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The basis of this question is rooted in economic theory which in reflection is noted in
Marshall (1920), the question whether advertising decreases or increases the prices of consumer
goods. Its important first that it be understood that advertising does provide various information
to consumers of all kinds. Such as details on the availability of products and its prices
(Buttan,2017). The information presented raises the value of competition in each market, thus
increasing demand for a product no matter the price.

e For, example a shoe evaluated at a high price will be purchased even with its high
value because the demand for it is high due to advertising. The more the
promotion, the higher the demand thus increasing the costs of the product.

On the opposite side of things there is a view that exists that claims that advertising varies the
preferences of customers. As demand increases and decreases it creates a curve that moves
outward thus resulting in a monopoly of power to the brand.

e We find that market prices increases when demand for the product increase and
when demand for the product decrease so does the price of the goods. The curve
shows that market prices are determined by demand.

All the various effects eventually lead to growth in market prices. The diverse effects of
promotions on products are due to the persuasive acts of advertising. To reach consumer
satisfaction companies will use aggressive advertising, when this is used customers are more
likely to go for the products because it has been seen many times by the buyers through
advertising. The motive of the producer is to increase profit potential, advertising is used to
increase consumer value for the product.

e Supply and demand warrants that the higher the costs of product the lower the
demand or vice versa.

e High cost of advertising will result in excessive advertising which influences
consumer price positively and negatively. The higher the cost of advertising the
more it becomes, thus making cost high and the demand low. The lower the costs
of advertising the lower the prices.

Advertising allows consumers to exhibit an impulsive buying habit, no matter how high the cost
of product, with continual advertising the product becomes more affordable to the consumer.
Advertising gives the impression that the product is attainable, thus increase of product display
warrants purchase. Advertising introduces a persuasive effect which on the other hand increases
consumer welfare and purchasing patterns. The data and information prove that various products
react to changes in advertising cost at different paces. For example, advertising decreases prices
for phones (Kwon, 2019), the more the advertising the less the price of the product.
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