
This report is informed by the documented conversation between Hakeem Ali-Bocas 
Alexander and Vega, an AI voice profile powered by Google Gemini. The entire 
conversation, spanning from the initial inquiry about "Quantum Leap" (00:01) to the 
discussion on the ethics of hypnosis in marketing (08:59 - onwards), provides a rich 
context for the topics explored herein. The insights and questions raised in that 
dialogue serve as a valuable backdrop for this exploration, and specific points from 
the conversation, including timestamps, will be referenced throughout the report to 
highlight their relevance. 

I. Introduction: The Intertwined Worlds of Entertainment, Education, Marketing, 
and Ethics 

In an increasingly interconnected world, the boundaries between entertainment, 
education, marketing, and ethics are becoming ever more permeable. Content 
creators and marketers alike are recognizing the power of blending these domains to 
capture audience attention and influence behavior. Engaging narratives, educational 
content, and persuasive marketing strategies are frequently interwoven, creating novel 
opportunities for communication and influence. Within this dynamic landscape, the 
concept of "hypnotic marketing" emerges as a particularly intriguing area, where 
subtle psychological techniques are employed to shape consumer perceptions and 
drive purchasing decisions. This intersection raises profound ethical questions about 
the extent and nature of influence, the importance of transparency, and the potential 
impact on individual autonomy. This report aims to explore these intricate 
connections, delving into the theoretical and practical aspects of hypnotic marketing 
while maintaining a critical focus on the ethical considerations that must guide its 
application. Through an examination of relevant case studies, academic research, and 
existing ethical frameworks, this analysis seeks to provide a comprehensive 
understanding of the power and potential pitfalls of leveraging subtle psychological 
techniques in the realm of marketing and communication. The initial query from 
Hakeem about the TV show "Quantum Leap" (00:01) and the subsequent discussion 
with Vega laid the groundwork for exploring these interconnected themes. 

II. "Quantum Leap": A Narrative Premise Reflecting Themes of Influence and 
Intervention 

The television show "Quantum Leap," in both its original 1989-1993 run and its 
2022-2024 reboot, offers a compelling narrative premise that resonates with the 
themes of influence and intervention 1. As discussed in the initial conversation 
between Hakeem and Vega (00:01 - 05:54), the original series centered on Dr. Sam 
Beckett, a brilliant physicist who theorized that time travel within one's own lifetime 



was possible . Following a flawed experiment with the "Quantum Leap" accelerator, 
Sam found himself involuntarily leaping into the bodies of different people throughout 
history . Guided by his friend Al, appearing as a hologram visible and audible only to 
Sam, he was driven by an unknown force to "put right what once went wrong" in the 
lives of the people he inhabited, hoping that each leap would be the one to bring him 
home . The show masterfully blended humor, drama, romance, social commentary, 
and science fiction over its five seasons and 97 episodes . 

Set nearly three decades after Dr. Beckett vanished, the reboot series introduces a 
new team that restarts the Quantum Leap project to unravel the mysteries behind the 
original experiment and its creator . Dr. Ben Song, a lead physicist on the project, 
makes an unauthorized leap into the past, becoming the new time traveler . Similar to 
Sam, Ben leaps into different people's lives, aided by his fiancée Addison Augustine, 
who appears as a hologram . The team in the present day works to support Ben and 
understand his motivations for leaping, which appear to extend beyond the initial 
premise of the project . This sequel series continued the legacy of the original for two 
seasons and 31 episodes before its cancellation . 

The enduring appeal of "Quantum Leap" lies in its exploration of intervention in the 
lives of others. Both Sam and Ben are tasked with altering past events, often with the 
intention of creating a more positive future . This act of changing someone's personal 
history, even with benevolent aims, touches upon the complex ethics of influence and 
the potential for unforeseen consequences. The show's popularity across different 
eras suggests a continued societal fascination with the idea of having the power to 
change circumstances and the inherent responsibility that accompanies such an 
ability. This mirrors, in a fictional context, some of the ethical considerations that arise 
in marketing, where the goal is often to influence consumer behavior and ultimately 
alter their choices, a point that resonated with the conversation between Hakeem and 
Vega (03:40 - 04:24). 

III. The Power of Interdisciplinary Blending: Integrating STEM, Arts, Education, 
and Entertainment in Content Creation 

The integration of various disciplines in content creation, particularly the blending of 
STEM (Science, Technology, Engineering, and Mathematics) with the Arts, Education, 
and Entertainment, has gained significant traction in recent years 4. This approach, 
often referred to as STEAM (Science, Technology, Engineering, Arts, and 
Mathematics), recognizes the crucial role of creativity and design thinking in scientific 
and technological fields 4. The rationale behind this interdisciplinary movement is that 
integrating the arts fosters imagination, encourages hands-on exploration, and helps 



learners perceive the inherent connections between seemingly disparate subjects 5. 
As Hakeem discussed with Vega (06:29 - 07:23), his own work embodies this blending 
of disciplines, particularly in his audio dramas and podcasts. 

The benefits of STEAM education are manifold. It transforms STEM from a potentially 
dry and purely analytical domain into a more holistic and engaging learning 
experience 5. By encouraging students to approach problems with both logical 
reasoning and creative thinking, STEAM deepens comprehension and builds 
confidence 5. It highlights the interconnectedness of disciplines, mirroring the reality 
that in many professional settings, individuals need to draw upon a diverse set of skills 
and perspectives 5. For instance, artists may utilize coding, scientists often 
communicate through storytelling, and engineers rely on creative design principles 21. 
Furthermore, integrating the arts into STEM has been shown to increase engagement 
and improve access for groups that are traditionally underrepresented in these fields 
6. 

Examples of this integration are diverse and span various educational levels. A science 
lesson on the water cycle can become more engaging when students illustrate the 
process through drawings or construct a 3D model 5. In geometry, students might 
design tessellations or build three-dimensional structures 5. Technology can be used 
to tell stories in interactive ways, or to create interactive art installations through 
coding 9. Even in seemingly technical fields like engineering, the design and 
construction of a bridge can balance structural integrity with artistic aesthetics 5. This 
interdisciplinary approach extends beyond the classroom, with STEAM programs now 
being implemented in out-of-school time settings such as libraries and community 
centers 6. Moreover, the problem-solving methodology of design thinking, which 
emphasizes empathy, ideation, and iteration, aligns closely with the principles of 
STEAM, integrating both creative and analytical processes 4. The conversation 
between Hakeem and Vega (06:58 - 07:23) touched upon the importance of making 
STEM and the arts more accessible through engaging content, which aligns with the 
core principles of STEAM. 

The growing emphasis on STEAM education signifies a broader recognition of the 
importance of creative and artistic thinking in fields traditionally dominated by logic 
and analysis. This cultural shift towards a more holistic approach to problem-solving 
suggests that complex challenges are best tackled by individuals who can draw upon 
a diverse range of skills and perspectives. The principles underpinning STEAM, such 
as engagement, interconnectedness, and real-world application, hold significant 
relevance for marketing and content creation. Just as STEAM aims to make technical 
subjects more accessible and captivating, integrating entertainment and educational 



elements into marketing campaigns can effectively capture audience attention and 
foster a deeper understanding and connection with the brand or message, a concept 
Hakeem is actively exploring in his work as mentioned in his discussion with Vega 
(07:23 - 08:00). 

IV. Navigating the Criticisms and Barriers in Traditional Marketing Approaches 

Despite its integral role in business and commerce, the field of marketing faces 
numerous criticisms and perceived barriers, particularly concerning ease of entry and 
the effectiveness of conventional advice 30. Common criticisms include allegations of 
artificially inflated prices to maximize profits, often through high distribution and 
promotional costs 30. Marketers are also frequently accused of employing deceptive 
practices, such as misleading information, hidden fees, and deceptive packaging or 
pricing 30. The use of high-pressure sales tactics that coerce consumers into making 
hasty decisions is another significant point of contention 30. Furthermore, concerns 
exist regarding the marketing of harmful or unsafe products, including unhealthy food 
options, especially to vulnerable populations 30. The practice of planned 
obsolescence, where products are intentionally designed with a limited lifespan, is 
also a frequent target of criticism 30. Inequality in service, with disadvantaged 
communities often facing higher prices and inferior goods, raises ethical questions 
about equitable access 30. More broadly, marketing is sometimes blamed for fostering 
materialism, unsustainable consumption, and even cultural pollution through the 
proliferation of advertisements 30. Contemporary criticisms also highlight manipulative 
tactics such as emotional exploitation, information manipulation, and the use of fake 
endorsements . Hakeem's conversation with Vega (08:12 - 12:10) reflected his 
discomfort with many of these common marketing approaches and his feeling that 
there are "barriers to entry" in the field. 

Entering the field of marketing can also present significant barriers. High startup 
costs, particularly for advertising and establishing infrastructure, can deter new 
entrants . Established companies often benefit from economies of scale, giving them a 
cost advantage that is difficult for newcomers to match . Strong brand loyalty among 
existing customers can also make it challenging for new businesses to gain traction . 
Access to established distribution channels may be limited, as incumbents might have 
already secured favorable agreements . Other barriers include the need for product 
differentiation in crowded markets, substantial capital requirements, switching costs 
for consumers, cost disadvantages independent of scale (such as proprietary 
technology), and government policies like regulations and licensing . Hakeem voiced 
his frustration with these barriers during his discussion with Vega (08:12 - 08:35). 



The effectiveness of standard marketing advice is also a subject of debate. Measuring 
the return on investment for marketing activities can be difficult, making it challenging 
to justify marketing spend 32. The marketing landscape is constantly evolving due to 
changes in technology, consumer behavior, and trends, requiring marketers to 
continuously adapt and learn 32. Resource constraints, such as limited budgets or 
personnel, can hinder the implementation of marketing strategies 32. Striking a balance 
between creative innovation and strategic business goals can also be a challenge 32. 
Marketing managers often face criticism and rejection when campaigns do not meet 
expectations 32. Coordinating with other departments within an organization can lead 
to conflicts or misunderstandings 32. Keeping up with the rapid pace of digital 
evolution demands ongoing education and training 32. Ethical considerations and 
regulatory compliance can also limit certain marketing practices 32. Furthermore, 
standard advice may not adequately address the increasing consumer demand for 
personalized experiences, the importance of data-driven decision-making, or the 
need to balance short-term sales with long-term brand building . Ultimately, 
understanding the specific target audience through thorough market research 
remains a cornerstone of effective marketing, yet even this fundamental aspect can 
be complex and require continuous effort . Hakeem's skepticism towards standard 
marketing advice was evident in his conversation with Vega (08:35 - 09:45), where he 
described it as "transitory logic." 

The numerous criticisms directed at traditional marketing practices suggest a 
significant need for more ethical and consumer-focused approaches. The barriers to 
entry can limit diversity and innovation within the field, potentially perpetuating less 
ethical practices by dominant players. Moreover, the perceived shortcomings of 
standard marketing advice indicate a potential value in exploring alternative, 
psychologically informed strategies that prioritize ethical engagement and genuine 
connection with consumers, an area of interest for both Hakeem and Vega in their 
discussion (09:45 - onwards). 

V. Defining and Exploring the Realm of Hypnotic Marketing: Techniques and 
Potential Applications 

Hypnotic marketing, while often shrouded in misconception, refers to a set of 
communication techniques designed to influence consumer behavior by engaging 
with their subconscious mind and emotions [48, 49, 50, 51, 52, 53, 54, 55, 56, 57, 58, 
59, 60, 66, 70, 74, 10, 17, 24, 30, 42, 59, 60, 70]. As Hakeem mentioned to Vega (13:02 - 
onwards), this involves using language, imagery, and other sensory cues to evoke 
strong emotions such as fear, love, pleasure, or vanity, thereby driving desires and 
responses [48, 49, 51, 67, 70, 74, 10, 17, 24, 30, 42, 59, 60, 70]. This approach aims to 



tap into the hidden desires and motivations of consumers, gaining insights that can 
help tailor marketing messages and branding to resonate on a deeper, subconscious 
level [49, 50, 67, 70, 74, 10, 17, 24, 30, 42, 59, 60, 70]. By strategically embedding 
subtle cues and even subliminal messages in advertisements, products, and 
packaging, marketers can influence perceptions and behaviors in ways that may 
bypass conscious awareness [50, 67, 70, 74, 10, 17, 24, 30, 42, 59, 60, 70]. 

The potential applications of hypnotic marketing are wide-ranging . Iconic brands like 
Coca-Cola have used hypnotic language patterns in their advertisements to forge 
strong emotional connections with their audience, associating their brand with 
feelings of happiness, nostalgia, and togetherness [49, 72, 42, 66, 74, 10, 17, 24, 30, 42, 
59, 60, 70]. Luxury car manufacturers like Mercedes-Benz often employ hypnotic 
techniques to evoke feelings of prestige and status [49, 72, 42, 66, 74, 10, 17, 24, 30, 
42, 59, 60, 70]. Fast-food chains such as McDonald's have utilized hypnotic language 
to trigger cravings and desires by showcasing appealing food and using phrases that 
appeal to comfort and indulgence [49, 72, 42, 66, 74, 10, 17, 24, 30, 42, 59, 60, 70]. 
Sportswear giants like Nike have employed embedded commands and powerful 
imagery to motivate and inspire their audience with slogans like "Just Do It," 
associating their brand with determination and achievement [49, 50, 72, 42, 66, 74, 10, 
17, 24, 30, 42, 59, 60, 70]. Beyond these examples, hypnotic marketing can be used to 
build trust and rapport with consumers through techniques like mirroring, pacing, and 
matching . It can enhance the persuasiveness of marketing messages and sales 
pitches, allowing marketers to subtly guide the thoughts, emotions, and behaviors of 
consumers [49, 72, 42, 66, 74, 10, 17, 24, 30, 42, 59, 60, 70]. By understanding 
consumer behavior at a subconscious level, marketers can develop more targeted and 
impactful campaigns [49, 72, 42, 66, 74, 10, 17, 24, 30, 42, 59, 60, 70]. Furthermore, it 
can unlock creativity and innovation by tapping into the unconscious mind's potential 
for unique and captivating ideas [49, 72, 42, 66, 74, 10, 17, 24, 30, 42, 59, 60, 70]. 
Storytelling techniques can create a narrative around a brand or product, making it 
more relatable and engaging [49, 50, 52, 72, 42, 66, 74, 10, 17, 24, 30, 42, 59, 60, 70]. 
Anchoring, associating a brand with a particular emotion or memory, is another 
powerful application 49. In sales, hypnotic techniques can improve closing rates by 
getting prospects into a receptive "yes" state 14. Ultimately, hypnotic marketing aims to 
build brand awareness, shape consumer preferences, and drive purchasing decisions 
by creating immersive and memorable brand experiences through various sensory 
stimuli [50, 72, 42, 66, 74, 10, 17, 24, 30, 42, 59, 60, 70]. Hakeem's interest in using his 
skills as a clinical hypnotist in marketing aligns with these potential applications, as he 
discussed with Vega (13:02 - onwards). 



Several techniques are employed in hypnotic marketing to achieve these effects [13, 
17, 24, 30, 42, 54, 59, 60, 66, 70, 74, 10, 17, 24, 30, 42, 59, 60, 70]. Hypnotic language 
patterns, including pacing and leading, embedded commands, and the use of vague 
or mind-bending language with non-specific action words, are fundamental 57. 
Repetition, repeatedly exposing consumers to a brand or message, builds familiarity 
and trust 49. Embedded commands subtly instruct the consumer without conscious 
recognition 57. Engaging multiple senses through sensory stimulation creates a deeper 
emotional connection 49. Storytelling crafts relatable narratives 57, while anchoring links 
the brand to positive feelings 49. Leveraging authority figures or relatable individuals 
(the law of dominance) builds trust 50. Stirring strong emotions and playing with the 
senses further enhance engagement 59. Conversational hypnosis uses language to 
bypass the mind's critical filter 50. Building rapport through mirroring, pacing, and 
matching establishes connection . More advanced techniques include age 
progression to create vivid future scenarios and getting the audience into a "yes" 
state through repeated affirmations 14. Pattern interrupt techniques disrupt thought 
patterns to increase suggestibility 60. Reframing alters the audience's perspective 60. 
Utilizing vivid visual imagery and connecting the product to the prospect's deepest 
aspirations are also key 58. Finally, pacing and mirroring non-verbal cues reinforce the 
message . Even simple formulas like the "One-Minute Video," which hooks the viewer, 
identifies their pain points, offers a solution, and provides a clear call to action, draw 
upon these principles 28. These techniques were part of the discussion between 
Hakeem and Vega (13:02 - onwards) regarding the application of hypnosis in 
marketing. 

In essence, hypnotic marketing employs a diverse toolkit of psychological and 
communication techniques aimed at influencing consumer behavior by engaging with 
the subconscious mind and emotions. Its potential applications span various aspects 
of marketing, from building brand identity and fostering emotional connections to 
driving specific purchasing decisions, highlighting its versatility as a persuasive tool 
when applied thoughtfully. 

VI. The Ethical Tightrope: Historical and Contemporary Concerns Regarding 
Subliminal Messaging and Manipulative Marketing 

The history of subliminal messaging and the contemporary landscape of manipulative 
marketing tactics are fraught with ethical concerns . One of the earliest and most 
notorious examples, as discussed in the conversation between Hakeem and Vega 
(15:51 - 17:51), is James Vicary's alleged "Eat Popcorn" experiment in 1957 . Vicary 
claimed that by flashing messages like "Eat Popcorn" and "Drink Coca-Cola" for a 
fraction of a second during a movie, he significantly increased concession sales . 



While the validity of these claims was later debunked, with Vicary himself admitting 
the study was a fabrication, it ignited widespread public fear about the potential for 
hidden manipulation in advertising and political persuasion . This fear led to regulatory 
responses, including the FCC declaring subliminal advertising "contrary to the public 
interest" in 1974 and the National Association of Broadcasters banning such ads in 
1958 . 

In contemporary marketing, ethical concerns have evolved alongside technological 
advancements . The vast amounts of personal data collected and used for targeted 
advertising raise questions about data privacy and the potential for invasive targeting 
63. Manipulative practices such as emotional manipulation, the use of "dark patterns" 
in website design to trick users, and the dissemination of misleading claims are also 
significant ethical issues . Deceptive advertising, which distorts the truth about 
products or services, remains a persistent concern 46. Psychological pressure tactics, 
like creating a false sense of urgency to induce impulsive purchases, and emotional 
exploitation, which uses fears and anxieties to manipulate buying decisions, erode 
consumer trust . Information manipulation, where data is presented in a biased or 
incomplete manner, further complicates the ethical landscape 46. The proliferation of 
fake recommendations and reviews online also raises concerns about transparency 
and honesty . Even seemingly innocuous pricing strategies like "charm pricing" can be 
seen as manipulative . Tactics such as bait-and-switch maneuvers and the 
exploitation of vulnerabilities related to age or mental health are particularly 
problematic . A lack of transparency regarding sponsored content and hidden 
agendas also contributes to ethical unease 42. These contemporary issues were 
touched upon in the dialogue between Hakeem and Vega (13:43 - onwards). 

The historical episode of Vicary's "popcorn ad" serves as a stark reminder of the 
public's deep-seated anxiety concerning hidden persuasive techniques and the 
importance of ethical boundaries in marketing. The contemporary challenges, 
stemming from the digital age and sophisticated targeting capabilities, highlight the 
ongoing need for vigilance against manipulative practices that can undermine 
consumer autonomy and trust. 

VII. Deconstructing Subliminal Messaging: The Case of the 1950s Popcorn Ad 
and Public Reaction 

The alleged subliminal messaging in the 1950s "popcorn ad," attributed to market 
researcher James Vicary, remains a pivotal example in discussions about marketing 
ethics . As discussed in the conversation between Hakeem and Vega (15:51 - 17:51), in 
1957, Vicary claimed to have conducted an experiment in a movie theater in New 



Jersey where he flashed the phrases "Eat Popcorn" and "Drink Coca-Cola" on the 
screen for an extremely brief duration of 1/3000th of a second . He asserted that 
these subliminal projections, though imperceptible to the conscious mind, led to a 
dramatic increase in sales at the concession stand, with popcorn sales reportedly 
rising by 57.5% and Coca-Cola sales by 18.1% . 

Vicary's announcement ignited a significant public outcry, fueled by fears of mind 
control and the potential for advertisers to manipulate consumers without their 
knowledge or consent . The idea that individuals could be influenced subconsciously, 
potentially against their will, sparked widespread anxiety and led to calls for 
immediate regulation of such practices . Many governments and advertising industry 
bodies responded by banning or discouraging the use of subliminal advertising . This 
historical event was a key point of reference in Hakeem and Vega's discussion about 
the ethics of marketing. 

However, the scientific validity of Vicary's claims soon came under scrutiny . He never 
provided a detailed description of his study's methodology, making it impossible for 
other researchers to replicate his findings . In 1962, Vicary himself admitted in a 
television interview that the original study was a "gimmick" and that the results were 
fabricated to attract clients to his failing marketing business . The manager of the 
theater where the experiment supposedly took place even stated that no such test 
was ever done 67. Despite the retraction, the initial claims had a lasting impact, firmly 
planting the idea of subliminal advertising's potential power in the public 
consciousness . The "popcorn ad" incident, though ultimately a hoax, effectively 
highlighted the public's deep-seated concerns about hidden persuasive techniques 
and the ethical responsibilities of marketers. 

VIII. The "RATS" Controversy: Examining the 2000 Al Gore Ad and Public Outcry 

Decades after the "popcorn ad" controversy, the issue of subliminal messaging 
resurfaced in the political arena during the 2000 United States presidential election 
with the "RATS" ad . This 30-second attack advertisement, funded by the Republican 
National Committee, criticized Democratic presidential candidate Al Gore's proposed 
Medicare prescription drug plan . During a segment of the ad where the phrase 
"BUREAUCRATS DECIDE" appeared on screen to criticize Gore's plan, a 
frame-by-frame analysis revealed that the word "RATS" was briefly flashed in white 
capital letters, larger than any other word, for just one-thirtieth of a second . This 
event was a key example in the discussion between Hakeem and Vega (17:51 - 20:27) 
regarding ethical concerns in marketing. 



This subliminal appearance of the word "RATS" ignited a significant public outcry, 
particularly among Democrats, who accused the Republican campaign of intentionally 
embedding a negative message to subconsciously influence voters against Al Gore . 
Al Gore himself described the incident as "disappointing and strange," stating he had 
never seen anything like it . His running mate, Senator Joe Lieberman, echoed this 
sentiment . The controversy prompted the Republican National Committee to pull the 
advertisement from the air, although they maintained that its scheduled run was 
nearing its end anyway . George W. Bush, the Republican candidate, dismissed the 
accusations of a conspiracy as unfounded and stated that the use of subliminal 
messages in advertising was "not acceptable" . The creator of the ad claimed the 
appearance of "RATS" was merely a "visual drumbeat" intended to grab viewers' 
attention and not a deliberate subliminal message . Despite these denials, the incident 
fueled public debate about the ethics and potential impact of subliminal messaging in 
political advertising, demonstrating that concerns about hidden influence persisted 
into the 21st century. 

IX. Insights from Academia: Analyzing the 2001 Political Communication Study 
on the Al Gore "RATS" Ad 

The controversy surrounding the Al Gore "RATS" ad in the 2000 presidential election 
sparked academic interest in examining the potential effects of such subliminal 
messaging in political advertising. As referenced in the conversation between Hakeem 
and Vega (20:27 - 24:07), while the prompt mentions a 2001 study by UCLA 
researchers in Political Communication, research indicates that a relevant study, 
"Taking the 'Low Road' with Subliminal Advertisements: A Study Testing the Effect of 
Precognitive Prime 'RATS' in a 2000 Presidential Advertisement," was published in 
Political Communication in 2006 . This study involved researchers Patrick A. Stewart 
from the University of Arkansas at Fayetteville and James N. Schubert from Northern 
Illinois University 64. 

The study investigated the effectiveness of precognitive primes, a type of subliminal 
visual stimulus, by presenting the "RATS" ad, both with and without the subliminal 
frame, to participants on Election Day 2000 [77, 86, 19, 23, 48, 5, 23, 34, 47]. A parallel 
Medicare ad from the Gore campaign was also shown. The findings suggested that 
while participants' overall evaluations and behavioral intentions (i.e., voting) were not 
significantly affected, their attitudes toward Medicare, the political parties, and Al 
Gore were significantly influenced by the subliminal stimulus of "RATS" [77, 86, 19, 23, 
48, 5, 23, 34, 47]. This implies that the brief, unconscious exposure to the negative 
word had a measurable impact on how individuals felt about the candidate and 



related issues. 

The researchers noted that the experiment was conducted on a small scale, and 
therefore, the findings should not be considered definitive [77, 86, 19, 23, 48, 5, 23, 34, 
47]. However, the results did suggest a need for further research into the effects of 
subliminal messaging in political contexts. Other research cited in the study supports 
the idea that precognitive primes can be effective in conveying information that allows 
for quick and simplified judgments, potentially influencing attitudes without conscious 
awareness [77, 19, 23, 48, 5, 23, 34, 47]. Interestingly, the study also found that 
negative impressions of candidates might be more susceptible to subliminal 
messaging than positive ones, and that the "RATS" prime had a similar negative effect 
across genders and political affiliations 17. This academic investigation provided 
empirical evidence that subliminal messaging, even in a brief visual form, could have a 
tangible impact on political attitudes, adding a layer of complexity to the ethical 
considerations surrounding political advertising. While the study's limitations 
underscore the ongoing debate about the real-world effectiveness of such 
techniques, it highlights the potential for subtle, unconscious influences to shape 
political perceptions. 

X. The Ethics of Transparent Hypnotic Marketing: Informed Consent and 
Audience Autonomy 

Given the historical and contemporary concerns surrounding subliminal messaging 
and manipulative marketing, as discussed throughout the conversation between 
Hakeem and Vega (13:43 - onwards), the ethical implications of using any form of 
"hypnotic marketing" demand careful consideration. However, the concept of 
transparent hypnotic marketing offers a potential pathway for ethically applying 
psychological influence techniques by prioritizing informed consent and respecting 
audience autonomy 46. Transparency is paramount in this approach, suggesting that 
consumers should be made aware, to some extent, that psychological influence 
techniques are being employed 46. Ideally, this would extend to providing consumers 
with the option to opt out of such experiences 63. 

Respecting the autonomy of the audience is another critical ethical consideration. 
Hypnotic marketing, even when transparent, should never infringe upon an individual's 
ability to make informed choices that align with their own values and preferences 63. 
The aim should be ethical persuasion, focusing on building genuine connections and 
providing value, rather than resorting to exploitation of vulnerabilities or deceptive 
tactics 46. 



Transparency can potentially lead to significant benefits, including building greater 
trust between brands and consumers by being upfront about the use of persuasive 
techniques 46. However, the practical implementation of transparent hypnotic 
marketing presents several challenges. One key difficulty lies in how to effectively 
communicate the use of subtle psychological techniques without negating their 
intended effect. Overly explicit disclosures might make the techniques less effective, 
while insufficient disclosure could still raise ethical concerns about manipulation. 

Ultimately, ethical hypnotic marketing should focus on empowering consumers to 
make decisions that genuinely benefit them 55. This requires finding a delicate balance 
between the marketer's desire to persuade and the fundamental respect for the 
audience's autonomy and well-being 53. This might involve innovative approaches to 
informing consumers about the psychological principles at play in a way that is both 
understandable and does not undermine the overall communication goals. This ethical 
consideration was a central theme in Hakeem and Vega's dialogue (13:43 - onwards). 

XI. Existing Ethical Frameworks and Guidelines for Psychological Influence in 
Marketing and Advertising 

The field of marketing and advertising is guided by a range of ethical frameworks and 
guidelines that are relevant to the use of psychological influence techniques 46. 
General marketing ethics emphasize principles of honesty, fairness, and responsibility 
in all marketing practices 46. Advertising standards, developed by organizations like 
the American Association of Advertising Agencies (4A's) and the Advertising 
Standards Authority (ASA), provide specific guidance on acceptable practices, 
including those related to potentially subliminal or manipulative content 54. 

Regulatory bodies like the Federal Trade Commission (FTC) in the United States have 
established "Truth in Advertising" rules that require advertising to be truthful, 
non-deceptive, and fundamentally fair, with all claims substantiated by evidence 23. 
These regulations, while not explicitly banning all subtle psychological techniques, 
address them under the broader prohibition of deceptive practices. Professional 
marketing organizations often have their own ethical codes that outline the expected 
conduct of their members. Furthermore, legal frameworks exist to prohibit deceptive 
and misleading advertising, providing a legal basis for addressing unethical practices 
46. These frameworks are crucial in addressing the concerns raised in the conversation 
between Hakeem and Vega (13:43 - onwards). 

A central tenet of ethical marketing is the focus on consumer welfare, prioritizing the 
well-being and best interests of the target audience 30. This principle underscores the 



importance of transparency and honesty in all communications, including openness 
about data collection practices, the disclosure of sponsored content, and truthful 
representation of product claims 46. Ethical guidelines also emphasize the need to 
avoid exploiting the vulnerabilities of specific demographics, such as age, mental 
health, or personal circumstances, in an unethical manner 46. In the digital age, data 
privacy regulations, such as the General Data Protection Regulation (GDPR) in Europe, 
further mandate transparency about data collection methods and require explicit 
consent from consumers 63. 

These existing ethical frameworks and guidelines provide a crucial foundation for 
evaluating the ethical implications of using psychological influence in marketing and 
advertising. While they may not specifically address every nuance of "hypnotic 
marketing," the core principles of honesty, transparency, fairness, and respect for 
consumer autonomy offer a robust basis for assessing the ethical permissibility of 
various techniques. 

XII. Exploring Ethical Applications: Case Studies of Transparent Hypnotic 
Techniques in Marketing or Communication 

While the term "hypnotic marketing" might immediately evoke concerns about hidden 
manipulation, there are examples of brands and communicators ethically employing 
techniques rooted in psychological influence with a degree of transparency in their 
intent [49, 50, 52, 53, 54, 56, 58, 60, 66, 74, 10, 17, 24, 30, 42, 59, 60, 70]. Many 
successful brands focus on building strong emotional connections with their 
audiences. For instance, Coca-Cola's advertising often utilizes language and visuals 
that evoke feelings of happiness and togetherness [49, 72, 42, 66, 74, 10, 17, 24, 30, 42, 
59, 60, 70]. While they don't explicitly label their techniques as "hypnotic," the 
intention to create a positive emotional association with their brand is generally clear 
to consumers. Similarly, Nike's use of embedded commands like "Just Do It" and 
inspiring imagery aims to motivate action [49, 50, 72, 42, 66, 74, 10, 17, 24, 30, 42, 59, 
60, 70]. The motivational intent behind such messaging is usually transparent. Apple's 
marketing often relies on storytelling to tap into consumers' emotions and aspirations 
[49, 72, 42, 66, 74, 10, 17, 24, 30, 42, 59, 60, 70]. The narrative approach is evident and 
intended to engage the audience on an emotional level. These examples align with the 
discussion between Hakeem and Vega (13:02 - onwards) about the pervasiveness of 
such techniques. 

The use of anchoring, where brands consistently associate themselves with positive 
emotions or memories through their messaging and imagery, is another common and 
often transparent technique 49. This consistent association-building is a deliberate 



part of many branding strategies. In the realm of sales, the ethical application of 
conversational hypnosis often focuses on building rapport with the customer, 
understanding their needs, and guiding them towards a decision that genuinely 
benefits them 51. The transparency here lies in the salesperson's intent to provide a 
helpful solution. Content marketing that utilizes a hook to address a specific pain 
point that the audience is already aware of, as seen in the "One-Minute Video 
Formula," also demonstrates a degree of transparency by acknowledging the 
audience's existing needs and challenges 28. Finally, educational content, such as that 
produced by museums or educational institutions, frequently employs storytelling 
techniques to engage audiences and make learning more memorable 4. In these 
cases, the educational intent is explicit. 

These examples suggest that while overt "transparent hypnotic marketing" might be a 
less common term, the ethical application of techniques rooted in psychological 
influence often hinges on the clarity of the marketer's intent to benefit the consumer, 
the transparency of the messaging in avoiding hidden manipulation, and the 
fundamental respect for the audience's autonomy to make their own informed 
choices. When marketing focuses on creating value and uses persuasive techniques in 
an open and honest manner, it can be considered ethical even if it draws upon 
principles of psychological influence. 

XIII. Conclusion: Towards an Ethical Integration of Hypnotic Techniques in 
Marketing 

This report, informed by the conversation between Hakeem Ali-Bocas Alexander and 
Vega, has explored the complex intersection of entertainment, education, marketing, 
and ethics, with a specific focus on the use of hypnotic techniques in marketing. The 
analysis of "Quantum Leap" highlighted the narrative appeal of intervention and 
influence, a point raised early in Hakeem's discussion (00:01 - 05:54). The discussion 
of interdisciplinary blending underscored the value of integrating creativity and 
engagement into various fields, including marketing, a central theme in Hakeem's 
work as he described (06:29 - 08:00). An examination of criticisms against traditional 
marketing revealed significant ethical concerns and limitations, which resonated with 
Hakeem's own frustrations (08:12 - 12:10). Hypnotic marketing was defined as a set of 
techniques leveraging subconscious influence and emotional engagement, with 
diverse potential applications, a concept Hakeem was keen to explore (13:02 - 
onwards). Historical and contemporary examples of subliminal messaging and 
manipulative marketing tactics raised critical ethical questions about transparency, 
autonomy, and potential harm, which formed a significant part of the dialogue (13:43 - 
24:31). The case studies of the 1950s popcorn ad and the 2000 Al Gore "RATS" ad 



illustrated the public's sensitivity to hidden persuasion, examples Vega provided in 
response to Hakeem's questions (15:51 - 20:27). Academic research on the "RATS" ad 
suggested that even brief subliminal exposure can influence political attitudes, a study 
discussed in detail (20:27 - 24:07). The concept of transparent hypnotic marketing 
offered a potential ethical pathway by emphasizing informed consent and respect for 
autonomy, a point of contention and discussion between Hakeem and Vega (13:43 - 
onwards). Existing ethical frameworks in marketing and advertising provide a 
foundation for evaluating the responsible use of psychological influence. Finally, 
examples of brands using emotional connection, anchoring, and ethical sales 
practices demonstrated that techniques rooted in psychological influence can be 
applied with a degree of transparency. 

The ethical application of hypnotic techniques in marketing hinges on a fundamental 
shift in focus from covert manipulation to overt and transparent persuasion. Marketers 
considering the use of such techniques should prioritize obtaining informed consent 
from their audience, ensuring that consumers are aware, to the extent possible, of the 
persuasive strategies being employed. Transparency in messaging is crucial, avoiding 
any hidden or deceptive tactics. Above all, the well-being and autonomy of the 
consumer must be paramount, ensuring that marketing efforts empower informed 
decision-making rather than exploiting vulnerabilities. While the power of hypnotic 
techniques to influence behavior is undeniable, their ethical use demands a 
commitment to responsibility, honesty, and a genuine desire to create value for the 
audience. The future of marketing lies in balancing persuasive power with ethical 
accountability, fostering trust and building long-term relationships with consumers 
based on mutual respect and transparency. 
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Criticism Category Specific Examples/Details 

Pricing Profit maximization, high distribution costs, 
excessive advertising and promotion costs, 
high mark-ups, deceptive pricing. 

Deceptive Practices Misleading information, exaggerated claims, 
hidden fees, deceptive packaging, false 
promises, incomplete information. 



High-Pressure Selling Aggressive tactics, coercion, pressuring 
consumers into quick decisions, exploiting 
vulnerable consumers. 

Harmful or Unsafe Products Marketing products with safety issues, 
unhealthy foods, misrepresentation of risks. 

Planned Obsolescence Designing products with limited lifespans, using 
inferior quality materials, perceived 
obsolescence through style changes. 

Poor Service to Disadvantaged Consumers Unequal access to products and services, 
higher prices in low-income areas, predatory 
marketing targeting vulnerable groups. 

Societal Impact Fostering materialism, unsustainable 
consumption, cultural pollution, negative 
impact of celebrities in marketing 
communications. 

Manipulative Tactics Emotional exploitation, information 
manipulation, dark patterns, fake 
recommendations and reviews, creating false 
urgency. 

 
 
 
 

Technique Examples of Application 

Hypnotic Language Patterns Using vague language ("Taste the Thunder"), 
embedded commands ("Just Do It"), action 
words without specifics. 

Repetition Repeated jingles ("Liberty, Liberty, Liberty!"), 
frequent exposure to brand logos and 
messaging. 

Embedded Commands Subtle suggestions within slogans or visual 
elements to prompt action. 



Sensory Stimulation Engaging sight, sound, smell, touch, and taste 
in advertising and product experience. 

Storytelling Creating narratives around brands that 
resonate with consumer values and aspirations 
(Apple commercials). 

Anchoring Associating a brand with positive emotions 
(Coca-Cola and happiness) or memories. 

Law of Dominance Using endorsements from authority figures or 
relatable "everyday" people. 

Stirring Emotions Appealing to fear (insurance ads), love (baby 
product ads), pleasure (vacation ads), or vanity 
(cosmetics ads). 

Playing with the Senses Utilizing specific colors (color theory), music, 
and sound effects to influence mood and 
perception. 

Conversational Hypnosis Using language to build rapport and subtly 
guide the prospect towards a purchase. 

Age Progression Techniques Helping prospects envision future success with 
a product or service. 

Getting into a "Yes" State Asking questions that elicit agreement to make 
the prospect more receptive. 

Pattern Interrupt Disrupting a prospect's thought pattern to 
make them more open to suggestions. 

Reframing Presenting a product's price or features in a 
way that shifts the prospect's perspective. 

Visual Imagery Using vivid descriptions to help consumers 
imagine the benefits of a product. 

Finding Innermost Dreams Connecting the product or service to the 
prospect's life goals and aspirations. 



Pacing and Mirroring Matching the prospect's communication style 
to build rapport. 

One-Minute Video Formula Hooking the viewer with a relatable scenario, 
highlighting their pain, offering a solution, and 
providing a clear call to action. 

 

 
 
 

Category of Concern Specific Examples/Details 

Subliminal Messaging History James Vicary's "Eat Popcorn" experiment 
(fabricated), public fear of mind control, early 
regulatory responses (FCC ban). 

Contemporary Digital Marketing Issues Data privacy violations, invasive targeting using 
personal data, manipulative practices like dark 
patterns, misleading claims, deceptive 
advertising. 

Psychological Manipulation Exploiting fears and anxieties, creating false 
urgency (FOMO), biased presentation of 
information, use of fake recommendations and 
reviews. 

Lack of Transparency Hidden agendas, undisclosed sponsored 
content, failure to adequately inform 
consumers about data usage. 

Impact on Autonomy Techniques that subtly influence behavior 
without conscious awareness or consent, 
potentially undermining free choice. 

Works cited 

1.​ Quantum Leap (1989 TV series) - Wikipedia, accessed March 26, 2025, 
https://en.wikipedia.org/wiki/Quantum_Leap_(1989_TV_series) 

2.​ Quantum Leap (2022 TV series) - Wikipedia, accessed March 26, 2025, 
https://en.wikipedia.org/wiki/Quantum_Leap_(2022_TV_series) 

3.​ Quantum Leap (TV Series 2022–2024) - IMDb, accessed March 26, 2025, 
https://www.imdb.com/title/tt17043230/ 

https://en.wikipedia.org/wiki/Quantum_Leap_(1989_TV_series)
https://en.wikipedia.org/wiki/Quantum_Leap_(2022_TV_series)
https://www.imdb.com/title/tt17043230/


4.​ NV STEAM 2021: Creating STEAM by Design: Beyond STEM and Arts Integration - 
YouTube, accessed March 26, 2025, 
https://www.youtube.com/watch?v=Lj_Z7uJ_4sA 

5.​ Integrating Art into STEAM Lessons – TCEA TechNotes Blog, accessed March 26, 
2025, https://blog.tcea.org/integrating-art-into-steam-lessons/ 

6.​ Integrating Arts with STEM to Foster Systems Thinking - PMC - PubMed Central, 
accessed March 26, 2025, https://pmc.ncbi.nlm.nih.gov/articles/PMC8982989/ 

7.​ Exploring STEAM careers: Integrating arts and innovation in STEM education | 
TheCable, accessed March 26, 2025, 
https://www.thecable.ng/exploring-steam-careers-integrating-arts-and-innovatio
n-in-stem-education/ 

8.​ www.researchgate.net, accessed March 26, 2025, 
https://www.researchgate.net/publication/385378382_Arts_Integration_in_Stem_E
ducation_A_Path_to_Steam#:~:text=The%20integration%20of%20arts%20into,pr
oblem%2Dsolving%20skills%20in%20students. 

9.​ The Integration of Arts into STEM Curriculum to Foster Creativity and Innovation, 
accessed March 26, 2025, 
https://weebertsworld.com/the-integration-of-arts-into-stem-curriculum-to-fost
er-creativity-and-innovation/ 

10.​(PDF) Arts Integration in Stem Education: A Path to Steam - ResearchGate, 
accessed March 26, 2025, 
https://www.researchgate.net/publication/385378382_Arts_Integration_in_Stem_E
ducation_A_Path_to_Steam 

11.​Full STEAM Ahead: Why Arts Are Essential in a STEM Education | Edutopia, 
accessed March 26, 2025, 
https://www.edutopia.org/blog/arts-are-essential-in-stem-mary-beth-hertz 

12.​embracing-steam-the-importance-of-integrating-art-into-stem-education - 
MAG Foundation, accessed March 26, 2025, 
https://www.mag.foundation/blog/embracing-steam-the-importance-of-integrati
ng-art-into-stem-education 

13.​(PDF) Social Implications and Criticisms of Marketing: Concerns, Strategies, and 
Initiatives, accessed March 26, 2025, 
https://www.researchgate.net/publication/370172054_Social_Implications_and_Cr
iticisms_of_Marketing_Concerns_Strategies_and_Initiatives 

14.​Hypnotic Selling Secrets: How to Ethically Influence and Close More Sales, 
accessed March 26, 2025, 
https://marketingsecrets.com/blog/hypnotic-selling-secrets-how-to-ethically-infl
uence-and-close-more-sales 

15.​Subliminal Messaging | EBSCO Research Starters, accessed March 26, 2025, 
https://www.ebsco.com/research-starters/social-sciences-and-humanities/sublim
inal-messaging 

16.​Does subliminal advertising work? - OWDT, accessed March 26, 2025, 
https://owdt.com/article/does-subliminal-advertising-work/ 

17.​Dirty RATS: Campaign ad may have swayed voters subliminally - Science News, 
accessed March 26, 2025, 

https://www.youtube.com/watch?v=Lj_Z7uJ_4sA
https://blog.tcea.org/integrating-art-into-steam-lessons/
https://pmc.ncbi.nlm.nih.gov/articles/PMC8982989/
https://www.thecable.ng/exploring-steam-careers-integrating-arts-and-innovation-in-stem-education/
https://www.thecable.ng/exploring-steam-careers-integrating-arts-and-innovation-in-stem-education/
https://www.researchgate.net/publication/385378382_Arts_Integration_in_Stem_Education_A_Path_to_Steam#:~:text=The%20integration%20of%20arts%20into,problem%2Dsolving%20skills%20in%20students.
https://www.researchgate.net/publication/385378382_Arts_Integration_in_Stem_Education_A_Path_to_Steam#:~:text=The%20integration%20of%20arts%20into,problem%2Dsolving%20skills%20in%20students.
https://www.researchgate.net/publication/385378382_Arts_Integration_in_Stem_Education_A_Path_to_Steam#:~:text=The%20integration%20of%20arts%20into,problem%2Dsolving%20skills%20in%20students.
https://weebertsworld.com/the-integration-of-arts-into-stem-curriculum-to-foster-creativity-and-innovation/
https://weebertsworld.com/the-integration-of-arts-into-stem-curriculum-to-foster-creativity-and-innovation/
https://www.researchgate.net/publication/385378382_Arts_Integration_in_Stem_Education_A_Path_to_Steam
https://www.researchgate.net/publication/385378382_Arts_Integration_in_Stem_Education_A_Path_to_Steam
https://www.edutopia.org/blog/arts-are-essential-in-stem-mary-beth-hertz
https://www.mag.foundation/blog/embracing-steam-the-importance-of-integrating-art-into-stem-education
https://www.mag.foundation/blog/embracing-steam-the-importance-of-integrating-art-into-stem-education
https://www.researchgate.net/publication/370172054_Social_Implications_and_Criticisms_of_Marketing_Concerns_Strategies_and_Initiatives
https://www.researchgate.net/publication/370172054_Social_Implications_and_Criticisms_of_Marketing_Concerns_Strategies_and_Initiatives
https://marketingsecrets.com/blog/hypnotic-selling-secrets-how-to-ethically-influence-and-close-more-sales
https://marketingsecrets.com/blog/hypnotic-selling-secrets-how-to-ethically-influence-and-close-more-sales
https://www.ebsco.com/research-starters/social-sciences-and-humanities/subliminal-messaging
https://www.ebsco.com/research-starters/social-sciences-and-humanities/subliminal-messaging
https://owdt.com/article/does-subliminal-advertising-work/


https://www.sciencenews.org/article/dirty-rats-campaign-ad-may-have-swayed-
voters-subliminally 

18.​Campaign 2000 Ad War: The Insider's View - YouTube, accessed March 26, 2025, 
https://www.youtube.com/watch?v=HDW9IKgWNoo 

19.​ISSUE NO. 447 MARCH 2021 - Observer Research Foundation, accessed March 
26, 2025, 
https://www.orfonline.org/public/uploads/posts/pdf/20230527223044.pdf 

20.​Marketing Effectiveness: Using Research to Measure & Improve ROI - Glow, 
accessed March 26, 2025, 
https://www.glowfeed.com/2024/04/04/marketing-effectiveness-research/ 

21.​Hands-On Interdisciplinary Learning in Elementary School - Edutopia, accessed 
March 26, 2025, 
https://www.edutopia.org/article/hands-on-interdisciplinary-learning-elementary-
school?open=comments-sidebar 

22.​Criticisms of marketing - ResearchOnline@JCU, accessed March 26, 2025, 
https://researchonline.jcu.edu.au/41307/ 

23.​Subliminal Advertising: How Does It Work? (2025) - Shopify, accessed March 26, 
2025, https://www.shopify.com/blog/subliminal-advertising 

24.​What Are Subliminal Messages? - Wonderopolis, accessed March 26, 2025, 
https://www.wonderopolis.org/wonder/what-are-subliminal-messages 

25.​Octavio Herrera '98 San Francisco Supervisor Carmen Chu '00 - Occidental 
College, accessed March 26, 2025, 
https://www.oxy.edu/sites/default/files/assets/Magazine/Issue-PDFs/oxymag_sum
mer-09.pdf 

26.​Subliminal Messages - The Fraud about Selling Popcorn And Coke - Explorable, 
accessed March 26, 2025, https://explorable.com/subliminal-messages 

27.​What Is Barrier to Entry? Definition and Guide (2024) - Shopify, accessed March 
26, 2025, https://www.shopify.com/blog/what-is-barrier-to-entry 

28.​Hypnosis Marketing: The One Minute Video, accessed March 26, 2025, 
https://mikemandelhypnosis.com/hypnosis-training/hypnosis-marketing-the-one
-minute-video/ 

29.​Quantum Leap (2022-2024) - Episode Guide, accessed March 26, 2025, 
https://www.quantumleap-alsplace.com/quantum2/episodeguide/ 

30.​Social Implications and Criticisms of Marketing: - IGI Global, accessed March 26, 
2025, https://www.igi-global.com/viewtitle.aspx?titleid=322015 

31.​Social Criticisms of Marketing: An Overview - College Hive, accessed March 26, 
2025, 
https://collegehive.in/docs/2nd_sem/site/MM/Unit-7%20Socially%20Responsible%
20Marketing/7.2%20Social%20Criticisms%20of%20Marketing.html 

32.​20 Pros And Cons Of Being A Marketing Manager [2025] - DigitalDefynd, 
accessed March 26, 2025, 
https://digitaldefynd.com/IQ/being-marketing-manager-pros-cons/ 

33.​corporatefinanceinstitute.com, accessed March 26, 2025, 
https://corporatefinanceinstitute.com/resources/economics/barriers-to-entry/#:~:
text=Barriers%20to%20entry%20are%20the,or%20education%20and%20licensi

https://www.sciencenews.org/article/dirty-rats-campaign-ad-may-have-swayed-voters-subliminally
https://www.sciencenews.org/article/dirty-rats-campaign-ad-may-have-swayed-voters-subliminally
https://www.youtube.com/watch?v=HDW9IKgWNoo
https://www.orfonline.org/public/uploads/posts/pdf/20230527223044.pdf
https://www.glowfeed.com/2024/04/04/marketing-effectiveness-research/
https://www.edutopia.org/article/hands-on-interdisciplinary-learning-elementary-school?open=comments-sidebar
https://www.edutopia.org/article/hands-on-interdisciplinary-learning-elementary-school?open=comments-sidebar
https://researchonline.jcu.edu.au/41307/
https://www.shopify.com/blog/subliminal-advertising
https://www.wonderopolis.org/wonder/what-are-subliminal-messages
https://www.oxy.edu/sites/default/files/assets/Magazine/Issue-PDFs/oxymag_summer-09.pdf
https://www.oxy.edu/sites/default/files/assets/Magazine/Issue-PDFs/oxymag_summer-09.pdf
https://explorable.com/subliminal-messages
https://www.shopify.com/blog/what-is-barrier-to-entry
https://mikemandelhypnosis.com/hypnosis-training/hypnosis-marketing-the-one-minute-video/
https://mikemandelhypnosis.com/hypnosis-training/hypnosis-marketing-the-one-minute-video/
https://www.quantumleap-alsplace.com/quantum2/episodeguide/
https://www.igi-global.com/viewtitle.aspx?titleid=322015
https://collegehive.in/docs/2nd_sem/site/MM/Unit-7%20Socially%20Responsible%20Marketing/7.2%20Social%20Criticisms%20of%20Marketing.html
https://collegehive.in/docs/2nd_sem/site/MM/Unit-7%20Socially%20Responsible%20Marketing/7.2%20Social%20Criticisms%20of%20Marketing.html
https://digitaldefynd.com/IQ/being-marketing-manager-pros-cons/
https://corporatefinanceinstitute.com/resources/economics/barriers-to-entry/#:~:text=Barriers%20to%20entry%20are%20the,or%20education%20and%20licensing%20requirements.
https://corporatefinanceinstitute.com/resources/economics/barriers-to-entry/#:~:text=Barriers%20to%20entry%20are%20the,or%20education%20and%20licensing%20requirements.


ng%20requirements. 
34.​What are Barriers to Entry? - Mailchimp, accessed March 26, 2025, 

https://mailchimp.com/marketing-glossary/barriers-to-entry/ 
35.​Barriers to entry: Factors preventing startups from entering a market - MaRS 

Startup Toolkit, accessed March 26, 2025, 
https://learn.marsdd.com/article/barriers-to-entry-factors-preventing-startups-fr
om-entering-a-market/ 

36.​Breaking Down Barriers to Market Entry for International Expansion - Transifex, 
accessed March 26, 2025, 
https://www.transifex.com/blog/2024/barriers-to-market-entry/ 

37.​Barriers to Entry: Understanding What Limits Competition - Investopedia, 
accessed March 26, 2025, 
https://www.investopedia.com/terms/b/barrierstoentry.asp 

38.​Why Marketing Research Is Critical to Business Success | Pace Online MBA, 
accessed March 26, 2025, 
https://online.pace.edu/articles/business/how-to-conduct-marketing-research/ 

39.​8 Best Marketing Practices for Maximum Effectiveness | Tony Robbins, accessed 
March 26, 2025, 
https://www.tonyrobbins.com/blog/five-essentials-of-world-class-marketing 

40.​Marketing Effectiveness and Efficiency Consulting | Bain & Company, accessed 
March 26, 2025, 
https://www.bain.com/consulting-services/customer-strategy-and-marketing/mo
dern-marketing/marketing-effectiveness-and-efficiency/ 

41.​Marketing Effectiveness: What It Is and 4 Ways to Measure It | Leadspace, 
accessed March 26, 2025, 
https://www.leadspace.com/blog/marketing-effectiveness/ 

42.​Manipulation Techniques in Advertising – Ethical Aspects of Using Persuasion - 
Copymate, accessed March 26, 2025, 
https://copymate.app/blog/multi/manipulation-techniques-in-advertising-ethical-
aspects-of-using-persuasion/ 

43.​The Power of Subliminal Advertising: Strategies, Ethics, and Impact - Admetrics, 
accessed March 26, 2025, 
https://www.admetrics.io/en/post/subliminal-advertising-strategies-ethics-and-i
mpact 

44.​How James Vicary caused subliminal messaging panic in 1957 - Upworthy, 
accessed March 26, 2025, 
https://www.upworthy.com/james-vicary-experiment-mind-control 

45.​Year of the Rat: How Bill Clinton and Al Gore Compromised U.S. Security for 
Chinese Cash, accessed March 26, 2025, 
https://www.amazon.com/Year-Rat-Clinton-Compromised-Security-ebook/dp/B
00BE64MFI 

46.​The Hidden Dangers of Toxic Marketing: How Manipulative Tactics Erode Brand 
Trust, accessed March 26, 2025, 
https://www.visionfactory.org/post/the-hidden-dangers-of-toxic-marketing-how-
manipulative-tactics-erode-brand-trust 

https://corporatefinanceinstitute.com/resources/economics/barriers-to-entry/#:~:text=Barriers%20to%20entry%20are%20the,or%20education%20and%20licensing%20requirements.
https://mailchimp.com/marketing-glossary/barriers-to-entry/
https://learn.marsdd.com/article/barriers-to-entry-factors-preventing-startups-from-entering-a-market/
https://learn.marsdd.com/article/barriers-to-entry-factors-preventing-startups-from-entering-a-market/
https://www.transifex.com/blog/2024/barriers-to-market-entry/
https://www.investopedia.com/terms/b/barrierstoentry.asp
https://online.pace.edu/articles/business/how-to-conduct-marketing-research/
https://www.tonyrobbins.com/blog/five-essentials-of-world-class-marketing
https://www.bain.com/consulting-services/customer-strategy-and-marketing/modern-marketing/marketing-effectiveness-and-efficiency/
https://www.bain.com/consulting-services/customer-strategy-and-marketing/modern-marketing/marketing-effectiveness-and-efficiency/
https://www.leadspace.com/blog/marketing-effectiveness/
https://copymate.app/blog/multi/manipulation-techniques-in-advertising-ethical-aspects-of-using-persuasion/
https://copymate.app/blog/multi/manipulation-techniques-in-advertising-ethical-aspects-of-using-persuasion/
https://www.admetrics.io/en/post/subliminal-advertising-strategies-ethics-and-impact
https://www.admetrics.io/en/post/subliminal-advertising-strategies-ethics-and-impact
https://www.upworthy.com/james-vicary-experiment-mind-control
https://www.amazon.com/Year-Rat-Clinton-Compromised-Security-ebook/dp/B00BE64MFI
https://www.amazon.com/Year-Rat-Clinton-Compromised-Security-ebook/dp/B00BE64MFI
https://www.visionfactory.org/post/the-hidden-dangers-of-toxic-marketing-how-manipulative-tactics-erode-brand-trust
https://www.visionfactory.org/post/the-hidden-dangers-of-toxic-marketing-how-manipulative-tactics-erode-brand-trust


47.​Subliminal Ads, Unconscious Influence, and Consumption | Psychology Today, 
accessed March 26, 2025, 
https://www.psychologytoday.com/us/blog/sold/201406/subliminal-ads-unconsci
ous-influence-and-consumption 

48.​Taking the “Low Road” with Subliminal AdvertisementsA Study ..., accessed March 
26, 2025, https://journals.sagepub.com/doi/full/10.1177/1081180X06293938 

49.​How Hypno Marketing Influences Consumer Behavior - Kurums.com, accessed 
March 26, 2025, https://kurums.com/hypno-marketing/ 

50.​Make Them Buy: Hypnosis in Advertising, accessed March 26, 2025, 
https://instituteofclinicalhypnosis.com/hypnosis/hypnosis-in-advertising/ 

51.​Hypnotic Selling - Selling and Persuasion Techniques.com, accessed March 26, 
2025, https://www.sellingandpersuasiontechniques.com/hypnotic-selling.html 

52.​'Quantum Leap' Season 1 Recap: What to Remember Before Season 2 - Collider, 
accessed March 26, 2025, https://collider.com/quantum-leap-season-1-recap/ 

53.​“To what extent can marketing be considered a tool to manipulate consumers' 
emotions, and what are the ethical boundaries related to this?” | ResearchGate, 
accessed March 26, 2025, 
https://www.researchgate.net/post/To_what_extent_can_marketing_be_consider
ed_a_tool_to_manipulate_consumers_emotions_and_what_are_the_ethical_boun
daries_related_to_this 

54.​The History and Evolution of Subliminal Messaging in Marketing - Blue Monarch 
Group, accessed March 26, 2025, 
https://bluemonarchgroup.com/blog/the-history-and-evolution-of-subliminal-me
ssaging-in-marketing/ 

55.​Ethical Considerations in the Use of Subliminal Influence - Blue Monarch Group, 
accessed March 26, 2025, 
https://bluemonarchgroup.com/blog/ethical-considerations-in-the-use-of-sublim
inal-influence/ 

56.​Subliminal Perception, accessed March 26, 2025, 
http://www.umich.edu/~onebook/pages/frames/historyF.html 

57.​Unlock the Power of Persuasion: Hypnosis in Marketing for Advertisers, accessed 
March 26, 2025, 
https://instituteofclinicalhypnosis.com/hypnosis/why-marketing-professionals-an
d-advertisers-learn-hypnosis-in-marketing/ 

58.​Hypnotic Selling Techniques - By dr. donald j. moine, accessed March 26, 2025, 
https://www.sellingpower.com/2010/02/02/3909/hypnotic-selling-techniques 

59.​instituteofclinicalhypnosis.com, accessed March 26, 2025, 
https://instituteofclinicalhypnosis.com/hypnosis/why-marketing-professionals-an
d-advertisers-learn-hypnosis-in-marketing/#:~:text=the%20marketing%20indust
ry.-,What%20is%20Hypnosis%20in%20Marketing%20%26%20Advertising%3F,to
%20drive%20desires%20and%20responses. 

60.​The Wizard of Sales: A Savvy Salesman's Guide to Covert Hypnosis - Veloxy, 
accessed March 26, 2025, 
https://veloxy.io/the-wizard-of-sales-a-savvy-salesmans-guide-to-covert-hypno
sis/ 

https://www.psychologytoday.com/us/blog/sold/201406/subliminal-ads-unconscious-influence-and-consumption
https://www.psychologytoday.com/us/blog/sold/201406/subliminal-ads-unconscious-influence-and-consumption
https://journals.sagepub.com/doi/full/10.1177/1081180X06293938
https://kurums.com/hypno-marketing/
https://instituteofclinicalhypnosis.com/hypnosis/hypnosis-in-advertising/
https://www.sellingandpersuasiontechniques.com/hypnotic-selling.html
https://collider.com/quantum-leap-season-1-recap/
https://www.researchgate.net/post/To_what_extent_can_marketing_be_considered_a_tool_to_manipulate_consumers_emotions_and_what_are_the_ethical_boundaries_related_to_this
https://www.researchgate.net/post/To_what_extent_can_marketing_be_considered_a_tool_to_manipulate_consumers_emotions_and_what_are_the_ethical_boundaries_related_to_this
https://www.researchgate.net/post/To_what_extent_can_marketing_be_considered_a_tool_to_manipulate_consumers_emotions_and_what_are_the_ethical_boundaries_related_to_this
https://bluemonarchgroup.com/blog/the-history-and-evolution-of-subliminal-messaging-in-marketing/
https://bluemonarchgroup.com/blog/the-history-and-evolution-of-subliminal-messaging-in-marketing/
https://bluemonarchgroup.com/blog/ethical-considerations-in-the-use-of-subliminal-influence/
https://bluemonarchgroup.com/blog/ethical-considerations-in-the-use-of-subliminal-influence/
http://www.umich.edu/~onebook/pages/frames/historyF.html
https://instituteofclinicalhypnosis.com/hypnosis/why-marketing-professionals-and-advertisers-learn-hypnosis-in-marketing/
https://instituteofclinicalhypnosis.com/hypnosis/why-marketing-professionals-and-advertisers-learn-hypnosis-in-marketing/
https://www.sellingpower.com/2010/02/02/3909/hypnotic-selling-techniques
https://instituteofclinicalhypnosis.com/hypnosis/why-marketing-professionals-and-advertisers-learn-hypnosis-in-marketing/#:~:text=the%20marketing%20industry.-,What%20is%20Hypnosis%20in%20Marketing%20%26%20Advertising%3F,to%20drive%20desires%20and%20responses.
https://instituteofclinicalhypnosis.com/hypnosis/why-marketing-professionals-and-advertisers-learn-hypnosis-in-marketing/#:~:text=the%20marketing%20industry.-,What%20is%20Hypnosis%20in%20Marketing%20%26%20Advertising%3F,to%20drive%20desires%20and%20responses.
https://instituteofclinicalhypnosis.com/hypnosis/why-marketing-professionals-and-advertisers-learn-hypnosis-in-marketing/#:~:text=the%20marketing%20industry.-,What%20is%20Hypnosis%20in%20Marketing%20%26%20Advertising%3F,to%20drive%20desires%20and%20responses.
https://instituteofclinicalhypnosis.com/hypnosis/why-marketing-professionals-and-advertisers-learn-hypnosis-in-marketing/#:~:text=the%20marketing%20industry.-,What%20is%20Hypnosis%20in%20Marketing%20%26%20Advertising%3F,to%20drive%20desires%20and%20responses.
https://veloxy.io/the-wizard-of-sales-a-savvy-salesmans-guide-to-covert-hypnosis/
https://veloxy.io/the-wizard-of-sales-a-savvy-salesmans-guide-to-covert-hypnosis/


61.​The Ethics of Digital Marketing: A Guide to Responsible Practices - Roger West, 
accessed March 26, 2025, 
https://www.rogerwest.com/miscellaneous-industry/ethics-of-digital-marketing/ 

62.​Subliminal stimuli - Wikipedia, accessed March 26, 2025, 
https://en.wikipedia.org/wiki/Subliminal_stimuli 

63.​ETHICAL CONSIDERATIONS IN MODERN MARKETING PRACTICES - IJRAR.org, 
accessed March 26, 2025, https://www.ijrar.org/papers/IJRAR19D5774.pdf 

64.​(PDF) Taking the" Low Road" with Subliminal Advertisements: A ..., accessed 
March 26, 2025, 
https://www.researchgate.net/publication/235361057_Taking_the_Low_Road_with
_Subliminal_Advertisements_A_Study_Testing_the_Effect_of_Precognitive_Prime_
RATS_in_a_2000_Presidential_Advertisement 

65.​Faking it: 4 more manipulative marketing techniques to avoid, accessed March 26, 
2025, 
https://translatedigitalmarketing.com/more-manipulative-marketing-techniques/ 

66.​Bush Defends "Rats" Ad | PBS News, accessed March 26, 2025, 
https://www.pbs.org/newshour/nation/media-july-dec00-rats_09-12 

67.​James Vicary - Wikipedia, accessed March 26, 2025, 
https://en.wikipedia.org/wiki/James_Vicary 

68.​Subliminal Advertising: How It Works & Key Examples - Ignite Visibility, accessed 
March 26, 2025, 
https://ignitevisibility.com/7-examples-effective-subliminal-advertising/ 

69.​(PDF) The case against subliminal manipulation - ResearchGate, accessed March 
26, 2025, 
https://www.researchgate.net/publication/227918957_The_case_against_sublimin
al_manipulation 

70.​Quantum Leap (TV Series 1989–1993) - IMDb, accessed March 26, 2025, 
https://www.imdb.com/title/tt0096684/ 

71.​Everything To Know About Quantum Leap Season 2 | NBC Insider, accessed 
March 26, 2025, 
https://www.nbc.com/nbc-insider/everything-to-know-about-quantum-leap-sea
son-2 

72.​HYPNOTIC SELLING MARKETING COMMUNICATION STRATEGY (CASE STUDY OF 
HOUSING MARKETING IN KEDATON HOMES SEMARANG) - ResearchGate, 
accessed March 26, 2025, 
https://www.researchgate.net/publication/365803956_HYPNOTIC_SELLING_MAR
KETING_COMMUNICATION_STRATEGY_CASE_STUDY_OF_HOUSING_MARKETING
_IN_KEDATON_HOMES_SEMARANG 

73.​How we are manipulated by marketers? The most common techniques used in 
marketing and advertising | Blog SALESmanago, accessed March 26, 2025, 
https://blog.salesmanago.com/marketing-automation/how-we-are-manipulated-
by-marketers-the-most-common-techniques-used-in-marketing-and-advertisin
g/ 

74.​6 Types of Marketing Tactics That Manipulate You Into Buying - Money Talks 
News, accessed March 26, 2025, 

https://www.rogerwest.com/miscellaneous-industry/ethics-of-digital-marketing/
https://en.wikipedia.org/wiki/Subliminal_stimuli
https://www.ijrar.org/papers/IJRAR19D5774.pdf
https://www.researchgate.net/publication/235361057_Taking_the_Low_Road_with_Subliminal_Advertisements_A_Study_Testing_the_Effect_of_Precognitive_Prime_RATS_in_a_2000_Presidential_Advertisement
https://www.researchgate.net/publication/235361057_Taking_the_Low_Road_with_Subliminal_Advertisements_A_Study_Testing_the_Effect_of_Precognitive_Prime_RATS_in_a_2000_Presidential_Advertisement
https://www.researchgate.net/publication/235361057_Taking_the_Low_Road_with_Subliminal_Advertisements_A_Study_Testing_the_Effect_of_Precognitive_Prime_RATS_in_a_2000_Presidential_Advertisement
https://translatedigitalmarketing.com/more-manipulative-marketing-techniques/
https://www.pbs.org/newshour/nation/media-july-dec00-rats_09-12
https://en.wikipedia.org/wiki/James_Vicary
https://ignitevisibility.com/7-examples-effective-subliminal-advertising/
https://www.researchgate.net/publication/227918957_The_case_against_subliminal_manipulation
https://www.researchgate.net/publication/227918957_The_case_against_subliminal_manipulation
https://www.imdb.com/title/tt0096684/
https://www.nbc.com/nbc-insider/everything-to-know-about-quantum-leap-season-2
https://www.nbc.com/nbc-insider/everything-to-know-about-quantum-leap-season-2
https://www.researchgate.net/publication/365803956_HYPNOTIC_SELLING_MARKETING_COMMUNICATION_STRATEGY_CASE_STUDY_OF_HOUSING_MARKETING_IN_KEDATON_HOMES_SEMARANG
https://www.researchgate.net/publication/365803956_HYPNOTIC_SELLING_MARKETING_COMMUNICATION_STRATEGY_CASE_STUDY_OF_HOUSING_MARKETING_IN_KEDATON_HOMES_SEMARANG
https://www.researchgate.net/publication/365803956_HYPNOTIC_SELLING_MARKETING_COMMUNICATION_STRATEGY_CASE_STUDY_OF_HOUSING_MARKETING_IN_KEDATON_HOMES_SEMARANG
https://blog.salesmanago.com/marketing-automation/how-we-are-manipulated-by-marketers-the-most-common-techniques-used-in-marketing-and-advertising/
https://blog.salesmanago.com/marketing-automation/how-we-are-manipulated-by-marketers-the-most-common-techniques-used-in-marketing-and-advertising/
https://blog.salesmanago.com/marketing-automation/how-we-are-manipulated-by-marketers-the-most-common-techniques-used-in-marketing-and-advertising/


https://www.moneytalksnews.com/slideshows/types-of-marketing-tactics-that-
manipulate-you-into-buying/ 

75.​What Is an Example of Manipulative Advertising? – Vemil, accessed March 26, 
2025, https://www.vemil.hr/en/manipulative-advertisements/ 

76.​RATS, We Should Have Used Clinton: Subliminal Priming in Political Campaigns - 
Psychomedia, accessed March 26, 2025, 
https://www.psychomedia.it/rapaport-klein/weinberger07.pdf 

77.​Does Subliminal Advertising Work? Here's What Science Says, accessed March 
26, 2025, https://www.scienceofpeople.com/subliminal-advertising/ 

https://www.moneytalksnews.com/slideshows/types-of-marketing-tactics-that-manipulate-you-into-buying/
https://www.moneytalksnews.com/slideshows/types-of-marketing-tactics-that-manipulate-you-into-buying/
https://www.vemil.hr/en/manipulative-advertisements/
https://www.psychomedia.it/rapaport-klein/weinberger07.pdf
https://www.scienceofpeople.com/subliminal-advertising/

	Works cited 

