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0.15 - In this paper. we have analyzed the advertising and pricing policies of a monopolist in a model of
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ree Pro uct samp mg'_ _ _ _ _ _ We have also compared the learning outcomes, prices, and welfare in equilibrium with
Do firms always have incentives to provide detailed product information and advertising vis-a-vis equilibrium without advertising. Although advertising that provides little
facilitate consumer learning in such ways? We study a dynamic model of 0.05 - mformation to non-purchasing buyers always accelerates aggregate learning. advertising that
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following questions: When does the seller offer advertising that complements SO The leatiug process. he SLECt 01 adverlising On priees 15 amblguous. A general property
] ] N oo ] 15 that advertising increases prices at least for some time before the equilibrium price converges
or SUb_StItUteS for Iearnlng-by-purf:hasmg ? How does advertlsmg_ Intensity vary t to the long-run price. Nonetheless, advertising raises the present value of consumer welfare as
over time? Are consumers better informed as a result of advertising? How does alt )=a e ’ —_— uninformed buyers are more likely to become informed while any effects of advertising on prices
advertising affect prices? What about its effect on consumer and overall . 0 g 0 15 a(ty) =, 30 erennmll;.' vanish. .Ylet. ‘Ehe present value of social surpluses may be 1'eldu-::ed by advertising due
" ) to excessive advertising in the future that lessens the value of information today.
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Iy Pri ths with and without advertis; Our modeling strategy can also be used to investigate the evelution of an optimal marketing
\ / CC patlis w Ing mix between advertising that substitutes and complements learning-by-purchasing. This can be
Price paths with and without advertising done by letting the advertising cost e(x.y) be a function of the advertising rate x and the degree

/ \ of substitutability between learning from advertising and purchasing y. and allowing the seller
Model

Time: continuous. infinite horizon: r 1s discount rate

Seller: single nonstorable. nonreturnable product to risk-neutral consumers with unit demands:
constant unit production cost k = 0.

Buyers: 1diosyncratic (but fixed over time) WTP for the product &. but 1t 15 iitially unknown
(experience good): & are drawn from F(&)

to choose y and send advertising messages with different levels of y. Our analysis suggests that

advertising that complements learning-by-purchasing will be used in mass markets. However. in
the case of a niche market. there will be a shift from advertising that complements experience to
advertising that substitutes for learning-by-purchasing as the market matures. An empirical
investigation of how the intensity and content of informative advertising for newly launched
nondurable experience goods change over time 1s desirable (Anderson et al. 2010).

Learning: Informative signal arrives to each consumer at a Poisson rate
A+x(t). 1f she purchases the product in a time interval of length drf
w(t) . 1t she does not purchase the product 1n a time interval of length df .

where A >0 1s the exogenous rate of learming-by-purchasing.
x(7) = 0 1s the advertising mtensity that 1s controlled by the seller,

¥ £[0.1] 15 the degree of substitutability between learning from advertising and consumption B i b I i O g r ap h y

Anderson. S.., and R. Renault. (2006) “Advertising Content.” American Economic Review 96: 93-

experience: ¥ =0 15 TV advertising and y =1 1s free samples:

c(x(2)) 15 advertising cost function:

_ har : - ' 113.
o(t) <[0.1] df‘IllDtE the share of consumers that are informed at fime ¢ FIGURE 2. Niche market with low cost Anderson. S.. F. Ciliberto. J. Liaukonyte. and R. Renault. (2010) “Push-Me Pull-You:
- // - Comparative Advertising in the OTC Analgesics Industry.” 11™ CEPR Conference on
ﬁﬂﬁ]fﬁl‘ﬂlﬂd CONSUMeTs: ) Informed cnmum; FIGURE 1. Mass market Applied Industrial Organization.
' only know F(&) know actual y Bawa. K.. and R. Shoemaker. (2004) “The Effects of Free Sample Promotions on Incremental
\_ / Brand Sales.” Marketing Science 23: 345-363.
%_I__ﬂﬁ_—_ T r_?[_r]___ Bergemann, D.. and J. Valimaki. (2006) “Dynamic Pricing of New Experience Goods.” Journal

of Political Economy 114: 713-743.
Heimman. A.. B. McWilliams. Z. Shen. and D. Zilberman. (2001) "Learning and Forgetting:
Modeling Optimal Product Sampling Over Time.” Management Science 47: 523-546.
Johnson. J.. and D. Myatt. (2006) “On the Simple Economics of Advertising. Marketing. and

CO N taCt I N fO 'm atl on Product Design.” American Economic Review 96: 756-84.

Kempf. D. and R. Laczmiak. (2001) “Advertising’s Influence on Subsequent Product Trial

Please contact me at A.Saak@cgiar.org Processing.” Journal of Advertising 30: 27-38.




	Ad Poster Title
	Ad Poster Saak

