Hub ScienceDirect Scopus SciTopics Applications Register | Login | Go to SciVal Suite
‘You have Guest access to ScienceDirec
Find out more...
ScienceDirect
Home Browse Search My settings My alerts ~ Shopping cart Help
All fields Author Advanced search
Journal/Book title Volume Issue Page Search ScienceDirecD Search tips
| Post your jobs on Sign up for job alerts from Find your
«» | ELSEVIER ELSEVIER next job with
o | JOBS R JOBS ELSEVIERJOBS
™ | CLICK HERE = &y, CLICK HERE = CLICK HERE »
Purchase Export citation
Abstract Article Figures/Tables References Related Articles

Journal of Experimental Social Psychology
Volume 42, Issue 6, November 2006, Pages 792-798

Cited By in Scopus
(13)

doi:10.1016/j.jesp.2005.12.002 | How to Cite or Link Using DOI

Permissions & Reprints

Beyond Vicary’s fantasies: The impact of subliminal
priming and brand choice™

bDepartment of Social and Organizational Psychology, Utrecht University, The Netherlands
Received 7 November 2005; revised 14 November 2005. Available online 30 January 2006.
Abstract

With his claim to have increased sales of Coca Cola and popcorn in a movie theatre through
subliminal messages flashed on the screen, James Vicary raised the possibility of subliminal
advertising. Nobody has ever replicated Vicary's findings and his study was a hoax. This article
reports two experiments, which assessed whether subliminal priming of a brand name of a drink
can affect people’s choices for the primed brand, and whether this effect is moderated by
individuals’ feelings of thirst. Both studies demonstrated that subliminal priming of a brand name of
drink (i.e., Lipton Ice) positively affected participants’ choice for, and their intention to, drink the
primed brand, but only for participants who were thirsty. Theoretical and practical implications of
these findings are discussed.
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