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Information content of advertisements often goes beyond product existence 

and price, and can complement or substitute for learning by purchasing and 

trying the product.  Advertising that complements learning by purchasing is 

ads for drugs that describe the benefits and likely users and the most common 

or severe side effects; advertising that substitutes for learning-by-purchasing is 

free product sampling.

Do firms always have incentives to provide detailed product information and 

facilitate consumer learning in such ways? We study a dynamic model of 

informative advertising for a new nondurable experience good, asking the 

following questions: When does the seller offer advertising that complements 

or substitutes for learning-by-purchasing? How does advertising intensity vary 

over time? Are consumers better informed as a result of advertising? How does 

advertising affect prices? What about its effect on consumer and overall 

welfare?
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