Hcexoonwiii mexem na auziuiickom a3vlke:

The Economic Criticisms

The economic criticism—it is really only one charge with several variations—
claims that advertising is a means by which businesses establish monopoly power
over the market. In essence, there are only two forms to this charge. In both, the
Garden of Eden—that is, the doctrine of pure and perfect competition—is the
standard by which the monopoly charge is made.

The first form claims that advertising is a barrier to entry that prevents
competitors from challenging the market position of a large firm. The barrier is
erected by a firm’s large advertising expenditures. The alleged process of establishing
monopoly power runs as follows. Heavy advertising differentiates the advertiser’s
product, whether or not there are real differences between it and the competition’s.
The differentiation created by techniques of persuasive advertising makes consumers
loyal to the advertiser’s brand. Brand loyalty of consumers, then, is the actual barrier
that prevents other firms from entering the market. It is a barrier because the
competitor would have to advertise at least as heavily to overcome it. Thus, advertising
causes product differentiation, product differentiation causes brand loyalty, and
brand loyaltyis the barrier.

Economists frequently cite Bayer aspirin to illustrate this form of the criticism.
Aspirin is aspirin, the critics say, but Bayer’s heavy advertising differentiates the product
in consumers’ minds and makes them loyal. Competitors cannot obtain the resources
necessary to compete with Bayer; hence, Bayer has restricted their freedom of
competition and is therefore anticompetitive.

The other form of the monopoly argument claims that advertising increases
prices. In the imperfect world in which we live, this charge says, informative
advertising is used to reduce consumer ignorance, but persuasive advertising
differentiates what essentially are homogeneous products. The differentiation causes
consumers to prefer the advertiser’s brand and to become loyal to it, thus reducing
consumer sensitivity to changes in price. The reduction in sensitivity to price
changes enables the advertiser to charge more than what would other- wise occur
under perfect competition or through the use of informative advertising.

Hcmounux: ‘In Defense of Advertising * J. Kirkpatrick

Ilepe6oo na pycckuii azviK:

JKOHOMHYeCKas KPUTHKA

OKoHOMHUYECKast KPUTHKA, IO CYTH SBILIOMASICSA OAHIM H TeM K& OOBHHEHHEM B
HECKOJIbKHX BapHaHTaX, yTBEPXKIAET, YTO PeKaMa - 3TO CPEACTBO, C IOMOIbIO KOTOPOTo
HpEeNpusATHs  yCTAHABIHBAIOT MOHOMOJBHYIO BIAcTh Haj peiHKOM. ITo cyrm, y atoro
O0OBHHEHHUS €CTh TOJbKO ABe (hopMbl. B 00oux ciydasx palickuii cal, TO €cThb yd4eHHE O
YUCTOH M COBEPIICHHOW KOHKYPEHIIWH, - 5TO CTaHAApT, OTHOCHTENBHO KOTOPOTO
BBIJIBUraeTCs OOBUHEHNE B YCTAHOBICHUHM MOHOIIOJINU.

IMepBast kaTeropus KpUTHYECKHX HANAJOK yTBEPXKIAeT, YTO PeKiiaMa SBISeTCS
6apbepoM, MPEMATCTBYIOMNM BO3HHKHOBEHHIO CHTYalllH, B KOTOPOH KOHKYPEHTHI MOTIIH
Obl MOCTaBUTH IOJA Yrpo3y MO3UIMU KPYHMHOH KOMIAHUM Ha pbIHKE. JlaHHBIM Oapbep
BO3BOJWTCSA Omaromaps KpyHHBIM pacxogaM GHpMBI Ha peknamy. lIpenmonaraemsrif
[poLeCC YCTaHOBJIEHHUS MOHOIIOJIBHOM BJIACTU NMPOXOJUT CIEeNyIOIIUM oOpa3zoM. MolHas
peKIaMHas KOMIIAHHS BBIIENACT NMPOTYKT PEKIaMOAATENs HE3aBUCHMO OT TOTO, IMEIOTCS
M peajbHbIe Pa3iduus MEXIYy HUM M IPOAYKTOM KOHKYPEHTOB. JlaHHBIA aKIIeHT,
CIeNaHHBIH IIPH MOMOIIM TEXHHWKH HAaBA3YMBON PEKIAaMBI, 3acTaBIsIeT MOTpeOHTeneit
HayaTh JIOSJIBHO OTHOCHUTHCS K OpeHny pekiaaMopareins. JIosulbHOCTh MOTpeOHuTeNnei K
OpeHny dakTHUecKd U SABISAETCA IPEMSATCTBHEM, HE ITO3BOILIONINM JAPYIUM KOMIIAHHAM
BBIHTM Ha PBIHOK. OJTO - Oapbep, NMOTOMY YTO AT €r0 IPEONOJECHUS KOHKYPEHT
BBIHYXJICH TIPOBOJHTH, IO KpaiHell Mepe, He MeHee aKTHBHYIO PEKIAMHYIO KaMIIaHHIO.
Takum 00pa3oM, pekiama Co3faeT pasfeleHUe IPOAYKIHMH, pas3JeleHue MPOIyKIHH
ABIACTCS TPHINHON TOSITBHOCTH K OpeHAY, a JIOSIIBHOCTD K OpPEeHIy M CTAHOBHTCS TEM
caMbIM 0apbepoM.

Jnst uimmocTpaiuy AaHHOW (OpPMBI KPUTHKM SKOHOMHCTBI 4YacTO IPHUBOJISAT
npumep ¢ acnupuHoM «baifepy. ACTHPHH — 3TO acIHpPHH, TOBOPSAT OHH, OJHAKO MOIIHAS
pekinama «batiepy» BBIIEIIET IPOAYKT B COZHAHUN NOTPEOUTENEH H JIeTaeT UX JIOSIIBHBIMH.
KOHKYpEeHTBI HE MOTYT NOJY4YMTh PECYPCHI, HEOOXOIMMBIE, YTOObI KOHKYPHPOBAaTh C
«baiiep», cnenoBarenbHo, «baiiepy orpaHMuMa  MX CBOOOAY KOHKYPEHIMH W,
CIIEJOBATEIBHO, SIBIACTCS IIPOTUBOKOHKYPEHTHBIM.

Jpyroii aprymeHT U3 KaTeropuu aHTUMOHOIIOJBHBIX YTBEPXKJIACT, YTO PeKIama
CIIOCOOCTBYET POCTY LeH. JTO OOBHHEHHE MPEJIIoNaraeT, 9To B HECOBEPIICHHOM MHpE,
i€ MBI )KHBeM, HH(OpMaTHUBHAS peKiaMa UCIOIb3YeTCsl Ul OOPHObI ¢ MOTPEOUTENBCKIM
HEBEXKECTBOM, OJHAKO HaBA34MBas pekiaMa auddepeHmupyer TO, 9TO MO CYIIECTBY
ABJIAIOTCS  ogHOponHOll mnpoxykuueil. JuddepeHunanus OpUBOAUT K TOMY, 4YTO
MOTPEOUTENN MPEANOYNTAIOT OPEHT PEKIIAMOAATENS U CTAHOBSTCS JIOSUIbHBIMH €MY, TEM
CaMBIM CHIKasi MOTPEOUTENBCKYIO YyBCTBUTEIBHOCTE K M3MECHEHHAM B IieHe. CHIDKEHHe
YYBCTBUTEJIPHOCTH K HM3MEHEHHMSAM LIEH IO3BOJISICT pPEKIaMojaTelio OpaTh 3a MPOAYKT
Oomblle JeHET, HEXEIM B YCIOBHSIX COBEpPIICHHOW KOHKYPEHIMH JHOO mpH
UCTIOIb30BaHUHY HHPOPMALIMOHHOH PEKIIaMBl.



