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Comparative Advertising
[bookmark: _GoBack]Advertisement is one of the fundamental concepts in marketing. Advertisement is a strategy that most companies utilize to bring their goods or services to public notice. Advertisement is also important because it is a way of influencing consumers’ buying behavior. Comparative advertising is also a form of advertisement that most companies use to compare their products against that of their competitors (del Barrio-García et al., 2020). Through comparative advertising, a company is able to present its product as superior to the competitor’s products. Comparative advertising is associated with various pros and cons from the lens of the advertiser, the advertiser's competitors, and the target market.
From the advertiser’s viewpoint, comparative advertising is important because the brand can acquire more followers. Most customers select a given product based on various factors such as quality and price, among others. Through this form of advertising, the advertiser is able to reinforce the positive associations for the current customers while at the same time attracting competitors’ customers (Sanders, 2021). Therefore, there is a possibility that some competitors’ customers might decide to purchase the advertiser’s products when the ad is more persuasive and informative. On the other hand, the advertiser could encounter legal actions if such ads are deceptive or if it provides false information regarding its competitors (Aksoy, 2019). 
From the advertiser's competitors' lens, the competitor is likely to benefit from free publicity and advertisement. The competitors benefit because they do not pay any cost for their products to appear in the public limelight. On the other hand, the competitor’s brand might appear inferior or bad as compared to the advertiser’s (Sanders, 2021). Therefore, clients might prefer the advertiser’s products. 
The target market can benefit from comparative advertising by getting more information regarding both brands. Based on this information, the target market is able to make an informed decision when purchasing these products. Contrary, the target market can get confused when fed with too much information (Sanders, 2021). Such confusion might reduce their trust in both products. 
In summary, comparative advertising is associated with various pros and cons from the lens of the advertiser, the advertiser's competitors, and the target market. Some of the advantages of comparative advertising include the attraction of more followers, free publicity, and provision of information to consumers. On the other hand, it can attract lawsuits, make one brand more inferior and enhance market confusion. 
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