Rin Shems Umvcrs:tv

Faculty of Commerce
Business Administration
Department

Examining the Relationship between Comparative
Advertising and its Effectiveness

Ll 18 g 45 jlaal) cilidle ) ¢y ABNalf Al

Thesis Submitted in Fulfilment of the Requirements for the Degree of Master
of Business Administration

Prepared by
Ferial Farouk Megahed

Under the Supervision of

The Main Supervisor The Second Supervisor
Prof. Dr. Gihan Ragab Dr. Reham Ibrahim El Seidi
Professor of Marketing Associate Professor of Business Administration
Faculty of Commerce Faculty of Commerce

Ain Shams University Ain Shams University

2018



Thesis Defense Committee

Prof. Dr. Amr Hassan Kheir El Din

Professor of Marketing & Head of Business
Administration Department
Faculty of Commerce — Ain Shams University

"Chairman"

Prof. Dr. Wael Abd El Razek Kortam
Professor of Marketing & Head of Business
Administration Department

Faculty of Commerce — Cairo University

"Member"

Prof. Dr. Gihan Abd El Moniem Ragab
Professor of Marketing
Faculty of Commerce - Ain Shams University

""Senior Supervisor"

Date: 4/7/2018




sl eI alll g

tosalz a9 Tl ¥ 2t i)
fieall el 2l 2

(32)2\3‘ 8)8l) 8) guu



Acknowledgments

First and Foremost, I thank Allah for granting me the persistence to
accomplish this research.

I always fall short of words to express my sincere appreciation and gratitude
to my great supervisor Prof. Dr. Gihan Ragab - Professor of Marketing in
Faculty of Commerce -Ain Shams University who has supported me
throughout the thesis with her endless support, guidance, patience, and
motivation. I never felt that I am her student; she has always treated me like a
daughter. THANK YOU

I would like to express my sincerest thanks to Dr. Reham Ibrahim El Seidi -
Associate professor of Business Administration in Faculty of Commerce -Ain
Shams University. For her precious remarks and guidance and devotion of
time and energy among the stages of the entire thesis.

With a lot of gratitude and appreciation. I thank Prof Dr. Amr Hassan Kheir
El Din Professor of Marketing & Head of Business Administration
Department in Faculty of Commerce - Ain Shams University, for agreeing to
be the chairman of the thesis defense committee and for his never lasting
guidance and direction since I was a fresh student and up till now. I am really
honored to be his student.

I would like to express my sincere thanks to Prof. Dr. Wael Abd El Razek
Kortam - Professor of marketing & Head of Business Administration
Department in Faculty of Commerce - Cairo University, for his generous time,
effort and professionalism. It is really a great honor to have him as an external
examiner of the thesis defense committee.

At last but not least, I would like to thank my family, my kids and my father
who has supported me and celebrated with me every step along the way




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.
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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.
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Chapter One
Introduction



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:

e Research Background

e Research Problem

e Research Questions

e Research Objectives

e Research Hypotheses

e The Conceptual Framework of The Research
e Research Methodology

e Research Limitations

e Thesis Structure



