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Abstract : The aim of this study is to determine the consequences of silent or hidden messages and their effectiveness in
deteriorating or altering our ethical norms and values. The study also focuses the repercussions of subconscious messages and
possibilities of ethical diffusion in our society. The research based on the question that what are the different factors that
motivate advertisers to include subliminal messages and how much these unspoken truths affecting our ethical values silently.
What are the causes and effects of the subliminal messages in general and the level of ethical diffusion and its acceptance? The
concept of  advertising is to promote and highlight the salient features of  the products and services,  a company offers.
Advertising is the best option nowadays to convey the related information to the consumers so that they attracted more
towards the products or services proposed. The other thing advertisers concentrate, is the psychological characteristics using
to persuade consumers choice. Using skills and tactics of advertising to promote a product in such a way that it creates a
sensation, controversy or brand consciousness among the consumers or customers. The purpose to have increase purchase or
to gain popularity in comparison to their competitors,  they sometimes use such tactics and techniques,  which is highly
unethical and immoral for any society. These kinds of stuff used very smartly within the ads that only the conscious mind
subconsciously catches the meaning of those glittery images, posters, phrases, tag lines and non-verbal clues. This study
elucidates the subliminal advertising their repercussions and impact on consumer’s behaviour in our society with the help of
few ads embedded subliminally and the trends of profitability. The methods used to accomplish our research are based on
qualitative research along with the research articles, books and feedback from focused groups regarding the topic. The basic
objective of this study was that, there is no significant change in the behaviour and attitude observed. These messages capture
very short-term life on the viewer’s subconscious mind but in long run people get used to it and hence not only have the
diffusion power but also has the high level of acceptance as well that reflects mostly through their social behaviours and
attitudes.
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