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Have you ever bought something? If your
answer is yes, then you are a consumer. Con-
sumers buy goods', or products®. They spend
money to pay’ for these goods.

What are some things that you might buy?

You might buy:

® snacks*

= clothes

®m movie’ tickets

m books and magazines
m CDs

® games

m gifts®



. Has your family ever paid someone to fix

. something? Then you and your family are

. consumers. Consumers hire' people to do

| services?, or work, for them. When the ser-
vice is completed’, the consumer pays the
person who did the work.

What are some services that you or your family
might use?

You or your family might use
an electrician® to fix your lights.
a plumber’ to fix your bathroom or
kitchen sink®.
a mechanic’ to fix your car.
a dentist® to care for” your teeth.
a tutor'’ to help you with your schoolwork.

Where Do Consumers
' Buy Goods?

Consumers buy goods from different places.
Consumers buy goods from

* catalogs''.

online sites'”.

stores.

flea markets'* or yard sales.

You are an important consumer. You have
money to buy things. Your parents or other
adults buy things for you. Companies and
stores selling goods, such as toys, books, and
clothes, want your business.

How do businesses get consumers like you to
buy their products?
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Many people influence’ you to buy certain products.

* Friends may tell you what to buy, or = Family members may tell you what
they may have something that you you can or cannot buy.
want to buy. = Stores and companies offer incentives®,
% Businesses create’ ads or commercials® free items® or special deals® that you
that make you want to buy their get when you buy a product.
products.
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How are ads created? How do ads target’, or
aim? for, kids?

How Ads Are Created

Has this ever happened to you? You see an
ad for a certain product. You look at the
picture. You read the ad. You think: I need
this. I have to have it. I’'m buying it! Did you
ever wonder how and why that ad made you
want to buy the item it was advertising?

Advertising agencies’ and companies that
manufacture* goods carefully study the hab-
its of consumers. They send out® question-
naires® and set up discussion groups. They
try to find answers to such questions as:

How much money do consumers spend on
different types of products?

What products do consumers of different
ages buy? What kinds of clothes do kids
buy? What products do older people buy?

What are popular colors? Styles’?

: ~/ Tips'for «

.
., Consumers =

Be Aware''. Listen Carefully.

Read the Fine Print!

The goal of an ad is to make you think that
you need something. Sometimes an ad uses
language that is not totally'? true: the most
incredible®; the best in the world; a must-
have product; absolutely'® necessary. Think
before you buy an item. Ask yourself: Do |
really need this? Or do | just want it? Make
sure you read the whole ad, including the
fine print, before you buy!
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What time of year do consumers buy cer-
tain products?

How do sales affect what and when con-
sumers buy?

What price will consumers pay for a cer-
tain product?

Ad agencies interview® consumers. They ask
them many questions to learn about’ their
buying habits. Then they use the consumers’
answers to create their ads.
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ere are some terms’ that are used in the world of advertising.
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Are there different kinds of ads?
What makes ads different?

Ads are often created to tap' into people’s
dreams, hopes, and fears. Think about
yourself. If you saw an ad that said a product
would make you smarter’ without any work,
would you buy it? Probably. We all want to
be smart.

Kid Power

m Elementary-age kids®
spend about $15 billion
dollars a year.

® They directly influence the
spending of $160 billion
controlled'® by their
parents.

. = Teenagers'' spend about

$57 billion a year.
® They spend $36 billion of
their families’ money.
Source: Consumers Union

Let’s look at three different types of
advertisements.
Bandwagon® ads tap into people’s desire*
to be part of a group.
Snob appeal® ads tap into people’s de-
sire to be recognized® as being better than
others.
Celebrity” ads use famous people whom
others admire® to get them to buy
something.

All three types of ads get people to buy
products, but each ad works in a different
way.

Which ad would most influence you to buy
something?




Do you have a group of friends? Do you and
your friends enjoy doing many of the same
things? Do you often dress alike? Most
people want to belong to' a group.

A bandwagon ad taps into a consumer’s need
to be part of a group. Some of the words and
phrases” that these ads use include’:

“Join us.”

“Don’t be the last one to...”
“Everyone uses...”

“We all love this...”

“Don’t be left out*. Buy...now!”

Bandwagon ads often show groups of people
doing things together, such as kids playing a
game or sharing a special food. The ad makes
you want to be part of that group, but do you
need the product being advertised? Do you
want the product, or do you want to be part
of the group? Think carefully before you buy
the product.
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A Snob Appeal Ad

Do you like to be the first or maybe the only
person to own something? Are you a
trendsetter', the first to do, own, or wear
something in your group?

A snob appeal ad taps into some consumers’
need to be the first to own or wear something.
Some consumers like to think that they’re
the first to have something that others do not.

A Word About
Advertising

a product. No matter what
the ads say, no one buys the
product. A famous example

is the Edsel” car made by
Ford ®. No matter how many
ads it ran or what price it
charged for the Edsel, Ford
could not sell the car. Few
~ wanted to buy an Edsel.
Today, when a product is
created that does not sell,
it’s called an Edsel.
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Some of the words and phrases that these ads

use include:

“Be the first to own...

“You must have...”
“You deserve a...”
“Only the finest...”

Snob appeal ads are often for products that
cost a lot of money. The ads claim’ that the
products will make you feel special. Most
often, these products are things that you do
not need but want, such as an expensive
brand® of jeans® or the latest version’® of a
video game system®. Before you buy, think
carefully about why you want the product
advertised in a snob appeal ad. Is the prod-
uct worth the price? Can you buy a less ex-

pensive version?

Edsel

8. Ford

. scooter

. Porsche

. silver-plated
local

ady
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You want the best scooter®.
Not just any scooter.
You want...

o -

It’s the Porsche'® scooter.

Silver-plated’ and one of a
kind. When you want the best,
and only the best will do...
Then you want a Saturday

Night Scooter.
$99.95 at your local'? store.




ACelebrity Ad

Are there famous people whom you admire?
Do you think that you can trust these people?
A celebrity ad uses well-known people to sell
things. If someone you admire recommends',
or endorses’, a product, then you think it must
be a good product. The product might be re-
lated® to the work the celebrity does. A fa-
mous track star* might sell running shoes, or
a movie star, cosmetics’.

Celebrity ads use words or phrases such as:

“I recommend you buy...”

“It works for me. And...will

work for you, too.”

“Do you know how I build my muscles? I

29

use...

The ads make you think, “Wow, this product
helped this celebrity. It will help me.” Think
carefully. Do you really need the product?
Will it do for you what it did for the celebrity?
Does it make sense for you to buy it? Don’t
buy a product just because someone you ad-
mire says you should.

/f

Feeling
tired

after your
game or
workout’?

Need a cool drink?
Well, after a hard game,
| drink Kangaroo Ade.
It makes me want to
jump and play till | drop.
Try it. You'll love it.

| guarantee? it!

Ads appear in newspapers, magazines, and
on the Internet®. They’re on radio and televi-
sion and now even at the movies. Young
people your age are often the target for many
of these ads and commercials. You have to

L " %% decide if you want or need to buy the prod-
2. endorse ¥, #E. IAE] !

3. relate " 5% wx uctadvertised.

4. track star HiZismhiHE

5 ‘evelnglcs " “ks  How do | know when | should buy a product?
e - “5" " How do | know | have the best deal on a product?
7. workout " k. (BB

8. guarantee v fRIE. fE{R
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You buy many different products. Some products, such as snacks,

school supplies’, or hair products cost a little money. Other prod-
wucts such as bikes, CD players, or computer games cost a lot of

moncey.

Let’s say that you need a notebook for
school. You’ll buy it right away. Note-
books do not cost a lot. You do not have
to wait for a sale or to comparison shop?
to buy a notebook. Buying a notebook is
an easy consumer decision.

What if you wanted to buy a bike? Buy-
ing a bike is a big purchase’. You want
to make sure that you buy the right bike
for the right price. Making a good con-
sumer decision can save you money.
Making a bad decision can cost you

1. supplies . money.

comparison shop

3. purchase n
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How can | make a good decision when | buy a
high-priced item? Are there steps | can take to
make sure | am making a smart consumer
decision?

smart Shopping

You’re shopping for a high-priced product.
You have a limited' budget’, or amount® of
money to spend. You want to get the best deal
for your money. You want to be an educated’
consumer. An educated consumer is some-
one who does his or her homework before
buying something. Here are some steps you
can take to become an educated consumer.

Step 1: Know Why You Are Buying |
a Product )

Before buying a high-cost product, think
about

why you are buying the product.

how often and when you will use the
product.

what the main use of the product is.

why you need this product now, not later.

limited ad
budget
amount

educated



