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Abstract

It has been submitted that the credibility of adigements and indeed, the
advertising industry in general, might be tarnished a result of
competitive advertising.  Against this backdropge thresent study
examined competitive advertising and its role, esy in the growth
phase of a product. With specific reference to DuPlearmaceutical
Company Limited, Enugu, the study investigatedrtie of competitive
advertising as a promotional tool for improved puetl performance and
differentiation between competing brands at grostdge. The study used
a survey research method. The marketing departrmeatnal staff of
Juhel constituted the population of the study. Jihgple random sampling
technique was used to select 100 staff. Findingsvel that competitive
advertising has impact on the growth phase of pebdit influences
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demand for a specific product brand, promotion isrendeveloped and
active at this phase, and it differentiates prodfrom the competitors’
and increases or prefects sales volume at this @h&sme factors that
facilitated the role of competitive advertisinggbwth phase of product
included provision of new information to consumé&ased on the above
findings, some key recommendations were made araiuston drawn.

Introduction

The emergence of competitive advertising in themtiiophase of product in the

market has brought about several noticeable befdditelopments for the

company’'s product. But, at the same time, it hamight about its attendant
problems that discourage or make a member of adeestto be reluctant in

employing competitive advertising at the produabvgh phase because some
long term consequences of competitive advertisiag be seriously detrimental

to the advertising firm(s).

Potentially negative effect of competitive advents is the
misidentification of sponsoring brands. Competitadvertising might increase
salience of competing brands without improving eoner awareness of the
brand sponsoring the message. An important paessielgative impact of
competitive advertising concerns credibility be@as ad for one brand may not
be viewed by consumer as a highly credible sourtenformation about
competing brands due to logical likelihood of maréive intent. It has been
observed that users of competitive brands usuatlynter-argue, thereby
producing a boomerang effect. To this effect,dhly sought to investigate the
role of competitive advertising on product gromtage.

Resear ch Pur pose
In order to better understand the problems neegisgjt this study, the study
intends to empirically examine/assess competittheegtising and its role on the
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growth stage of a product introduced in the markath specific reference to
Juhel Phamaceutical Company Limited, Enugu.

Vi.

Vii.

The specific objectives were:

To examine the impact of competitive advertising the growth
phase of a product,

To examine the influence of competitive advertisimgdemand for a
specific brand.

To find out why promotion becomes less informatared appeals
more to emotions during the growth phase.

To find out why competition is developed and actatethe growth
phase.

To examine whether competitive advertising difféises product
from the competitors and increases or protects salime.

To determine the factors that facilitate the rolie competitive
advertising, especially at the growth phase ofragamy’s product.
To make recommendations based on the findings akoto to
enhance the role of competitive advertising duthmg growth phase
of a product.

The following hypothesis were formulated to guitle study and were tested at
the end of the investigation at 0.05 level of sigance:

Ho;:

Ho:

Competitive advertising does not influence thended of a specific
product brand.

There is no significant difference between saldsme at growth stage
and sales volume at other stages of a produatyifte.

Theoretical Review
All products and services have certain lifecyclearing this period, significant
changes are made in the way the product is behanitige market or its sales
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performance in the market. Since an increasedfitpris the major goal of any
organization, the product’'s life cycle (PLC) managat is very important
(Romninos, 2011:3).

The life cycle refers to the period from the pratkiéirst launch into the
market until its final withdrawal. The life cyct®ncept may apply to a brand or
to a category of product. A PLC can be divided isgveral stages characterized
by the revenue generated by the product. Prodaaldpment is the incubaton
stage of the product life cycle. There are no saled the firm prepares to
introduce the product. As the product progressesith its life cycle, changes in
the marketing mix usually are required in order ajust to the evolving
challenges and opportunities.

One of the strategies to be used is competitiveriding. According to
Wang (1996), competitive advertising can be defiasdthe strategy used in
competitive situations, where competitors attenopintrease their own market
share at the expense of others. Competitive adirggtior put in another form,
comparative advertising, can be defined as adimgtthat compares two or more
specifically named or recognizably presented brarfidee same generic product
or service class, and makes such a comparisossne of one or more specific
product or service attributes (Wiikie and Farri¥3p According to the Federal
Trade Commission (FTC) in the United States of Aoee(USA), “Competitive
advertising is defined as advertising that compaaéiernative brands on
objectively measurable attributes or prices, ardtifies the alternative brand by
name, illustration or other distinctive informatidrin the European Union (EU),
enactment of directive 97/55/EC concerning mislegdiand comparative
advertising reads: “Comparative advertising meany advertising which
explicitly or by implication identifies a competitor goods and services offered
by a competitor”. Comparative advertising can lassified according to whether
it is direct or indirect.

Competitive advertising is a commonly used typeadfertising that
communicates the unique benefits of a product,edifitiating it from the

70



Uduji & Ankeli Competitive advertising ... hospitality industry

competition. It also points out features of a brarmich may not be available in
other brands, but does not directly name a congpet@ompetitive advertising is
pointing to demand increase for specific producttted company. Since the
product is at its growth stage, competition is diggyed and active. Therefore,
the goal of competitive advertising is to differiete product from other
competitors’ and to increase or product/sales vel{itarketing Mimihu, 2007).

Competitive advertising increases the willingness gay for the
sponsoring brand and it may reduce the willingriespay for the compared
brand. It may also be seen as a complement if comsuderive benefits from
consuming the advertising together with the prodefcthe sponsoring brand.
Competitive advertising can be considered contasetl because it makes a
“comparison or a superiority claim”. In fact, imgtly or explicitly, in every
competitive advertising, either the message “mylpcbis better than ...” or “my
product is as good as ..."” is contained. Thus a etitnge advertising is always
potentially directly informative (Jigjid, 2009: 4).

Firms use competitive or brand advertising whenr@pct enters the
growth phase of its product life cycle. During tpisriod, other companies begin
to enter the market place instead of building dedrfanthe product. The goal of
competitive advertising is to influence demanddga@pecific product brand at this
stage. Often, promotion becomes less informatintappeals more to emotions
during this phase. Advertisements may begin tasstseibtle differences between
brands, with heavy emphasis on building recall &r@nd name and creating a
favourable attitude towards the brand.

Automobile advertising has long used very compatitimessages,
drawing distinction based on such factors as qugl@rformance and image
(Bowen & Chaffe, 1973). Special interest groupdl sippeal to endorse
competitive advertising for several reasons. Fiistis alleged that such
advertisements provide consumers with informatibat twas not previously
available. Competitive advertising furnishes mand better information, thereby
assisting consumers in their choice and evaluatibproducts and services.
Second, it is held that competitive advertising pete manufacturers to strive
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for product improvement, otherwise they run th& 1 public embarrassment
when their brands are positioned against superards in the market. Finally, it

is argued that such advertisement is likely to lmeneffective for advertisers.

Competitive advertising novelty has the potentislédnhanced selective attention
as a result of the mentioning of competing braads, the likelihood of increased
support by users of the sponsoring brand.

On the other hand, critics of competitive adventishave voiced several
objectives of the practice. First, they chargd twmparative advertisement is
prone to overloading consumers with information.mare serious consequence
of this type of advertisement is that it may infiae consumer choice through
misidentification of brands in the advertisemerecond, critics contend that
users of competitive brands may counter-argue fuirtbrands, thereby
producing a "boomerang” effect. Finally, it wagaed that consumers may be
duped by unscrupulous advertisers who fail to preseir and truthful
comparisons or claims. Thus, the credibility of edisgements and indeed, the
advertising industry in general, might be tarnisteexda result of competitive
advertising (Stephen, et al., 1983: 1).

The present study examined competitive advertisamgl its role,
especially in the growth phase of a product.

Research Method
A survey research design was adopted for the stidiynary and secondary data
were used. Primary data were gathered througletetad questionnaires, oral
interview and personal observation. The questibaneontained structured
questions to probe into the research problem. Skggndata consist of
information from the internet, books, journals, amothers.

The target population for the study comprised @0 Pharketing staff of
Juhel Pharmaceutical Company Limited, Enugu. Stmg@ndom sampling
technique was adopted in selecting the sampledfiZO0 staff. A structured
questionnaire was used in data collection. Thestipmnaire consist of two
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sections: A and B. Section A was made up of pexsgeta of respondents, while
section B contained twenty three question itemsyeéoerate answers to the
research questions using a four-point likert typales In addition to the

guestionnaire, oral interviews were used to efesiponses which enriched work.
Frequency and simple percentages were employedalyzing the responses.
Chi Square was used to test the hypothesis al@@bof significance.

Results and Discussion
Hypothesis 1

Ho;: Competitive advertising does not influence the demand for a specific
product brand at growth phase.

Table 1 shows the results for the test for infleeat Competitive Advertising on

demand of a product.

Table 1: Influence of Competitive Advertising on demand of a product

Options X? Sig (2-tailed) | Remark
Demand is high at owth stag 6.21 | 0.00C S
Demand is less at growth sti 1.2¢ | 0.06% N/S
Competitive advertising alters demand| 6.6¢ | 0.00C S
growth stage

More products are demanded as a resu| 9.3¢ | 0.00C S
competitive advertising

Competitive advertising increaseemanc| 3.65 | 0.00z S

at growth stage

Overall 5.4: | 0.01 S

Table 1 shows a significant value of 0.000 and ®f® high demand at growth
stage, competitive advertising alters demand awvtjretage, more products are
demanded as a result of competitive advertisingl, emmpetitive advertising
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increases demand at growth stage respectively. niMdbe, demand is less at
growth stage has a non-significance value of 0.065

Hypothesis 2

Ho,: There is no significant difference between sales volume at growth
stage and salesvolume at other stages of a product life cycle

Table 2 shows the result of the test for the dififee between sales at growth

stage and sales at other stages of a produciytife.c

Table 2: Difference between sales at growth stage and sales at other stages of a
product life cycle

Options X Sig (z-tailed’ | Remarl
More products are bought at growth pt 5.3t 0.007 S

More sales are experienced at other 7.2 0.024 S
Sales remain the same at every p -0.1: | 0.89¢ N/S
Increased procction of product at growt| 6.8¢ 0.00cC S
phase

Increased production at every pt -1.87 | 0.06z N/S
Overall 3.5( 0.19¢ N/S

Table 2 shows a significant value of 0.007, 0.08d &.000 for more products
are bought at growth phase, more sales are expedeat growth phase, and
increased production of product at growth phaspedsvely. It also shows a not
significant value of .896 and .062 for sales renth@ same at every phase and
increased production at every phase. The resblsefore, show that there is a
significant difference between sales volume at ginghase and sales volume at
other phase of a product life cycle.
Data analysis indicated a strong positive relatigms between

competitive advertising and the growth phase ofipet, as evidenced from the
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sides taken by the respondents. For instance, ityapdrespondents (80%) were
of the opinion that competitive advertising havepatt on the growth phase of
product. Further, 70% supported that promotioless informative and appeals
more to emotions during the growth phase. Alsés &3 respondents supported
the view that competitive advertising influencesndads for a specific product
brand.

A greater percentage of respondents were of th@apthat competition
seemed to be more developed and active at thisephad that competitive
advertising is capable of differentiating producini the competitors’ and of
increasing or protecting sales volumes. There vgdmglar opinions on the
impact of comparative advertising on the growthgghaf product.

The findings agreed with earlier submissions tha tlefinition of
competitive advertising should not only focus oe froduct-based attributes.
Price may also be included as a dimension in cdtiygetadvertising (Della
Bitta, et al., 1981: 14; Sewall and Goldstem, 1978: And, it is clear that other
factors may also be used as bases for comparisthn.therefore, seemed
appropriate to define competitive advertising ag aavertisement that compares
the sponsored brand against any other explicittpethcompetitive brands along
any attribute relating to product, service, pricearket standing, or even
company factors, such as image and status. THigaa long way to melt down
the critics’ views against the use of competitideextising at the product growth
stage due to its negative impact which includes:pitoneness to overloading
consumers with information.

A more serious consequence is that these advedrgsmmay influence
consumer’s choice through misidentification of lwnnamed in the
advertisement. Second, users of competitive braraiscounter-argue for their
brands, thereby producing a ‘boomerang’ effectwds argued that consumers
may be duped by unscrupulous advertisers or claifisus, the credibility of
advertisers and indeed, the advertising industryeimeral, might be tarnished as
a result of competitive advertising (Stephen, gt1&85).
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Finally, the tests of hypotheses at 0.05 leveligificance showed that
competitive advertising influences demand of a gigeproduct at the growth
phase, and there is a difference between salesneoii growth phase and sales
volume at other phases of product life cycle. ‘Ehfasdings were supported by
Wang (1996), Feichtinger, et al., (1994), Seith7@9and Feichtinger and
Jorgensen (1983), who reported that firms use ctitiyeeadvertising to promote
the sales of their products and increase their etaskare at the expense of
others.

The findings have implication that portends graimals for the policy
makers, marketers, advertising practitioners ferfthure of advertising practices
and the advertising industry as well. There is tleed for the advertising
industry to come up with a policy regarding the aeompetitive advertising by
firms when their products are at the growth phaBee policy should be
statutorily backed in order to make it more effextand enforceable whenever
the rules of the games have been violated by tboseerned. In this regard, it
will be easy to determine its effects on the madtgtomes.

Another way forward is to set up the practice stadsl or requirements
and the conditions to be met before it is permitach conditions may include
the following:

i. it should not be misleading.

ii. It should not compare goods and services meetmgdme needs or
intended for the same purpose.

iii. It objectively compares one or more material, refeyverifiable and
representatives features of these goods and sgrwdeich may
include price.

iv. It does not create confusion in the market placevden the
advertiser and a competitor or between the adeestisade marks;
trade names; other distinguishing marks or goodseovices and
those of a competitor.

76



Uduji & Ankeli Competitive advertising ... hospitality industry

Vi.
Vii.

viii.

It does not discredit or denigrate the trade marksle names, other
distinguishing marks, good, services, activitiegiocumstances of a
competitor.

For products with designation of origin, it relateseach case to
products with the same designation

It does not present goods and services as imitaiforeplica of
goods or services bearing a protected trade mariade name.

It does not trade unfair advantage of the reputatiba trade mark,
trade name or other distinguishing marks of a cditgueor of the
designation of the origin of a competing product.

Recommendations
Subsequent to the aforementioned outcomes ofttiily &nd the discussions that
followed the following recommendations are hereladm

1.

There is need to formulate or design a competifiaticy that is

statutory backed in order to make it more effectarad enforceable
whenever the rules of engagement in the practicecarhpetitive

advertising are violated by those concerned. Tliishelp to checkmate
its perceived effects on the market outcomes.

There is also the need to establish practice stdadar certain

requirements that shall be met before the use wipetitive advertising
is permitted in the growth phase of product.

It is also recommended that the definition of cofitipe advertising

should not only be restricted on product attributather should include
also price as a dimension in competitive advewisihis clear that other
factors may also be used as bases for comparisdherefore seems
appropriate to define competitive advertising ag advertisement that
compares the sponsored brand against any otheicidypihamed

competitive brand(s) along any attribute relatingproduct, service,
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Vi.

price, marketing standing, or even company facsoich as image and
status.

Competitive advertising should not only be usedhasgrowth phase of
product just to influence demand for a specificdut brand, but should
also be used in building for the product categditye essence to make
promotion become more informative and not only afipg to emotions

during this phase.

The use of very competitive messages drawing disbins based on
such factors as quality performance, and imagésts recommended in
the use of competitive advertising on the growthgshof product.

The use of competitive advertising should be tadeit establishing
consumer preference and increase sales volumeisatptiase. The

marketing team may modify their marketing mix a$of@s:

Product: New product features and packaging options, imprere
of product quality.

Price. Maintained at a high level of demand is high, educed to
capture additional customers.

Distribution: Distribution becomes more intensive. Trade dist®un
are minimal of resellers show a strong intereshéproduct.
Promotion: They should increase advertising to build brand
preference.

They must ensure that at this phase, the use ofpetitme
advertising is not meant to mislead the market randt also ensure
that it compares goods and services meeting thee saseds or
intended for the same purpose.

They must ensure that competitive advertising atgtowth phase of
product does not create confusion in the marketepteetween them
and their competitors or between their trade matksje names,
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other distinguishing marks, goods or services dmube of their
competitors.

Conclusion

This research work reports the results of a studgettaken in Juhel
Pharmaceutical Company Limited, Enugu, which exasinthe role of
comparative advertising, especially at the growihse of products. The results
indicate that competitive advertising impacts oa fproduct growth phase and
provide evidence that competitive advertising ieflaes demand for a specific
product brand through the provision of new inforimat to consumers.
Regarding not including product related attributethe definition of competitive
advertising, the finding raised various objectid@ashe practice. This could be
substantiated by further research work.

Finally, in spite of the objective raised to theagtice of competitive
advertising in relation to its role on the growthage of product, the study has
relevant policy implications for the advertisingnfis and in assessing the role of
competitive advertising on the growth phase of pobd These formed the basis
of recommendations.
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