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more favourable attitudes or feelings and the final two steps (conviction and purchase) were 

referred to provoke the desire and motivated the purchase action. These functions of advertising 

were further divided into cognition, affect and conation. Cognition was linked with intellectual, 

mental or rational states; affect related to emotion or feeling states and conation referred to 

striving or behavioural states (Lavidge and Steiner, 1961).   

 

Moreover, research in the field of comparative advertising has devoted attention to cognitive, 

affect and conation variables. Different results were found, with some studies being in favour of 

comparative advertising format while some produced undesirable outcomes. In the cognitive 

advertising function, Prasad (1976) suggested that the direct brand comparison advertisement 

improved the recall of the claim, but not that of the brand, as it lowered the advertisement’s 

perceived credibility. Conversely, Grewal et al. (1997) meta-analysis found that comparative 

advertising usually elicited message and brand awareness and increased the information 

processing among the consumers. Similarly, Harmon et al. (1983) found that comparative 

advertising actually contained more objective information cues and content than their non-

comparative counterparts. The authors had also focused on: (1) Informativeness as perceived by 

the message audience (that was evaluated on the effect of intensity and directionality) and (2) 

Informativeness as measured by objectively evaluating the content of information-related cues 

against a uniform set of criteria (Resnik and Stern, 1977). The authors further examined the 

product group that had the highest information content and concluded that the advertisements for 

durable products emphasized on the greatest number of information cues. This was because the 

durable products were relatively complex and had a greater scope for objective comparison of 
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