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Fluoride has long been added to public water supplies as a health policy to improve
dental health. It benefits people with limited access to dental care by reaching them
through the water supply without requiring individual effort. However, safe intake levels

are difficult to control because water consumption varies among individuals, and relying
too much on fluoridated water may reduce personal dental care and lead to oral
problems.

In modern society, advertising has become extremely widespread. | believe it has too
much influence on the way people spend money because of its impact on the economy
and its effect on access to reliable information.

First, advertising affects the stability of the economy by encouraging high levels of
consumption. It drives individuals to spend too much, leading to debt and reduced funds
for necessities. Consequently, lower consumer savings caused by advertising may

5 contribute to broader economic problems.

Second, advertising usually focuses on persuasion rather than providing reliable
information. As a result, consumers may make choices based on incomplete or biased
information. This focus on appealing messages can lead to poor buying decisions, and it
highlights how advertising overly influences consumer spending.

In conclusion, advertising significantly influences spending habits by causing
overconsumption and spreading information that may not be trustworthy. We need to
reduce its strong influence over consumer behavior.
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