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The Dependence Effect: How Ads do or do not Control Our Desires and Lives Standard Format
	The dependence effect is an economic ideology that was developed by John Kenneth Galbraith in 1960’s. According to Galbraith, the dependence effect outlines that ads convince people from various economic classes that they require things they do not actually need. Advertising refers to commercial communication to a group of people regarding the effectiveness of a specific product. Advertising is carried out through media, for example, through television, newspaper, radio, as well as social media platforms. In the contemporary world, ads play a critical role in determining people’s desire as well as their living standard format (Oviedo-Trespalacios et al., 2019). Through a closer evaluation of the dependence effect as per Galbraith, we understand how ads do or do not control people’s desires and choices.
	To determine whether ads influence the decision making of people, the personal preferences concept in microeconomics would be useful. Personal preferences are made more urgent through exposure to ads. An appropriate example explaining how ads control our desires and living standard format is the extensive success of the affordable care act. In the past few years, the affordable care act had been advertised on various print and social media platforms. However, despite many young people feeling that the pre-paid medical services that are in the disguise of insurance covers are expensive, they have no option but to buy the affordable care act services (Oviedo-Trespalacios et al., 2019). Initially, many people had plans that they felt were appropriate in their life, but the advertisement of the program mentioned above made them buy things they did not need. 
	Ads convince people that the product is more effective and appropriate, as described in the media. According to a consumer behaviour professor, Duesenberry, "…ours is a society in which one of the principal social goals is a higher standard of living.” (Mpinganjira et al., 2019). In the contemporary world, many ads are as per the above statement, where they portray high living standards. Consumers feel that through using the advertised product, they have a higher living standard. An appropriate example describing the aspect mentioned above is when an individual comes across a travelling ad. Such an individual might not have the need to travel, but the ad convinces him/her that travelling is among the urgent needs (Oviedo-Trespalacios et al., 2019). Regardless of the platform that an advertisement is communicated on, it does not invalidate the fact that ads control people's desires and lives in the standard format, thus the dependence effect. 
The statement by professor Duesenberry is closely linked to the consumption theory, which states that if a consumer has a desire to acquire top class goods and services, he/she takes life from different perspectives. Ads are the core driving forces for higher budget and unplanned expenditure. Moreover, we cannot shy away from the fact that society is the primary contributor to people living as per luxurious advertisements (Sumpter., 2019). One of the most common society's expectations is the American dream. The dream outlines that by the age of 30, an American citizen should have married, bought a car and mortgage and having a stable job with a high income (Mpinganjira et al., 2019). Such expectations of society make the advertising agencies to take advantage of making ads that are in line with society's expectations.
Consumers force is influenced by the value system whose primary focus is the excellent production ability of the society. The more productive community is the more ownership of properties with a high standard of life to maintain the appropriate luxury. It is clear that the argument of professor Duesenberry implies that goods and services production create the urge of satisfaction presumption of the available goods and services (Mpinganjira et al., 2019). An individual will feel the need to upgrade his/her lifestyle if exposed to a highly productive community in the form of ads. In most cases, commercial ads tend to be persuasive, thus easily convincing.
According to the American statistics department, an average person sees a minimum of 280 ads and a maximum of 310 ads in a single day (Sumpter., 2019). Based on the above aspect, various concerns raised in people's mind as per the dependency effect. Moreover, we cannot shy away from the fact that with such a high number of ads that an individual interacts with daily, they greatly convince consumers that they need goods less crucial in their lives. Ironically, in some ads, they persuade their audiences that they would enhance their life five times better than their current state (Mpinganjira et al., 2019). Many people fall for the trick of being eager to use the product or service so that their lives can be better, as per the ad's statement. Moreover, based on the dependence effect economic theory developed by Galbraith, ads function by getting in people's mind, change their way of thinking, thus impacting the decision-making process.
A significant concern raised by Milton Friedman, an American economist, is that if people knew what they really needed, what was the use of advertising? Friedman emphasized that in the contemporary world where technology is dynamic and gradually changing, people rarely know their priorities, and this aspect makes them easily manipulated by advertising agencies (Oviedo-Trespalacios et al., 2019). Consumers tend to make decisions based on the convincing power of an ad rather than their personal needs. 
The dependence effect concept is aimed at making people feel that they are not good enough if they do not use the advertised product. The current economic system mainly focuses on making money regardless of the method used to obtain it from customers. The aspect mentioned above is linked to the functionality concept of ads, where many of them use manipulative as well as deliberately exaggerated information to seek attention (Mpinganjira et al., 2019). Many ads make an individual feel undermined by outlining the most appropriate ideal lifestyle that is possible only through the use of the advertised product. Moreover, ads prompt people to compare and contrast their life to the ordinary life presented in the ad. An appropriate example explaining how ads degrade people, thus controlling their desire and live standard format, is natural oil body lotions. In such an advertisement, they portray the human body as less attractive, prone to bacterial infection through the skin as well as not smooth enough. Furthermore, the ads outline that with the use of the advertised natural body lotion, an individual becomes more attractive, have 24-hour protection against germs, and the skin becomes smooth (Robinson et al., 2017). Many people fall into the trap of buying the product since they are convinced that their life is not good enough without using the advertised products. 
The dependence effect portrayed through ads creates a notion that every human need is purchasable. Many ads communicated through print as well as social media feeds consumers the misleading impression that every human need, regardless of priority and agency, can be bought or sold (Sumpter., 2019). Based on the above concept, it is evident that ads create misleading information that the primary goal in life is acquiring money since it will help people purchase human needs. This aspect makes ads agents of controlling the desire of people and their lives standard format (Robinson et al., 2017). According to various adverts, contentment can only be achieved through shopping. If people borrow the idea that every human need is purchasable, they resolve to work for long hours to spend the money as the advert's message.
Consequently, ads link happiness with consumerism. The marketing strategy employed by advertising firms is to first deconstruct the self-esteem of people, then fool them by creating an impression that their products will make them feel better and their self-esteem boosted. From the above concept, we cannot shy away from the fact that ads create a problem and its solution as a marketing strategy (Robinson et al., 2017). People are convinced that they need a particular product or service since they need to solve a problem they have and were not aware that they had such a problem.
	In the united states of America, sales for clothes and shoes have increased by 40% after the development of technology. The primary reason for the increase in cloth and shoe sales is attributed to the introduction of social media as well as print media that creates an advertisement platform. However, with an in-depth focus on the matter, many clothes ads deconstruct people's personalities and offer them expensive clothes and shoes (Robinson et al., 2017). The ads make people feel less attractive and outline that it is through wearing their clothes and shoe products that people will capture other people's attention.
Some economists who are for the idea that ads only employ marketing strategies argue that the decision-making process depends on the consumer. However, the unethical concept of ads is evident were some ads target children psychologically. According to cognitive mental theory, children's brain is not fully developed, thus lacks appropriate judgement whether the products in an ad are beneficial or not (Robinson et al., 2017). Moreover, various mental cognitive studies have indicated that children below the age of six hardly differentiate real and unreal products on a television (Robinson et al., 2017). When a child watches an advert regarding how a certain product can urn him/her to a superhuman with magical powers, they nag their parents to get for them the advertised goods. Little do they know that there is no product that can give human beings supernatural powers and that it was a marketing strategy employed.
On the other hand, we cannot shy away from the fact that despite ads controlling people’s desires and lives standard format, they cannot be entirely held accountable. The positive dependence effect of ads is evident in creating health awareness concerns. People may not have the need to be exposed to health-related matters, but ads capture their attention, thus reducing adverse health infections. In the contemporary world, there are many types of diseases, for example, lifestyle, bacterial, and communicable diseases. According to the American statistics and health departments, the rate of HIV/AIDS infections in America has reduced by 30% for the last decade (Robinson et al., 2017). The success of the reduction in the infection rate is attributed to awareness ads. People became aware of how to prevent and avoid contracting the deadly virus through print and social media ads. If it was not for the dependence effect of ads, many people would not be aware of how deadly the HIV virus is.
In most cases, awareness ads control people's desire by showing scaring graphics. In 2000, the World Health Organization approved the use of human skeleton when creating awareness regarding HIV/AIDS. When people saw how a healthy individual had lost weight and resembled a skeleton, they became afraid and started practising protected sex as well as reducing mother to child infections (Williams., 2018). Despite health-related ads controlling the desire of people and lives standard format, they serve a positive purpose in society.
Milton Friedman, a re-known American economist, had a contrasting view from that of Kenneth Galbraith. In the early 1960s, Friedman developed the liberal or the conservative economic, whose main idea was that ads only remind people what they lack in their lives, increasing competition among manufacturers and do not control the free will of consumers (Williams., 2018). People prioritize things they are aware of and are less interested in the things they know less about. Friedman emphasized that ads provided a platform where people could evaluate different products and make their own decision (Williams., 2018). He also cited that the appealing nature of ads for marketing strategies and do not have the intention of convincing people how they should use the advertised product and disregard the rest. 
An appropriate example explaining this aspect in the body lotion products. The ads only remind people that their skin needs to be maintained and protected from germ protection. If the consumers agree with the message of the advert, they are at liberty to choose whether to use the product or not. In other words, ads create awareness regarding various goods and services (Williams., 2018). If there were no ads related to skin maintenance, many people would not be aware that their skin needs protection from germs as a way of reducing the infections rate.   
According to various psychological studies, human beings prioritize things they need in life through exposure and scarcity. In 2015, South Carolina university carried out research to determine whether people urge to acquire a need as per their situation increases with exposure or not (Williams., 2018). The study included 20 participants, where all were above 21 years. The participants were kept from drinking water for a minimum of three hours and a maximum of five hours (Williams., 2018). To test the hypothesis of the study, they were shown images of different sizes of water bottles, such as 5ooml, 1 litre and two litres. The water was brought, and they were given an opportunity to choose the amount of water they wanted.
Fifteen participants choose the high amount of water that was two litres, while five choose 1 litre. There were no participants who choose that little amount of water that was 500ml. Based on the findings of the study, it was clear that people prioritize their needs through exposure and scarcity (Sumpter., 2019). For a period of three hours, water was a scarce need for participants, and upon exposure, they choose the quantity that would serve them long that satisfying their need. Those who choose 1 litre satisfied their immediate need with the hope of getting more water in other places.
Based on the scenario described above, ads serve a similar purpose. They expose people to goods and services they lack. Moreover, consumers are given an opportunity to choose the type and amount of product they need apart from the ones portrayed in the advertisement. This aspect also indicates that ads do not control people’s desires but rather exposes them to their desires (Sumpter., 2019). The availability of products results in to increase in healthy competition among producers where they produce high-quality products. 
	There are various business ethics related to the dependence effect. One of the primary ethical concern is organizational morality. Every organization conveying an ad to the audience has a moral responsibility of determining whether the content of the ad has positive or adverse impacts on the consumers. However, there are many limitations linked to the morality ethical concept as per ad controlling people's life (Sumpter., 2019). One company may adhere to morality ethical guideline and deny a client an advertising opportunity, but the same client will get the advertisement services in other advertising companies with the original message of the ad. 
Due to the development of many misleading ads, media companies have a critical role to play to ensure such misleading information do not reach the consumer. An appropriate example of a misleading ad that should be disregarded on the basis of morality and intentionally controlling the people's desires and live standard are those that target children. Children brain capacity has not fully developed; hence can be easily controlled by an ad (Sumpter., 2019). Morality ethical concept regarding the dependence effect argues that ads should be as per the audience cognitive ability.
Another business ethic linked to the dependence effect is speaking the truth. In the corporate world, there are various goods and services with the different target audience. The truth ethical concern will guarantee consumers that the information communicated in an ad is truthful and less manipulated (Sumpter., 2019). However, a significant dilemma in the truthful ethical concern is how to balance between marketing strategy and be competitive with other companies and at the same time stick to truthful content in an ad. Marketing strategy in ads does not need to be deliberately exaggerated to appeal and capture the attention of the audience (Oviedo-Trespalacios et al., 2019). A product can still secure a market through other forms of marketing apart from using ads. The speaking the truth ethical concern is highly manipulated in the contemporary world where misleading graphics are used in ads.  
In the dependence effect economic ideology, sustainability and respect for human rights is a significant business ethical concern. Ethical consumerism is gradually growing and developed to the leading consumers' priority. Consumers need to be assured by a product through the ad that the product is sustainable and observes fundamental human rights (Sumpter., 2019). In the ad development, the primary concern is respect for all groups without marginalization or taking advantage. Product producers are encouraged to be honest, transparent about the production and supply chain process (Oviedo-Trespalacios et al., 2019). since ads employ different marketing strategies, advertising companies are encouraged to ensure that the used strategies are as per business ethics of respect for human rights.
In conclusion, we cannot shy away from the fact that many ads development has been dramatically impacted by the development of technology. Media platforms, for example, television and social media platforms, have made advertisement more effective. The dependence effect economic ideology was first developed by Kenneth Galbraith, who argued that ads convince people that they need various goods and services which they do not actually need. Ads create a false notion that people have to live a particular lifestyle. According to various psychological studies, it is evident that many ads first focuses on the mental state of the consumer, lowering their self-esteem and then offering a solution that is the advertised product. However, despite ads controlling people’s desire and lives standard format, this aspect is helpful when used to create health awareness. Moreover, people decision making is not entirely controlled by ads where they have the ability to willingly choose or deny using an advertised product.
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