The Impact of Subliminal Cues on Gender-Neutral Advertisements

ALLIE CHU!, CHRISTOPHER KOLAR?, ALICE HAHN?
HENRY M. GUNN HIGH SCHOOL!, PALO ALTO UNIFIED SCHOOL DISTTRICT?

INTRODUCTION RESEARCH METHODOLOGIES DATA ANALYSIS

The increasing flux of advertisements and distractions in The survey has twenty questions about ten products. Ten of the Figure 4: Gender Analysis

everydgy life has caused advertisers to search for a new edge in advertisements are unaltered. The images repeat, but have Women accounted
marketing that attracts customers. One potential advantage can be found

. . S . » subliminal cues targeting either men or women. These are the ® e for roughly % of the
in subliminal cues, or subtle signals below our threshold of recognition ltored ; The altered and unaltered ; , ® Female total survey

. . o« o . . ° ° Prefer not to sa
which may impact everyday decisions. The question is do subliminal altered Images. 1he aflered and unaliered questions appear in a oorer participants, whereas

men were closer to
4.

cues have an impact on gender-neutral advertisements? random order. The data 1s ranked on a scale from one to ten, but
appear with qualitative values to the people taking the survey. To
analyze the data, the value from the unaltered image 1s subtracted
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