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Coinparative adveriising is one of the methods used in the advertisement
to promote the sales of goods or services. This kind of advertising explicitly or
impliedly refers to the goods or services offered by other competitors in the
same market. Thus, it becomes a valuable source of information for consumers
when they decide to buy any goods or services. However, since comparative
advertising often identifies the quality, price or other features of goods or
services, it may affect the competitor’s goodwill. The crux of the issue is
whether comparative advertising is a fair trade practice.

In some developed countries and countries that form common market
like the European Union, it is recognized that comparative advertising is
possible for the public’s interest in a fair and functional market economy.
Therefore comparative advertising which does not include false statements

about competitor’s goods or services or does not contain misleading information
considered lawful.

In Thailand, there is no law or regulation specifically discussed the
problem of comparative advertising. It is therefore far from clear that whether
and to what extent Thai laws permit comparative advertising. |

According to this study, comparative advertising generally provides
consumers with useful information. thus enabling them to make a right and
reascnaole purchasing decision. However, it may at the same time undermincs
the reputation of other competitors. Thus, it is argued that although comparative
advertising should be allowed, it should also be controled. In this regard,
comparative advertising must contain proveable information and does not
discredit other competitors’ reputation. This will increase consumer

information and proniote free and fair competition in Thailand.





