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Abstract
Applying Hierarchy of Effects
Mode (cognition affect conation), the

objective of this study is to explore how
comparative advertisng influences consumers
cognition, atitude and purchasing intention after
they see a comparative advertisement. There are
two partsin this study. The first part tries to find
out how consumes purchasng decison
were affected after watching a comparative
commercid. A modd was fitted to explan
consumers  decison process. The second part is
to compare the differences on advertising
cognition, attitude and purchasing intention with
various compardive advertisng drategies and
Srength.
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