Source Text in English:

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.

Russian Translation:

JKOHOMHYeCKas KPUTHKA

DOKOHOMHYECKasl KPUTHKA, I10 CYTH SIBISIOIAsCS OJHUM M T€M e OOBUHEHHEM B
HECKOJIBKHX BapHaHTaX, YTBEPHKIACT, YTO PeKlaMa - 9TO CPEICTBO, C MOMOIIBI0 KOTOPOTO
NPEANpUATHS  YCTAaHABIMBAIOT MOHOIIOJIBHYIO BIAcThb Haj peIHKOM. Ilo cyTtH, y aToro
OOBHHEHHMS €CTh TOJBKO ABe (hopMEL. B 000mX cirydasx paiickuii cam, TO eCTh, Y4EHHE O
YHCTOH M COBEPIICHHOW KOHKYPEHIHWH, SBISETCS CTAHIAPTOM, OTHOCHUTEIBHO KOTOPOTO
BBIJIBUT'ACTCSI OOBUHEHHE B YCTAHOBICHUH MOHOIIOJIHH.

[epBast kaTeropusi KPUTHUECKUX HAMaJOK YTBEPIKIOAET, UYTO PEKIama SBIISETCS
6apbepoM, MPEMATCTBYIOIINM BO3HHKHOBEHHIO CHTYalllH, B KOTOPOIl KOHKYPEHTHI MOTJIH
Obl TOCTaBHTH MOJ| yrpo3y IMO3UIMH KPYMHOH (upMBI Ha pbIHKe. J[aHHBIH Oapbep
BO3BOJMTCS Onaroiaps KpyHHBIM pacxonaM GHpMBI Ha peknamy. lIpeamoriaraeMslii
MpoLeCcC YCTaHOBJIEHHUS MOHOIIOIFHOM BIIACTH MPOXOIUT CIENyIOMUM 00pa3zoM. MorHas
peKiIamMa BBIAGISACT HPOAYKT PEKIaMoJaTells, HEe3aBUCHMO OT TOrO, €CTh JIM pEalbHBIC
pasnuyus MEXIy HUM W TPOTYKTOM KOHKYPEHTOB. JIaHHBIA aKLEHT, CIACTaHHBIA NpH
NOMOIIM TEXHHKH HABA3YMBOH PEKIaMbl, 3aCTaBJsIeT IOTPEOUTENIeH Ha4aTh JIOSUIBHO
OTHOCHUTKCSI K OpeHny pexinamoaatens. JIosiapHOCTh noTpeOuTesel Kk OpeHay GakTHIeCKH
W SBISAETCS TPEISTCTBHEM, KOTOPOE HE IO3BOJIIET IPYTrHM (GHUpMaM BBIATH Ha PBIHOK.
Ot10 - Gapbep, MOTOMY YTO, YTOOBI ~ €ro INpPeoJ0leTh, KOHKYPEHT JOJDKEH HPOBOJIUTH
peKIaMHYI0 KaMIIaHUIO, 10 KpailHell Mepe, He MeHee aKTHBHO. TakuMm oOpa3oMm, pekiama
CO3MAeT pa3leleHUEe MNPOLYKLWH, pa3AeicHHEe MNPOLYKIMH SBISCTCS HPUYMHOI
JIOSUTBHOCTH K OpEHITY, a JIOSUTbHOCTD K OpEHIY M CTAHOBUTCS TEM CAMBIM 0apbepoM.

Jnst wumocTpanyy AaHHOW (OPMBI KPHUTHKH IKOHOMHCTBI YacTO TPHBOJST
npumep ¢ actuprHoM «baiiep». ACHHPHH — 3TO acHUpPHH, TOBOPAT OHH, OJHAKO MOIIHAS
pexnama «baiiep» BbIIeNseT NPOAYKT B COZHAHUH ITOTPEOUTENEH 1 JIeNIaeT UX JIOSIIbHBIMU.
KOHKYpeHTBI He MOTYT IOJNYYHTh PECypChl, HEOOXOIHWMBIE, YTOOBI KOHKYPHPOBATH C
«baitep», cnenoBarensHo, «baiiep» orpaHMYMmI WX CcBOOOAY KOHKYPEHIUH H,
CIICIOBATEIBHO, SIBISICTCS IPOTHBOKOHKYPEHTHBIM.

Jpyroii apryMeHT U3 KaTerOpHu aHTUMOHOIIOJBHBIX YTBEPXKIAET, YTO peKiIama
CHocOOCTBYET POCTY 1IeH. DTO OOBHHEHHE NPEAINOJIaraet, YT0 B HECOBEPIICHHOM MHUpE, B
KOTOPOM MBI JKHBEM, WH(GOPMATHBHAs peKJaMa HCHONb3YeTCs M COKPALICHHS
HOTPEOUTENBCKOTO HEBEKECTBA, HO HaBsI3UMBAs peKiaMa paselisieT TO, YTO MO CYIIECTBY
SBJISIOTCS  OJHOPOINHOHW mpoxykuued. [uddepeHnmanyuu NpUBOOUT K TOMY, 4TO
MOTPEOUTENN MPEANOYNTAIOT OpEHT PEKIIAMOAATENS U CTAHOBSTCS JIOSUIbHBIMH €MY, TEM
CaMbIM CHM)Kasi TIOTPEOUTENLCKYIO YYBCTBUTEINEHOCT K U3MEHEHUSIM B LieHe. CHIDKEeHHe
YYBCTBUTEJIBHOCTH K H3MCHEHHSM IICH IMO3BOJISCT PEKIAMOJATEN0 OpaTh 3a MPOAYKT
Oousibiie JIeHer, 4eM ObUI0 OBl B YCIOBHSAX COBEPUICHHOH KOHKYPEHLWH JMOO TpH
UCTIOIb30BaHUHM HHPOPMALIMOHHOH PEKIIaMBl.



