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This research is aimed to study a comparative advertising in order to find the types of
comparative advertising, the characteristics of comparative advertising including advertising visual

images of comparative advertising, will lead to a proper and creative comparative advertisment.

The qualitative research is used for this study. The researcher studied the ideas and con-
cepts regarding the comparative advertisement, which are selected into 120 pieces by a researcher
from many resources i.e. "Luzer's Int'l Archive” an international-standard advertisement library, the
nominees from New York Festival and The One Show book contest, including the nominees from
TACT Award, Thailand. After that 89 pieces were chosen as samples by the experts. Then, the
researcher analyzed such samples to find the types, the characteristics of comparative advertising

and advertising visual images of comparative advertising in the publication.

The results of the study are:

1. There are 4 types of comparative advertising, which are respectively as follows: 1)
general competitor comparison, 2) direct comparison, 3) indirect comparison, and 4) comparisons
with a fictitious brand (brand X). Speaking 5 characteristics of comparative advertising, superiority
comparatives was mostly found at 87 pieces. There is no use of any other characteristic compari-
sons but Parity Comparatives in 2 pieces. Therefore, the superiority comparative characteristic is
assumed to be most appropriate to use in the publication.

2. 14 types found among 26 ones of the advertising visual image. The most frequently
used in comparative advertisng is respectively as follows; 1) Comparative Juxtaposition Ilustration,
2) Without Words Iilustration, 3) In the Beginning was the words Illustration, and  4) Telling

Story Illustration.





