Nasamon Niyomdecha (id: 6004640253)

Advertising 
Ackerberg, D. "Empirically Distinguishing Informative and Prestige Effects of Advertising." 
Rand Journal of Economics 32 (Summer 2001): 316-333.

	Industrial organization includes various theories, the one that I chosen was an analysis of the advertisement. First of all the advertising is likely to influence customer, it could be an image of the brand and it must either attract customers who experience or never experience the brand before. From the article of Ackerberg D. said that informing way is initially affect inexperienced customers, whereas prestige effects works on both groups of buyer; however, to clearly illustrate the effects of advertising we must primarily simplify type of the product matching type of the advertisement. 
	From the article, Molson Ice could clearly indicate the unconcern of the advertising benefits because the company didn’t spend the expenditure on advertisement. So there are questions (1)Do they alert consumers to the existence of this new product?, (2) Does the fact that Molson is advertising the product somehow indicate to consumers that it is a product worth trying?, (3)Are there reputation or prestige effects by which consumers simply obtain utility (or disutility) from consuming more advertised products or products that are associated with hip twenty-somethings?, and (4)Is there some combination of the above and possibly other effects? Economists had developed the explicit theories to analyze different effects to answer those questions. 
	The concern separation contain these following different effects. Firstly, an information on product existence and search characteristics will affect buyer who has an inexperience of the product before but it shouldn’t affect current experience buyers. Customer who had tried should know the existence and the characteristic of the brand that suit their interest. Moreover, measuring the existence and extent of such effect is an empirical problem, one that has not received enough attention. Secondly, the information about the brand’s experience characteristics that occurred after the consumption experience. Also, this shouldn’t distract the experienced user from previous consumption. Lastly, prestige and image are the direct effect to that could derive consumer demand and utility functions. Buyer might consume more relative to the more advertisements. However, a bulk of an advertisement doesn’t what the economist or the marketers focusing but it is how it affect the demand. 
[bookmark: _GoBack]	To sum up what has been state so far, the impact of advertisement to both experience and inexperience user could distinguish whether advertising provides information similar to that obtained from consumption, provides information different from that learned from consumption, or both. And this distinction relates very closely to the difference between "informative" and "prestige" influences of advertising.


	

