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Comparative advertising and advertising wars

I'epxo T. B., cmyo. Il k. BI'Y,
nayy. pyx. cm. npen. Kykogey O. C.

A few recent decades have changed a lot in the world of advertising. Media
and techniques involved are constantly getting more various and intricate; today’s
advertisements appear everywhere from public transport to the walls of buildings.
The enormous amount of information flows into the consumer’s mind. That is the
reason why it is extremely difficult for advertising agents nowadays to achieve the
most important goal — to come up with a truly memorisable ad.

As the competition for consumer’s attention is getting really fierce, no wonder
the majority of the world biggest commercial enterprises try to find the most ef-
fective way to succeed in this struggle. Eventually they resort to comparative ad-
vertising, i. e. any form of paid promotion which compares one company’s prod-
uct or its specific characteristic to the one of another brand. This type of promo-
tion, on the one hand, is considered to be more beneficial to the consumer than
traditional advertising, as prices during «advertising wars» between companies
tend to go down. However, such a technique can mislead people if it contains in-
complete or outdated information, and the reaction of the society on these wick-
ed comparisons can be in fact ambiguous.

It seems pretty obvious that comparative advertising leaves a poor mark on the
image of the company and makes it look unattractive. Although McDonald’s and
Burger King are undoubtedly global companies with countless incomes, they of-
fer nothing but junk food. That is the reason why their constant arguments on the
question whose burger is bigger or contains more meat sound funny. Nevertheless,
the method is widely used even by such influential producers as BMW, Audi,
Bentley, Mercedes and Microsoft, and this fact arouses perplexity.

If we look deeper, it turns out that car producers’ advertising strategy is rath-
er aggressive. In 2003 appeared a poster showing a hungry cheetah (BMW X5)
chasing Mercedes ML coloured as zebra. Than there was a real advertising war
between old rivals - BMW and Audi — in 2006. It began with BMW saying from
its poster: «Congratulations to Audi for winning South African Car of the Year
2006. From the Winner of World Car of the Year 2006». Audi’s answer wasn’t
long in coming: «Congratulations to BMW for Winning World Car of the Year
2006. From the Winner of Six Consecutive Le Mans 24 Hour Races 2000-2006»,
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when suddenly two more brands interfered in the dialog. Subaru noticed: «Well
done to Audi and BMW for winning the beauty contest. From the winner of the
2006 International Engine of the Year», and Bentley’s poster explained who was
really ruling the roost without a word.

The fight was renewed in 2009, when in a Los Angeles billboard advertise-
ment for its A4, Audi called out BMW by simply stating the words, «Your move,
BMW». BMW quickly responded to the challenge by posting an ad on an adja-
cent billboard for its M3 with the word «Checkmate». Ironically, things didn’t end
there again. Audi came back with a billboard for its exotic R8 which stated «Your
pawn is no match for our king». However, BMW was determined to get the last
word, and tethered a zeppelin featuring its F1 sports car to Audi’s R8 billboard
declaring «Game over» [3].

Advertising wars are consequent result of making advertising comparisons; they
occur extremely frequent nowadays and it’s impossible to enumerate even the brightest
ones. As a rule, they can be noticed on billboards outdoors or in commercials on TV.

Making comparisons in advertising is actually not new. However, considera-
ble changes connected with the phenomenon began in 1972, when Federal Trade
Commission issued a statement that allowed advertisers to name their competitor’s
brand instead of the mysterious «brand X» that was used in advertising compari-
sons earlier as a long-established practise. Furthermore, the major television net-
works were asked to accept such commercials in order to broaden the consumer’s
awareness of the competing companies and their products. That was the crutial
point that increased the number of comparative ads greatly. It’s nowadays allowed
in EU by a Commission proposal for an EEC Council Directive to use comparative
advertising in the case it objectively compares material, relevant, verifiable and
fairly chosen features of competing goods or services and does not mislead, cause
confusion or denigrate a competitor. Similar rules are used in the United States.

The effectiveness of comparative advertising is difficult to estimate, as there are
plenty of suggestions and no reliable calculations concerning the changes in sales.
It’s a common tendency to believe that negative information is usually stored better,
thus generating the impact that any advertisement is targeted at. On the other hand
the unpleasant impression can be transferred directly to the brand itself. As long as
the numbers proving the effectiveness of the phenomenon in comparison to other
kinds of advertising are not announced, the only conclusion we can make is that the
reputation is worth damaging, as the overwhelming majority of the biggest trans-
national corporations continue to build their advertising campaigns in such a way.
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ConuajbHO-IKOHOMHYECKOE CTAHOBJICHHE
cyBepenHoii CioBakum: perasperaadastra

Tpunxo A. A., cmyo. Il k. I'pl'Y um. A. Kynanul,
Hayy. pyk. npen. Ilasnoeckuii E. B.

B xon1e npomnoro Beka crpansl LlenTpanbHoit u Boctounoit EBpornsl pas-
HBIMH crioco0amMu JIOOMJIHCh CBOCH HezaBrucUMOCTH. OOpeTst mpaBo caMOCTOs-
TEJIFHO MPOBOIUTH BHYTPEHHIOK U BHEUIHIOK MOJUTHKY, PA3JIMYHBIMH CIIOCO-
6aMu OHU Ha4aJIu CBOU Iy Th CTAHOBJIEHUS. HEKOTOpPBIE HCIOIB30BaAIN OJIIUTHKY
«IIIOKOBOM Teparnumny», HEKOTOPbIE — 00JIee CIIOKOWHBIE BU/bI PRIHOYHOTO pedop-
mupoBanusi. Eciu nipo Ionbiny, KoTopast paccMaTpUBaeTCsl KaK MOJIOKUTEIIbHBIH
IIpUMep ITPUMEHEHHS «IIOKOBOH Tepanumy, 3HAal0T MHOTHE, TO CIIelyeT paccKa-
3ath # 1po CII0BaKuIO, KOTOPasi BEIOpaIa Iy Th CIOKOWHBIX PHIHOYHBIX pedopM.

CrnoBakusi — 9T0 HEOOJIBIIOE TOCYIapCTBO, HAXOMASIIEECS B CAMOM LEHTPE
EBpomnbl. [1nomans cTpaHbl coOCTaBIIsIeT JOBOJIEHO CKpoMHBIe 49 035 kB. KM, a Ha-
cenenne ctpanbl Ha utonb 2014-ro cocraBmsano 5 443 583 wenoseka. Ceromus
CroBakust — IaJleKo He camast sipKasi, HO BIIOJIHE OJarornojydyHasi eBporneickas
ctpana. OHa SIBISeTCS WICHOM TaKUX KPYITHBIX MEXKTyHapOIHBIX OpraHU3alnH,
kak EBpometickuii coro3 n BcemupHast ToproBasi opranu3aius, a Takyke 4JICHOM
eBpo30HBI. CIIOBaKuUsl UMEET OBOJIBLHO BbIcOKHe mokaszatenu BBII: 149,9 mupxa
nomn. CHIA B 2014 r. u 3anumaer 72-e Mecto B Mupe; pasmep BBII Ha nymry Ha-
cenenus B 2014 1. cocraBui 27,700 nomnn. CIHA, uto mo3Boiauio 3aHaTh CIOBaKUU
61-e MecTO B MUPOBOM PEHTHHIE; TEMIIbI POCTA IPOMbINLIEHHOCTH B 2014 I. co-
craBwin 6,7 %, 4To coorBeTcTBYeT 30-MYy MECTy B MUPOBOM pedTuHre [1].

Hctopus CrnoBakuM Kak HE3aBUCHUMOI'O TOCyJapcTBa Hadajlach 1 stHBaps
1993 1. mocne pacnana Yexocnoakuu. Cpasy ke rociie pacnaja cTpaHa okasa-
JIaCh B TSXKEJIOM 3KOHOMHUYECKOM MOJIOXKEHUHU, YUUThIBasi, 4TO 0Kosio 80 % ue-
XOCJIOBAIIKOH MPOMBINIIEHHOCTH JlocTaniock Yexun. Ho pedopmsr 1998-2006 rr.
niomoriii CIIOBaKHHY BBIBECTH CBOIO IIPOMBILIICHHOCTH Ha HOBBII ypoBeHb. CTaiu
MOSIBIISITHCS KPYTHBIE HAIMOHAIBHEIE TpeanpusiTus, Takue kak U.S.SteelKosice
(Metanmnyprus), Slovnaft (HedTsaHas TPOMBINUIEHHOCTH). OJHAKO Ba)KHEHIIINM
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