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The study aims to identify the impact of television media
on the behavior of viewers, including consumer behavior that
IS characterized by loyalty to the appeal or services
advertised. Thus creating demand and increasing demand for
goods, especially luxury ones, in an unbalanced manner,
which reduces savings rates and negatively affects the
economy

So that explains The role of media as a key tool for
achieving sustainable economic development strategies,
Through the dissemination of the culture of rationalization of
consumption, Where consumption becomes a process based
on sound choices and logical thinking based on production
and savings, with the participation of both public authorities,
the private sector and the public.
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