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ABSTRACT

The purpose of this study was to analyze the effects of comparative advertisement brand typi-
cality and need for recognition in outdoor apparel market. This study was created with a mixed
factorial design of 2 (Advertisement types: Comparative advertisement vs. General advertisement)
X 2(Brand Typicality: High Brand vs. Low Brand) X 2 (Need for Cognition: High vs. Low). The
results of this study are as follows: First, it was shown that comparative advertisement had a
greater positive influence on attitudes toward advertising intentions in comparison to general
advertisements. Second, while comparative advertisement was more effective than general adver-
tisement for outdoor apparel brands with low typicality. Third, consumers with higher need for
cognition showed a preferred attitude toward advertising intention when met with comparative
advertising in contrast to general advertisement. Fourth, when consumers with higher needs for
cognition were exposed to advertisement for brands of lower typicality, there was higher positive
influence on the attitudes toward advertisement intention with comparative advertisement in com-
parison to general advertisement. This means the comparative advertisement may be effective for
the new garment brand or the garment brands having low typicality to secure the cognition
quickly from the consumers having high need for cognition.

Key words: attitude toward advertisement(Z32LH| &), brand typicality(E2#H =
comparative advertisement(H]337), need for cognition(1A] &),
outdoor apparel(¢FxE0] o)
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(Table 1> The Average and Standard Deviation for Attitude Toward Advertising According to Advertisement Types, Brand

Typicality and Need for Cognition

Brand Typicality

High Brand Low Brand Total
variable (Northface) (BeanpoleOutdoor)
Need for Cognition
H L Total H L Total H L
Comparative Advertising 2.99 2.87 2.93 3.63 2.97 3.29 3.31 2.92
Advertisement (.99) (.90) (.94) (1.0) (.76) (.95) (1.0) (.83)
Types General Advertising 2.90 2.77 2.83 2.92 2.94 2.93 291 2.86
(.92) (.80) (.86) (.87) (.81) (.84) (.89) (.80)
Total 2.95 2.82 2.89 3.27 2.96 3.11 3.11 2.89
(.95) (.90) (.90) (1.0) (.78) (91) (.99) (.82)
Mean(SD)



{Table 2> The 3-way ANOVA for Attitude Toward Advertising According to Advertisement Types, Brand Typicality and

Need for Cognition

variable 55 df MS F-value
Brand Typicality (A) 10.91 1 10.91 12.21%*
Need for Cognition(B) 10.14 1 10.14 11.35%*
Between
A x B 1.86 1 1.86 2.09
Error 360.78 404 .89
Advertisement Types(C) 11.10 1 11.10 11.50%**
A xC 3.96 1 3.96 5.89*
Within B xC 5.66 1 5.66 8.41%*
A xBxC 5.72 1 572 8.51%*
Error 271.82 404 .67

*p< 05, **# K01, *** X001

{Table 3> The Simple Interaction Effect of Advertising Types and Brand Typicality According to Need for Cognition

variable g8 df MS F-value
e N
Error 17787 204 87
Advertisement Types x Brand Typicality 04 1 04
at Need for Cognition(L) ’ ’ 08
Error 110.80 202 .55

(Table 4> An Analysis on Simple Main Effect between Advertisement Types and Brand Typicality of a group having

higher Need for Cognition

variable 55 df MS F-value
Advertisement Types
at Brand Typicality (H) 45 1 45 P
at Need for Cognition(H) '
Error 60.26 103 0.59
Advertisement Types
at Brand Typicality (L) 25.24 1 25.24 21,035
at Need for Cognition(H)
Error 101.24 100 1.01

% 001
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