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Abstract 
This research aimed in investigating the effect of two levels 

of comparative advertising (i.e., non-comparative ads, indirect 

comparative ads) on advertising effectiveness as measured by 

brand awareness, attitude toward the advertisement, attitude toward 

the brand and purchase intention.  

Since comparative advertising has been used widely by 

companies worldwide due to highly competitive market, it is 

essential for further research for the purpose of better 

understanding the effectiveness of this advertising tactic in Egypt.  

Meanwhile, this study mainly seeks to examine the 

advertising effectiveness by examining consumers’ responses to 

both indirect comparative ad. and non-comparative ad using 

experiment to test the research hypotheses, Therefore, the nature of 

research is causal conclusive. This form of research has been 

chosen as the main goal of the study is to decide a cause and effect 

relationship. 

Moreover, the sampling method used was “quota sampling” 

from the target population of this study represented by the students 

of Cairo and Giza governmental universities. the sample taken at 

the main gates of the universities at different times, days in the 

week to the respondent who agree to see the print ad. 



III 
 

 The findings show that indirect comparative advertisement 

is more effective than non-comparative advertisement in case of a 

print ad. creating more favorable attitude toward the advertisement, 

attitude toward the brand named affective attitudes after the 

exploratory factor analysis and there is no significant difference in 

case of brand awareness and purchase intention. 

 

 

Keywords: Comparative advertising, Noncomparative advertising, 
Brand awareness, Attitude toward the ad, Attitude toward the 
brand, Purchase Intention. 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 



IV 
 

Table of Contents 
 
 

Acknowledgements ....................................................................................................................  

Abstract ............................................................................................................................................ 

Table of Contents ......................................................................................................................... 

List of Figures .............................................................................................. .................................. 

List of Tables ................................................................................................................................. 

I 

II 

IV 

VIII 

IX 

 
 
Subject 

 
Page 

Chapter One 

Introduction to the Study 

 

1.1 Introduction …………………………………………………………………………...……................. 2 

1.2 Research Background ……………………………………………………………….……...………. 3 

1.3 Research Problem ……………………………………………………………………….…….……... 5 

1.4 Research Questions ………………………………………………………………...……...……….... 6 

1.5 Research Objectives …………………………………………………………………………………. 7 

1.6 Research Hypothesis ………………………………………………………………………..………. 8 

1.7 Research Methodology ……………………………………………………………………...….….. 9 

1.7.1 Target Population ………………………………..……………………………………….….. 9 

1.7.2 Sampling Method …………………………………………….……………….………………. 10 

1.7.3 Data Collection Method ……………………………………...…………….………………. 12 

1.8 Constructs and Variables ………………………………………………………………………….. 13 

1.9 Data Collection …………………………………………………….……………….………………….. 13 

1.10 Questionnaire Design ………………………………….………………………….………………. 14 

1.11 Data Analysis …………………………………………….…………………….………………….….. 16 

1.12 Research Limitations ………………………………….….……….……….……………………... 17 

1.13 Thesis Structure ………………………………………….……………………..…………………... 18 



V 
 

Chapter Two 

   Literature Review 
2.1 Introduction ……………………………………………………………………………..……………... 20 

2.2 Literature Review …………………………………………………………………………………….. 20 

2.3 Comparative Advertising …………………………………………...……………………………... 21 

2.3.1 Intensity (format) of Comparative Advertising …………….……………….……. 30 

2.4 The Efficacy of Comparative Advertising: The Advertising Companies 

View…................................................................................................................................ ............... 

 

35 

2.5 Advertising Effectiveness ……………………………………………………………….…………. 36 

2.5.1 Definition of Advertising Effectiveness …………………….……………….…….… 36 

2.5.2 Measurements of Advertising Effectiveness ………………….….………………... 37 

2.5.2.1 Brand Awareness …………………………………………………………………... 39 

2.5.2.2 Attitude Towards Advertising ………………………………....……………... 40 

2.5.2.2.1 Antecedents of Attitude Toward the ad …………………….... 42 

2.5.2.3 Attitude Towards the Advertised Brand …………...…….……………... 44 

2.5.2.4 Purchase Intention (PI)……………….…………………….……….…………... 45 

2.6 Hierarchy-of-Effects Model ………………………………………………………………………. 46 

2.6.1 The Relationship Between the Comparative Advertising and Its 

Effectiveness Through HOE Model …………………………….…………………… 

 

52 

           2.6.1.1 Cognitive Outcomes: The Relationship Between the 

Comparative Advertising and Brand Awareness: …….………... 

 

52 

2.6.1.2 Affective Outcomes: The Relationship Between the 

Comparative Advertising and Attitude Towards Advertising 

……………………………………………….…….…………….............................. 

 

 

54 

2.6.1.3 Affective Outcomes: The Relationship Between the 

Comparative Advertising and Attitude Towards the 

Advertised Brand …………………………………….……….……………... 

 

 

56 



VI 
 

2.6.1.4 Conative Outcomes: The Relationship Between the 

Comparative Advertising and Purchase Intentions 

……………….…………………………………………………………..…...……... 

 

 

57 

2.7 Comparative Advertising Effect and Cultural Differences……………………………... 59 

2.8 Conclusion ………………………………………………………………………………………………. 64 

 

Chapter Three 

Research Methodology 
3.1 Introduction……………………………………………………………………………………………... 66 

3.2 Research Method ………………………………………………………………………….………… 66 

3.3 Research Design ………………………………………………………………………….…………… 67 

3.4 Methodology …………………………………………..……………………………………………….. 67 

3.5 Procedures …………………………………….……………………………………………………..…. 68 

3.6 Target Population ……………………………...………………………………………………….…. 73 

3.7 Sampling Method …………………………..……………………………………………………........ 73 

3.8 Data Collection Method …………………………………………………………………………….. 76 

3.9 Pilot Test ………………………………………………………………………………………….……… 77 

3.10 Questionnaire Design ……………………………………………………………………............. 79 

3.11 Data Analysis ……………………………………………………………………............................. 85 

3.12 Conclusion ……………………………………………………………………………………………. 86 

 

Chapter Four 

Data Analysis and Hypotheses Testing 

4.1 Introduction……………………………………………………………………………………………... 88 

4.2 Entering and Encoding the Data Collected from the Survey Lists…………………. 88 



VII 
 

4.3 Processing the Data Collected from the Survey Lists ………………………….………. 89 

4.3.1 Missing Data Handling ……………………………………………………………………… 90 

4.3.2 Exploratory Factor Analysis ………………………………………………………........… 90 

4.3.3 Reliability and Validity Tests ………………………………………………………….…. 111 

4.3.4 Confirmatory Factor Analysis …………………………………………………………... 119 

4.4 Descriptive Statistics ………………………………………………………………………………... 127 

4.5 Inferential Statistics: Conducting Statistical Analyses and Testing Hypotheses 

…………………………………………………………………………………………………...…………… 

 

132 

4.6 Conclusion ……………………………………………………………………………………………….. 138 

 

Chapter Five 

Research Discussions, Recommendations, and Conclusion 

5.1 Introduction………………………………………………………………………………………...……..... 142 

5.2 Discussion ………………………………………………………...………………………….….…............. 142 

5.2.1 The Main Research Question and Hypothesis …………………..……………........... 142 

5.2.2 The First Research Question and Sub-Hypothesis ……………………….…........... 143 

5.2.3 The Second Research Question and Sub-Hypothesis …………………...…........... 145 

5.2.4 The Third Research Question and Sub-Hypothesis ……………………................. 150 

5.3 Contributions of The Study………………………………………………………………….……..… 152 

5.3.1 Academic Implications …………………………………….……………………………...…… 153 

5.3.2 Managerial Implications ……………………………………………………………..……….. 153 

5.4 Recommendations…………………………………………………………………………………...…... 155 

5.5 Research Limitations ………………………………………………………………………………...…. 156 

5.6 Conclusion …………………………………………………………………………..…………………........ 157 

References …………………………………………………………………………………...…………………… 158 

Appendices………………………………………………………………………………………………………... 174 



VIII 
 

Appendix 1: Questionnaire ………………………………………………………………………………... 175 

Appendix 2: English Summary……………………………………………………………………………. 182 

Appendix 3: Arabic Summary ………………...………………………………………………………...... 192 

 

List of Figures 

Figure 

no. 

 

 

Subject 

Page 

no. 

1.1 The Conceptual Framework of The Research ……….………………………………. 9 

1.2 Thesis Structure ………………………………………………………………………..………... 18 

2.1 Antecedents of Attitude Toward the ad …………………………………………………. 43 

2.2 Hierarchy of Comparative Advertising Effects Model ……………………………. 49 

2.3 The Relation Between Individualism- Collectivism Societies and 

Comparative Advertising intensity ………………………………….…………………… 

 

62 

2.4 Egypt cultural dimensions ………………………………………………...…………………. 63 

3.1 Indirect Comparative Advertisement …………………………………...………………. 69 

3.2 Non-Comparative Advertisement ………………………………………………………… 71 

4.1 Parallel Analysis Results ………………………………………………………………………. 94 

4.2 Confirmatory Factor Analysis Path ………………………………………………………. 122 

4.3 Participants’ Distribution According to University ………………………….…..… 128 

4.4 Participants’ Distribution According to the Given Type of Advertisement 129 

4.5 Research Sample Opinions Regarding Advertising Effectiveness 

Dimensions………………………………………………………………….……………………… 

 

131 

4.6 Modified Research Conceptual Framework …………………………………………. 133 

4.7 Advertising Effectiveness of Non-Comparative and Indirect Comparative 

Ad……………………………………………………………………………………………………….. 

 

137 

 



IX 
 

List of Tables 

 

Table no. 

 

Subject Page 

no. 

1.1 Sample Classification …………………………………………………….………………. 11 

1.2 Independent and Dependent Variable …….………………………………………. 13 

2.1 Definitions of Comparative Advertising ……...………………..…………………. 24 

2.2 Main Effects of Comparative Versus Non-comparative …………………… 50 

3.1 Results of Independent Samples T-Test for Equality of Means for 

Comparative Advertising Intensity………………………………………………… 

 

72 

3.2 Sample Classification ……………………...…………………………………...………… 76 

3.3 Pre-Test Results for Internal Consistency Reliability ………………………. 78 

3.4 Research Variables and Measurements…...……………………………………… 80 

4.1 Opinions Encoding ……………………..…………………..…………………………….. 89 

4.2 Total Variance Explained Based on an Unrestricted Principal 

Components Analysis (VARIMAX-Rotated Solution) 

…………….……..……………………………………..………………………………………….. 

 

 

92 

4.3 Parallel Analysis Results ……………………...……………………...………………… 94 

4.4 Results of Minimum Average Partial (MAP) Test ……………………………... 95 

4.5 The Deleted Items Based on the Criteria…………………………………………. 98 

4.6 VARIMAX-Rotated Factor Matrix: Full Set of Variables …………………….. 99 

4.7 VARIMAX-Rotated Factor Matrix: Reduced Set of Variables……………... 101 

4.8 Item Descriptive Statistics and Correlations ……………………………………. 106 

4.9 Kaiser-Meyer-Olkin (KMO) and Bartlett's Test ………………………………... 108 

4.10 Variable-Specific MSA Values…………………………………………………………. 108 

4.11 Residuals Matrix …………………………………………………………………………... 110 



X 
 

4.12 Measurement Model Assessment Criteria …………………………….…………. 117 

4.13 Results of Fornell-Larcker Criterion ………………………………………………. 118 

4.14 CFA Model Fit Indices …………………………………………………………...………. 123 

4.15 CFA Model Estimates ………………………………………………………………..…… 124 

4.16 Reliability and Validity Tests After Items Exclusion, Composite 

Reliability, and Convergent Validity of CFA…………………………………….. 

 

125 

4.17 Item-Total Correlation After Items Exclusion………………………….............. 126 

4.18 Participants’ Distribution According to Their University …………..…….. 127 

4.19 Participants’ Distribution According to The Given Type of 

Advertisement …………………………………………………………………………..….. 

 

128 

4.20 Weighted Mean of The Responses and its Trend ………………………..……. 130 

4.21 Research Sample Opinions Regarding Advertising Effectiveness 

Dimensions ……………………………………………………………………………..….… 

 

131 

4.22 Results of Kolmogorov–Smirnov Test of Normality with Lilliefors 

Correction ………………………….…………………………………………………………. 

 

135 

4.23 Results of Levene's Test for Equality of Variances …………………………… 135 

4.24 Hypotheses Testing Results ……………………………………………………….….. 137 

4.25 Hypotheses Results …………………………………………………………………...….. 139 

   

 



1 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  



2 
 

1.1 Introduction: 

This study aims to examine the effect of different levels of 

comparative advertising intensity on advertising effectiveness in 

Egypt. In this chapter, the study background mentioned the 

developing significance of comparative advertising and provide 

an overview of the previous work done on its effectiveness; this 

chapter then moves on to specifically highlight an overview of the 

thesis by introducing the following areas of the research: 

• Research Background 

• Research Problem 

• Research Questions  

• Research Objectives 

• Research Hypotheses 

• The Conceptual Framework of The Research 

• Research Methodology 

• Research Limitations 

• Thesis Structure 

  


