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Abstract  

Understanding the major elements affecting consumers purchasing intention is important because it is 

directly related with the actual purchase. To attract more customers and boost their sales, online 

marketers use subliminal messages in advertising. The subliminal message is not perceived directly by 

the consumers’ consciousness, but still remains in their mind in a subtle way. Hidden messages within 

advertising is a manipulating force to buy the product, or to increase the purchasing intention. The 

objective of this article is to explore and describe the influence of the perception, awareness, and 

knowledge of subliminal messages and subliminal persuasion on consumers’ purchasing intention. The 

data collection used a cross-sectional descriptive approach. This study is descriptive following a causal 

model. The sample belongs to the population of Lebanese consumers. An online questionnaire was used 

during this study. A total of 510 Lebanese consumers had completed the questionnaire online. The 

influence of perception of subliminal messages, awareness of subliminal messages, knowledge of 

subliminal message and subliminal persuasion are positive which validate a positive relation among 

these variables. As for the future avenues of research, it would be interesting to assess the effectiveness 

of some consumer anticipation and the protection against manipulation with regard to subliminal 

messages. 
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1. Introduction  

In marketing, one of the most important steps in predicting consumer behavior is understanding their 

intention to choose a brand of product or service from among all the brands available at a given time 

and in a given market (Shaouf, Lü, & Li, 2016). The intention to buy is of great importance because it 

suggests a (very) strong relationship with the actual purchase. In the selection process, it is the last step 

before the actual purchase (Nguyen & Gizaw, 2014). 

To attract more customers and boost their sales, online marketers use subliminal messages. The latter 

are found in advertising and other marketing campaigns (BĂLĂŞESCU, 2016). The subliminal 

message is not perceived directly by the consumers’ consciousness, but still remains in their mind in a 

subtle way.  

Advertising and promotions in the media are associated in the minds of the population as manipulators 

pushing them towards consumption. With these fears, Hidden messages within advertising is a 

manipulating force to buy this or that product, or to prefer this or that brand (Punniyamoorthy, 2017).  

As part of a well-understood marketing strategy, advertisers cannot simply arouse customer desire. In 

order for advertising to actually lead to the purchase of goods, it still needs to create a sense of desire 

and need in that customer. And at the same time, if possible, marketers need to motivate and facilitate 

the future act of purchase and, more generally, they need to remove the brakes and resistance to this act. 

To achieve all of these objectives, the principle is quite simple. It is sufficient for the advertiser to 

initially to present the basic values (why the product is desirable) and the use values (why the product 

is useful) to create purchasing desire (Ruch, Züst, & Henke, 2016). However, advertisers are turning 

into subliminal messages in advertising to increase the purchasing desire and intention and provoke an 

actual act of purchase.  

Subliminal messages as an advertising technique consists in inserting a message which will not be 

consciously perceived by the viewer, but which will be supposed to strike subconscious in the human 

brain. The viewer does not realize the message because it is too stealthy, but a trace will be left in his 

subconscious (Birnbaum, 2012). Therefore, marketers are creating a type of unconscious manipulation 

with the ultimate aim of modifying purchasing behavior and increasing their purchasing intentions. The 

subliminal message is therefore the element that will be stealthily inserted into an advertising content. 

These subliminal messages are likely to influence consumers’ behavior to statistically significantly 

provoke an act of purchase (Hejase, Hamdar, Farha, & Boudiab, 2013).  

The scientific controversy has therefore been present for decades and it seems that it is still far from 

being resolved (Hejase et al., 2013; Riener, Chalfoun, & Frasson, 2014; Karam, Haidar, Khawaja, & Al 

Laziki, 2017). On the other hand, the public seems to have already decided. According to a study by 

Riener (2017), the majority of surveyed consumers had heard of subliminal advertising and were 

convinced of its effectiveness. According to these authors, “subliminal advertising has become an 

important part of the culture, despite the lack of scientific evidence to show that it is effective or even 

possible.” 
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But ultimately whether these assumptions hold true or not, they clearly have an impact on the attitude 

of each of us towards the advertising industry. This could also be the basis of a paradox: the more 

people avoided ordinary advertisements; the more advertisers would be forced to find roundabout 

means of persuasion (Sofi & Nika, 2013). 

Hence, these facts arise the following research interrogation: what is the influence of subliminal 

messages in online advertising on the Lebanese consumers’ purchasing intentions? What is the 

influence of the online perception, awareness, knowledge of subliminal messages, and the subliminal 

persuasion on Lebanese consumers’ purchasing intention? 

The objective is to explain the phenomenon of subliminal messages in advertising and its impact on 

consumers’ online purchasing intention. This article explores the influence of the perception, awareness, 

and knowledge of subliminal messages on consumers’ purchasing intention. It studies the influence of 

subliminal persuasion on consumers’ purchasing intention. 

 

2. Literature Review  

2.1 Consumers’ Purchasing Intention  

Consumers’ purchasing intention has a diverse definition in the literature. For example, for Birnbaum 

(2012) define it a “measure of commitment to future action”. According to Riener (2017), it is “the 

motivation of a person to exert an effort to perform a behavior”. According to Sabir and Mehmood, 

(2016), it represents “the level of willingness shown by the consumer to buy a product or a service”. 

The intention to purchase will make it possible to estimate (implicitly) the variation of the “of risk” 

agreed by the buyer. In this way, the higher the intention to buy a brand, the less risk it will perceive in 

the purchase and therefore the more willing it will be to buy the brand in question (Atrees, 2013). 

The purchasing process begins with the “recognition of the need/problem”, that is, the perception of a 

difference between a current state and a desired state which results in a feeling of lack, of a kind and of 

varying intensity (Riener & Thaller, 2014). The “recognition of the need” stimulates the individual and 

directs his activities towards the satisfaction of this need. The second step in the process is the 

“information search” and this is where consumer certainty comes in. the certainty associated with a 

belief (internal information) determines the consumer’s tendency to use this information during his 

decision-making process. Certainty seems to play an important role in the search for information and in 

the entire decision-making process (Riener & Thaller, 2014). 

2.2 The Theory of Consumer Behavior 

In this study, the model proposed by Engel, Blackwell and Miniard is partially used, the latter is 

studying the stimulus affecting consumers’ purchasing intention and it is concerned with the procedures 

that lead to the purchase (Bashir, Bayat, Olutuase, & Abdul Latiff, 2019; Irianto, 2015; Matsumoto, 

Chinen, & Endo, 2018). It emphasizes the choice procedures adopted by the consumer in the 

purchasing behavior. The purpose of the model is to explain why consumers make the decision to buy a 

product or brand in the market (SivaKumar & Gunasekaran, 2017). For marketing researchers, 
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understanding consumer behavior comes down to analyzing the decision-making process and 

identifying the variables that come into play. This model have been the subject of several consecutive 

versions. Its uniqueness lies in its focus on the information processing process, whatever the nature of 

its outcome: cognitive, affective or conative. In addition, it helps explain the creation of decisions 

according to certain purchasing situations. The model is broken down into five phases (SivaKumar & 

Gunasekaran, 2017; Almousa, 2014):  

1) Exposure to the stimulus;  

2) The attention paid to it by the consumer;  

3) Understanding the stimulus, for instance the possibility of relating it to existing 

categories of information;  

4) Acceptance of the stimulus, for example, whether it is compatible with the 

consumer’s frame of reference;  

5) Retention of the stimulus in memory, from where it will possibly be recalled during 

the decision process.  

The latter verifies that any stimulus, such as the subliminal message in advertising, have a direct 

influence on consumers’ purchasing behavior. It has a direct influence on consumers’ purchasing 

intention.  

2.3 Subliminal Messages in Advertising 

A subliminal message is a message designed intentionally to be perceived in an unconscious manner. 

That is, an emotion, or any other form of message that will be recorded by the brain, without being 

aware of it (Punniyamoorthy, 2017). Subliminal messages can take a variety of forms. This can range 

from a simple logo whose design evokes a hidden image, to images inserted in videos which only 

appear briefly on the screen. For the latter, the display time is too short for you to consciously “see” it, 

but the brain will have registered the image well (Karam et al., 2017). 

Subliminal images have been used very often in advertising. Beyond simply adding an image to a video, 

which has been the case with some online advertisings, there are other techniques. These techniques 

include implanting motifs and themes of a sexual nature into certain advertisements, to make them 

more marketable and to attract the attention of the potential customer without their noticing it. One of 

the most famous examples is the appearance of the word “sex” in a subliminal way (Sofi, Nika, Shah, 

& Zarger, 2018). 

A subliminal advertisement is an advertisement that uses subliminal images (an image that cannot be 

consciously perceived by the viewer) to promote a product or a brand. In principle, subliminal 

advertising fits into content that is not in itself an advertisement (promotions, films). It is an advertising 

technique which consists in inserting a visual and/or sound message, which cannot be consciously 

perceived, but which is supposed (Pascual-Miguel, Agudo-Peregrina, & Chaparro-Peláez, 2015). Most 

of the subliminal images used in advertising are, more often than not, included in commercials, posters 

or even logos (Phil Tinline, 2015). 
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Whether visual or auditory, it is used primarily to influence or persuade the recipients of the message to 

comply with what is suggested therein. The reason messages have to be “subliminal” is that since the 

conscious mind is not aware of the message, it cannot reject, criticize or analyze it. The mind can 

therefore follow the suggestion quite naturally (Byford, 2014). 

There are numerous subliminal messages in online commercials. Every day, hundreds of 

announcements blast consumers with information. While the conscious or unconscious part stores some 

information, others have gone through to be processed in an unconscious part of the brain. Now, this 

subconscious part of our mind sometimes dominates certain subliminal messages seen in online 

advertising and in pop-ups (Nayyar, 2017).  

2.4 Different Types of Subliminal Messages 

The following are major types of subliminal messages (Bashir et al., 2019; Irianto, 2015; Phil Tinline, 

2015): 

1) Audiovisual Messages: an advertising contains about twenty-five images per second. One 

technique is to place the subliminal message on the twenty-fifth image, after the traditional 

twenty-four. Released for too short a period of time, the image cannot be consciously 

perceived but is captured by the viewer’s subconscious.  

2) Hidden Visual Messages: by this technique, the advertiser modifies his visual in a very 

discreet and harmless way, in order to arouse emotion in the consumer and to influence him in 

his choice strongly but totally unconsciously.  

3) Sound Messages: hidden audio messages consist of introducing natural noises into audio to 

encourage listeners to buy a drink or to use a special product, for example. This type of 

persuasion refers to the emission of messages at very low sound levels.  

Subliminal images can provoke a stimulus causing a feeling of hunger or thirst, reactions which are 

after all fairly basic, it is very difficult to direct them towards a particular brand or product.  

Hence, major elements that have an influence on consumers are the perception, awareness, knowledge 

of subliminal messages and the subliminal persuasion. These elements are forming a unidimensional 

factor that can be intercorrelated (Elci & Sert, 2015).   

2.5 Perception of Subliminal Messages 

The subliminal message can be a message embedded in a song, inaudible to the conscious mind but 

understandable to the subconscious. They are also images that are diffused so briefly (lasting, say, a 

tenth of a second) that they pass unnoticed to consciousness while being perceived unconsciously 

(Riener & Thaller, 2014). Consumers may not consciously perceive the message but receive it 

unconsciously. 

Detecting subliminal messages in advertising, literature, film or television is an achievement. This 

sometimes leads to spotting a word drawn with the help of clouds or a chair, or more simply, an 

element that emerges in the scene and totally modifies its meaning. There are typically four thresholds 

of perception (Riener, 2017; S. A. Sofi & Nika, 2013).  
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1) Lowest perception threshold: the stimulus is too weak for the individual to be aware of.  

2) Physiological perception threshold: the individual reacts to the stimulus without being aware 

of it.  

3) Absolute perception threshold: the individual reacts to the stimulus and can be aware of it.  

4) Threshold of conscious perception: the individual consciously perceives the stimulus.  

A subliminal message, to be qualified as such, must elicit an unconscious response from the individual 

without a previous perception of the subject. A subliminal perception is a perception which is located 

below the threshold of consciousness. A subliminal message can thus be transmitted to a person without 

the latter being aware of it (Martin Oliver, 2014). 

In the strict sense of the term subliminal perception is limited to the stimulus too weak or too rapid to 

be consciously processed. In its broad view, it concerns any unconsciously perceived stimulus whose 

influence on behavior as well as the processes of processing information escape consciousness (Sur, 

2015). 

2.6 Awareness of Subliminal Messages  

The whole principle of sound subliminal is based on the intensity of the received signal. We can make a 

signal subliminal by adjusting its intensity so that the subject hears it without being aware of it. We can 

then demonstrate that the brain was aware of the subliminal signal and that certain treatments were 

taken into account thanks to this stimulus. The advertisement is directed to “the forces of the 

unconscious”. To generate a purchase, the advertiser uses new effects to capture the consumer’s 

attention, such as the sending of hidden messages (subliminal advertising) (Pindoria, 2015). 

The subliminal stimulus should be distinguished from the unconscious stimulus, in the sense that the 

individual can return to the conscious level at any time in the first case, unlike the second. Indeed, even 

if the consumer wishes it, he cannot be aware of the subliminal stimuli which he undergoes. The whole 

question then lies here: how can the consumer perceive the stimulus if he cannot be aware of it or 

become aware of it? Thus, the individual will react to the stimulus only if the exposure has taken place 

and has been complete. Finally, it is important to note that not all consumers perceive stimuli in the 

same way, some being more sensitive to them than others (Nayyar, 2017). 

“Numerous studies show that awareness of a stimulus induces a particular processing of information. 

Conversely, today a stimulus can quite be perceived unconsciously. The hyphenation should therefore 

no longer be a subliminal stimulus/supraliminal stimulus but consciously perceived 

stimuli/non-consciously perceived stimulus.” (Punniyamoorthy, 2017). 

Riener (2017) showed that advertising messages on the internet appearing in the peripheral visual field 

cause favorable effects on the judgments and the purchase intentions of the advertised brands, whereas 

the receivers do not have “Awareness” that they have entered their visual field. Subliminal messages 

have an impact on consumers’ unconscious part. They can have a lasting influence on behavior. The 

more they are repeated, the more they are imprinted on consumers’ mind (Dijksterhuis, Aarts, & Smith, 

2012). 
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2.7 Knowledge of Subliminal Message 

The subliminal message whether an image, a sound or a logo is created to be an unknown factor by 

consumers. Researches are divided on the level of the knowledge of subliminal messages and 

especially their influence on consumers. At the time of the discovery of subliminal images, people did 

not know who to believe. When testing the knowledge of subliminal message, the majority of these 

people claim not to have heard or located any message in advertising (Ahmad Sofi et al., 2013).  

For the study of Smith and McCulloch (2012), under a hearing test, consumers are then made to listen 

to an advertising in which subliminal messages are re-inserted. Consumers recognized them even 

though these names are barely audible. However, Riener and Thaller, (2014b) and Chiesa et al. (2015) 

debated that consumers are more educated and they are gaining more knowledge about new concepts in 

marketing especially persuasive methods such as subliminal messages. Still, consumers are tricked by 

these messages due to innovative elements inserted especially in online advertisings.  

2.8 Subliminal Persuasion 

This notion designates the way in which the message is accepted by the individual, the degree of 

influence of the subliminal message. Pindoria (2015) described this concept as perceptual memory, that 

is, the memory of recognition, which is the reverse of the verbal memory of recall. Finally, he 

highlights two impacts relating to the repetitions of advertising messages: the delayed effect and 

behavioral triggering (Knez, 2014). 

According to Armstrong and Dienes (2013), subliminal images cannot create new preferences in the 

consumer for the product on display, but it affect their initial underlying motivation for their purchasing 

intention. This stimulus can influence their usual purchasing behavior. In addition, subliminal images 

never take priority over all other types of stimulation that individuals face, and it is most often the 

meaning that wins. Therefore, the situations in which the consumer’s purchasing behavior can be 

influenced by subliminal stimuli are as follows: situations of low involvement, non-verbal 

communication that elicits poor information processing, messages with high value of imagery that 

mobilizes past experiences (Sabir & Mehmood, 2016). 

2.9 Subliminal Messages and Consumption 

Numerous studies have been carried out to observe the impact of subliminal perception on consumption 

behaviors. The first case of subliminal message was created by James Vicary, a market research 

specialist, exposing viewers to subliminal messages “Drink Coca Cola” and “Eat popcorn” which 

turned out to be a trick to save the bankruptcy of his advertising company, several experimental 

replications were carried out afterward (Huang et al., 2015). From this research, it emerged that it was 

difficult to change people’s behaviors if Coca-Cola or popcorn were not part of their eating habits. 

Ahmad Sofi et al. (2013); Smith and McCulloch (2012) conducted a literature review on subliminal 

advertising. Dubley concluded that there was a lack of agreement on its possible effects and, that these 

debates were significant. The researchers then looked at the initial hypothesis to reformulate it 

differently: while subliminal advertising cannot induce new consumption behaviors, it can nevertheless 
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act on the usual behaviors that already exist. For example, the study by Bornstein shows that it is 

possible to awaken the desire to smoke in a smoker, but it is impossible to induce a non-smoker to start 

smoking (Punniyamoorthy, 2017). 

2.10 Ethics and Professional Conduct (Ethics of Marketing) 

From an ethical point of view, the influence of subliminal messages on a person’s behavior can be 

considered manipulation. Indeed, this would violate consumer rights, in other words it contradicts the 

principle of freedom of choice and of thought. One amazing thing is that, despite the ongoing debate 

about the existence of subliminal advertising, it is prohibited by law in several countries such as the 

United States, Australia and Great Britain (Byford, 2014). In France, the decree prohibits the use of 

subliminal advertising techniques. Several organizations exist to control each advertising spot 

published. But subliminal messages, by definition, are of such short duration that one would have to 

analyze each spot frame by frame to detect them, which seems difficult (Riener, 2017). 

In conclusion, this article gave a better understanding of the marketing theories related to the 

subliminal message and its influence on consumers’ purchasing intention. Advertising very often uses 

this technique in order to reach consumers, and subconsciously convince them that they need the 

product in question. Indeed, the subliminal message influences him without his realizing it in his 

judgment and final purchase intention. This research literature review formulated the following 

hypotheses.  

H 1: Perception of Subliminal Messages 

 H 1. 0: The perception of subliminal messages has no statistical influence on consumers’ 

purchasing intention.  

 H 1. a: The perception of subliminal messages has a statistical influence on consumers’ 

purchasing intention. 

H 2: Awareness of Subliminal Messages 

 H 2. 0: The awareness of subliminal messages has no statistical influence on consumers’ 

purchasing intention. 

 H 2. a: The awareness of subliminal messages has a statistical influence on consumers’ 

purchasing intention. 

H 3: Knowledge of Subliminal Message 

 H 3. 0: The knowledge of subliminal message has no statistical influence on consumers’ 

purchasing intention. 

 H 3. a: The knowledge of subliminal message has a statistical influence on consumers’ 

purchasing intention. 

H 4: Subliminal Persuasion 

 H 4. 0: Subliminal persuasion has no statistical influence on consumers’ purchasing intention. 

 H 4. a: Subliminal persuasion has a statistical influence on consumers’ purchasing intention. 
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3. Research Method  

According to the Saunders’ onion adopted in this study, any research should start with a research 

philosophy (Saunders & Tosey, 2013). In this case, positivism is the most suitable since the influence of 

subliminal message on consumers’ purchasing behavior as a reality is stable, consistent and can be 

identically reproducible by other researchers. This topic can be studied with an objective empirical 

method. Besides, this study is descriptive following a causal model, in other words, there is a cause, 

effect between subliminal message elements and consumers’ purchasing intention. These elements are 

well-defined variables that are quantified with a quantitative study to test the research hypotheses with 

statistical analysis. The quantitative approach is used for data collection (Heale & Twycross, 2015). 

The deductive approach is adopted in order to achieve the objectives of this study. This approach was 

chosen since the research question was formulated from a theory of general scope, built the hypotheses 

and will test these hypotheses statically, to confirm or apprise the initial theory.  

To this end, the literature review and the theoretical framework are taken into account in the empirical 

part. The sample belongs to the population of Lebanese consumers using social networks to purchase 

commodities. The data collection used a cross-sectional descriptive approach. 

3.1 Online Survey  

An online questionnaire was used during this study. In a study of online shopping behavior, an online 

questionnaire is highly suitable to capture online shoppers (Jiang, Yang, & Jun, 2013). This choice also 

seems adequate since Internet access is essential in order to answer the questionnaire. Furthermore, the 

implementation of this survey method is very fast and inexpensive. The questionnaire was filled on the 

Survey monkey platform. These parameters are crucial given the budget and limited time. Although the 

response rate is generally low for this type of survey, the possibility of quickly distributing the 

questionnaire should make it possible to collect a sufficiently high number of responses. Secrecy and 

anonymity were guaranteed for participants to feel protected. These elements were guaranteed by an 

anonymous online survey. A consent form was presented at the start of the questionnaire to give 

participants a clear idea of the purpose of the study. 

A pre-test was carried out on 25 participants to detect possible problems related to the design of the 

questionnaire. This pre-test was completed face to face with voluntary participants. This approach has 

the advantage of being able to directly observe the reactions and attitudes of the participants and to be 

able to adjust the questionnaire appropriately (Patak et al., 2016). 

3.2 Measures and Scales 

The objective of this study is to evaluate the influence of four independent variables, namely major 

elements the perception, awareness, knowledge of subliminal messages and the subliminal persuasion 

that have an influence on consumers’ purchasing behavior as dependent variable. These variables are 

measured using the five points of a Likert scale. It starts with 1 as strongly disagree and 5 as strongly 

agree, with 3 as neutral opinion. This neutral point is important because it allows the participant to give 
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a neutral opinion. This measurement scale is easy to design and its use is easy to understand by 

participants. 

The questionnaire is divided into six sections. This structured questionnaire was adopted from the study 

of (Nayyar, 2017; Riener, 2017). The first section is the demographics and include questions related to 

gender, age, marital status, education level and occupation. The other five sections are dedicated to 

study each variable. The second section embraces five questions related to consumers’ purchasing 

intentions. The four remaining sections are dedicated to the independent variables namely, the 

perception, awareness, knowledge of subliminal messages and the subliminal persuasion respectively. 

These variables are evaluated with five questions each.  

3.3 Determination of the Sample 

To select participants in this study, a convenience sampling technique was used. Participants had the 

convenience to fill the questionnaire online voluntary. The survey was carried out online to fill the 

questionnaire, to collect important and quality material, and to ensure that the responses are complete 

and are not affected by the presence of the surveyor.  

A total of 650 Lebanese consumers had completed the questionnaire online. Of these responses, 140 

questionnaires had to be discarded because these questionnaires were incomplete. Therefore, 510 valid 

questionnaires were retained and constituted a sufficient basis for further analysis. The description of 

the sample according to socio-demographic criteria is given in the following table: 

 
Table 1. Sample Description  

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

Gender 

Male 159 31.2 31.2 31.2 

Female 351 68.8 68.8 100.0 

Total 510 100.0 100.0  

Valid 

Age 

18-24 69 13.5 13.5 13.5 

25-34 190 37.3 37.3 50.8 

35-44 123 24.1 24.1 74.9 

45-54 55 10.8 10.8 85.7 

55-64 49 9.6 9.6 95.3 

above 65 24 4.7 4.7 100.0 

Total 510 100.0 100.0  

Valid 

Marital status 

Single 198 38.8 38.8 38.8 

Married 228 44.7 44.7 83.5 

Divorced 74 14.5 14.5 98.0 

Widowed 10 2.0 2.0 100.0 

Total 510 100.0 100.0  
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Valid 

Educational level 

Primary education 48 9.4 9.4 9.4 

Higher education 63 12.4 12.4 21.8 

Technical school BT, TS 61 12.0 12.0 33.7 

Bachelor 227 44.5 44.5 78.2 

Master 88 17.3 17.3 95.5 

PHD 23 4.5 4.5 100.0 

Total 510 100.0 100.0  

Valid 

Occupation 

Unemployed 66 12.9 12.9 12.9 

Student 98 19.2 19.2 32.2 

Employee 144 28.2 28.2 60.4 

own business (entrepreneur) 75 14.7 14.7 75.1 

Retired 127 24.9 24.9 100.0 

Total 510 100.0 100.0  

 

The population in this study embraces Lebanese consumers (n = 510). Since this research follows the 

convenience sampling procedure, the research has no control over the socio-demographic profile. For 

the gender, 31.2% of 510 were males and 68.8 % out of 510 participants were females. These 

percentages show that females have higher interest in filling the questionnaire online. The age of 

participants varies between 18 and 65 years old. 37.3% have an age that varies between 25-34 years old, 

24.1% have an age that varies between 35-44 years old. This data indicates that most of the respondents 

are young. Regarding education, 44.5% of participants hold at least a bachelor’s degree. Regarding the 

occupation, 19.2% were student, 28.2% were employee, and 14.7% owned their business 

(entrepreneur). 

 

4. Empirical Results and Interpretations 

Results were exported from the survey monkey platform to SPSS version 25. This section focuses on 

the validity and reliability statistics for the variables scales and the multiple linear regression for 

hypotheses validation. It presents an interpretation for the results and compare it with previous studies.  

4.1 Validity and Reliability Statistics 

 
Table 2. Validity and Reliability Statistics 

 Cronbach’s Alpha KMO N of Items 
Consumers purchasing intention .733 .891 5 
Perception of Subliminal Messages .727 .791 5 
Awareness of Subliminal Messages .709 .800 5 
Knowledge of Subliminal Message .754 .889 5 
Subliminal Persuasion .789 .781 5 

 

46 
Published by SCHOLINK INC. 



www.scholink.org/ojs/index.php/rem               Research in Economics and Management               Vol. 6, No. 1, 2021 

The reliability of the scales is tested using Cronbach’s alpha. Results varying between 0.709 and 0.789 

conclude that the measurement scales used are reliable. Indeed, all the Cronbach alphas obtained are 

greater than the minimum required threshold equal to 0.6. 

A value of the KMO closer to 1 is preferred. Moreover, a value greater than 0.6 is recommended. In 

this above table, the KMO value are above 0.6 and varies between 0.781 and 0.891. The KMO 

indicates that the variables selected form a coherent whole and adequately measure a concept.  

4.2 Multiple Linear Regression  

 

Table 3. Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .441a .494 .388 .63180 

a. Predictors: (Constant), Perception of Subliminal Messages, Awareness of Subliminal Messages, Knowledge of 

Subliminal Message, Subliminal Persuasion 

 

The value of R2 represents the percentage variation of the response explained by the model. The higher 

the R2 value, the better the model fits the data. In these results, the elements of subliminal messages 

explain 49% of the variation in consumers’ purchasing intention. The value of R2 indicates that the 

model fits the data well. 

 

Table 4. ANOVA 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 48.551 4 12.138 30.407 .000b 

Residual 201.580 505 .399   

Total 250.130 509    

a. Dependent Variable: Consumers purchasing intention 

b. Predictors: (Constant), Perception of Subliminal Messages, Awareness of Subliminal Messages, Knowledge of 

Subliminal Message, Subliminal Persuasion 

 

The result of the F value (30.407) and a difference df of 4, is significant with a P value less than 0.05. 

Besides, the P value of 0.000 is less than 0.01 which support a highly significant value. Therefore, the 

p-value conclude that there is a statistically significant association between the variables. 
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Table 5. Coefficients 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) 2.946 .342  8.625 .000   

Perception of Subliminal 

Messages 

.209 .037 .229 5.642 .000 .966 1.036 

Awareness of Subliminal 

Messages 

.168 .034 .205 4.939 .000 .930 1.075 

Knowledge of Subliminal 

Message 

.173 .029 .242 5.876 .000 .942 1.062 

Subliminal Persuasion .135 .055 .299 2.443 .000 .978 1.023 

a. Dependent Variable: Consumers purchasing intention 

 

The correlation table highlighted that there is no collinearity between the different variables. In the last 

column of the collinearity statistics, the tolerance values are less than 1 and varies between 0.930 and 

0.978. Besides, the VIF values are ranging between 1.023 and 1.075 which is below the international 

threshold of 3 verified by Miles (2014). 

Also, the influence of perception of subliminal messages, awareness of subliminal messages, 

knowledge of subliminal message and subliminal persuasion are positive which validate a positive 

relation among these variables. The results of a comparison of means test (t test) confirm that this 

difference is significant (p < 0.001) and therefore subliminal messages have a significant statistical 

influence on consumers’ purchasing intention. Precisely, the following data validate this predicted 

direction of relations of these variables.  

 Perception of subliminal messages: (B = 0.209, Beta = 0.229, P = 0.000 < 0.05), therefore, 

an increase in consumers’ purchasing intention by 22% is caused by a 20% increase in the 

perception of subliminal messages.  

 Awareness of subliminal messages: (B = 0.168, Beta = 0.205, P = 0.000 < 0.05), therefore, 

an increase in consumers’ purchasing intention by 20% is caused by an 17% increase in the 

awareness of subliminal messages. 

 Knowledge of subliminal message: (B = 0.173, Beta = 0.242, P = 0.000 < 0.05), therefore, an 

increase in consumers’ purchasing intention by 24% is caused by an 17% increase in the 

knowledge of subliminal messages. 

 Subliminal persuasion: (B = 0.135, Beta = 0.299, P = 0.000 < 0.05), therefore, an increase in 

consumers’ purchasing intention by 29% is caused by an 13% increase in the subliminal 

persuasion. 
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The multiple linear regression shows that the influence of the elements of subliminal message in online 

advertising on consumers’ purchasing intention is significant. In fact, consumers’ intention to buy is 

positively influenced by a positive perception of subliminal messages, awareness of subliminal 

messages, knowledge of subliminal message and subliminal persuasion (p < 0.05).  

Therefore, the above data conclude the following research formula: 2.946 + (perception of subliminal 

messages x .209) + (awareness of subliminal messages x .168) + (knowledge of subliminal message 

x .173) + (subliminal persuasion x .135). It allows the validation of the research alternative hypotheses 

H 1.a, H.2 a, H 3. a and H 4. a. 

 

Table 6. Hypotheses Summary  

 Hypotheses Supported/ 

rejected 

Nature of the 

relationship 

H 1: 

Perception 

of 

Subliminal 

Messages 

H 1. 0: The perception of subliminal messages has 

no statistical influence on consumers’ purchasing 

intention. 

Rejected Unsignificant 

H 1. a: The perception of subliminal messages has 

a statistical influence on consumers’ purchasing 

intention. 

Supported Significant and 

positive 

H 2: 

Awareness 

of 

Subliminal 

Messages 

H 2. 0: The awareness of subliminal messages has 

no statistical influence on consumers’ purchasing 

intention. 

Rejected Unsignificant 

H 2. a: The awareness of subliminal messages has 

a statistical influence on consumers’ purchasing 

intention. 

Supported Significant and 

positive 

H 3: 

Knowledge 

of 

Subliminal 

Message 

H 3. 0: The knowledge of subliminal message has 

no statistical influence on consumers’ purchasing 

intention. 

Rejected Unsignificant 

H 3. a: The knowledge of subliminal message has a 

statistical influence on consumers’ purchasing 

intention. 

Supported Significant and 

positive 

H 4: 

Subliminal 

Persuasion 

H 4. 0: Subliminal persuasion has no statistical 

influence on consumers’ purchasing intention. 

Rejected Unsignificant 

H 4. a: Subliminal persuasion has a statistical 

influence on consumers’ purchasing intention. 

Supported Significant and 

positive 
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4.3 Interpretation  

As a matter of fact, subliminal messages exist in online advertising. The propagation of formats and 

technologies available to advertisers have transformed social networks into a real field of innovation 

and creativity. Elements of subliminal messages in online advertising, explicitly, perception of 

subliminal messages, awareness of subliminal messages, knowledge of subliminal message and 

subliminal persuasion have a statistical influence on consumers’ purchasing intention. 

Several studies have been carried out on this subject to test the behavioral effects and to know whether 

subliminal messages modify consumption and purchasing behavior. The study of (Riener, Chalfoun, & 

Frasson, 2014); (Riener, 2017); (Phil Tinline, 2015), deduced that a subliminal image increases 

consumers’ purchasing intention and their actual consumption. These results support the findings found 

in this article. However, subliminal messages cannot create a need in consumers but activate an already 

existing need in them, on two conditions: 

 If the product that is subliminally “offered” is already part of their consumption habits 

 Whether the same product is available immediately after activation of the requirement. 

Sutil-Martín and Rienda-Gómez (2020) and Deshan Ilangakoon and Abeywardena (2018) observed in 

their study that when consumers are informed and aware about the presence of subliminal messages 

and their influence, the effects of these messages disappeared. In their studies, perception and 

knowledge, and awareness of subliminal messages decreases consumers’ purchasing intention to a zero 

limit and can even diminish it. These results show a pure contradiction with obtained in this study.  

A subliminal message is a stimulus (any element presented in advertising with the capability of causing 

a change in behavior in the observed subject) which is not consciously perceived by the person who 

receives it; it is “outside” the level of consciousness, but it excites the senses well (Calin, 2018). 

In advertisements, hidden subliminal messages are used to arouse, excite, trigger and appeal to the 

unconscious parts of the brain. It can even change consumers’ purchasing and consuming habits. 

Subliminal messages are stored in consumers’ subconscious mind for future reference. Whenever 

something related to this information comes to consumers’ eyes again, the latter remember that 

particular product or item. 

The technique of subliminal advertising claimed to manipulate the consumer unconsciously, and 

without the latter even knowing that the product had been presented to him. A subliminal message is an 

audio or video signal incorporated into a sound or visual medium, designed so that its perception is 

located just below a threshold which is that of consciousness. 

The whole principle of sound subliminal is based on the intensity of the received signal. The creator of 

subliminal messages can make a signal subliminal by adjusting its intensity so that the subject hears it 

without being aware of it. It is demonstrated that the brain was aware of the subliminal signal and that 

certain treatments were taken into account thanks to this stimulus. 
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5. Conclusion and Recommendations 

Subliminal advertising is a fascinating topic presenting many controversies and divergent opinions. It is 

considered one of the latest scientific research based on conspiracy theories and mass manipulation. 

This study explained the major elements of the concept of subliminal messages in advertising, its 

theories, and its influence on Lebanese consumers’ buying intention and reached its objectives. 

Subliminal means “under the consciousness”. Subliminal images are images that can influence human 

behavior by acting directly on the brain. They may or may not be visible depending on the nature of the 

image. The first of these images is imperceptible to the naked eye, but nevertheless recorded by our 

brain without our knowledge. The second is practically imperceptible, but it is visible. We will see, for 

example, that this practice can accelerate the reaction speed of the thinking time. The third and most 

visible is a fixed image hidden in a setting. 

The augmented reality system also reproduces the subliminal messages present in online advertisings. 

The best solution is to censure excessive advertising and manipulation. The subliminal image is an 

image which is undetectable to the naked eye but which the brain processes anyway. Current legislation 

prohibits this type of image in advertising. 

Advertisers should limit the use of subliminal messages in online advertising and should invent new 

strategies to adapt to the emergence of new communication channels. Advertisers should excel at 

seizing all the opportunities to create real consumers’ needs and desires to increase their purchasing 

intentions and their actual consumption behaviors. Marketing campaigns should reach preferred targets 

more effectively at a lower cost to create a base of loyal consumers. The latter is a long-lasting 

effective marketing strategy that marketing managers should rely on to increase their sales and the 

company’ profit.  

If today subliminal techniques, causing the unconscious to act should be stopped, advertisers should 

start focusing on the usage of suggestion marketing strategy. The latter reflects the action of suggesting; 

to give birth to an idea, a feeling, without exposing it openly. This method is seen as less sneaky than 

the subliminal because the viewer is aware of what he is seeing and is therefore tolerated by law. 

5.1 Study Limitations and Future Research 

The first limit of this research is a theoretical limit which manifests itself in the scarcity of research and 

works interested in the concepts of subliminal messages in messages and consumers’ purchasing 

intention, however, it presented a theoretical contribution to knowledge. 

A second limitation of this work is related to the small sample size of consumers. Even if the researcher 

collected 510 valid questionnaires, this response rate remains unrepresentative to the Lebanese 

population and therefore limits the generalization of the collected results.  

As for the future avenues of research, it would be interesting to assess the effectiveness of some 

consumer anticipation and the protection against manipulation with regard to subliminal messages. 

These facts formulate the following question as a subject of future research: “Would a warning allow 
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consumers to avoid falling into the ‘trap’ of this marketing strategy, which is increasingly used these 

days”? 
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