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Things About Advertising And Marketing Consumers Should Know To Make Wise Purchasing Decisions.
Name
Institutional Affiliation
Date








Introduction 
[bookmark: _GoBack]There are several things that consumers should know about advertising in order to make the right purchasing decisions. Consumers should not always be influenced by advertising gimmicks and end up buying things that they do not need in real sense. Responding to advertisements or marketing messages should not always be buying or feeling the need to acquire whatever is being advertised. Rather, it is important to be critical about how essential a product would be and whether there is an actual need that needs to be satisfied by the product being advertised. Consumers should know that marketers create desires that did not exist previously and creates a culture of discontent through advertising to elicit a purchasing decision from consumers and as such, consumers should be critical when making purchasing decisions. 
Body
What consumers should know about marketers is that they use alluring imagery to lure customers into buying their products. The paranoia creates the market and people end up falling into the traps of purchasing their products even if they did not initially need them. A good example is that of the use of deodorants. The vice president of Axe deodorant once said in UK that before the World War II people were not using deodorants. Marketing was used to teach people about the unacceptable body odor which deodorants came in help eliminate. In this case, it is evident that initially, people lived without deodorants and they did not need. Secondly, they did not know or rather were not concerned about body odor. As such, the need for deodorants did not exist until marketers came in and created this need through advertising and through educating people about the unacceptable body odor. Generally, consumers should stand their ground and not fall for these artificially created needs that did not exist initially, unless the product genuinely serves a need they consider critical to them. 
Consumers should also know that marketers, through advertising create a culture of discontent. A culture of discontent is a continuous feeling of dissatisfaction with what one has. For instance, Techno, a mobile phone manufacture has numerous versions of its handsets that it improves after a few years or even months. For example, the manufactures’ Cammon series has seen continuous improvements after a short time frame. From Techno Cammon 11, 12, 15 and 16, the manufacturer, through advertising creates a culture of discontent by advertising a more recent version of the handset so that the consumer feels that the previous version of the handset they had purchased earlier is out of date and that they need to purchase the newer and trendy version of the handset. The culture of discontent creates the feeling of dissatisfaction with the previous products despite their functional status, and pressures consumers to purchase the newer versions just to keep up with the trend.
Conclusion 
Overall, consumers should know that marketers create desires that did not initially exist to elicit a buying decision from their audiences. Further, advertisers create a culture of discontent to elicit the feeling of dissatisfaction with the product consumers already have, even if they are still fully functional. When this dissatisfaction is created, consumers end up purchasing the newer and trendy versions of the marketer’s products, responding to the pressure of keeping up with the trend. Therefore, consumers should be aware of these facts and also be more critical when making a purchasing decision.  
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