of conversation which entered into the mainstream some years ago and, as such, may have become diluted in understanding (beyond academia) over the years. Within academia however, the prospect of what subliminal is, its functions, and application has over the year amounted to a collection of disputes over the topic (Dijksterhuis et al. 2006, p. 2.). The infographic offers a simplified process of the topic through the inclusion of two graphical pieces supported by multiple sources: 
· Greenwald, Draine and Abrams used a combined technique of a ‘response window’ procedure with visual masking procedures. Participants (n=10) categorised polarised words, as either pleasant or unpleasant, (Greenwald, Draine, Abrams 1996, p. 1699-1701.) 
· Mental representations are recognised as crucial when reviewing subliminal research in the section Mental Representations are Crucial. As noted, despite conscious or non-conscious awareness of such, if certain words are perceived by the person, then – more importantly - activating a mental representation, such a mental phenomenon will lead psychological, behavioural occurrences (Aarts, Dijksterhuis, Smith 2006) . this as an evolutionary mechanism, rationally, makes sense. Conscious processes are heavily reflective, being supra-aware of one’s awareness and / or emergent sub-/unconscious processes: a word being said in your mind, let’s randomly (sub / unconscious), of which you become aware of saying, and then supra-aware of why the word was said or even thought. This level of introspection, while conducive to complex and elaborate constructs, but not so useful if a danger is near approaching. Indeed, extended thought process can be dangerous to an individual. Hence, small packages of information having to capacity to processed as to quickly activate quasi-schemas, concepts, super-relation-sets, or ‘mental representations’ is extremely advantages. An interesting area of research from this would be application of research into the field of autism. This process maybe explains why some autistic, or stimuli reclused, individuals tend to avoid high-stimulating-environments – maybe, they cannot process small portions of information easily, and as such may produce different results when studied, in regards to the subliminal. 
· Strahan, Spencer and Zanna (2002): 
· Conducted three studies, one to mention here: firstly, 81 students were split into two groups, one group (A) consumed water after a 3-hour period of fast, while the other group (B) did not break fast by hydrating. Each were then split into two separate groups again (A1-A2)(B1-B2), whereby subset groups 1. were shown subliminal word primes, which were ‘thirst-related’, while sub-set groups 2. were shown neutral word primes (pirate, etc,.). Results showed an increased consumption (ml) in both of subset groups 1., which indicates that subliminal stimulus can affect behaviour. Further studies in the article support these conclusions as well. (Strahan, Spencer and Zanna 2002, p. 556-568.). 

Ethical Implications: 
The emergence of subliminal research was almost a prescient calling card for the ethical concerns of which would follow. The emergence of the theory, and the following evidence of such, unveiled the degree to which people could be manipulated. Subliminal communication has already been philosophised for its ethical parameters. Here concerns have been raised of the invasive nature of the phenomenon into a person’s mind, both in knowledge of the process and, through such, application (Gratz 1984, p. 181-184). Subliminal mere-exposure effect has a deeper level of unethical nature attached to it. Imagine seeking to invite yourself into someone’s life, it is not as plausible as suggested, given the person likely would object. However, if someone, over the cause of separated periods of time – optimally let-us say daily – hung around similar spots as the target individual visits, not as a stalker (in the obvious sense) but by relocating activities to such areas; then, it is plausible, after exposing themselves minutely enough, an individual could give themselves a greater chance of gaining the target individual as friends and business, sexual, or so-such partners, once they communicate. This circumstance and subliminal exposure effect has some interesting experimental fecundity: mere-exposure effect as researched on Facebook – take from prior situation ‘spots’ to be multi-located. In regards to both a ‘real’ or Facebook use of mere-exposure, concern is nevertheless raised. 
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