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a c l o s e  exam in a tio n  o f  t h e s e  s t u d i e s ,  one a d d i t i o n a l  a r e a  o f  usage 

c o n s i d e r a t i o n  must be d is c u s s e d  — th e  l e g a l  en v ironm en t.

The L eg a l  Environm ent

Due t o  th e  n a tu r e  o f  co m p ara tiv e  a d v e r t i s i n g ,  i t s  l e g a l  l i m i t s  a r e

26drawn from common law, s t a t e  o r  f e d e r a l  s t a t u t e s ,  and FTC s ta n d a r d s .

To d i s c u s s  t h e s e  l e g a l  l i m i t s ,  t h r e e  m ain s u b d iv i s io n s  a r e  used : 

a c t i o n s  by c o m p e t i to r s ,  co n su m er 's  r i g h t  o f  a c t i o n ,  and a c t i o n s  by th e  

FTC.

A c t io n s  by C o m p e t i to rs . Two avenues a r e  open t o  c o m p e t i to r s  who 

seek  a c t i o n  i n  com para tive  a d v e r t i s i n g  s i t u a t i o n s .  C o m p e ti to rs  can  

r e l y  on t o r t  law and s t a t e  s t a t u t e s  o r  make c la im s  u n d e r  th e  f e d e r a l  

Lanham Act*

T o r t  Law and S t a t e  S t a t u t e s .  Common law r e g a r d in g  d e fam atio n  and 

d isp a rag em en t can  be u sed  to  p ro v id e  r e l i e f  i n  a co m p ara tiv e  a d v e r t i s i n g  

s i t u a t i o n .  Defam ation i s  s a id  to  occu r  when a com m unication t e n d s  to  

d im in is h  th e  r e s p e c t ,  g o o d w il l ,  c o n f id e n c e ,  o r  esteem  o f  th e  p l a i n t i f f .  

D isparagem ent i s  a d e l i b e r a t e ,  dem o n strab ly  f a l s e ,  a t t a c k  on th e  p l a i n ­

t i f f ' s  p r o d u c t .  In  d e fa m a tio n ,  p ro o f  o f  m a l ic e  i s  n o t  n e c e s s a r y .  But 

in  d isp arag em en t c a s e s ,  th e  p l a i n t i f f  m ust show t h a t  a s ta te m e n t  in  th e  

ad i s  f a l s e ,  o r  t h e  e x i s t e n c e  o f  th e  i n t e n t  t o  harm th e  p l a i n t i f f  o r  to  

a d v e r s e ly  a f f e c t  h i s  i n t e r e s t .  D isparagem ent i s  u s u a l l y  th e  c a se  in  

co m p ara tiv e  a d v e r t i s i n g .

26T h is  s e c t io n  i s  based  on th e  fo l lo w in g :  S te w a r t  E. S t e r k ,  "The
Law o f  C om parative  A d v e r t i s in g :  How Much Worse I s  ' B e t t e r '  th a n  ' G r e a t ' , "
Columbia Law Review,  76 ( J a n u a ry ,  1976), pp . 80-112.



In  g e n e r a l ,  th e  c o u r t s  have r e s i s t e d  u s in g  the  d isparagem ent law 

where one p roduc t c la im s  to  be b e t t e r  on a vag u e ly  d e f in e d  b a s i s  b u t  

have a p p l ie d  th e  law when a r e a d i l y  m easu rab le  b a s i s  e x i s t s . 27 However, 

no a c t i o n  w i l l  be tak en  when the  de fen d an t  a c c u r a te ly  d e s c r ib e s  th e  

p l a i n t i f f ' s  p roduc t bu t e x a g g e ra te s  th e  m e r i t s  o f  h i s  own. A lso ,  when 

d isparagem ent r e l i e f  i s  g iv e n ,  on ly  damage r e l i e f  i s  p o s s ib l e j  no 

i n j u n c t iv e  r e l i e f  can be g ra n te d  due to  th e  F i r s t  Amendment's p r o t e c t i o n  

to  commercial a d v e r t i s i n g .

A second common law t h a t  can be used  i s  th e  law o f  u n f a i r  com peti­

t i o n .  I n  one c a s e ,  th e  c o u r t  r u l e d  t h a t  any d isparagem ent c a s e  c o u ld

a l s o  be p re s e n te d  under th e  u n f a i r  c o m p e t i t io n  law and, t h e r e f o r e ,  no

28s p e c i a l  damages needed to  be p roven . B u t ,  much co n fu s io n  s t i l l  e x i s t s  

as to  when t h i s  law r e a l l y  a p p l i e s .  T h e re fo re ,  i t  does n o t  seem to  

p ro v id e  a s a t i s f a c t o r y  s o lu t io n  t o  th e  problem s posed by abusive  compar­

i s o n s .

A t h i r d  common law t h a t  can b e ,  b u t  has  n o t  been , used  much i s  f o r  

th e  t o r t  o f  f a l s e  a d v e r t i s i n g .  To i l l u s t r a t e  why t h i s  law has  n o t  been 

used  much, in  one c a s e ,  th e  c o u r t  h e ld  t h a t  t h e r e  was no f a l s e  a d v e r­

t i s i n g ,  s in c e  i t  was n o t  e s t a b l i s h e d  t h a t  th e  a d v e r t i s e r  was " p a s s in g

29o f f "  h i s  goods as th o se  o f h i s  c o m p e t i to r .  U su a l ly ,  where t h i s  law 

a p p l i e s ,  so does th e  Lanham A ct.  C o n seq u en tly ,  t h i s  p ro v id e s  a second 

re a so n  f o r  l i t t l e  u se  o f  th e  t o r t  o f  f a l s e  a d v e r t i s i n g  common law.

27I b i d . ,  p .  84.
n o
Ibid., p. 87

29Ibid., p. 88.



The Uniform D ecep tiv e  Trade P r a c t i c e s  Act w hich has  been adopted

by n e a r ly  a dozen s t a t e s  shows some prom ise as  a means o f  o b ta in in g

30r e l i e f  from ab u siv e  com para tives*  I t  g r a n t s  r e l i e f  in  b o th  c a s e s  o f  

d isp arag em en t and m is r e p r e s e n t a t i o n  o f  an a d v e r t i s e r ’ s own goods. B u t,  

t h i s  Act a l s o  has  i t s  l i m i t s .  F i r s t ,  on ly  i n j u n c t i v e  r e l i e f  i s  p o s s i b l e  

none f o r  damages. However, th e  Act does p e rm i t  r e l i e f  f o r  damages to  

be c la im ed  under common law o r  o th e r  e x i s t i n g  s t a t e  law s. The o th e r  

l i m i t  to  t h i s  Act i s  t h a t  t h e r e  seems l i t t l e  chance o f  i t s  becoming 

s ta n d a r d iz e d  as  th e  Uniform Commercial Code h a s .

Claims Under th e  Lanham A c t .  O r ig i n a l l y  p a sse d  in  1946 f o r  p re v e n t  

in g  d e c e p t iv e  u se  o f  t ra d e m a rk s ,  th e  Lanham A c t ,  and i n  p a r t i c u l a r ,  

S e c t io n  43 ( a ) ,  has more r e c e n t l y  been  a p p l ie d  to  co m p ara tiv e  a d v e r­

t i s i n g .  In  a r e c e n t  c a s e ,  th e  c o u r t  l i s t e d  f i v e  e lem en ts  c o n s id e re d

31n e c e s s a r y  to  f i l e  a c la im  under S e c t io n  43 ( a ) .

(1 )  in  i t s  com parison  a d v e r t i s e m e n ts ,  ( t h e )  d e fe n d an t  made 
f a l s e  s ta te m e n ts  o f  f a c t  abou t i t s  own p ro d u c t ;  (2 )  th o s e  
a d v e r t i s e m e n ts  a c t u a l l y  d ece iv ed  o r  have th e  ten d en cy  to  
d ece iv e  a s u b s t a n t i a l  segment o f  t h e i r  a u d ien c e ;  (3 )  such 
d e c e p t io n  i s  m a t e r i a l ,  i n  t h a t  i t  i s  l i k e l y  to  i n f lu e n c e  
th e  pu rch ase  d e c i s io n ;  (4 ) ( t h e )  d e fen d an t  caused  i t s  
f a l s e l y  a d v e r t i s e d  goods to  e n t e r  i n t e r s t a t e  commerce; 
and (5) ( t h e )  p l a i n t i f f  has  been  o r i s  l i k e l y  to  be i n j u r e d  
a s  a r e s u l t  o f  th e  fo re g o in g  e i t h e r  by d i r e c t  d iv e r s io n  o f 
s a l e s  from i t s e l f  to  ( t h e )  d e fe n d a n t ,  o r  by le s s e n in g  o f  
th e  g o o d w ill  which i t s  p ro d u c ts  en jo y  w i th  th e  b u y ing  p u b l i c .

Both damages and i n j u n c t i v e  r e l i e f  a r e  a v a i l a b l e  under t h i s  A c t.

To o b ta in  an i n j u n c t i o n ,  o n ly  a l i k e l i h o o d  o f  d e c e p t io n  i s  n e c e s s a r y .

30Ibid., p. 90.

31Ibid., p. 93.



B ut, a c la im  to  reco v e r  damage r e q u i r e s  e s t a b l i s h i n g  t h a t  th e  p u b l ic  

was d ece iv e d ,  and p ro o f  o f  e i t h e r  a c tu a l  damages o r  a t  l e a s t  th e  l i k e ­

lihood  o f i n j u r y  to  th e  p l a i n t i f f .

Consumer's R igh t o f  A c t io n . S ince in  some c a s e s ,  th e  consum er 's  

and th e  c o m p e t i to r 's  i n t e r e s t  may d i f f e r ,  t h e  consumer should  have th e  

chance to  v in d i c a t e  h i s  r i g h t s  w ithou t r e l y i n g  on co m p e ti to r  s u i t s .

The consum er 's  r i g h t  to  a c t i o n  comes from b o th  common law t h e o r i e s  and 

f e d e r a l  s t a t u t e s .

Common Law T h e o r ie s .  R e l i e f  f o r  i n d iv id u a l s  i s  p o s s ib le  under th e

32th e o ry  o f m is r e p r e s e n t a t i o n .  No p ro o f  o f  i n t e n t  to  dece ive  i s  n e c e s ­

s a r y ,  b u t  one must show p ro o f  o f  n e g l ig e n ce  and th a t  th e  com para tive  ad 

was d i r e c t e d  to  th e  consuming p u b l i c .  In  a d d i t i o n ,  th e  p l a i n t i f f  must 

e s t a b l i s h  r e l i a n c e  on th e  r e p r e s e n ta t io n  and t h a t  th e  q u es t io n ed  r e p r e ­

s e n ta t io n  was s i g n i f i c a n t  t o  j u s t i f y  r e l i a n c e .  In  th e  comparison 

s i t u a t i o n ,  r e l i a n c e  on a p a r t i c u l a r  f a c t o r  may be d i f f i c u l t  t o  e s t a b ­

l i s h ,  p a r t i c u l a r l y  i f  i t  can be shown t h a t  th e  consumer would have 

bought th e  p ro d u c t  w ith o u t  hav ing  seen the  ad .

R e l i e f  may a l s o  be p o s s ib l e  under common la w 's  b reach  of w a rra n ty

33th e o ry ,  i f  one can show t h e r e  was a r e l i a n c e  upon th e  r e p r e s e n t a t i o n .  

However, h av ing  to  prove r e l i a n c e  a ls o  g r e a t l y  weakens use o f  t h i s  

common law in  com parative  a d v e r t i s i n g  c a s e s .

R eg a rd le ss  o f  which o f  th e  two th e o r i e s  above a re  used by th e  

i n d i v i d u a l ,  any r e l i e f  t h a t  i s  g ra n te d  p ro b a b ly  w i l l  n o t be w orth  th e

32Ibid., p. 95.
33 I b id .



consum er’ s t im e  or money s p e n t  i n  s e e k in g  th e  r e l i e f .  Also* such r e l i e f  

w i l l  o n ly  be  a minimal d e t e r r e n t  t o  a m ajo r  a d v e r t i s e r .

F e d e r a l  S t a t u t e s .  L e g a l ly ,  a c t i o n  by i n d i v i d u a l s  i s  p o s s ib l e  

under b o th  th e  Lanham A c t ,  S e c t io n  43 (a )  and th e  F e d e ra l  Trade 

Commission A c t ,  S e c t io n  5 ,  b u t  th e  c o u r t s  have b a lk e d  a t  a l lo w in g  

consumer a c t i o n  under t h e s e  two s e c t i o n s .

T h e r e f o r e ,  i t  seems d e s p i t e  th e  consumer h av in g  th e  r i g h t  to  

a c t i o n ,  th e  c u r r e n t  l e g a l  env ironm ent a f f o r d s  th e  consumer l i t t l e  

means t o  e x e r c i s e  t h a t  r i g h t .

A c t io n s  by th e  FTC. B a s i c a l l y  in  a b u s iv e  com para tive  a d v e r t i s i n g  

c a s e s  b e f o r e  th e  FTC, a u t h o r i t y  comes from S e c t io n  5 o f  th e  FTC Act 

which d e c l a r e s  ’’u n f a i r  m ethods o f  c o m p e t i t io n  i n  commerce, and u n f a i r

35or d e c e p t iv e  a c t s  or p r a c t i c e s  in  o r  a f f e c t i n g  commerce” as  u n la w fu l .

C om parative  P r ic e  A d v e r t i s i n g .  T h is  i s  th e  on ly  a r e a  i n  compara­

t i v e  a d v e r t i s i n g  i n  w hich th e  Commission h as  been  a b le  to  d e f in e  

p e r m is s ib le  l i m i t s  in  a p r e c i s e  m anner. I t  h a s  been done by d e f in in g  

such term s as  " s a l e ” v e r s u s  " r e g u l a r ” p r i c e ,  and th e  " a r e a ’ s c o m p e t i t iv e  

p r i c e , ” and "com parable  v a l u e . ” B u t ,  t h e  r e a l  problem  i s  i n  th e  v a r i ­

a t i o n s  i n  p ro d u c t  f e a t u r e s ,  o th e r  th a n  p r i c e ,  which become p a r t  o f  a 

com para tive  a d .  In  a d d i t i o n ,  t h e r e  a r e  o th e r  c o n s i d e r a t i o n s  such as  th e  

in te n d e d  u se  o f  th e  good by th e  p u r c h a s e r ,  t h e  e x a c t  needs  o f  th e  

p u r c h a s e r ,  and o th e r  s u b j e c t i v e  f a c t o r s  w hich a r e  viewed d i f f e r e n t l y  

by each e v a l u a t o r .

^ ^ I b i d . ,  p .  96. 

35I b i d . ,  p .  97.



Q u a l i ty  Comparison A d v e r t i s in g .  P u f f e r y  c la im s  cau se  a g r e a t

d e a l  o f  d i f f i c u l t y ,  s in c e  th e  b a s i s  used f o r  d e te rm in in g  a p r o d u c t ' s

s u p e r i o r i t y  o v e r  a n o th e r  i s  n o t  u s u a l ly  e a s y  t o  e s t a b l i s h .  Thus,

m e e t in g  any re a s o n a b ly  d e f in e d  burden  o f  p r o o f  may be im p o s s ib le .

C o n seq u e n t ly ,  PTC p o l i c y  c o n c e rn in g  d e te r m in a t io n s  o f  t h i s  type  seems

3 6u n l i k e l y  a t  t h i s  t im e .

The n e x t  s te p  an a d v e r t i s e r  can ta k e  tow ard  t o t a l  m i s r e p r e s e n t a t i o n

i s  d e c e p t io n ,  b u t  th e  problem  h e re  i s  in  d e f i n i n g  and , i n  p a r t i c u l a r ,

m e asu r in g  d eg rees  o f  d e ce p t io n  o r  h a l f  t r u t h s .  In  t r y i n g  to  do t h i s ,

s e v e r a l  r u l i n g s  have  been m ade. For i n s t a n c e ,  an a d v e r t i s e r  does n o t

have t o  p ro v id e  e v e ry  f in d in g  made by an in d ep en d en t s tu d y  g roup , b u t

m ust n o t  m is r e p r e s e n t  th e  b a s i c  s tu d y - c o n c lu s io n s .  T hus, L o r i l l a r d

v i o l a t e d  t h i s  co n ce p t  when i t  s t r e s s e d  i t s  Old Gold c i g a r e t t e s  as

lo w e s t  in  t a r s ,  n i c o t i n e s ,  and r e s i n s ,  w hich was t e c h n i c a l l y  t r u e ,  b u t

t h e  so u rce  o f  t h i s  f a c t  was a R e a d e r1s D ig e s t  a r t i c l e  s t a t i n g  t h a t  t h e

d i f f e r e n c e s  found i n  th e s e  t h r e e  smoking b y -p ro d u c ts  f o r  a l l  c i g a r e t t e

37b ra n d s  was n o t  s i g n i f i c a n t .

H a l f - t r u t h s  have a ls o  been  in  th e  form o f  p i c t o r i a l  r e p r e s e n t a t i o n s  

such a s  an American Home P r o d u c ts  ad which showed i t s  p ro d u c t  as a 100 

p e r  c e n t  e f f e c t i v e  ro ach  k i l l e r  as  compared t o  a com peting b ran d . How­

e v e r ,  th e  ad d id  n o t  r e v e a l  t h a t  roaches  o f  a known r e s i s t a n c e  to  th e

a c t i v e  in g r e d ie n t  o f  the  c o m p e t i t o r ' s  p ro d u c t  were used  in  th e  com pari-  
38so n . The Commission found t h e  ad as d e c e p t iv e  and i s s u e d  a c e a s e  and

36I b i d . ,  p .  100. 

37I b i d . ,  p .  101. 

38I b i d . ,  p .  103.



d e s i s t  o r d e r .

To f u r t h e r  re d u c e  h a l f - t r u t h s ,  th e  FTC began in  1971, a p o l i c y  o f  

c la im  s u b s t a n t i a t i o n .  The im pact o f  t h i s  p o l i c y  can  n o t  y e t  be m easured , 

b u t  i t  i s  f e l t  t h a t  a d v e r t i s e r s  a r e  n o t  more r e l u c t a n t  to  make c la im s  

t h a t  l a c k  su p p o r t in g  e v id en c e .

From th e  above i t  should  be a p p a re n t  t h a t  t h e r e  a re  some un ique  

prob lem s f o r  co m p ara t iv e  a d v e r t i s i n g  from a l e g a l  e n v iro n m en ta l  p e r s p e c ­

t i v e .  I n  p a r t i c u l a r ,  th e  l e g a l  system  needs t o  o v e rh a u l  t h e  c u r r e n t

pa tchw ork  scheme o f  p u b l i c  and p r i v a t e  en fo rcem ent of i t s  somewhat 

39vague s t a n d a r d s .  And, u n t i l  t h i s  o v e rh a u l  i s  p e rfo rm ed , t h e  problem s 

and c o n fu s io n  w i l l  re m a in .

I n  a d d i t i o n ,  a s  one c o n s id e r s  t h i s  c h a p te r  in  g e n e r a l ,  i t  seems 

t h a t  f u r t h e r  s tu d y  n eed s  to  be p e rfo rm ed  b e f o r e  co m p ara tiv e  a d v e r t i s i n g  

can be f u l l y  u n d e rs to o d .  In  p a r t i c u l a r ,  one a r e a  need ing  a d d i t i o n a l  

i n v e s t i g a t i o n  i s  t h e  e f f e c t i v e n e s s  o r  in f lu e n c e  o f  co m p ar iso n s .  The 

fo l lo w in g  c h a p te r  p r e s e n t s  an ex am in a t io n  o f  m a rk e t in g  s t u d i e s  w hich 

have been  perform ed  and r e p o r te d  i n  th e  l i t e r a t u r e .  C o n seq u en tly ,  th e  

fo l lo w in g  c h a p te r  p r o v id e s  some i n s i g h t  i n to  t h e  e f f e c t i v e n e s s  and i n ­

f lu e n c e  o f  com para tive  a d v e r t i s i n g .

39I b i d . ,  p .  112.



CHAPTER I I

MARKETING STUDIES RELATED TO COMPARATIVE ADVERTISING

To date* f i v e  s tu d ie s  d e a l i n g  w i th  co m p ara tiv e  a d v e r t i s i n g  have 

been perform ed  and r e p o r te d  in  t h e  l i t e r a t u r e .  These f i v e  s tu d ie s  

a r e  examined i n  t h i s  c h a p te r  by u s in g  th e  fo l lo w in g  fo rm a t:  r e s u l t s ,

m ethodology , and o th e r  c o n s i d e r a t i o n s .

P r a s a d 1s Experim ent

P rasad  conducted  a l a b o r a to r y  a n a ly s i s  t o  d e te rm ine  th e  communi- 

c a t i o n - e f f e c t i v e n e s s  o f  c o m p ara tiv e  a d v e r t i s i n g  as  compared to  i t s  

"Brand X" c o u n t e r p a r t .*

R e s u l t s

P r a s a d 's  s tu d y  r e s u l t e d  in  fo u r  f i n d i n g s .  F i r s t ,  u n a id ed  r e c a l l  o f  

a d v e r t i s e d  c la im s  was g r e a t e r  i n  com para tive  ads  than  "Brand X" a d s .  

That i s ,  r e c a l l  was b e t t e r  when a c o m p e t i to r  was named i n s t e a d  of 

u s in g  term s such a s  " th e  l e a d in g  b rand"  o r  " o u r  le a d in g  c o m p e t i to r . "

A second f in d i n g  was t h a t  r e c a l l  was n o t  in f lu e n c e d  by p r e f e r e n c e  

f o r  th e  named c o m p e t i to r .  B u t ,  t h e  p e rc e iv e d  c r e d i b i l i t y  o f  c la im s  

was judged  lower by consumers o f  th e  named com peting  b ra n d .  Thus, 

c la im  r e c a l l  was n o t  a f f e c t e d  by p r e f e r e n c e  f o r  th e  named com peting 

b ra n d ,  bu t c la im  c r e d i b i l i t y  was.

1
V. K an ti  P r a s a d ,  "C o m m u n ic a t io n s -E ffe c t iv en e ss  o f  Com parative 

A d v e r t i s in g :  A L ab o ra to ry  A n a l y s i s , "  J o u rn a l  o f  M arketing  R ese a rch ,
X I I I  (May, 1976), pp . 128-137.
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F i n a l l y ,  s u b je c ts  d id  n o t  p e rc e iv e  th e  c o m p e t i t iv e  p o s i t i o n  o f  the  

com parative  a d 's  sponsor a s  be ing  h ig h e r  than  d id  s u b je c t s  v iew ing  the  

"Brand X" type  o f  ad s .

T h e re fo re ,  from P r a s a d 's  s tu d y ,  th e  on ly  advantage t h a t  seems to  

e x i s t  when u s in g  com parative  a d s ,  as compared to  u s in g  "Brand X" a d s ,  

i s  t h a t  w i th  com parative  ads th e r e  i s  a s i g n i f i c a n t l y  h ig h e r  r e c a l l  o f  

th e  a d v e r t i s e d  c la im s .

Methodology

The methodology o f  th e  experim ent was execu ted  in  fou r  p h a se s .

In  phase one , brand  p re fe re n c e s  were de te rm in ed , p a r t i c u l a r l y ,  p r e f ­

erence  f o r  Kodak, s in c e  i t  was the  named c o m p e ti to r  used  in  th e  e x p e r i ­

m e n t 's  com parative  ad .

In  phase two, th e  s u b je c t s  were d iv id e d  in to  two groups w i th  each 

s u b je c t  be in g  given  a p o r t f o l i o .  The p o r t f o l i o  c o n ta in e d  tw elve  pages! 

two a r t i c l e s ,  fo u r  f i l l e r  a d s ,  and a f i f t h  ad designed  e s p e c i a l l y  f o r  

the  purpose  o f  the  s tu d y .  In  one group , t h a t  ad was a com parative  and 

in  the  o th e r  i t  was a "Brand X" ad . In  bo th  groups th e  ad was t h i r d  

in  o rd e r  o f  p r e s e n ta t io n .

Phase th r e e  c o n s i s t e d  of a d m in is te r in g  a q u e s t io n n a i r e  to  d e t e r ­

mine brand  r e c a l l  and th e  l e v e l  o f  c la im  r e c a l l ,  which was sco red  

acco rd ing  to  how w e ll  th e  s u b je c t  r e c a l l e d  th e  m ajor and secondary  

c la im s .  The q u e s t io n n a i r e  a l s o  r e q u i r e d  th e  s u b je c t s  to  r a t e  the  

c r e d i b i l i t y  o f  th e  a d v e r t i s e d  c la im s as  w e l l  as  th e  c o m p e t i t iv e  p o s i ­

t i o n  o f  th e  sponsoring  b ran d .

F i n a l l y ,  a n a ly s i s  o f  v a r ia n c e  was used  to  de term ine  r e s u l t s  1, 2 , 

and 4 , and a Mann Whitney U t e s t  was used  to  show t h a t  p e rc e iv e d  c la im  

c r e d i b i l i t y  was judged lower by consumers o f  th e  named competing b rand .
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O th e r  C o n s id e ra t io n s

The g e n e ra l  p u rpose  o f  t h i s  s e c t i o n  i s  to  p o i n t  ou t f a c t o r s  o r  

i n f l u e n c e s  which d id  o r  co u ld  have a f f e c t e d  th e  v a l i d i t y  and th e  r e l i ­

a b i l i t y  o f  th e  s t u d y 's  c o n c lu s io n s .  C o n seq u en tly ,  a s i m i l a r  s e c t i o n  

w i l l  fo l lo w  each  o f  t h e  fo u r  s t u d i e s  t h a t  rem ain  to  be d i s c u s s e d .  I t  

sh o u ld  a l s o  be p o in te d  o u t  t h a t  th e  o rd e r  i n  which th e s e  f a c t o r s  a re  

p r e s e n te d  i s  n o t  in te n d e d  in  any way to  be c o r r e l a t e d  w i th  t h e i r  impor­

ta n c e  o r  in f lu e n c e  on th e  p a r t i c u l a r  s tu d y  under e x am in a tio n .

The f i r s t  c o n s i d e r a t io n  to  be made o f P r a s a d 's  s tu d y  d e a l s  w i th  

th e  s u b j e c t s  u sed . T hat i s ,  a l l  s u b j e c t s  were s tu d e n t s  in  b u s in e s s  

a d m in i s t r a t i o n  a t  a m id -w es te rn  u n i v e r s i t y .  T h e re fo re ,  one shou ld  

c o n s id e r  how r e p r e s e n t a t i v e  th e  sample was b e fo re  g e n e r a l i z a t i o n s  a re  

d ev e lo p ed .

The r e s e a r c h  d e s ig n  c o n s i s t e d  o f  fo u r  groups - -  exposed to  th e  

co m p ara tiv e  ad o r  th e  "Brand X" a d ,  and Kodak most p r e f e r r e d  o r  n o t  

most p r e f e r r e d .  The number o f  s tu d e n t s  i n  each  group ran g ed  from 42 

to  60 .

A second c o n s i d e r a t io n  i s  th e  p ro d u c t  used  f o r  t e s t i n g  - -  a 

movie cam era . I t  would seem c o l l e g e  s tu d e n t s  would n o t  have a h ig h  

i n t e r e s t  l e v e l  in  such a p ro d u c t  and c o n se q u e n t ly ,  t h i s  low invo lvem ent 

co u ld  have had some e f f e c t  on th e  r e s u l t s .

A t h i r d  c o n s id e r a t io n  i s  t h a t  th e  sp o n so r in g  b ran d  f o r  th e  two 

ads  o f  i n t e r e s t  was a name co in ed  f o r  th e  e x p e r im en t .  Thus, each  ad 

r e p r e s e n t e d  th e  f i r s t  exposu re  to  th e  b ra n d .  The s tu d y  concluded  t h e r e  

was e q u a l  b r a n d - r e c a l l  e f f e c t i v e n e s s  (ab o u t 40% c o r r e c t  r e c a l l )  f o r  th e  

two ad  t y p e s .  T h is  c o u ld  have e a s i l y  been th e  r e s u l t  o f  u s in g  an unknown 

b ra n d  f o r  a low i n t e r e s t  p r o d u c t ,  r a t h e r  th a n  t h e r e  b e in g  l i t t l e  d i f f e r e n c e
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in  com parative  ads and "Brand X" a d s .

A f i n a l  c o n s id e r a t io n  i s  t h a t  th e  only  r e a l  d i f f e r e n c e  in  th e  two 

ads under s tudy was th e  naming o f  th e  lead ing  c o m p e t i to r  (Kodak) o r  

th e  u se  of the  p h ra se  " th e  le ad in g  c o m p e t i to r ."  T h e re fo re ,  v e ry  l i t t l e  

d i f f e r e n c e  e x i s t e d  i n  th e  ad s .  In  te rm s o f a c tu a l  com parisons, on ly  

th r e e  s u b je c t iv e  ones were used . — "We took K odak 's  g r e a t  id ea  ( t h e  

e x i s t i n g  l i g h t  c am era ) ,  and added p e r f e c t i o n  to  i t , "  " . . .  w i th  

g re a t  f e a tu r e s  to  ou tperfo rm  K odak 's  XL cam era ,"  and "Ronar ou tperfo rm s  

and o u t f e a tu r e s  Kodak." - -  O bv ious ly , the  com parison invo lved  th e  mere 

naming o f  a c o m p e t i to r  and a few s u b je c t iv e  p r o d u c t - s u p e r io r i t y  c la im s .

W ilso n 's  Experiment

Wilson conducted  an e m p ir ic a l  e v a lu a t io n  o f com parative  ads w hich
2

p ro v id e d  l i t t l e  o r  no f a c tu a l  in fo rm a t io n .

R e s u l t s

The study concluded  t h a t  consumers view com parative  ads u s in g  

s u b je c t iv e  m essages as l e s s  b e l i e v a b le ,  o f  le s s  in fo rm a t io n  v a lu e ,  and 

more o f f e n s iv e .  W ilson a lso  no ted  random d i f f e r e n c e s  f o r  the  com para tive  

a d s '  a b i l i t y  to  change th e  consum er's  view of th e  p r o d u c t ,  p roduc t 

q u a l i t y  r a t i n g ,  and t r u s tw o r th in e s s  o f  th e  sponsor.  H is g en era l  

co n c lu s io n  was t h a t  n o n - f a c tu a l  com parisons should  be avoided and t h a t  

th ey  p ro v id e  credence  to  th e  s u g g e s t io n  t h a t  com parative  ads may f u r t h e r  

add to  th e  n e g a t iv e  image o f a d v e r t i s i n g .

2R. Dale W ilson , "An E m p ir ica l  E v a lu a t io n  o f Comparative A d v e r t i s in g  
M essages: S u b je c t s '  Responses on P e rc e p tu a l  D im ensions,"  Advances in
Consumer R esearch ,  S ix th  Annual C onference , ed . B ev e r le e  B. Anderson 
( C in c in n a t i ,  Ohio, O ctober 30 , 1975), pp . 53-7 .



Methodology

Two groups were exposed to  one o f  two p o r t f o l i o s  c o n ta in in g  e ig h t  

a d s .  The ads were e i t h e r  a l l  c o m p ara tiv es ,  o r  a l l  s in g le -p ro d u c t  ads 

which had been m odif ied  by d e le t in g  the  c o m p e t i to r 's  name o r  by u s in g  

p h ra s e s  such a s  "any o th e r  brand" or " o th e r  b ra n d s ."  Well-known brands 

were used , and th e  ad o rd e r  was random ized.

A f te r  each  ad , th e  s u b je c t s  com pleted a page o f  sev e n -p o in t  

s c a l e s .  S u b je c ts  r a t e d  each ad on th e  b a s i s  o f  amount o f  in fo rm a t io n ,  

b e l i e v a b i l i t y ,  i n t e r e s t  c o n te n t  o f  th e  a d ,  and o f f e n s iv e n e s s .  The 

a d v e r t i s e d  p ro d u c t  was r a t e d  on changed view towards the  p roduc t and 

l e v e l  o f  p ro d u c t  q u a l i t y .  The sponsor was r a t e d  on t r u s tw o r th in e s s .  

Thus, seven re sp o n se  v a r i a b l e s  were c o l l e c t e d  on each o f  th e  p o r t f o l i o ' s  

e ig h t  ads .

The c o l l e c t e d  d a ta  were analyzed  by u s in g  a n a ly s i s  o f  v a r ia n c e  

and a com parison of mean d i f f e r e n c e s  o f  th e  seven re sp o n ses  fo r  each 

ad .

O ther C o n s id e ra t io n s

Wilson ad m it te d  th e  s tudy  was conducted on a  l im i te d  b u d g e t ,  in  

one g e o g ra p h ic a l  a r e a ,  and used  a sm all sample and number of ads .

In  a d d i t io n  to  th e  a d m it te d ly  sm all samples o f  35 and 40 s u b je c t s ,  

th e  s u b je c t s  were s tu d e n ts  e n r o l le d  in  m ark e tin g  c l a s s e s  a t  th e  U niver­

i t y  o f  Iowa. T h e re fo re ,  th e  n a tu re  o f  th e  s u b je c t s  must be c o n s id e re d  

when s tu d y in g  th e  r e s u l t s  g iven  above.

Another c o n s id e r a t io n  i s  th a t  Wilson c o l l e c t e d  o r d in a l  s c a l in g  

re sp o n se s  and assumed they  were i n t e r v a l  r e s p o n s e s ,  which seems to  be 

a common p r a c t i c e  In  m a rk e tin g .  In  a d d i t i o n ,  he a l s o  assumed the



re sp o n se s  were independent even though he s t a t e d  t h a t  th e y  were a l l  

h ig h ly  c o r r e l a t e d .  F a c to r  a n a ly s i s  d id  n o t  p ro v id e  s u f f i c i e n t  ev idence  

as to  w hich v a r i a b l e s  should  have been e l im in a te d ,  th u s  independence 

was assumed w ith  a w arn ing  to  e x e r c i s e  c a u t io n  when i n t e r p r e t i n g  the  

s t u d y 's  r e s u l t s .

A r e l a t e d  c o n s id e ra t io n  i s  t h a t  w ith  t h i s  o r d i n a l ,  h ig h ly  c o r r e ­

l a t e d  d a t a ,  a n a ly s is  o f  v a r ia n ce  was used — an obvious v i o l a t i o n  o f 

the  m e th o d 's  b a s ic  a ssum ptions .

S t i l l  another c o n s id e r a t io n  i s  th e  ty p es  o f  p ro d u c ts  used in  the  

ad s .  Most of them were low i n t e r e s t  p ro d u c ts  such as soap , c a t  food , 

d eo d o ra n t ,  to o th p a s te  and mouthwash. Two p ro d u c ts  t h a t  were used and 

p ro b ab ly  had some p ro d u c t  i n t e r e s t  were c r e d i t  c a rd s  and au tom ob ile s . 

With low p roduc t i n t e r e s t  and l i t t l e  com parative  in fo rm a t io n  g iv en , 

a g e n e r a l  co nc lus ion  t h a t  com para tives  a re  no t advantageous i s  n o t  

any s u r p r i s e .

A lso  of i n t e r e s t  i s  the  t a b l e  p re s e n te d  w i th  th e  s tudy  t h a t  shows 

the  mean d i f f e r e n c e s  i n  th e  two ad types  f o r  each of the  seven re sp o n se  

v a r i a b l e s  t o  each o f  t h e  e ig h t  a d s .  Of th e  f i f t y - s i x  mean d i f f e r e n c e s ,  

sev en teen  were no t in  t h e  expected  d i r e c t i o n ,  t h a t  i s ,  th e  com parative  

ads were r a t e d  h ig h e r  on th e  average seven teen  ou t o f  f i f t y - s i x  t im e s .  

E igh t o f  th e s e  seven teen  re sp o n ses  were re sp o n ses  to  ads fo r  c r e d i t  

c a rd s  and au tom ob iles .  Th is  seems to  i n d i c a t e  t h a t  i f  some p roduc t 

i n t e r e s t  e x i s t s ,  com paratives  may be more e f f e c t i v e .  — Note the  

e ig h t  re sp o n se s  a re  o u t  of a t o t a l  o f  fo u r te e n  re sp o n se s  fo r  th e  two 

p ro d u c t  c a te g o r ie s .

Of f u r t h e r  i n t e r e s t  re g a rd in g  t h i s  same t a b l e  i s  t h a t  f o r  f iv e  o f  

e ig h t  p r o d u c ts ,  com parative  ads had h ig h e r  mean re sp o n ses  f o r  th e



v a r i a b l e ,  changed view o f  th e  p ro d u c t .  This  r e s u l t  seems to  c o u n te r  

th e  s u g g e s t io n ,  n o t  to  u se  c o m p ara tiv es .  This  t a b l e  a ls o  r e v e a le d  

t h a t  h a l f  th e  mean r a t i n g s  f o r  sponsor t r u s tw o r th in e s s  were g r e a t e s t  

f o r  th e  com parative  a d s .  S im i la r ly ,  p ro d u c t  q u a l i t y  was r a t e d  h ig h e r  

f o r  com para tive  ads  in  h a l f  o f  th e  p ro d u c t  c a t e g o r i e s .

The above seems to  sugges t  t h a t  p o s s ib ly  i f  o th e r  v a r i a b l e s  a re  

c o n s id e re d ,  such as th e  amount o f  f a c t u a l  in fo rm a t io n ,  number o f  named 

c o m p e t i to r s ,  p ro d u c t  i n t e r e s t ,  and o t h e r s ,  then  com parisons may be 

more e f f e c t i v e  th an  s in g le -p ro d u c t  a d s .

F i n a l l y ,  Wilson p o in t s  ou t t h a t  th e  r e s u l t s  were e i t h e r  p ro d u c t  

o r  ad s p e c i f i c .  Perhaps t h i s  was th e  r e s u l t  of n o t  enough v a r i a b l e s  

be ing  c o n s id e re d  o r  c o n t r o l l e d .

Golden’ s Experiment

Golden i n v e s t i g a t e d  th e  r e l a t i v e  in f lu e n c e  on p u rchase  i n t e n t i o n s  

o f  com parative  and non-com para tive  ads i n  terms o f th e  a d v e r t i s e r ’ s 

c o m p e t i t iv e  p o s i t i o n ,  c la im  s u b s t a n t i a t i o n ,  and copy theme manipu­

la tion ."^

R e s u l t s

From th e  i n v e s t i g a t i o n ,  Golden concluded  t h a t  pu rch ase  in f lu e n c e  

r a t i n g s  were n o t  s i g n i f i c a n t l y  d i f f e r e n t  f o r  com parative  ad s .  B u t ,  

copy theme was found to  have a p o s i t i v e  in f lu e n c e  on purchase  i n t e n t i o n .  

Thus, in  choosing  an a d v e r t i s i n g  s t r a t e g y ,  t h i s  f in d in g  su g g es ts  t h a t

Linda L. Golden, "Consumer R e a c t io n s  to  Comparative A d v e r t i s in g ,"  
Advances in  Consumer R esearch , P roceed ings  o f th e  A ss o c ia t io n  f o r  
Consumer R esea rch , S ix th  Annual C onfe rence , ed . B ev e r lee  B. Anderson 
( C in c in n a t i ,  Ohio, October 3 0 ,  1975), pp . 63-7 ,
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s p e c i f i c  com parative  themes shou ld  d e f i n i t e l y  be c o n s id e re d .

Golden a l s o  found a s i g n i f i c a n t  i n t e r a c t i o n  between copy theme and 

c o m p e t i t iv e  p o s i t i o n  o f  th e  sp o n so r .  This i n t e r a c t i o n  in  tu rn  was 

found to  in f lu e n c e  p u rchase  i n t e n t i o n s .

T h e re fo re ,  th e  o v e r a l l  c o n c lu s io n  o f  th e  s tudy  was t h a t  on ly  when 

copy theme i s  c o n s id e re d  can com para tives  be more e f f e c t i v e  than  non­

co m p ara tiv es .

Methodology

G o ld en 's  f i r s t  s te p  in  c o l l e c t i n g  d a ta  was brand lo y a l ty  d e t e r ­

m in a t io n .  These r e s u l t s  were th e n  used to  c o n t r o l  f o r  t h a t  v a r i a b l e .

N ext, s u b je c t s  were exposed to  one o f  t h i r t y - s i x  a d s .  This  was

n e ce ssa ry  in  o rd e r  to  t e s t  f o r  two ad types  (com para tive  o r  n o t ) ,  t h r e e

brand c o m p e t i t iv e  le v e l s  ( f i r s t ,  t h i r d ,  o r  new ), two l e v e l s  o f  c la im s  

s u b s t a n t i a t i o n  ( s u b s t a n t i a t e d  o r  n o t ) ,  and t h r e e  copy themes (n a tu re  o f  

th e s e  themes was n o t  g iv e n ) .

A f te r  s u b je c t s  were exposed to  one o f  the  ad ty p e s ,  a q u e s t io n n a i r e

was used to  r a t e  the  l i k e l ih o o d  o f  purchase  and the  im portance o f  c e r t a i n

p ro d u c t  a t t r i b u t e s .  The second r a t i n g  was done to  v e r i f y  th e  s a l i e n c y  o f 

th e  a t t r i b u t e s  used  in  th e  ad copy.

The d a ta  were then  an a ly zed  by use o f  a n a ly s i s  o f  c o v a r ian c e .

Other C o n s id e ra t io n s

As w i th  th e  p re v io u s  two e x p e r im en ts ,  c o l le g e  s tu d e n t s  were used 

as s u b j e c t s .  Though a sample s i z e  o f  594 seems im p ress iv e  when one 

c o n s id e rs  t h a t  36 ads o r  c e l l s  were used in  th e  s tu d y , t h i s  y ie ld s  an 

average o f  l e s s  than  sev en teen  s tu d e n t s  be in g  exposed to  each s p e c i f i c  

ad ty p e .



A second c o n s id e r a t io n  would seem t o  be Golden*s f a i l u r e  to  

d e s c r ib e  th e  n a tu r e  o f  th e  copy theme m a n ip u la t io n s  beyond a r e f e r e n c e  

o f  o n e ,  two, o r  th re e *  T h is  seems p a r t i c u l a r l y  im p o r ta n t  s in c e  copy 

theme was shown t o  in f lu e n c e  pu rch ase  i n t e n t i o n s .  Subsequent communi­

c a t i o n  by th e  a u th o r  w i th  Golden, however, r e v e a le d  t h a t  th e  copy themes 

u sed  in  th e  exper im en t were p ro d u c t  s p e c i f i c .  T h e r e f o r e ,  copy theme 

m a n ip u la t io n  r e p r e s e n t s  a usage  c o n s i d e r a t i o n  more th a n  a  c o n s i d e r a t io n  

to  be made i n  a c c e p t in g  th e  r e s u l t s  o f  t h i s  s tu d y .

F i n a l l y ,  a v a l i d a t i o n  s tu d y  was done t o  show t h a t  f o r  a g iv en  

copy theme, t h e r e  were no e f f e c t s  due to  u s in g  a com para tive  v e r s u s  

a s ta n d a rd  ad .  However, from th e  d e s c r i p t i o n  g iv e n ,  th e  co m p ara t iv e  ad 

in  th e  v a l i d a t i o n  s tu d y  a p p a r e n t ly  c o n ta in e d  v e ry  l i t t l e  com parison , 

as  w e l l  as a v e ry  s u b je c t iv e  one . I t  a p p ea rs  to  have been l i t t l e  more 

th a n  naming a c o m p e t i to r .  W i ls o n 's  s tu d y ,  d is c u s s e d  above, showed 

co m p ara t iv es  w hich g ive  l i t t l e  o r  no f a c t u a l  in fo rm a t io n  a r e  i n e f f e c t i v e .  

Thus, i t  seems, th e  v a l i d a t i o n  s tu d y  shou ld  be q u e s t io n e d ,  p a r t i c u l a r l y ,  

s in c e  th e  c o m p ara tiv es  in  th e  main s tu d y  ap p ea r  t o  have c o n ta in e d  a 

g r e a t e r  l e v e l  o f  com parison .

The O gilvy  and M ather Experim ent

This  exper im en t was c o n d u c ted  to  d e te rm in e  d i f f e r e n c e s  in  th e  

e f f e c t s  o f  3 0 -seco n d  t e l e v i s i o n  com m ercials  t h a t  name c o m p e t i to r s  

v e r s u s  com m ercials  n o t  s p e c i f i c a l l y  i d e n t i f y i n g  c o m p e t i to r s .

4
The E f f e c t s  o f  C om parative  T e le v i s io n  A d v e r t i s in g  t h a t  Names

Competing Brands (New York: O g ilvy  and M ather R e se a rch ,  1976).



R e s u l t s

In  t h i s  s tu d y  th r e e  s e t s  o f  ads were a n a ly z e d :  a l l  c o m p ara t iv e s ,

a l l  n o n -c o m p a ra t iv e s ,  and a  mix o f  co m p ara tiv es  and n o n -c o m p a ra t iv e s .  

From th e  a n a l y s i s ,  seven m a jo r  f i n d i n g s  were made.

(1) The s e t  o f  a l l  c o m p a ra t iv e s  c r e a t e d  g r e a t e r  n e g a t iv e  a t t i ­
tu d es  tow ard  a d v e r t i s i n g  in  te rm s  o f  b e l i e v a b i l i t y  and c o n fu s io n .

(2) The co m para tives  d id  n o t  c r e a t e  a  h ig h e r  aw areness  o f  th e  
sponsored  b ra n d s .

(3) The c o m p ara tiv es  d id  g e n e r a te  g r e a t e r  sponso r  m i s i d e n t i f i -  
c a t i o n  w i th  th e  named c o m p e t i to r s  b e n e f i t i n g .

(4) D e s p i te  i t s  n o v e l t y ,  t h e  on ly  c o m p ara tiv e  ( c o n t r o l )  commercial 
in  th e  non -co m p ara tiv e  group d id  n o t  in c re a s e  b ra n d  aw areness .

(5) The co m para tives  c r e a t e d  more s k e p t i c i s m  toward th e  commer­
c i a l s '  c la im s  and more m iscom m unication .

(6 ) In  m ost c a s e s ,  th e  co m p ara tiv e  com m ercia ls  were no more 
p e r s u a s iv e  th a n  th e  n o n -c o m p a ra t iv e s .

(7) When o n ly  one co m p ara t iv e  was seen in  a  group o f non-compara­
t i v e s ,  i t  was found to  be s i g n i f i c a n t l y  more p e r s u a s i v e ,  i n  te rm s  o f 
change in  p a s t  p u rc h a se s  v e r s u s  p o s t -p u rc h a s e  i n t e n t i o n s .  B u t ,  n o te  
t h a t  in  r e s u l t  # 4 ,  t h i s  same ad d id  n o t  s i g n i f i c a n t l y  i n c r e a s e  b rand  
aw aren ess .

Methodology

The e x p e r im e n ta l  d esign  was d e s c r ib e d  as  a p r e - p o s t  copy t e s t  

which in c lu d e d  exposure  to  one o f  t h r e e  s e t s  o f  3 0 -seco n d  t e l e v i s i o n  

com m ercia ls . The t h r e e  s e t s  o f  e i g h t  ads were com prised  in  th e  fo l lo w in g  

manner: 7 c o m p ara tiv es  and 1 n o n -c o m p a ra t iv e ,  7 n o n -c o m p a ra t iv e s  and 1

co m p ara tiv e ;  and th e  t h i r d  group was a m ix tu re  o f  co m p ara t iv e s  and non­

c o m p a ra t iv e s ,  in c lu d in g  a c o n t r o l  ad  o f  each ty p e .

In  each s e t  th e  same b ran d s  were used  w i th  t h e  on ly  d i f f e r e n c e  

i n  th e  ads b e in g  w hether o th e r  b ra n d s  were m en tio n ed  o r n o t .  The items 

s e l e c t e d  f o r  th e  s tu d y  were o f  h ig h  in c id e n c e ,  u s u a l l y  p u rc h a se d  by



fem ales , had r e l a t i v e l y  s h o r t  purchase c y c l e s ,  and were lo w - t ic k e t  

i tem s . The i tem s in c lu d e d  th r e e  brands o f  one h e a l t h  and beauty  a i d ,  

two b rands  o f  a drug p ro d u c t ,  and one b ran d  o f  a second h e a l th  and 

beauty  a id  p ro d u c t .  In  a d d i t i o n  to  th e s e  i te m s ,  th e  c o n t r o l ,  compara­

t i v e  commercial was fo r  a household  p ro d u c t  and th e  c o n t r o l ,  non­

com parative  was fo r  a b e v e rag e .

Other C o n s id e ra t io n s

S ince  th e  r e p o r t  t h a t  p re s e n te d  th e  s tu d y  on ly  d e sc r ib e d  th e  r e ­

sea rch  d e s ig n  as a p r e - p o s t  copy t e s t  and gave l i t t l e  d e t a i l  of the  

a c tu a l  m ethodology, v e ry  l i t t l e  can be p o in te d  ou t as c o n s id e r a t io n s  

to  be made concern ing  th e  r e s u l t s .  However, a few p o i n t s  can be made.

The sample c o n s is te d  o f  t h r e e  s e t s  o f  150 fem ale heads o f house­

h o ld .  In  th e  s tudy  to  fo l lo w ,  i t  was found t h a t  men showed a g r e a t e r  

p o s i t i v e  re sp o n se  to  com p ara tiv es  than  women. Thus, t h i s  c o n s id e r a t io n  

must be in c lu d e d .  However, one a lso  must n o te  t h a t  th e  t e s t  p ro d u c ts  

were p ro d u c ts  th a t  a re  n o rm a lly  purchased  by women.

A second c o n s id e ra t io n  i s  t h a t  a l l  t h e  comparisons were 30-second

t e l e v i s i o n  a d s .  But, as p o in te d  ou t in  th e  fo l lo w in g  s tu d y ,  can a

forum as  s h o r t  as a 30 -second  commercial be adequate  to  f a i r l y  communi-
5

c a te  a comparison? Even t h i s  s tudy  i n d i r e c t l y  makes t h i s  p o in t  in  

i t s  c o n c lu s io n  and f u r th e r  su g g es ts  t h a t  d i f f e r e n t  e f f e c t s  may be found 

f o r  o th e r  m ed ia ,  such as p r i n t .

^ E rn es t  A. Rockey, Comparative A d v e r t i s in g , F a i r  o r  U n fa i r? 
E f fe c t iv e  o r  I n e f f e c t i v e ? A Report to  t h e  A. N. A. T e le v is io n  Workshop, 
New York C i ty ,  February 2 4 -2 5 ,  1976, P re p a re d  by Gallup and Robinson, 
I n c . ,  1976, p .  1.



R e la te d  t o  th e  above i s  t h a t  th e  com parisons were a p p a r e n t ly  th e  

mere naming o f  c o m p e t i to r s .  I t  was p o in t e d  ou t above, th e  o n ly  d i f f e r ­

ence in  th e  t h r e e  s e t s  o f  ads  was w h e th e r  th e  com m ercials  named compet­

in g  b rands  o r  n o t .  Thus, i t  seems l i t t l e  in fo rm a t io n  was g iv en  f o r  th e  

p u rpose  o f com parison .

F i n a l l y ,  th e  s tudy  u sed  t h r e e  b ra n d s  o f  one h e a l t h  and b e a u ty  a i d  

p l u s  one b ra n d  o f  a second h e a l t h  and b e a u ty  a id .  C o n seq u en tly ,  h a l f  

t h e  ads in  e ach  s e t  o f  e i g h t  ads were f o r  h e a l t h  and b e au ty  a i d s .  With 

such s i m i l a r i t y  o f  p r o d u c t s ,  p lu s  o n ly  30 -second  a d s ,  p lu s  th e  naming 

(and  a p p a r e n t ly  on ly  t h a t  in fo rm a t io n )  o f  c o m p e t i to r s ,  i t  i s  f a i r l y  

e a sy  to  see  why most o f  t h e  s tu d y  r e s u l t s  were found , i n  p a r t i c u l a r ,  

t h e  m i s i d e n t i f i c a t i o n  o f  t h e  a d s '  s p o n s o rs .

The G allup  and Robinson S tudy

The G a llu p  and Robinson s tu d y  d i f f e r s  from th e  above s t u d i e s  in  

t h a t  th ey  w ere  exper im en ts  w h ile  t h i s  s tu d y  was an a n a ly s i s  o f  b rand  

c o n t r a s t s  w hich  appeared  on t e l e v i s i o n  ov e r  a two and o n e - h a l f  y ea r  

p e r io d .

R e s u l t s

From t h e i r  a n a ly s i s  o f  97 co m p ariso n s ,  G allup  and Robinson d i s ­

co v ered  a number o f  i n t e r e s t i n g  r e s u l t s  co n ce rn in g  usage o f  com pari-
6so n s .

F i r s t ,  c o r r e c t  sp o n so rsh ip  naming can be a problem  and c o n s id e r ­

a b le  a t t e n t i o n  can  be g iv en  th e  named c o m p e t i to r .  T h is  a l s o  was found 

i n  th e  O gilvy  and M ather s tu d y .  A second  f in d in g  was t h a t  "b ran d



r e g i s t r a t i o n ” d i f f e r e n c e s  were s i g n i f i c a n t  when au d io  and v id eo  compara- 

t i v e s  were u sed  v e r s u s  au d io  o n ly .  T h is  r e s u l t  seems re a s o n a b le  s in ce  

t h e r e  would be a g r e a t e r  chance o f  a v iew er p e r c e iv in g  a com para tive  ad 

which shows, a t  l e a s t ,  a com peting b ra n d ,  o r  even b e t t e r ,  g iv e s  a 

v i s u a l  d e m o n s tra t io n  o f  s u p e r i o r i t y  ov e r  a com peting b ra n d ,  as  compared 

to  a mere m en tio n in g  o f  a c o m p e t i to r .  I t  m ight a l s o  be n o te d  t h a t  by 

u s in g  bo th  th e  aud io  and v id e o  e lem en ts  o f  a t e l e v i s i o n  com m ercial, a 

sponsor can  u s u a l l y  p ro v id e  more in fo rm a t io n  t h a t  can  be comprehended 

and r e t a i n e d  th a n  by aud io  o n ly .  C o n seq u en tly ,  more in f o r m a t io n a l  

com parisons a r e  p o s s i b l e .

A nother o f  th e  s t u d y 's  f in d in g s  was t h a t  g r e a t e r  b ra n d  r e g i s t r a t i o n  

e x i s t e d  when two o r  more p ro d u c t  a t t r i b u t e s  were com pared. G re a te r  

r e g i s t r a t i o n  a l s o  accompanied com parisons which compared two o r  more 

c o m p e t i to r s .  T h is  c o r r e l a t e s  w i th  t h e  p o in t  made above c o n ce rn in g  th e  

u se  o f  b o th  aud io  and v id e o  f o r  co m parisons . — When more in fo rm a t io n  

i s  g iv e n ,  com p ara tiv e  ads  seem to  be more e f f e c t i v e .

The s tu d y  a l s o  found t h a t  when p r i c e  was em phasized , b ran d  

r e g i s t r a t i o n  was below norm al w h i le  n o n - p r ic e  em phasis had  th e  h ig h e s t  

r e g i s t r a t i o n .

F i n a l l y ,  t h e  s tu d y  found  b ran d  r e g i s t r a t i o n  was s i g n i f i c a n t l y  

b e t t e r  fo r  men th a n  women.

Methodology

The s tu d y  c o n s i s t e d  o f  a n a ly z in g  97 com parisons on t e l e v i s i o n  

from mid-1973 th ro u g h  1975.

R e c a l l  was used  to  f i n d  q u a n t i t a t i v e  and q u a l i t a t i v e  r e a c t i o n s  

t o  th e  co m parisons . The e x a c t  n a tu r e  o f  th e  q u a l i t a t i v e  v a r i a b l e s



was n o t  g iven , o n ly  t h a t  they  had no s i g n i f i c a n t  in f lu e n c e  on fa v o ra b le  

buying  a t t i t u d e .

The s tudy  d id  c o n t r o l  fo r  commercial le n g th ,  s ex ,  time o f day, 

and y e a r  of b r o a d c a s t .  The a n a l y s i s  e v a lu a te d  each  commercial a g a in s t  

a l l  o th e r  commercials used f o r  th e  same b ra n d ,  t h u s ,  brand was a lso  

c o n t r o l l e d .

O ther C o n s id e ra t io n s

S ince  th e  a c t u a l  methodology was n o t  g iven  in  d e t a i l ,  l i t t l e  can 

be done to  su g g es t  c o n s id e r a t io n s  to  be made in  u s in g  th e  s tu d y  r e s u l t s .  

T h e re fo re ,  i t  i s  n e c e s sa ry  to  assume t h a t  th e  r e s u l t s  a re  v a l i d .  In  

g e n e r a l ,  t h i s  seems to  be a r e a so n a b le  assum ption .

Summarizing th e  S tu d ie s

I f  one i s  w i l l i n g  te m p o ra r i ly  to  assume t h a t  th e  r e s u l t s  found in

the  p rec ed in g  f i v e  s tu d ie s  a re  v a l i d ,  d e s p i t e  th e  shortcom ings which

have been d is c u s s e d ,  then  the  f i g u r e  on th e  fo l lo w in g  page can  be used

as a gu ide  fo r  com parative  a d v e r t i s i n g  usage .

I n  F igu re  1, t h r e e  b a s ic  communication f a c t o r s  a re  g iven :
7

communicator, m essage, and re s p o n se .  Under each communication f a c t o r  

i s  l i s t e d  v a r io u s  outcomes found in  th e  p rec ed in g  s t u d i e s .  Each of 

th e se  s e p a ra te  outcomes was found to  have c e r t a i n  in f lu e n c in g  v a r i a b l e s .  

These in f lu e n c in g  v a r i a b l e s  a re  shown l in k e d  to  th e  v a r io u s  outcomes by 

use o f  d o t te d  l i n e s .  For example, in  th e  O gilvy and Mather ex p e r im en t ,  

a s in g l e  com parative  ad among non-com parative  ads was found more p e r ­

su as iv e  th an  s e t s  o f  a l l  com para tives  o r  a l l  n o n -co m p ara tiv es .  Th is

A g e n e ra l  d i s c u s s io n  o f  communication f a c t o r s  i s  g iven  in  th e  nex t 
c h a p te r .



Communicator

F ig .  1

KNOWN RESULTS AND THEIR INFLUENCING FACTORS 

Message Response

—I Sex (5)

More p e rs u a s iv e  (4)

— Copy theme (3)

M is id e n t i f i c a t io n  
(4  & 5)___________

Presence  o f  o th e r  
com paratives  (4 )

Higher b rand  
r e g i s t r a t i o n  (5)

Purchase 
i n t e n t i o n  (3)

Low claim s 
c r e d i b i l i t y  (1 & 4)

#  o f  b rands 
named (5)

#  of a t t r i b u t e s  
g iven  (5)

P re fe ren ce  fo r  
named co m p eti to r  (1 )

Absence o f  o th e r  
com paratives  (4)

Com petitive l e v e l  
o f  sponsorsh ip  (3)

Audio and v ideo  
u s e r  (5)

L i t t l e  g iven  in fo rm a t io n

Low i n t e r e s t  p ro d u c ts

N on-price  
com paratives  
used  (5)

Miscommunication (4)

More o f f e n s iv e  (2)

More c la im  r e c a l l  (1)

Less in fo rm atio n  
v a lu e  (2)

C onfusing (4 )

Less b e l ie v a b le  (2 & 4)

L i t t l e  brand d i f f e r e n c e  
seen (5)

Note: Arrows i n d ic a t e  e m p ir ic a l  l in k a g e s .

Numbers r e f e re n c e  th e  co rre sp o n d in g  s tu d ie s  and t h e i r  f in d in g s :

(1 ) P rasad  (2 ) Wilson (3) Golden (4) O gilvy and Mather (5 ) Gallup and Robinson


