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ABSTRACT
False advertisement shows obvious faults on surface. Actually, false advertisement
is included in the “misleading advertisement” category. Today, there is a new type
misleading advertisement that doesn’t have obvious faults on its’ surface but it
contains some implication that may lead consumers’ wrong comprehension. My
research focused on this kind of misleading advertisement.

According to David M. Gardner’s classification of misleading advertisement, my
research designed four experiment groups to test how consumers’ comprehension will
be affected by this kind of misleading advertisements and brands. Group 1 contains
two advertisements of well-known brand.:One has higher complexity level of
claim-fact discrepancy and claim-belief interaction, and the other has lower
complexity level. Group 2 are all the sameas-group 1 except the two advertisements
belong to a new brand. Group 3 contains two advertisements that have the same
higher complexity level of claim-fact discrepancy and claim-belief interaction but
different in brand. Group 4 contains two advertisements that have the same lower
complexity level of claim-fact discrepancy and claim-belief interaction but different
in brand. I compare consumers’ reaction of two different advertisements in every
group. Besides that, I although want to know whether consumers believe information
which they get from misleading advertisement.

The results shows the nearly 90% consumers are mislead by those misleading
advertisements of the research. The lower complexity level of claim-fact and
claim-belief in advertisement, consumers can get more correct information.
Misleading advertisement has negative effect on well-known brand. Consumers tend
to believe information which they comprehend from advertisement of well-known
brand, even though this information may be wrong. That will really hurt consumers’
right and business’ goodwill.
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