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Russo, J. E., & Chaxel A. (2010). How persuasive messages can influence behavior
without awareness. Journal of Consumer Psychology, 20, 338-342.
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1. Please write down the abstract (10%)

2. Please describe the dependent measures for Study 1 and Study 3 (15%)
3. Please develop the hypotheses for Study 1 and Study 3 (15%)
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. Please provide the managerial implications based on the findings (10%)
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