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Abstract— This research examines the effectiveness of comparative advertising in Thai consumers.
The research studies the influences of the comparison types, product category types and individual
difference in personality (need for cognition and consumer aggressiveness) on advertising
effectiveness (ad attitude, brand attitude, and purchase intention). The results from experimental
studies reveal that, for a utilitarian product, comparative (vs. noncomparative) advertising is more
effective. However, for a hedonic product, comparative (vs. noncomparative) advertising is less
effective. Personality differences also impact advertising effectiveness. Need for cognition interacts
with ad types on ad effectiveness. For a utilitarian product, comparative (vs. noncomparative)
advertising is more effective for consumers with high need for cognition. However, for consumers
with low need for cognition, the two ad types are similarly effective. For a hedonic product, this
interaction does not influence ad effectiveness. In addition, consumer aggressiveness interacts with
ad types. For consumers with low aggressiveness, noncomparative (vs. comparative) advertising is
more effective. However, for consumers with high aggressiveness, noncomparative (vs. comparative)
advertising is less effective. This research results in the understanding and contribution to the body
of knowledge in the area of comparative advertising effectiveness in Thai consumers. Advertisers or
marketers can apply the results of this research for more effective formulation of advertising strategy.






