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ABSTRACT
The severity of environmental degradation is no longer a mirage for the human being
living on the earth. Ecological balance is unsustainable due to not only environmental
vengeance but also human activities that continuously occurs undoubted
environmental damage. Its obviousness is so pervasive that there is no other way left
for everybody than to conceive an upcoming precarious fi.1ture. Resources last forever,
and the earth ha~. a unlimited capacity to heal itself are the fundamental assumptions
based on which a civilization is built - is now in for an awfi..11 shock. Thus,
environmental concern, for mankind as a whole, is no longer an option, but it is a
must.
Many organization, government and non-government, is engaging themselves in
green movements to save the nature. Environmental disasters now attract high profile
news coverage. Conveying green messages through television is one of the effective
means to create environmental consciousness that many organizations persistently
consider. This research study is based on assessing the impact of such a green
message that is plant trees to save the environment on television in the context of a
developing country, Bangladesh.
This study begins with an elaborate introduction of the importance of environmental
consciousness. The description of green marketing concept and its illustration in
Bangladesh makes the beginning of this study extremely interesting. Besides, the
depiction of vast demographic and geographic condition of Bangladesh and its capital,
Dhaka, provide a deep understanding of conducting this research study in the context
of a developing country. A lucid depiction of problem statement that is how do
certain factors affect the audience of green advertising at Dhaka Metropolitan City to
form an attitude towards the green marketing concept that is to plant trees to save the
environment is conveyed here that leads the reader to visualize the problem of this
research study. Most importantly the research objectives those are (1) to identify a
demographic profile of the audiences who are exposed to the Green marketing
advertisement. (2) to explore certain factors of the advertisement regarding Green
Marketing conce~pt and the reaction pattern (environmental consciousness) of the
audiences of Dhaka Metropolitan City and (3) to identify the relationship between
certain factors of green advertisements and the attitude of the audiences of these green
advertisements towards green marketing concept are clearly illustrated. Moreover, the
scopes and limitations of this study those are (1) this study exposes a developing
country environment that is Bangladesh and geographically based on only Dhaka
Metropolitan City, the capital city of Bangladesh. So the other cities of the country are
unexplored. (2) green marketing has many fields such as green packaging, green
pricing etc but CJnly green advertising has been discussed in this research, (3) one
aspect of Green movement that is "Planting trees" covered in this study where the
other aspects such as using environment friendly products, using less polluted engines
or vehicles, dumping chemicals in the water etc. are ignored in this study and (4) One
vehicle of corn1T1unicating message, television is used to detect the effectiveness of
Green Marketing concept hence the other popular media such as radio. newspaper etc
are not being discussed provide the reader a clear direction to scrutinize this research
study. Finally. the importance of conducting this study leads to the development of
the literature review chapter.
viii
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Following the introduction, delineation of an extensive base of relevant theories and
the illustration of different models furnish the literature review of this study. These
theories and models are related to green marketing concept and the means of
conveying the green marketing messages, that is green advertising. Along these
literatures, the theoretical models of previous study give the researcher a strong base
to formulate the conceptual framework for this research study.
The chapter 're~.earch framework' is given fulfillment by the illustration of the
conceptual fraimwork and the description of ways by which the factors or variables
constitute the framework. There are ten independent variables namely humor, fear,
guilt, rational appeal, involvement, message length, repetition, celebrity's
attractiveness, trustworthiness and expertise those have been tested against the three
dependent variables namely attitude towards the green advertising, attitude towards
the brand that is green marketing concept and the purchase intention that is plant or
not plant. How the theories extracted from the previous chapter abet the researcher to
develop the framework is also vividly demonstrated in this chapter. Along these, the
elucidation of the factors in the context of Bangladesh and the findings from the
previous researches precedes to the development of the ten research hypotheses those
are the crucial concern for this study.
The methods and procedures for collecting and analyzing the needed information to
conduct this study are elaborately agitated in the 'research methodology' chapter. The
apposite type of research design that has been used for this study is Ex Post Facto
design where the subtype used is survey to accomplish the research objectives.
Secondary data for this research study has been collected from various sources
includes Bangladesh Ministry of Environment and Forestry, Bangladesh Bureau of
Statistics. Bangladesh Demographic and Health Survey, Newspapers, journals of
consumer research, marketing research, advertising research, psychology and a wide
muster of text books related to marketing, consumer behavior, advertising, green
marketing, psychology etc. And primary data has been collected with the conduct of
structured interview that involves distributing self-administered questionnaires. Nonprobability sampling is the appropriate sampling design for this study where the
researcher has u ~ed convenience sampling technique to select the sample from the
target population who are the audiences of Bangladesh Television living in the 15
Thanas in Dhaka Metropolitan City. Determination of the sample size or the number
of the respond ems participating in the survey that is 385 and the pre-exposition of the
statistical test thc se are frequency and percentage in each category of the demographic
profile of the respondents and Bivariate analysis with Spearman's Rank Correlation to
kst each of the ten research hypotheses, applied give this chapter a fruitful shape.
1

Two types of statistics, Descriptive and Inferential, has been analyzed in the 'data
analysis and findings' chapter. Frequency analysis for the demographic profile of the
respondents of this study and the statistical testing of hypotheses furnishes this
chapter eloquently. Moreover, the reliability testing of the scales that measure the
variables under this study has explicitly demonstrated in this chapter. The values of
alpha for all the variables are more than 0.6 (the minimum requirement for reliability)
and states that all the scales used to measure the variables of this research study are
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reliable. Except for the first hypothesis, all other nine hypotheses of this study have
found substantiated at the significant level lower than 0.05.
Following is the chapter of 'research results' which has been depicted with the test
results of both descriptive and inferential statistics. The result from the descriptive
statistics reveals that the majority of the respondents of this research study are female,
age between 26 to 35 years old, single, office employee, income range of below or
equal 4,000 Talrn and bachelor degree. The minority of the respondents are male, age
above 45 years, widow with children, income 10,001 Taka and above and possess
diploma or higher than master degree. The result from the hypotheses testing divulges
that there is no relationship between humor and attitude towards green advertising,
but there is a relationship between fear and attitude towards green advertising, guilt
and attitude towards green advertising, rational appeal and attitude towards green
advertising, involvement and attitude towards green advertising, message length and
attitude towards green marketing concept, repetition and attitude towards green
marketing concept, celebrity's attractiveness and purchase intention, celebrity's
trustworthiness and purchase intention, and celebrity's expertise and purchase
intention. Elaborate interpretations of the hypotheses testing have made this research
study more imperative of how certain factors do and do not act according to the
theory. How can cultural discrepancy be influential to form attitude of the respondents
is also unveiled here.
Ultimately, the achievement of the three research objectives and the resolution of
research problem those have been illustrated in 'discussion and implications' chapter
draw a desirable end to this study. An effective implication has also been delineated
against both - academic and business point of view. It is recommended by the
researcher that the advertising agencies should be very cautious while using emotional
appeal, should invest more resources and time to conduct researches, should consider
to promote green marketing concept through other media than television. It is also
recommended that other departments of the government along with the Forestry
Department should take initiatives to preserve the nature. Similarly, the government
should encourage non-government organization to launch green campaign by giving
subsidies and should allocate money to upgrade environmental degradation and to set
environmental research institute. And the government should not only strengthen the
enforcement of environmental preservation laws but also discourage the user of
wooden made products. These robust sets of recommendations for the government
and the business sectors give this study a final touch of accuracy and fulfillment.
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Chapter 1
1.1 INTRODUCTION
1.1.1 An overview of the environmental consciousness:
The earth has a finite ability to support life, known as its carrying capacity. Although
finite at any given time, the threshold at which that carrying capacity would be
exceeded is not fixed (Peattie, 1992). Therefore, sustainability of this carrying capacity
is crucial to take into account in order to share the earth's resources.
The view of the earth as an unlimited supply of resources for exclusive human use no
doubt evolved in prehistoric time when human numbers were small and the Earth's
resources did indeed inexhaustible. The massive increase in economic activity and the
upsurge in population growth in the last 200 years, however, have brought us face-toface with the planet's limits. For example, in the past. 100 years, half of the world's
tropical rain forests have been destroyed along with countless species of plants and
animals due to the increase in biomass energy, overuse of forest land for increasing
number of human habitats, intense pollution etc.
Since the advent of agriculture, about 33% of the world's forests have been cleared
and converted to other uses, mostly farms and human settlements. The heavy use of
forests might not be so bad if efforts were made to replant trees at a rate
commensurate with cutting. In developing countries, for every 10 trees cut down, only
1 tree is planted.
Deforestation, overgrazing and inappropriate agricultural activities claim a twentyfour billions of it each year - washed or blown away, leaving only the rock and
subsoil behind. Deforestation over the twenty years increased from 100,000 square
kilometers a year to 170,000. Once the trees are gone, the land that remains is subject
to drought-and also soil erosion. Forests are great retainers and recyclers of water:
land covered with woodland absorbs twenty times more rainwater than bare earth.
Without it, the water just runs off- bringing flooding, erosion, and impaired fertility.
With forest cover, the water is absorbed, and gradually released, sleeping out more
slowly over a longer period. Forty percent of the world's populations rely on
mountain range forest cover for stable water supply (Wheatley, 1993).
In the 1980's, environmental calamities dominated the news. Almost daily, headlines
trumpeted oil spills, toxic waste dumps, massive destruction of the forests etc. A hole
punctured the ozone layer, and the production and release of greenhouse gases have
risen rapidly in the past 40 years. These issues are no longer in someone else's
backyard faraway, but in our own (Ottman, 1998). The growing urgency of issues
such as the depletion of ozone layer, the danger of global warming or greenhouse
effect have increased the public's, and therewith the consumers', environmental
awareness. This means that the success of any company (profit or non-profit
organization) is becoming more and more dependent on its environmental
performance (Koechlin and Muller, 1992).
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During the past decade, there has been a growing awareness of environmental issues.
It is now widely recognized that widespread international environmental degradation
and resource depletion face both current and future generations. Deterioration of the
environment is not only causing deaths but also deterioration of the human race by
substantially increasing birth defects and other genetic adversities. On top of the
environmental degradation, our natural resources are being exploited indiscriminately.
As stated in a 1988 Environmental Protection Agency (EPA) report, 'Waterways
served as industrial pollution sites; skies dispersed smoke from factories and power
plants, and the land proved to be a cheap and convenient place to dump industrial and
urban wastes'. This situation has not improved substantially. In fact, our current levels
of resource consumption and waste generation are not considered sustainable in the
long run (Samii, 1998). In a more dramatic way, Hart (1997) describes the situation as
'depleted farmland, fisheries, and forests; choking urban pollution; poverty; infectious
diseases; and migration are spilling over geopolitical borders'. He maintains that as
we try to satisfy our needs, we are destroying the ability of future generations to do
the same (Samii, 1998). Thus environmental problems are real, founded in science,
and globally threatening. They are increasing because of rapid population growth and
expanding economic activity. They can solved only by a commonsense alliance of
business, government, and environmentalists (Clarke, 1994).
The signs of environmental degradation and the depletion of the natural resource base
in the whole of South Asia are very clear. They were brought to the notice of the
world during the successive major floods that hit most of Bangladesh in 1987 and
again in 1988. Bangladesh, a small country of 147,570 square kilometers and over
120 million people, suffers not only from floods but also from droughts, soil
degradation, deforestation, unplanned urbanization and industrialization, depletion of
water resources and forest cover and even from signs of increasing aridity which
could lead to desertification (Statistical Division and Ministry of Finance & Planning,
1983).

1.1.2 Evolution of the 'Green Marketing' Concept:

*

During the late 1980s the term 'green marketing' became one of the great business
buzzwords, often spoken but rarely understood. Obviously it is not difficult to see that
green marketing has to be the marketing of the future. The activities of the industries
are not currently sustainable. The environment cannot supply the resources they
consume or deal with the pollution they create indefinitely. Gradually businesses,
both private and public sector, will be pushed towards better environmental
performance by the rising costs of resource inputs and by legislation to control
pollution outputs. What is perhaps less obvious is that the green marketing should be
the marketing of the present.
Since the early 1970s authors like Drucker have been promoting the idea of an allembracing marketing concept. In this, marketing involves managing the whole
business from the point of generating customer satisfaction. Relating the whole
business to the customer and implementing such a wide-ranging version of marketing
is an attractive concept. Most marketing academics endorse it, and many companies
claim to have adopted it. In practice however, such 'total marketing' is relatively
uncommon among companies.

Page

2

Green Advertising in Bangladesh
Chapter I

Green marketing forces companies back towards Drucker's concept of total marketing
because customer satisfaction is related partly to:
1.
2.
3.
4.

Products and their packaging.
The pollution and the waste from the processes that produce them.
The raw materials and energy involved.
The impact of company policies on the environment, the workforce and
the other countries.
5. How Company manages its resources and investments.
6. The environmental performance of its suppliers.
Marketing theory tends to view people purely as consumers. The implicit assumptions
are that satisfaction is only produced by the consumption of goods and services. To
understand green marketing, it is necessary to envisage a continuum of consumer
behavior. At one extreme end of the continuum is rampant consumerism. At the other
extreme are the conservers typified by the sort of self-sufficient lifestyle portrayed in
the TV program 'The Good Life'. In between are an infinite number of customer
types. Once alerted to green issues, most people inevitably begin to move from
thoughtless consumption towards becoming a conserver. The green marketer needs to
abandon the view of the customer simply as a consumer, and begin to understand
them more as a person. The aim of green marketing is to generate as much, if not
more, customer satisfaction at a profit, by having less of everything else: less raw
materials and energy, less pollution, less waste, less packaging, less replacement
purchases and less overheads (Peattie, 1992). Successful green marketers no longer
view consumers as individuals with insatiable appetite for material goods, but as
human beings concerned about the world around them, how they themselves interact
with the rest of the nature and cognizant of how material goods impact their lives
positively as well as negatively, short-term as well as long-term (Ottman, 1998).

1.1.3 Green issues - the physical environment:
1. "Ozone depletion: The ozone layer in the stratosphere plays an important role in
filtering out the sun 's harmful ultra-violet radiation. Without it, the incidence of
skin-cancer would increase dramatically. Ozone is destroyed by atmospheric
chlorine contained in gases such as chlorofluorocarbons (CFCs) and methyl
chloroform:
2. Global warming: During the 1980s human activity released up 5,700 million tones
of carbon dioxide into the atmosphere each year. Such releases contribute to the
build up of' greenhouse gases' in the atmosphere. This is expected to increase the
amount of the sun's energy, which the atmosphere traps.
3. Renewable energy: Fuels directly derived from biological sources are known as
biomass fuels. Wood is the earliest known and most widely used biomass fuel.
Around 54 percent of all wood consumption are for fuel, mainly in developing
countries. Half the world's populations still rely on wood for their energy, a
demand that is leading in many places to deforestation and soil erosion.
4. Air pollution: The result of the usage of energy is air pollution. It causes serious
problems in itself, and also contributes to other problems such as global warming,
Ozone depletion and acid rain. There are a wide range of air pollutants including
the following:
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• Carbon dioxide (C02): C02 is a naturally occurring atmospheric gas, but
increasing levels are a major contributor to global warming. The burning of fossil
fuels and deforestation by fire release large qualities of C02 into the atmosphere.
• Chlorofluorocarbons (CFCs): CFCs are the most infamous contributors to
stratospheric ozone depletion. There are also powerful greenhouse gases.
• Sulphur oxides: These result from the burning of fossil fuels and are major
contributors to acid rain and the resultant damage to plants and aquatic life.
• Nitrogen oxides: Another set of gases produced by burning fossil fuels and by the
fertilizer industry. They contribute to acid rain, ozone depletion, photochemical
smog and global warming.
• Carbon monoxide: Eighty-five percent of carbon monoxide comes from car
exhausts. It makes a minor contribution to global warming, but is a significant
health hazard, particularly in urban areas.
• Low-level ozone: Ozone is produced as a by-product of many industrial processes
and from the interaction between sunlight and car fumes.
• Hydrocarbons: Methane (the main constituent of natural gas) is 60 times more
powerful as a greenhouse gas than carbon dioxide. It is produced naturally by
decaying vegetation and animal wastes.
5. Deforestation and forest damage: the total area of global forest has declined by
around 6 percent during the last twenty years. The burning of large areas of forest
also releases carbon in to the atmosphere and contributes to global warming. Air
pollution and acid rain has also led to increasing levels of damage within the
remaining forest areas.
6. Desertification and soil erosion: Soil erosion is a natural process, but one that has
been greatly accelerated by agriculture and deforestation. The process of
Desertification now affects over 35 percent of the earth's land surface and over 1
billion people.

1.1.4 Green issues - the human environment:

*

Health: The health of any population is affected by a range of environmental
factors including water supplies, sanitation, exposure to chemical toxins and the
occurrence of natural disasters.
Smoking: Among the many green health issues, smoking has been singled out
for environmentalist concern. As well as the health risks involved, smoking produces
pollution, litter and fire hazards. The tobacco monoculture is also leading to
deforestation and land degradation in some producer countries (Peattie, 1992).

1.1.5 Environmental Tribulation in Bangladesh:
The signs of environmental degradation and the depletion of the natural resource base
in the whole of South Asia are very clear. They were brought to the notice of the
world during the successive major floods that hit most of Bangladesh in 1987 and
again in 1988. Bangladesh, a small country of 147,570 square kilometers and over
120 million people (Mitra, Al-Sabir, Cross and Jamil, 1996-1997), suffers not only
from floods but also from droughts, soil degradation, deforestation, unplanned
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urbanization and industrialization, depletion of water resources and forest cover and
even from signs of increasing aridity which could lead to desertification.
In Bangladesh, 25% land should be covered with forest but only 6% of the land are
covered with forest. With the country's population estimated at 120 million in 1991
and the intercensal growth rate of 2.2 percent per annum, the pressure on the
remaining forest resources is severe. Fragmentation of land and reduction of plot size
is continuing in rural Bangladesh (Anwar and Siddique, 1997).
The current situation and severity of the problem:

The country has gone through many kinds of difficulties in the past, from political
repression by various rulers and an independence war to repeated natural calamities.
Rapid population growth has seriously undermined prospects of economic prosperity.
The Lush Sal forests have been converted into railway sleepers and the once densely
forested slopes of the Chittagong Hills are slowly slipping into rivers. Mangroves are
being cut down to make way for shrimp culture which provides quick returns at the
cost of conservation of a complex coastal ecosystem which has always protected the
people and the land against the might of the sea.
Because the carrying capacity of forests has been continuously exceeded as a result of
the ever-increasing demand for cultivable land, wood and various forest products, the
forest ecosystems have collapsed in most parts of the country. The land has been
brought under cultivation and put to other uses, which in many cases have proved to
be ecologically unsustainable.
Desertification is evident in the northwest while fierce typhoons and tidal waves
frequently batter open coastal lands and settlements because they are without
protective tree cover. Cowdung and other valuable biomass, which could be used as
fertilizer is burned as, fuel because firewood is no longer available. People are facing
a multitude of difficulties caused directly or indirectly by nationwide deforestation,
but the worst consequences of forest destruction are still to be experienced.
Deforestation:
The area classified in legal terminology as 'forest' has not changed much during the
last twenty years and covers about 15 percent of the total land area. The real forest
coverage is much less, however, because land may be classified as 'forest' even if
there are no trees.

Deforestation in Bangladesh is not a very recent phenomenon. It had already begun to
accelerate rapidly decades ago when the fast growing population needed land for
cultivation, wood for housing and cooking, and various other forest products for
household consumption. Colonial rulers simultaneously extracted timber for their
overseas needs while the resources of the forest administration did not cope with the
uncontrolled consumption pressure. The Forest Department has never had adequate
resources to manage forests effectively in Bangladesh. It is obvious that unless
concerted efforts are made to reverse the situation, deforestation will steadily continue
until there are no forests left (Ministry of Environment and Forestry, 1995).
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1.1.6 Devastating situation of the capital city:
Dhaka is the capital city of Bangladesh situated at the center of the country. The
population of Dhaka in 1996 was 90 Lakh (9,000,000). In 1995, with the population
of 85.5 Lakh Dhaka was the 23rd city in the world. The population growth rate of
Dhaka from 1974 to 1981 was 10% (Anwar and Siddique, 1997). This densely
populated city has its unique problems including tremendous degree of pollution due
to exhaust from the engine transports and smoke from the industries, accommodation
problems and the population problem etc. Of them, increasing air pollution is the
worst problem posing a serious health-threat for the millions of the city dwellers. The
deteriorating air quality in city is a result of rise in population, unplanned industrial
activities and unprecedented growth of motorized vehicles. In Dhaka City, the main
contributor of air pollution is the transport sector followed by industrial units, garbage
and other biomass burning by 1500-2000 slums with 1500-2000 slum dwellers in each
slum and burning of coal and wood by the large number of brick fields in and around
the city.
The literacy rate of Bangladesh is 44.30% where in Dhaka it is about 68.3% (Anwar
and Siddique, 1997). These literate peoples are continuously exposed to different
kinds of media including magazine, television, radio, newspaper etc. Among them
television is the most entertaining and popular media. Approximately 15% of the TV
time have been spent on the commercials and announcements (Anwar and Siddique,
1997). Though only a few advertisements about the environmental consciousness
(Green Advertising Campaign) can be seen in Bangladesh television, its effectiveness
is very important to measure as environmental consciousness is now getting
popularize in the country especially in the capital city where the literacy rate is the
highest. If these people could be educated about the urgency of preserving the nature
by planting more trees, gradually it will lead to the acknowledgement of the other city
dwellers in the country.

1.1.7 The Greening of Bangladesh:

*

With the increasing trends of environmental consciousness leading to the conservation
of environment, many people, companies (profit or non-profit organization) and the
Bangladesh government are making various moves towards conservation. Though the
green trend is gratifying, the volume of the environment friendly products and the
number of other green movements are still relatively small in Bangladesh. Companies
such as Reckit & Colman, Social Marketing Company, BRAC, Environment
Conservation and Health Institute etc are some of the example that are taking
initiatives towards green marketing. Besides this, the forestry sector of Bangladesh
has executed some project to save the environment by planting trees around
Bangladesh. These projects are Forestry Sector Project, Forestry Resources
Management Project, Upokulio Shabuj Beshtoni Prokalpo (Coastal Green Girdle
Project), Botanical Garden Chittagong, Forestation of unclassified forest in Hill Tract
of Chittagong & Zhumia Rehabilitation Project, Forestation of Cox's Bazar Sea beach,
City Forestation Project, Creation of Bamboo, Bet & Murta Garden, Operational Skill
Enhancement Project of Forestry Department For Forestry Management,
Development of Vaoal National Park, Baldha Garden & Botanical Garden and Rural
Development Project of Food and Nutrition (Brochure from Forest department, 1998).
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The literacy rate of Bangladesh is 44.30% where in Dhaka it is about 68.3%. In
Bangladesh 70% of the population of cities is under poverty and 40% is extremely
poor. In Dhaka City, 55% of the family is under poverty and 32% is below extreme
poverty (Anwar and Siddique, 1997). Though the Forestry Sector and some other
corporations take some initiatives toward green movement, the above mentioned
statistical data indicate that there is a very little concern about the green movement as
most of the people are poor and illiterate in Bangladesh. Unawareness of the concept
of green marketing is clearly noticeable. Though, among with different media in the
country, television plays some roles to communicate the green marketing concept to
these people.

1.1.8 Geographical situation of Bangladesh:
Bangladesh lies in the northeastern part of South Asia between 20 ° 34' and 26° 38'
north latitude and 88° 01' and 92° 41' east longitude. The country is bounded by India
on the west, the north, and the northeast and Burma on the southeast and the Bay of
Bengal on the south. The area of the country is 56,977 sq. miles or 147,570 sq. km.
The limits of territorial waters of Bangladesh are 12 nautical miles and the area of the
high seas extending to 200 nautical miles measured from the base lines constitutes the
economic zone of the country (Islam, 1998).
Bangladesh, a small country of 147,570 square kilometers and over 120 million
people, gained independence on March 26, 1971 following a war of liberation. It is
almost entirely surrounded by India, except for a short southeastern frontier with
Myanmar and a southern coastline on the Bay of Bengal"(Mitra, Al-Sabir, Cross, and
Jamil, 1996-1997). "Except the hilly regions in the northeast and the southeast, some
areas of high lands in the north and northwestern part, the country consists of low, flat
and fertile land (Islam, 1998).
Ironically, in spite of the density of its population, the country possesses vast swampy
mangrove forest- the Sundarbans - inhabited only by a few Royal Bengal tigers, and
in the south-east the longest shark-free beach (120km.) in the world, with nobody on
it. Bangladesh occupy 143,998 square km, about the same as England and Wales.
Fully 90 % of the country is a flat, waterlogged plain, rarely rising more than 10
meters above sea level. Most of the coastline forms the ever-changing mouth of the
Ganges, the largest estuarine delta system in the world (Wheeler, 1990).

1.1.9 The Climate of Bangladesh:
Bangladesh enjoy generally a sub-tropical monsoon climate. While there are six
seasons in a year, three namely, winter, summer and Monsoon are prominent. Winter,
which is quite pleasant, begins in November and ends in February. In winter there is
not usually much fluctuation in temperature which ranges from minimum of 7.2212.77 Celsius (45°F-55°F) to maximum of 23.88-31.11 Celsius (75°F-85°F). The
maximum temperature recorded in summer months is 36.66 Celsius (98°F) although
in some places this occasionally rises up to 40.55 Celsius (105°F) or more. Monsoon
starts in July and stays up to October. This period accounts for 80% of the total
rainfall. The average annual rainfall varies from 1429 to 4338 millimeter. The
maximum rainfall is recorded in the coastal areas of Chittagong and northern part of
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Sylhet district, while the minimum is observed in the western and north parts of the
country (Islam, 1998).
Bangladesh are generally warm and humid throughout the year. The temperature
varies little from one part of the country to another, though the north may be slightly
cooler than the south in winter. Temperatures in Bangladesh average about 82° F.
(28°C) in April, the hottest month in most parts of the country. January, the coldest
month in Bangladesh, has an average temperature of 64° F. (18°C).
Bangladesh receive ample rain. The eastern part of the country has an average annual
rainfall of about 100 inches (250 centimeters) and the west has an average of about 65
inches ( 165 centimeters). The far northeastern region gets the most rain - as much as
250 inches (635 centimeters) a year. In most years, the rainy season in Bangladesh
lasts from mid-March to the end of October. Afternoon thunderstorms occur
frequently from mid March and mid-May. The heaviest rain comes during the
monsoon season, from mid-May to October. Many of the monsoon rains cause the
rivers to overflow and flood the surrounding countryside.
Cyclones often strike Bangladesh at the end of the monsoon season. These violent
storms may be accompanied by huge tidal waves that rise from the Bay of Bengal and
sweep across the low-lying countryside. Some of the most severe cyclones and tidal
waves have destroyed towns and villages and killed thousands of people (The World
Book of Encyclopedia, 1990).

1.1.10 The Population of Bangladesh:

-

':P

The population of the area which now constitutes Bangladesh has grown from about
42 million in 1941 to about 120 million in 1995, making it the ninth most populous
country in the world and one of the most densely populated. The intercensal
population growth rate peaked in the early 1970s at around 2.5 percent per annum,
followed by a decline to 2.2 percent during the 1981-91 period. The relatively young
age structure of the population indicates continued rapid population growth in the
future; according to the 1991 census, 45 percent of the population is below 15 years of
age, 52 percent are between 15 and 64 years and 3 percent are age 65 or over. This
young age structure constitutes a built-in "population momentum," which will
continue to generate population increases well into the future, even in the face of
rapid fertility decline. For example, in 1992 Bangladesh had around 22 million
married women in the reproductive ages; by the year 2001, this number is projected to
rise to 31 million. Even if replacement level fertility is achieved by the year 2005- as
targeted by government policy- the population will continue to grow for 40 to 60 year
later. One projection suggests that the population of Bangladesh may stabilize at 211
million by the year 2056 (Mitra, Al-Sabir, Cross and Jamil, 1997).
The Bangladesh Bureau of Statistics conducted the third decennial population census
in the country on March 12 to 15, 1991. The population of the country stood at 111.4
million in 1991. The percentage of urban population was 20.1 while that of rural 79.
The intercensal growth rate of population estimated by using adjusted population of
1991 census was 2.1 per annum. Assuming medium variant of declining fertility and
mortality the country is expected to reach a population of 129.6 million by 2000 AD.
The countrywide intensive family planning measure is aimed at reducing the growth
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rate. The density of population was approximately 647 per sq. km. in 1981. It has
increased to 755 per sq. km. in 1991. The sex ratio of the population 106 male per 100
female. The literacy rate of the country obtained from 1991 census was 32.4 percent
for population 7 years and above. The percentage of Muslim population was 88.3
while that of Hindu, Buddhist and Christian was 10.5, 0.6 and 0.3 respectively. There
were 19.4 million households in the country distributed over 59,990 mauzas (revenue
villages) (Islam, 1998).

1.1.11 The Education in Bangladesh:
About 25 percent of all Bangladeshis 15 years of age or older can read and write. No
law requires children to go to school, and less than half the youngsters of school age
do so. Bangladesh have about 31, 700 elementary and high schools and about 170
colleges and technical schools (The World Book of Encyclopedia, 1990).

1.1.12 Urbanization in Bangladesh:
Table 1.1 Urbanization in Bangladesh from 1951-2015

Year

Total
population
(in million)

City
population
(in million)

Rural
population(in
million)

Growth rate
of city
population °lo

Ratio
between city
and total
population

41.09
40.2
2.7
4.1
1951
1.7
54.5
2.1
3.8
1961
2.1
52.8
1974
76.4
69.6
9.5
8.9
6.8
76.5
1981
10.3
15.1
90.0
13.5
17.5
83.1
6.5
17.4
1985
100.6
1990
113.7
90.8
5.4
20.l
22.9
1995
126.8
5.0
23.2
29.4
97.4
2000
141.1
103.8
4.8
26.4
37.3
2005
155.8
4.4
46.4
29.8
109.4
2010
170.5
4.0
113.7
56.8
33.3
2015
184.6
116.7
3.6
67.9
36.8
(Source: Adopted from Anwar and S1dd1que, 1997, Adhunik Tathay Kosh. P.13.
Published by Independent Press and Publication, Dhaka, Bangladesh)

1.1.13 Forest and the Forestry sector in Bangladesh:
The total forest land area in Bangladesh is estimated at 2.56 million hectares (ha)
corresponding to 17.8 percent of the surface area of the country. This includes all
officially classified and unclassified state forest (USF) land (2.22million ha); village
forest land (0.27 million ha); as well as tea estates and rubber plantations (0.07
million ha). Much of this 2.56 million ha of forestland is treeless, and (at best)
covered by grass or brush. The areas identified as "poor density," "scattered trees, and
barren," "slashed-and-burned and encroached," plus unproductive land " equal 1.407
million ha. Only 0.84 million ha, or about 5.8 percent of Bangladesh's land mass, is
state forestland area with acceptable forest vegetation.
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With the country's population estimated at 120 million in 1991 and the intercensal
growth rate of 2.2 percent per annum, the pressure on the remaining forest resources
is severe. Fragmentation of land and reduction of plot size is continuing in rural
Bangladesh.
The area and the carrying capacity of forests have been declining continuously as a
result of the increasing demand for cultivable land, wood, and forest products;
consequently the forest ecosystems have collapsed in many parts of the country.
Bangladesh's high and increasing rate of deforestation is approaching 3 percent
annually, exacerbated by continuously expanding shifting cultivation in the limited
remaining natural forests. Because the forests are so drastically over-exploited, (i) the
country is suffering general economic damage and reduced productivity from the
lowered level of protection from natural hazards, and significant losses in the quantity
and quality of its general natural capital (including forestry, agriculture, and
fisheries); (ii) wood, fuelwood, and other forest products are becoming scarce; (iii)
soil erosion and land degradation are accelerating in hilly areas, with consequent
increase in flash flooding of adjacent floodplains; and (iv) the biological diversity is
diminishing. The present forestry sector crisis in Bangladesh is therefore undermining
the natural base of the country's economic development process (Anwar and
Siddique, 1997)
Recent usage has extended the term "forest" to virtually all tree cover, and the village
orchards and groves are often called "village forest". Best estimates are that, of the
1.558 million hectares of government forestland, there is tree cover on only 830,000
hectares. The total extent of the village " forests", including bamboo and banana
clumps, is estimated at about 600,000 hectares. Trees on various categories of public
land such as roads, embankments khas land etc. probably do not total more than
40,000 hectares. Total tree and bamboo cover in Bangladesh tree cover is well below
the environmentally desirable level. This situation can be radically changed by
afforesting the denuded government forest land and increasing (and protecting)
horticultural land through intensive promotional work, land use planning and fiscal
measure.
One of the causes of the reduction of tree cover in forest areas is that, the demand
from public sector industries is much greater than the allowable annual extraction.
This has happened because earlier estimates of yield were on the high side. In order to
meet necessary demand, there will have to be large-scale plantations and also
substantial imports of necessary raw material on a regular basis. Another case of the
Imbalance between demand and supply is that royalties charged by the Forest
Department are well below market prices, which results in windfall profits for those
fortunate enough to get extraction permits. This policy also encourages overextraction (The World Book of Encyclopedia, 1990).
The total forest area covers about 14 % of the land area. The country produces timber,
bamboo and cane. Bamboos grow in almost all areas but quality timber grows mostly
in the valleys. Among the timber sal, Gamari, chaplish, telsu, jarui, teak, garjan,
chason and sundari are important. Sundari trees grow in the Sundarbans located in the
southwestern part of the country bordering the Bay of Bengal. Plantation of rubber in
the hilly regions of the country was undertaken recently and extraction of rubber had
already started (Islam, 1998).
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1.1.14 Geographical situation of Dhaka, the capital city:
In 1951, the population of Dhaka was 3,35,928 that have been increased to 69,50,920
in 1991. The growth rate was 9.32% from 1961to1974 and 9.94% from 1974 to1981.
This growth rate is higher than that of any other city in the world. Inl 951, the
municipal area of Dhaka City was 28 square miles that has increased five times to 155
square miles in1989. In 1981, the Dhaka Statistical Metropolitan Area was 307 square
miles, which has increased to 522 square in1991. And in 1959, the RAJUK AREA
was 320 square miles that has increased to 590 square miles in 1994 In the year 2025,
one tenth of the total population of the country and 13% of the population of the cities
will live in Dhaka. Where 11,997 people live in per square miles in 1951, in 2025,
50,000 will live in per square miles (Anwar & Siddique 1997).

1.1.15 Economical situation in Dhaka:
In 1980-81, the per capita income of the city was 1991 taka. Though it has increased
to 9,000 taka in 1989, it is not up to the international standard. In 1985-86, the
average income of 35% of the wage earner was below 2,300 taka and 25% was below
3,800 taka. The average income of 25% of the middle class was between 3,000 and
3,800 taka and 25% of the upper class was 8,000 taka. The yearly income of 10% of
the upper class was 20,000 taka. The monthly average earning of 70% of the
population of cities is 3,000 taka or below and among them 50% earns below 1,500
taka.
According to the report of Statistical Bureau, 70% of the population of cities is under
poverty and 40% is extremely poor. In Dhaka City, 55% of the family is under
poverty and 32% is below extreme poverty. The average income of the poor people in
Dhaka is 2,389 taka and the average monthly income of 40% of the poor family is
2,231 taka. The average monthly expense in Dhaka City is 2,317 taka. Poor people
constitute 81 % of the population of the cities and 79% of the population of Dhaka
City has no income (Anwar & Siddique, 1997).

1.1.16 Dhaka Forest and Forest Extension Divisions:
Land and Forests:

Most of the subproject area consists of highlands and medium highlands, based on
whether the land is inundated each year, how deep and for how long. Among the
administrative districts, Gazipur has the maximum percentage of highland (about 50
percent) and consequently almost all of the remaining Sal forest. The area falls within
the zone of tropical moist deciduous forests. The forest has been subjected to extreme
pressure from the growing population and is now restricted to fragmented blocks that
heavily cut and re-growing by coppice. The dominant species is Sal, with Albizia
procera, Terminalia belerica, Dillenia penragyna, Milusa velutina and Cassia fistula as
associate species. The Sal forest remaining today is dominated by re-growth and small
coppices, though isolated stands of good quality Sal can also be found.
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People
The population of the Dhaka and Dhaka Extension divisions in 1991 was 1,621,562,
52.l percent are male and 47.9 percent female. There were 318,972 households with
an average family size of 5.09. Population density in 1991 was 931 per square
kilometer (km2), whereas it was 676 per km 2 in 1981. Fuelwood, housing, and food
crops are important requirements for the increasing population. The present
population density is greater than the national average (755 per km2), that indicates
the scarcity of land in the area. Approximately 60 percent of the population are below
the poverty line. The matrilineal Garo communities are the ethnic minority inhabiting
the Madhupur tract in Gazipur district. Their population is estimated at 20,000 and
most of them practice shifting cultivation. Over time, population pressure and
declining access to forest land have made shifting cultivation difficult and
unsustainable, and consequently, the community is faced with problems of sustainable
land use and livelihoods, security of tenure, and access to credit.

Farming is the main source of income (45 percent of all households) in Gazipur
district, where the large part of the forest still remains. People living in or adjacent to
the forest area are involved in participatory forestry, but are not fully dependent on
forest resources. As the area is not far from the capital (Dhaka), about 26 percent of
households are engaged in business and services. The proportion of laboring
households is low compared to other places. The average income of a family varies
from category to category. Ownership of farm holdings is unevenly distributed in the
Division. Eighteen percent of all households are land less laborers. Another 79
percent are small-scale farmers controlling only 44 percent of the land. A minority of
21 percent of households owns 56 percent of all farmland. Information on the extent
of sharecropping is not readily available; in any case the real agrarian problem seem
to be a high rate of completely land less households. Small numbers of rural
households depend upon livestock (1,189 households); forestry (205 households);
fishing (2,014 households); and fish raising (116 households). The rest (about a
quarter) of the households in rural Gazipur depends upon nonagricultural labor.
The disadvantaged groups in such areas consist of the land less small farmers' food
deficient households, disadvantaged women, and ethnic minority communities that
are matrilineal. People living on forestland belong to all these groups. Land grabbing
is ongoing by powerful members of rural society who manipulate their credit relations
with land less households to use them as land grabbers. The latter farm such lands on
a share basis. The sharecropping households are chronically in food deficit, as, after
surrendering half of the crop, they do not have sufficient grain for the year (particular
during February-March). At this time they are often forced to cut coppice sal forests
for fuelwood for sale. The project is to help land less households living near the sal
Forest Bridge their seasonal food deficit, so that the forests can be allowed to
regenerate. There is an increasing population pressure on the sal forests, and the
Project will develop strategies to preserve the remaining sal coppice.
Homesteads:
Most homesteads in the area have some trees, including betel nut palm (16.8 per
household), mango (Mangifera indica), and jackfruit. More than 65 percent of all
households had betel nut palms while more than 90 percent had mango and jack fruit
trees. Other trees in the homesteads include bamboo, coconut, lemon, banana, and
local species such as Jaga (Odina woodier) and Pitraj (Amoora rohituca).
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1.1.17 Television in Bangladesh:
Table 1.2 Time spent on programs on Bangladesh Television

Time spend 0/o

Program
Foreign program
News
Commercials, slogans, announcements
Documentary program
Dance and musical program
Drama
Religious program
Health and family planning &
Welfare related program
Magazine program
Sports program
_,,n-r=Children program
_ ~\\ \\ \;_J,I l_h, ml~ f/ '
Development program ,\\\\'""'Other programs
Total

21.46
15.02
15
9.41
7.1
6.94
6.77
3.62

~

"(.,/

~

•

Source: Adopted from Bangladesh Press Institute, 1996

3.56
3.54
2.71
2.09
2.78
100

The number of television set is increasing every year in Bangladesh. In 1971-72, it
was 6,000. In 1981-82, it was increased to 239,056. It was increased to 650,000 in
1991-1992. Until now, the number is increasing and forecasted to be above 1,000,000
by the year 2000. In Bangladesh, now only 7 people per 1000 have television set
(Anwar & Siddique, 1997). A previous survey indicates that access to mass media
(television) that is watch television weekly in Dhaka city is the highest which is
32.1 % (Mitra, Al-Sabir, Cross and Jamil, 1997).

1.1.18 Some Important Definition:

C E 969

-

*

o1. """
~'tro"1

~L\~\S

Taka: One unit of Bangladesh currency. 18il'il"'-"'
Khas Land: Cultivated land.
Lakh: Unit of measurement (1 Lakh= 100,000).
Thana: County

Audience: Total number of persons reached by an advertisement or media (Dunn and
Barban, 1982). The number of persons who see or hear or read an advertisement, a
publication, or a broadcast (Jugenheimer and White, 1980).
Impact: Measurement of the degree to which an advertisement is effective in reaching
its audience (Faison, 1980). The effect that a message has on the audience (Wells,
Burnett and Moriarty, 1992).
Campaign: It is a series of advertisements with an identical or similar message, placed
in one or more of the advertising media over a particular period of time. A specific
advertising effort on behalf of a particular product or service (Russell, Verrill and
Lane, J 988).
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1.2 Statement of the Problem:
The importance of green marketing in recent year is the result of a quarter-century of
tremendous growth in ordinary people's consciousness of the beauty and
precariousness of the environment. Up until the late 1960s, the vast majority of the
population even in the developed world neither thought nor cared about this subject.
With the improvement in economic condition in the 1980s, however, the
environmental movement once again began to gather pace. Today, awareness of the
importance of the environment as a whole, and of specific phenomena like acid rain,
global warming and the greenhouse effect, is at an all-time high.
Nature itself produces increasing counter evidence: acid rain, polluted rivers, the
ozone hole, contaminated oceans, extinction of species. According to National
Geographic, every year 14 million children under the age of five dies of the
consequences of pollution. A further three million are already damaged as a study of
the United Nations Environment Program indicates. By exploiting Mother Earth, we
are destroying our own future.
More than three-quarters of all new pollution are being created in developing and
newly industrialized nations by governments and multinational corporations. As poor
nations strive to improve their living standards and pay off their debt to rich nations,
they are accelerating the depletion of their natural resources. These resources are
being sucked up by the industrial world at an accelerating rate, and spewed out as
waste (Koechlin & Muller, 1992).
As one of the precursors of ecological modernization, the World Commission on
Environment and Development added an intra-generational constraint to the intergenerational one. This requires that current levels of consumption amongst the
world's poor be at least maintained. Higher living standards (an economic goal) and
improved quality of life (a social goal) are desirable objectives for the world's poor,
to be realized in ways, which do not compromise future living standard and quality of
life. Environmental goods and services, currently grossly undervalued and neglected
in many less developed nations, form an essential part of the objectives. The concept
is that the environment should be so regarded and maintained that it does not erode or
degrade and is handed on to future generations in the same condition or possibly
enhanced or developed (Jackson and Roberts, 1997).
The keystone of Bangladesh's environmental protection plan would have to be
protection and enhancement of tree cover. As Bangladesh is an agricultural country
with an excellent form of fertile land, it is obviously suitable for planting trees. Trees
provide biomass for fuel and industries, fruits for human consumption, fodder for
animals, raw materials for medicinal purposes, timber for housing and furniture and
round wood for fencing and plywood. Tree also provides a protective cover, which
greatly reduces the eroding power of rain and wind. The canopy provides shade for
plants and animals and reduces soil moisture evaporation. One of the most useful
functions of trees is to absorb atmospheric carbon dioxide and release oxygen, thus
enhancing the life-supporting biosphere (The World Book of Encyclopedia, 1990).
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Dhaka is the capital city of Bangladesh situated at the center of the country.
According to 1997 report, the population of Dhaka in 1996 was 90 Lakh (9,000,000).
In 1995, with the population of 85.5 Lakh Dhaka was the 23rd city in the world. The
population growth rate of Dhaka from 1974 to 1981 was 10% (Anwar and Siddique,
1997). This densely populated city has its unique problems including tremendous
degree of pollution due to exhaust from the engine transports and smoke from the
industries, accommodation problems and the population problem etc. The increasing
number of population and industries and the absence of enough trees in Dhaka that
could support the ecological balance in the country by reducing the pollution is far
more crucial now to take into inevitable consideration than ever.
According to the ADB and planning commission report, 32 % family lives in slums,
There are approximately 1500-2000 slums in Dhaka city. In these slums, 1500-2000
people live in one area. Beside this, around 2/3 lakh people live in footpath, rail
station, ship terminal, bus station etc. These people live on the bread. They use
biomass energy that includes fire wood, crop residues, animal excreta and urban
refuse and waste to prepare their daily meal. Though these biomass energy is better
than commercial energy (which includes electricity, petroleum, fuel, coal and natural
gas) in respect of environmental pollution, they are also destroying valuable forest
reserves, which is the main supplier of oxygen for the people.
The Dhaka City is best with a number of socio-environmental problems. Of them,
increasing air pollution is the worst problem posing a serious health-threat for the
millions of the city dwellers. The deteriorating air quality in city is a result of rise in
population, unplanned industrial activities and unprecedented growth of motorized
vehicles. In Dhaka City, the main contributor of air pollution is the transport sector
followed by industrial units, garbage and other biomass burning by the slum dwellers
and burning of coal and wood by the large number of brick fields in and around the
city.
The five major primary pollutants of air, including Suspended Particular Matters
(SMP), sulfur oxide, nitrogen oxide, carbon monoxide and hydrocarbons, account for
more than 90 percent of air pollution in the city. The concentrations of some of
primary pollutants in the air of Dhaka are very high. Automobile emissions,
particularly unburned carbon, smoke, soot, fumes etc. constitute particulate in air.
Unburned hydrocarbons and their photochemical reactions involving oxides of
nitrogen produce smog.
The auto-rickshaws, tempos, buses, minibus and trucks discharge excessive amount of
unburned carbon in the air. It has been reported that at present about 160,000
motorizes vehicles operate in Dhaka Metropolitan area which include 80,000 cars,
40,000 auto-rickshaws, 16,000 trucks, 1,500 buses and 22,500 other vehicles. The
number of vehicle is increasing day by day. There are also a good number of vehicles
coming in and going out from the city in different part of the country everyday.
Further, the most of the newly maintained vehicles including highly have aggravated
the situation making the ambient air of Dhaka city extremely polluted and deprived
the city dwellers of breathing in fresh air. Beside the vehicular emission, the effluent
of different industrial establishments and waste dumping stations, which are poorly
maintained and controlled, also pollute air of the city.
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The increasing air pollution caused by vehicular emission, industrial activities, waste
generation, burning of other things etc., affects human health and also damages the
properties of natural resources. The pollutants enter in to the body through throat and
nasal cavities and pass to the lungs, which are either absorbed into the blood stream or
move out of the lungs by cilia into the throat. The particulate cause respiratory
diseases and damages to the material plants. Fine particles of lead compounds emitted
by petrol engines using leaded fuel cause lead intoxication and mental retardation in
children. The oxides of nitrogen and sulfur are also harmful to human health. The
high level of air pollution from vehicles has already caused different lungs related
diseases, headaches, nausea, irritation of eyes, risks of miscarriage etc. to innumerable
city dwellers (Mallick, 1998).
The consumer needs to breathe fresh air, drink clean water, and feel secure that
his/her children will be able to do the same. So companies need to project a clear,
earnest message that they genuinely care about the health and well being of
consumers and they are constantly integrating the environmental concerns into their
product and processes. In other words, when it comes to environmental performance,
it is not enough for a company to simply assert a strong commitment to environmental
cleanup and preservation; it must be publicly accountable and viewed as continuously
improving its environmental performance.
Most consumers get the bulk of their information on environmental matters from the
media, and particularly television. Of issue to marketers, media is a far more credible
source of information than industry. However, while powerful in its scope and impact,
the media can fall short of getting consumers all the facts they need to make balanced
decisions. Many reporters are not expert on environmental topics. Information tends
to be delivered in sound bytes that are seldom capable of lending a balanced
perspective to the issues. With competition for viewers so intense, stories are often
skewed to the dramatic. All too often, industry ends up being pitted against the
environment. The consequences of all this can be devastating (bttman, 1998).
The literacy rate of Bangladesh is 44.30% where in Dhaka it is about 68.3%. This
literacy rate is defined by the United Nation as those who are able to read newspaper
and write letters are considered as a literate person (Anwar and Sidduque, 1997).
These literate people are continuously exposed to different kinds of media including
magazine, television, radio, newspaper etc. Among them television is the most
entertaining and popular media. Approximately 15% of the TV time have been spent
on the commercials and announcements. Though only a few advertisements about the
environmental consciousness (Green Advertising Campaign) can be seen in
Bangladesh television, its effectiveness is very important to measure as environmental
consciousness is now getting popularize in the country especially in the capital city
where the literacy rate is the highest.
In Bangladesh, 25% land should be covered with forest but only 6% of the land are
covered with forest (Anwar and Sidduque, 1997). Dhaka is the capital city and the
literacy rate is highest. So, it is commensurate to educate these people first about the
environmental consciousness. As trees inhale carbon dioxide at the day time and
release oxygen, they are a effective means to prevent air pollution. Dhaka is the most
polluted city in the country, so it is apposite to educate the citizens of Dhaka by the
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most popular media (television) about planting more trees in the city that will lead to
less air pollution. So the problem statement can be delineated as follows:

Statement of the problem:
"How do certain factors affect the audience of green advertising at Dhaka
Metropolitan City to form an attitude towards the green marketing concept that is to
plant trees to save the environment."

1.3 Objectives to be achieved:
1. To identify a demographic profile of the audiences who are exposed to the Green
marketing advertisement.
2. To explore certain factors of the advertisement regarding Green Marketing
concept and the reaction pattern (environmental consciousness) of the audiences
of Dhaka Metropolitan City.
3. To identify the relationship between certain factors of green advertisements and
the attitude of the audiences of these green advertisements towards green
marketing concept.

1.4 Scope and Limitation of the study:
1.

This study exposes a developing country environment that is Bangladesh and
geographically based on only Dhaka Metropolitan City, the capital city of
Bangladesh. So the other cities of the country are unexplored.

2.

Green marketing has many fields such as green packaging, green pricing etc but
only green advertising has been discussed in this research.

3.

One aspect of Green movement that is "Planting trees" covered in this study
where the other aspects such as using environment friendly products, using less
polluted engines or vehicles, dumping chemicals in the water etc. are ignored in
this study.

4.

One vehicle of communicating message, television is used to detect the
effectiveness of Green Marketing concept hence the other popular media such as
radio, newspaper etc are not being discussed.
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1.5 Importance of the study:
Dhaka is the capital city of Bangladesh situated at the center of the country.
According to 1997 report, the population of Dhaka in 1996 was 90 Lakh (9,000,000).
In 1995, with the population of 85.5 Lakh Dhaka was the 23rd city in the world. The
population growth rate of Dhaka from 1974 to 1981 was 10%. Besides this intense
population problem, this densely populated city has other unique problems including
tremendous degree of pollution due to exhaust from the engine transports, smoke
from the industries, biomass burning problem, accommodation problems and the
population problem etc.
The number of slums is continuously increasing in Dhaka City. Around 1500 - 2000
slums in the city where 1500-2000 people live in one acre and also around 2/3 lakh
people live in footpath, rail station, ship terminal, bus station etc. These people
continuously use biomass energy to prepare their meals. This biomass burning
pollutes the air tremendously. The auto-rickshaws, tempos, buses, minibus and trucks
discharge excessive amount of unburned carbon in the air that also pollutes the air.
Beside the vehicular emission, the effluent of different industrial establishments and
waste dumping stations, which are poorly maintained and controlled, also pollute air
of the city. If this degree of pollution is let to continue, Dhaka city as well as
Bangladesh will face a devastating condition in the very near future.
Trees are an effective means to lessen air pollution. If the number of trees can be
increased, there is still a chance for the citizens of Dhaka city to live a healthy and
longer life. Therefore, as there is not enough trees in Dhaka City, it is inevitable for
planting more trees in the city to support the ecological balance as well as to reduce
the huge amount of pollution.
In the ramification, it can be stated that the reason to conduct this research is to
educate the people particularly the citizens of Dhaka City where the literacy rate is the
highest about the importance of planting more trees in the city to overcome the
unprecedented devastating phenomena that Dhaka, Bangladesh as a whole is going to
face.
As television is a very popular media in Bangladesh, so conveying green message
through television has its core purpose to educate people about the concept and the
unavoidable necessity of environmental consciousness. Most importantly no research
has been taken in the field of green marketing in Bangladesh so far. So the researcher
feel that this unexplored area has lucid importance to take into account. This research
not only explores the crucial impact of green concept but also gives the others to
make sedulous effort to surmount the environmental degradation problem preceded to
Bangladesh in everyday life.
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Chapter 2
2. LITERATURE REVIEW
2.1 Review of the Theories and Models:
This part of the study has been developed to delineate different theories and models
leading to the development of the conceptual framework upon which this research
study is being conducted. A model is a simplified but organized and meaningful
representation of selected attributes of an actual system or process. A model can be
defined as sets of propositions or a system of logically related statements and ideas
relating to an area of reality. It is a set of casual statements about the factors, which
are relevant to a given situation (Zaltman and Burger, 1975). Theory is a coherent set
of general propositions used to explain the apparent relationships among certain
observed phenomena (Zikmund, 1994). Thus models in this chapter along with the
theories have formed a conceptual framework in which the variables can be tested,
examined and can be useful for further research studies.

2.1.1 Defining Green Marketing:
Green marketing is a style of marketing which has arisen in response to the increasing
concern about the state of the global environment and the life it contain (including
human life). Many finite resources are being used at rate that cannot be sustained
indefinitely, and the capacity of many parts of the physical environment to absorb the
effect of human activity is being exceeded. There is also a growing awareness that,
despite advances in technology and in marketing, the potential for increasing the
quality of life for society as a whole is not being fulfilled. The environmental crisis is
forecast to deepen in the foreseeable future, increasing the pressure all types of
organizations to improve their environmental performance. Inevitably, green
marketing is the marketing of the future. It can be defined as: the management process
responsible for identifying, anticipating and satisfying the requirements of customers
and society, in a profitable and sustainable way (Peattie,1992). Green marketing is
used to describe any marketing activity of a farm that is intended to create a positive
impact or to lessen the negative of a product on the environment and as a result
capitalize on consumers' concerns about environmental issues (Etzel, Walker and
Stanton, 1997).
Green marketing refers to the specific development, pncmg, promotion, and
distribution of products that do not harm the environment. Several commitment
groups have joined together to create a seal of approval to distinguish products that
are environmentally safe. Companies receiving the green seal can use it in advertising
and public information campaigns and on packaging (Fisher, 1989).
Green marketing involves developing products and packages that are less harmful to
the environment. Green marketing includes many areas ranging from conservation to
control of pollution (Skinner, 1994).
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2.1.2 The Green Marketing Process:
Developing a green marketing program is not easy. The environmental movement in
marketing consists of many different initiatives and values. There is a wide spread call
to construct economic, legal, and ethical solutions to environmental problems. The
aim is to sustain the environment by meeting the objectives of eliminating the concept
of waste, reinvent the concept of a product, making prices reflect the cost and making
environmentalism profitable (Hawken and McDonough, 1993 ).
Green marketing is no difference from conventional marketing in terms of the steps
that make up the process. The difference lies in the information, which is fed into the
process, the criteria against which performance is measured and the values against
which objectives are set. The other key difference is the extent to which the process
needs to permeate through, and involve, the whole organization.
Conventional marketing tends to focus mainly on the 'magic triangle' - the
interrelationship between the company, its customers and its competitors. External
factors from the wider business environment are only considered in relation to the
direct effect they have on these '3 Cs'. Internally, the company is treated as a 'black
box' and only considered in terms of its ability to support the marketing strategy and
the marketing mix.
Green marketing shifts the focus more widely to consider the impact of all aspects of
the company on consumers, society and environment. Externally the focus on
consumers and competitors is balanced by a consideration of society and the natural
environment.
Green marketing involves generating success by ensuring the marketing mix meets
the following 'S' criteria:
../ Satisfaction of customer needs;
../ Safety of products and production for consumers, workers, society and the
environment;
../ Social acceptability of the products, their production and the other activities of the
company;
../ Sustainability of the products, their production and the other activities of the
company "(Peattie, 1992).

2.1.3 Green Advertising:
Green advertising is defined as any ad that meets one or more of the following
criteria:
1. Explicitly or implicitly addresses the relationship between a product/service and
the biophysical environment.
2. Promotes a green lifestyle with or without highlighting a product/service.
3. Presents corporate image of environmental responsibility.
This definition is used for green ads in both television and prints media. A framework
has been developed which consists of five major categories: ad characteristics, ad
greenness, ad objectives, ad appeal, and ad issues.
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In terms of the ad's characteristics, three variables are defined: the type of advertiser
(manufacturer, retailer, nonprofit), the product or service being promoted (including
company image or corporate ad), and the characters in the ad.
Ad greenness refers to the extent of environmental focus in the ad. Ads that are vague
in their environmental claims ("earth-friendly," "biodegradable") are coded as
shallow. Ads that do not address environmental issues related to the product or service
in great detail, but mention specific issues such as recycling are coded as moderate.
Ads that focus solely on environmental issues and discuss them in depth (e.g., a
detailed description of a firm's new pollution prevention equipment) or mention
environmental behaviors that are not widely practiced (backyard composting,
repairing or reusing products) are coded as deep. The basic objective of classifying
greenness is to capture variation in the environmental focus of the ads.
Defining the ad objective involve examining what the ad is attempting to promote.
Four advertiser goals are identified: promotion of a product or service as being green,
influence of consumers' behavior (appeals to recycle, buy recycled products), and
enlistment of consumers' support in the form of membership in the sponsoring
organization or a donation.
Seven different kinds of ad appeals used by advertisers to meet their objectives are
identified and categorized. The first category, zeitgeist, consisted of appeals that
simply reflect the mood of the times by implying a pro-environmental stance. For
example, some ads promoting a green product contained such statement as
"environmentally friendly," "recyclable," and "we care about the environment"
without any further information. The second category is emotional appeals. Five types
of emotional appeals are identified: fear, guilt, humor, self-esteem, and warmth.
Rational appeals and appeals that emphasized the financial aspects of
environmentalism
are
coded
as
a
third
category.
The
fourth
everyday consumer to endorse the environmental benefits of the product/service. The
seventh category is comparative benefit appeals. Some ads either directly or indirectly
compare a green product/service with another product/service and mention the
benefits of the green one in comparison with others.
Seven environmental ad issues are identified: atmospheric pollution, solid waste
problems, water pollution, wildlife preservation, plant preservation, a combination of
any of those issues, and the general state of the planet's environment rather than any
particular environmental problem (Benerjee, Gulas, Iyer, 1995).
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2.1.4 Green Advertising Campaigns:
There are five steps to developing a green advertising campaign. These are known as
the 'Five Ms'.
•

Mission- deciding what objectives a green advertising campaign should have.
Possible objectives include:
Informing customers about new green products or explaining the green
dimensions of existing products.
Reminding customers about the green track record of the company and its
products.
Persuading customers that the company's products have a green
performance advantage over the competition.
• Money- allocating resources to the campaign. Advertising budgets will need to
be largest when:
The product is strategically important.
It is in the early stage of the product life cycle.
The market is very competitive.
The core product's differentiation is low.
Consumers will need a frequent message to inform, remind and persuade
them effectively.
• Message- the advertising message should tie in with the product concept. To
create a message which will have the desired effect on the target audience the
green marketer will put the advertisement's information into a suitable format and
style. Depending on the media to be used, color, design, tone music and action
will be added to create the total message. A total green message can come in
several different formats:
Technically credible green messages. A message may use scientific
evidence or stress the company's technical expertise and experience. ICl's
'Towards a Better World' campaign emphasized its environmental
expenditure, its green technology resources, its environmental awards, and
its track record.
Green testimonials. A personality may be used to endorse the company
and its products.
Green lifestyles. A green product may be portrayed as being consonant
with a particular lifestyle, which matches the real or desired lifestyle of the
target audience. Idyllic rural lifestyles are a recurring theme in green
advertising.
Slice-of-green-life messages. A green product may be portrayed as fitting
in with everyday life.
Green mood messages. Without being overtly green, an image can imply
green values of naturalness and wholesomeness for a product through
particular images. The use of rural backgrounds is a popular method of
establishing a green mood message.
Green personality symbols. Animated or real characters can be created to
personify a green product, organization or concept. The personality
symbol is a popular technique for targeting children and is common in
campaigns run by charities and public services.
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•

Media- the media has to be chosen to ensure that the message reaches and
influences the target audience. The use of different media will vary the
message's cost effectiveness, target audience coverage, frequency of exposure and
impact. A message placed in one of the many emerging green periodicals may be
relatively cheap, reach a small audience containing a high proportion of the green
target audience with a monthly frequency, and have a high The Radio Times may
cost much more, reach many more people, but a much smaller proportion of the
target green audience, and with a lower impact, but a weekly frequency.

•

Measurement- advertising research is needed to evaluate an advertising
campaign's effectiveness and to make adjustments where needed. Advertisements
can be tested before and after use to determine actual or potential effectiveness.
Tests include:
(i)
testing for impact and appeal ;
(ii)
testing for message clarity and memorability ;
(iii)
testing what proportions of the target audience were
exposed to the message ;
(iv)
testing to reveal the effect of adverse on customers'
intended and actual buying behavior (Peattie, 1992).

2.1.5 The Communication and Persuasion Process:
The following model has been presented below to understand how and why
consumers acquire, process, and use advertising information. The most important
factor to be considered in planning advertising is an understanding of the
communication and persuasion process.
Figure 2.1 presents the model of the communication and persuasion process that
shows the various processes that can occur after consumers are exposed to an
advertisement.
First, exposure to an advertisement can create awareness about the brand or services,
leading to a feeling of familiarity with it. Second, information about the brand's
benefits and the attributes on which the benefits are based can register with the
consumer can also result from exposure to the ad. Third, advertisements can also
generate feelings in an audience that they begin to associate with the brand or its
consumption. Fourth, through the choice of the spokesperson and various executional
devices, the advertisement can lead to the creation of an image for the brand, often
called "brand personality". Fifth, the advertisement can create the impression that the
brand is favored by the consumer's peers, or experts- individuals and groups the
consumers like to emulate. These five effects can create a favorable liking, or attitude,
toward the brand, which in turn should lead to purchasing action. Sometimes the
advertiser will attempt to spur purchasing action directly by providing a reminder or
by attacking reasons why the consumer may be postponing that action (Batra, Myers
& Aaker, 1996).
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Figure: 2.1 Advertising Exposure Model
Awareness/familiarity
with Brand
Information re Brand
Attributes or Benefits

image/personality
Ad Exposure

Purchase

Association of Feeling
with Brand
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Reminder or Inducement
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2.1.6 Buyer Response Steps:
The four steps (exposure - processing - communication effects and brand position target audience action) are called the buyer response steps (figure 2.2). All advertising
communications and promotion campaigns attempt to influence this sequence of
steps.
Figure: 2.2 Buyer Response Steps
Exposure

Processing

Communication
effects and brand
position

Target audience
action

(Source: Adopted from John R. Rossiter and Larry Percy, "Buyer Response Steps,"
Advertising & Promotion Management, 1987, p. 17. Published by Irwin McGraw-Hill)
Exposure:
In order for advertising communications or promotions to be successful, the
prospective buyer must first be exposed to the advertisement, adlike event or
promotion offer. This means that the ad, adlike event or promotion offer must be
placed so that the prospective buyer can see, read, or hear it, as appropriate. Exposure

,
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takes place via advertising or promotion media. Unless one is an absolute non- TV
watcher, one is undoubtedly exposed to one or more commercials.
Processing:
The prospective buyer must next process (respond to) one or more elements in the ad,
adlike event or promotion offer if it is to have an effect. Processing consists of
immediate responses to elements of an ad, adlike event or promotion offer - namely
attention, learning, emotional responses and acceptance. One probably pays attention
to some parts, such as the visual of the package or the name of the spokesperson, of at
least one of the commercials.
Communication effects and brand position:
Immediate response to an ad, adlike event or promotion offers have to produce more
permanent responses - associated with the brand. These more permanent, brandconnected responses are called communication effects. Two universally
communication effects are brand awareness and brand attitude. Their content
determines the brand's position in the target audience buyer's mind. There are usually
several communication effects. If one learns the brand name from the advertising and
remembers what the new brand looks like, one attains brand awareness. If one also
forms an opinion for or against the brand, one attains brand attitude. The learned
contents of brand awareness and brand attitude largely determine the brand's position
in the mind. If the brand's position is favorable, then one may take the final step
intended for the target audience-action.
Target audience action:
Communication effects and brand position are elicited when the prospective buyer - a
member of the target audience for the advertising or promotion - decides whether or
not to take action with regard to the brand, such as purchasing the brand. More
broadly, this is, buyer behavior, although in an advertising communications or
promotion context, it is target audience buyer behavior that the campaign is
specifically seeking. The relevant action for the brand is purchase. (Rossiter and
Percy, 1997).

2.1.7 The Five Communications Effects:
Communication effects are relatively enduring mental associations, connected to the
brand, in the prospective buyer's mind, that are necessary to create the brand's
position and predispose action. There are five communication effects. They can be
caused, in whole or part, by any form of marketing communication - advertisements,
adlike events, promotion offers and personal-selling presentations. The five
communication effects are:
1.
2.
3.
4.
5.

Category need
Brand awareness
Brand attitude
Brand purchase intention
Purchase facilitation
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1. Category need: Category need refers to the buyer's acceptance that the category
(a product or service) is necessary to remove or satisfy a perceived discrepancy
between the current motivational state. Category need therefore requires a perceived
connection - which can be established by the advertiser - between the product or
service and a buyer motivation.
Buyer motivation: Prospective buyers are activated to buy products or services when
the buyer is experiencing any one of eight basic purchase motivations or motives. The
eight motives, briefly, are problem removal, problem avoidance, incomplete
satisfaction, mixed approach-avoidance, and normal depletion (all negatively
originated motives for action) and sensory gratification, intellectual stimulation or
mastery, and social approval (all positively originated motives for action). A category
need occurs when one of these motives is aroused and the general product or service
category is accepted by the buyer as a way of meeting the motive.
Primary demand: By successfully establishing an accepted connection (a belief)
between the product or service category and a relevant motivation, the advertiser can
stimulate primary demand, that is, demand for the product or service category as a
whole. Category need is the communication effect that causes primary demand. But
note that category need - with its marketplace result, primary demand - applies to all
brands in the category. To stimulate secondary or service demand, the advertiser must
also influence the brand level communication effects: brand awareness, brand attitude
and brand purchase intention.
2. Brand awareness: Brand awareness is defined as the buyer's ability to identify
(recognize or recall) the brand, within the category, in sufficient detail to make a
purchase. There is a tendency in advertising and marketing research to equate brand
awareness with 'brand name recall.' However, as the definition states, brand
awareness may be achieved by brand recognition rather than brand name recall. Brand
awareness as a communication objective depends, therefore, on how the purchase
decision is 'entered into.' What the buyer has to be aware of depends on whether the
purchase decision requires brand recognition or brand recall.
Brand awareness is a necessary precursor to brand attitude:
At the product category level, a person won't buy unless he or she has the category
need. At the brand level, a person cannot buy unless he or she is first made aware of
the brand. Brand awareness takes precedence over the remaining brand-level
communication effects. Brand awareness makes the brand a candidate for purchase.
Indeed, brand choice (in the target audience action step) can be increased or decreased
by manipulating brand awareness without changing brand attitude.
3. Brand attitude:
Brand attitude is defined as the buyer's evaluation of the brand with respect to its
perceived ability to meet a currently relevant motivation. The buyer's brand attitude
can be considerably complex, consisting of a mental structure with a number of
components. Brand attitude is the most complex of the five communication effects.
All advertising communications have to address brand attitude, usually directly, or
else indirectly by reminder.
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4. Brand purchase intention: Brand purchase intention is defined as the buyer's
self-instruction to purchase the brand (or take other relevant purchase-related action).
It is, in fact, an anticipated, conscious planning of the action step, the final buyer
response step (target audience action). Depending on which decision-participant role
is targeted by the advertising communications or promotion campaign, the intention
could be to propose (initiator), recommend (influencer), choose (decider), buy
(purchaser), or use the brand more often (user).

5. Purchase facilitation: The fifth and final communication effect that the manager
has to consider s a communication objective is purchase facilitation. Purchase
facilitation can be defined as the buyer's assurance that other marketing factors, such
as availability and ease of payment, will not hinder or inhibit purchase of the brand.
The other marketing factors that can hinder purchase come from the '4Ps' of the
brand's marketing mix: product, price, place and personal selling (Rossiter and Percy,
1997).

2.1.8 Model For Objectives:

\\JERS/r

A number of models help advertisers analyze the effectiveness of their message. Most
of these models organize message effects from the simplest kind of impact to the most
complex. Some of them present these effects as a series of steps in the process of
moving consumers from initial awareness to final action. This series of steps is called
a hierarchy of effects.

The model of Hierarchy of Effects:

-

Lavidge C. Robert and Steiner A. Gary hypothesize the existence of a 'hierarchy of
advertising effects' ranging from awareness, comprehension, and conviction, to
knowledge and purchase of the product (Batra, Myers and Aaker, 1996).The higher
up people are on the ladder (from awareness to acceptance of product claim), the
greater the likelihood they will be buyers (Source: Talk to the 1963 meeting of the
Advertising Research Foundation, New York). The more favorable the attitude toward
a product, the higher the incidence of usage.
Michael Ray suggests that the learning 'hierarchy' (from awareness to comprehension
to conviction to action) best apply to relatively new products that are important to
consumers (Bogart, 1996). When brands are relatively undifferentiated and products
are at a mature phase of the life cycle, the purchase decision may come first, under the
pressure of personal salesmanship, followed by a change of attitude and learning
about attributes in that sequence.
Martin Fishbein and leek Ajzen have formulated the hierarchy of effects to suggest
that what people do reflects their conscious intentions, which in tum are influenced by
what they know and feel (Bogart, 1996). Even if changes lower down in the hierarchy
of effects usually precede those higher up the ladder, this does not mean they always
work that way. Advertising may increase the salience of a product category more than
the memorability of a particular brand.

-
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The primary role of advertising in this framework is the enhancement of brand
awareness and beliefs: announcing the existence of the brand or persuading
consumers that the brand possesses various attributes. If these efforts are successful,
the consumer should be more likely to purchase the brand. Using recursive
econometric models, researchers have found support for the role of advertising in the
hierarchy of effects (Aker and Day, 1974; Mahajan, Muller and Sharma, 1984).
Understanding the effects of advertising on the consumer, marketers, and advertisers
have turned to psychological measures of consumer attitudes toward brands, products
and services. If cannot measure exactly what consumers do, it is possible to measure
what they think or feel about products. This can then be related to probable purchase
behavior.
Psychological measures evaluate such attitude as how consumers react to information
on a product or service and what its purchase means to them. The most widely
accepted attitudinal model is the hierarchy of effects, developed by Lavidge and
Steiner in the late 1950s and widely used in the 1960s and 1970s (illustrated in Figure
2.3).
~~igure

2.3 Hierarchy of Effects Model

Related behavioral
Dimension

Movement toward
purchase

Conative: The realm of
motives
Ads stimulate or direct
desires.

Purchase

Example of types of
promotion or advertising
relevant to various steps
Point-of-purchase
Retail store ads
Deals
'Last chance' offers
Price appeals
Testimonials

Conviction

t

Affective: The realm of
emotions.
Ads change attitudes and
feelings.

Preference

Cognitive: The realm of
thoughts.
Ads provide information
and facts.

Knowledge

69

'6\

Jng

Competitive ads
Argumentative copy
'Image copy'
Status, glamour appeals

t

Announcements
Descriptive copy
Classified ads
Slogans
Jingles
Skywriting
Awareness
Teaser campaigns
(Source: Adopted from Ben M. Enix, Keith K. Cox and Michael P. Mokwa,
Advertising Classics: A Selection of Influential Articles, gth Edition, 1995, p. 526
Published by Prentice Hall, New Jersy)
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Lavidge and Steiner envisioned purchase behavior as a series of steps through which
the consumers goes from awareness of a product or service to ultimate purchase.
Consumers move along this sequential path or up the hierarchy based on the amount
and value of information they receive about a product or service. Thus, the advertiser
can move consumers along the path toward purchase through repeated exposure to
various forms and types of advertising and marketing communications. For example,
one campaign might be intended to build awareness, the next to develop knowledge,
and so on, up the hierarchy (Schultz and Barnes, 1995).

2.1.9 Central Versus Peripheral Routes to Persuasion and The
Elaboration Likelihood Model:
According to elaboration likelihood model (ELM), developed by psychologists
Richard E. Petty and John T. Cacioppo, a basic dimension of information processing
and attitude change is the depth or amount of information processing. At one extreme,
the consumer can consciously and diligently consider the information provided in the
ad in forming attitude toward the advertised brand. Here, attitudes are changed or
formed by careful consideration, thinking, and integration of information relevant to
the product or the object of the advertising. The consumers are here highly involved
in processing the information. This type of persuasion process is termed the central
route to attitude change (Batra, Myers and Aaker, 1996).
In contrast to such central processing, there also exists what Petty and Cacioppo term
the peripheral route to attitude change. In the peripheral route, attitudes are formed
and changed without active thinking about the brands attributes and its pros and cons.
Rather, the persuasive impact occurs by associating the brand with positive or
negative aspects or executional cues in the ad that really are (or should not be) central
to the worth of the brand. For example, rather than expressly considering the strength
of the argument presented in an advertisement, an audience member may use
cognitive 'shortcuts' and accept the conclusion that the brand is superior because
there were numerous arguments offered, even if they were not really strong and
logical, the endorser seemed to be an expert, or was attractive and likable, the
consumer liked the way the ad was made, the music in it and so on.
Scott B. Mackenzie and Richard A. Spreng did find that attitudes formed centrally,
because of higher motivation, predicted purchase intentions more strongly. However,
attitudes formed peripherally can still end up determining choice, especially if the
central information available to the consumer does not really help in selection, e.g.
when the alternative brands are highly similar, or when no brand is clearly dominant
(Batra, Myers and Aaker, 1996).
Petty and Cacioppo have proposed the framework in Figure 2.4, which predicts when
the audience member will cognitively elaborate and follow the central route. Two
factors identified in the ELM as significant are an audience member's motivation to
process information and ability to process information. Consumers are most likely to
process centrally when both motivation and ability are high; when either is low,
peripheral is more likely.
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Motivation to process information: Central processing requires first the motivation
to process information, because information processing requires effort. Unless there
is some reason to expend the energy or pay the price, the 'hard' information in the ad
will not be processed. Such effort will not be expended unless the consumer is
involved with the product or associated purchase decision and unless the information
in the advertisement is both relevant and important.
Ability (and opportunity) to process information: In addition to being motivated to
process information centrally, the consumer must also have the ability and capacity to
process information. There is no point in attempting to communicate information or
make an argument that the target audience simply cannot process without a level of
effort that is unexpectedly high. The more effort one spends thinking about a
particular benefit or attribute, the more important that attribute becomes and the more
consideration one gives it in an evaluation. Similarly, attitude polarization research
has shown that thinking about a particular attribute can strengthen favorable beliefs
about that attribute (Batra, Myers & Aaker, 1996).
Figure: 2.4 The ELM Model of Attitude Change

Advertisement

Motivation to process
information

,,---

No

Peripheral cue
present
Ability to process
information

Yes
Central route to
attitude change

No
Yes
v

l'l c

111

Peripheral route to
attitude change

(Source: Adopted from Rajeev Batra, John G. Myers & David A. Aaker, "The ELM
Model of Attitude Change," Advertising Management, 5th Edition. 1996, p. 158.
Published by Prentice Hall International, Inc.)
Cacioppo and Petty conducted a study in which they manipulated the number of
exposures for an advertisement, the participant viewed the advertisement one, four, or
eight times. The result showed that as repetition increased the amount of productrelated thought also increased. The implication of their result is that repeated
presentations of an advertisement will provide the audience with a greater opportunity
to process the content of the advertisement, and this will lead to a predominantly
belief-based attitude formation (Kim, Lim and Bhargava, 1988).
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2.1.10 Theoretical Models From Previous Research:
Homer ( 1990) identified four casual models (see figure 2.5) derived from research
investigations of Attitude towards advertising as a mediating variable: the affect
transfer hypothesis (ATH), the Dual mediation hypothesis (DMH), the independent
influences hypothesis (IIH) and the reciprocal mediation hypothesis (RMH). Each
model has received at least partial support in the past, which makes them candidates
for further examination.
Figure: 2.5 (a)
Affect Transfer Hypothesis
Ad cognition

Brand cognition

Attitude toward
the ad
Attitude toward
the brand

Intention to
purchase the brand

(Source: Adopted from Pamela M. Homer, "The Mediating Role of Attitude Toward
the Ad: Some Additional Evidence," Journal of Consumer Research, 1990, vol.
XXVII, p. 78-86. Published by the University of Chicago Press.)
The affect transfer hypothesis postulates a direct one-way casual flow from attitude
toward the advertising to attitude toward the brand, which is consistent with the
peripheral route in Petty and Cacioppo's (1986) elaboration likelihood model (ELM),
as well as the central route link between brand cognition and attitude toward the
brand. This hypothesis has some empirical support. Mackenzie, Lutz and Belch
( 1986) have observed a positive linear relationship between attitudes toward ad and
attitudes toward the brand, though the effect weakened over time. They have also
reported that attitudes toward the ad dominated both cognitive response and
expectancy-times-value measures in the prediction of attitudes toward ad under lowinvolvement and 'affective involvement' conditions; however, under conditions of
high 'cognitive involvement,' attitude toward ad did not have a significant effect on
attitude toward the brand.
Figure 2.5 (b)
Dual Mediation Hypothesis
Ad cognition

Brand cognition

Attitude toward
the ad
Attitude toward
the brand

Intention to
purchase the brand

(Source: Adopted from Pamela M. Homer, "The Mediating Role of Attitude Toward
the Ad: Some Additional Evidence," Journal of Consumer Research, 1990, vol.
XXVII, p. 78-86. Published by the University of Chicago Press.)
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Similarly, the attitude toward the advertising to attitude toward the brand link of the
affect transfer hypothesis is present in the dual mediation model. An indirect casual
flow from attitude toward the advertising to attitude toward the brand through brand
cognition also is included, the rational being that consumers' affective reaction to ads
influence their propensity to accept message content. This model implies that central
and peripheral processes are intertwined (Mackenzie, Lutz and Belch, 1986). Petty
and Cacioppo (1986) support the notion that "some variables have multiple effects on
information processing" and the peripheral and central processing may operate
simultaneously. Recently it has been argued that attitude toward the advertising is a
global concept, yet the different ad elements (e.g., visual vs verbal) may processed
differently (central vs peripherally), thus implying that attitude toward the advertising
will influence the attitude toward the brand at all times (Homer, 1990).
Figure 2.5 (c)
Reciprocal Mediation Hypothesis

Attitude toward
the ad

Ad cognition

Brand cognition

Attitude toward
the brand

Intention to
purchase the brand

(Source: Adopted from Pamela M. Homer, "The Mediating Role of Attitude Toward
the Ad: Some Additional Evidence," Journal of Consumer Research, 1990, vol.
XXVII, p. 78-86. Published by the University of Chicago Press.)
A balance theory (Homer, 1990) account of the nature of casualty between attitude
toward the advertising and attitude toward the brand is offered by the reciprocal
mediation hypothesis. Specifically, a reciprocal casual flow between the two
constructs is designated. The relative strength of the two paths vary across consumers
and situations. For example, the feedback path may have a more dominant role when
prior experience and brand attitudes are substantial.

Figure 2.5 (d) ·
Independent Influences Hypothesis

Ad cognition

Brand cognition

Attitude toward
thead
Attitude toward
the brand

Intention to
purchase the brand

(Source: Adopted from Pamela M. Homer, "The Mediating Role of Attitude Toward
the Ad: Some Additional Evidence," Journal of Consumer Research, 1990, vol.
XXVII, p. 78-86. Published by the University of Chicago Press)
Finally, no casual relationship is assumed between attitude toward the advertising and
attitude toward the brand in the independent influence hypothesis, each is assumed to
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influence purchase intentions independently. This approach follows Howard's
( 1977) argument of two attitudinal constructs: an "evaluative element" of the brand
concept and an "impersonal attitude." The IIH proposes a path from attitude toward
the advertising to purchase intention; according to the goodness-of-fit index, the
addition of this relation improves the fit of the model by 0.01 (Mackenzie, Lutz and
Belch, 1986).

2.2 Theories Regarding Attitudes:

2.2.1 Defining attitude:
An attitude is one's mental position regarding some idea or object. It is the positive or
negative evaluations, feelings or action tendencies that one learns and clings to
(Arens, 1996). It is the acquired mental position one holds in regard to some idea or
object (Bovee and Arens, 1992). It is a learned tendency to respond in a given manner
to a particular situation (Bolen, 1981 ).
Attitudes are not neutral, but rather reflect a person's basic orientation for or against
some object or idea. Attitude does not exist in a vacuum. They always are associated
with a belief or, more typically, a set of beliefs (Dunn and Barban, 1982). It is a
mental and neural state of readiness to respond which is organized through experience
and exerts a directive and/or dynamic influence on behavior (Block and Roering,
1976).
Attitude means a mental picture of an entity that has both cognitive (information) and
motivational (conative) components. It is a motivational drive that, if positive, implies
a probability to buy the advertised brand. It implies a motivational drive toward or
away from the brand. To create a positive attitude in the consumer's mind or to help a
consumer retain a positive attitude toward a brand are goals generally assigned to the
advertising function (Dirksen, Kroeger and Nicosia, 1983).
Attitudes are 'feelings about' and 'action tendencies toward' an object. 'Feelings about'
something are the impressions and evaluations an individual holds. They may be
negative or positive. 'Action tendencies toward' something results from feelings. If the
feelings are negative, the action tendencies toward an object will be to avoid it.
Positive feelings will produce approach action tendencies (McNeal, 1982).
An attitude is learned predisposition to respond consistently in a favorable manner
with respect to a given alternative (Block and Roering, 1979). It is an enduring
organization of motivational, emotional, perceptual, and cognitive processes with
respect to some aspect of our environment (Hawkings, Best and Coney, 1992).
An attitude is a readiness to respond to a preferential manner (Abelson, 1959). In a
marketing context, this usually means the consumer's preference for, and readiness to
buy, a brand or product, rather than the available alternatives (Maloney, 1966).
Attitudes are a more enduring organization of interrelated beliefs that describe,
evaluate and direct action with respect to a particular object or situation (Hawkings,
Coney and Best, 1980). It can be defined as 'a learned tendency to respond to an
object in a consistently favorable or unfavorable way (Onkvisit and Shaw, 1994). To
break down the definition and make it easier to handle:
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Attitude is learned, not instinctive.
It is not behavior; it is a predisposition towards a particular behavior.
It implies a relationship between a person and an object. The object of the attitude
could be another person, an institution or a physical article; 'object' is used in the
sense of 'an objective'.
Attitudes are fairly stable; they do not change much with physical states or
circumstances.
The relationship between a person and an object is not neutral. It is a vector,
having both direction and intensity. If one expresses an attitude about something,
one either like it or don't. if one is neutral about it, or indifferent, one would say
that don't have any attitude towards it (Blythe, 1997).

An attitude is a person's point of view toward something. The 'something' may be a
product, an advertisement, a salesperson, a firm, or an idea. Attitude affects the
selective process, learning and eventually the buying decision people make
(McCarthy and Perreault, 1984).
Consumers can have attitudes toward various objects - including products, brands,
models, stores, people and aspects of marketing strategy in their environment - as well
as imaginary objects such as concepts or ideas (Peter and Olson, 1990). An attitude is
the amount of affect or feeling for or against a stimulus. Thus an attitude implies that
a consumer has developed a positive or negative feeling towards some object, such as
a brand, a company, or even an idea (Mowen, 1987).
The classical psychological model:
The classical psychological model, a widely accepted view, maintains that attitudes
are made up of three basic components: (1) cognitive, (2) affective and (3) behavioral
(Hawkings, Best and Coney, 1992). The cognitive component refers to the manner to
which a consumer perceives information about a product, service, advertisement, or
retail outlet. This component includes beliefs a consumer has about the support
services a retailer offers as well as beliefs about the relative merits of the product.

The affective component is the consumer's overall feeling have like or dislike for an
attitude object (i.e., product, service, advertisement, and retail outlet). Generally,
marketing analysts use verbal statements to measure the affective component.
The behavioral component is the consumer's action tendency or expected behavior
(i.e., intention). This 'likelihood of buying' component is relevant to the product's
normal purchase cycle.
The conception of attitudes as being comprised of three major components has had
considerable impact on the thinking of consumer analysts and an especially
pronounced impact in the area of advertising. This classical psychological model
provided the basis for a conception of advertising effectiveness called the 'hierarchy
of effects' hypothesis. This model became widely accepted because it provided a
concise and lucid explanation of how attitudes were changed through advertising. The
relationship between the three-attitudinal components and the consumer's movement
from unawareness to purchase is illustrated in Figure 2.6.
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Figure: 2.6 Hierarchy of Effects Model
Related Behavioral Dimensions
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(Source: Adopted from Block, Carl E. and Roering, Kenneth J.1976. "The classical
Psychological Model", Essential for Consumer Behavior, pp. 223. Published by The
Dryden Press, Hinsdale, Illinois.)
Essentially this model suggests that not only are attitudes are made up of three
components but that these components are arranged in a particular order, that is, a
consumer must have awareness and knowledge of a product (cognitive component)
before a liking or preference (affective component) for it can occur (Block and
Roering, 1976). These above-mentioned components of attitudes are further defined
in the following table 2.1.

Table: 2.1 Dimensions of attitude:
Dimension
Cognition

*

Definition
Explanation
The perceptual This IS the individual's awareness,
component of knowledge, beliefs and images of the
attitude
attitudinal object. It IS the conscious,
thinking part of attitude.
Affect
The evaluative These are the emotions, the feelings of like
component of and dislike which do not always have a
attitude
basis in objective fact.
Co nation
Behavioral Conation is about what one intends to do
intention
about the attitudinal object: whether to
approach it, reject it, buy it etc. it is not the
actual behavior; merely an intention.
(Source: Adopted from Blythe, Jim, "D1mens10n of Attitudes," The essence of
consumer behavior, 1997, p. 77. Published by Prentice-Hall.)
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2.2.2 Attitudes Toward The Advertisement:
In addition to developing attitudes toward an object, such as a brand, researchers have
found that consumers can form attitudes toward advertisements. Attitudes toward
advertisements can result from a number of factors, including the content of the ad,
the mood of the consumer, and the consumer's feelings about advertising. Recent
research evidence has shown that the formation of attitudes toward ads can influence
the attitudes consumers have toward brands. The suggestion is that positive feelings
an advertisement generates can attach themselves to the brand being advertised.
Importantly, these feelings seems to be transferred without the consumer necessarily
forming beliefs about the brand (Mowen, 1987).
Perhaps the simplest explanation of how a feeling advertisement works is that people
like it or dislike it as an ad, and this attitude gets transformed to or associated with the
brand in the ad. There is thus the potential for a direct casual link between the attitude
toward an advertisement and attitude and behavior toward a brand. Feelings
engendered by an ad can create or influence an attitude toward the ad directly as well
as indirectly, through assessments of the quality of the ad's executional characteristics.
In fact, some researchers believe that attitude to the ad really has two different
components: an affective one, reflecting the direct effect of the feelings evoked by the
ad, and a second, more cognitive, one, reflecting how well made and useful the ad
(and the information in it) is considered to be.
Andrew Mitchell and Jerry Olson, and Terence Shimp, demonstrated in academic
studies that the attitude toward an ad (liking for the ad) provided an impact on brand
attitudes over and above any ability of the ad to communicate attribute information.
Several ad industry studies, notably one for the Advertising Research Foundation
directed by Russell Haley, have also confirmed the importance of ad likability in
creating brand persuasion effects, although it is only one of several ad-related factors
that determine an ad's persuasion score. Other studies have found that attitude toward
an ad affects brand choice as well. It is not clear whether this direct effect of ad liking
persists over time, or whether it is short lived; both kinds of conclusions have been
reported. In fact, it has even been suggested that if a likable as draws so much
attention to itself that brand attributes in the ad are not processed by the consumer
would have weaker attitudes to the brand than if the ad had not taken away attention
from brand attributes in the first place.
McCollum-Spielman, a copy-testing company, suggests that ad disliking has more of
an effect than ad liking on brand liking and that the effects of ad liking are more
important for mood ads than for hard-sell (information-based) ads. Research has also
uncovered other conditions that determine whether the effects of ad liking on brand
attitudes will be high or low. According to a recent review of several studies by
Brown and Stayman, the effects are greater for novel and unfamiliar brands than for
well-known ones, and for products that are not consumer nondurables. Not
surprisingly, the effects of ad liking on brand liking are also greatly reduced when
actual brand trial has occurred.
A considerable amount of research has been conducted on the mechanisms through
which the thoughts and feelings evoked by an ad lead to a favorable attitude to the ad,
and how (and under what conditions) the attitude to the ad leads to favorable brand
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attitudes. According to researchers Scott MacKenzie, Richard Lutz, and George
Belch, attitude to the ad is influenced by the cognition (thoughts and feelings) that
the ad viewer has about the ad; this ad attitude then affects brand attitudes, which then
affects the intention to buy or not buy the brand. In addition, however, the attitude
toward the ad also affects the viewer's cognition that relates to the brand, which, of
course, also affects attitude to the brand. In other words, attitude toward the ad affects
attitude toward the brand both directly and indirectly (through shaping brand
cognition). If we like an ad we are predisposed to being less critical about what the ad
is saying about the brand.
Researchers have also tested if the attitude to the ad has a greater effect on brand
attitudes under low-involvement conditions. Intuitively, just as the elaboration
likelihood model (ELM) suggests a greater effect of peripheral cues on brand attitudes
under low-involvement conditions, one would expect a greater effect of attitude to the
ad on brand attitudes under low-involvement conditions (since the feelings that play a
major role in shaping attitude to the ad are clearly peripheral in nature). Yet the
research on this question has not always shown this relationship; it seems instead that
attitude to the ad is often a contributor to brand attitudes under both high-and low involvement conditions.
Why this is so is not totally clear, but it seems that the different components of
attitude to the ad (evaluation of the pleasure from it, and its usefulness), taken
together, require both central and peripheral processing, so that it becomes an
important variable under both high- and low- involvement conditions. In other words
while the feelings on which we are focusing in this chapter are a major contributor to
the attitude to the ad, they are not the only factors leading to it: a more cognitive, "
central," appraisal of how useful the ad is, how information it is, and how well made it
is also plays a major role. Feelings may be the most important determinant of ad
liking under low involvement conditions, but both feelings (or other " peripheral"
aspects of the ad) and the ad's usefulness (and other " central" aspects) jointly shapes
overall ad liking in high involvement conditions.
In any event, it is clearly important, in understanding how an ad ultimately affects
brand attitude, to see what kind of attitude people develops toward the ad itself. If the
feelings that the ad creates are positive, and if the way the ad is made (and the
information in it) is evaluated favorably, then the ad should elicit a favorable attitude
toward itself. Again, it is very important to remember than an can be liked either
because it is entertaining or because it is considered useful, or both (Batra, Myers and
Aaker, 1996).

2.2.3 What Makes an Ad more likable?
According to a recent model, the attitude to the ad is influenced by the feelings
evoked by the ad and the mood of the ad viewer; the ad viewer's attitude toward all
ads in general; his or her attitude toward this advertiser, in general; his or her
perceptions of the executional characteristics of the ad; and his or her perceptions of
the credibility and believability of the ad. Obviously, one of the key factors shaping
attitude to the ad is the nature of the execution, and that is where we shall focus here.
Different ads can lead to the same overall level of attitude to the ad by following very
different executional strategies. For example, three equally linked commercials (i.e.,
having the same level of attitude to the ad), one using slapstick humor, another
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employing serious informative copy, and a third with warm, sentimental copy, may
impact the consumer in completely boring and the other irritating. There has been a
fair amount of research attempting to determine what it is that make some
commercials liked and how the liking level is affected by repetition.
One study by David Aaker and Donald Bruzzone found that the ads with higher
irritation levels (and thus lower likability) tended to portray an unbelievable situation,
a " putdown" person, a threatened relationship, graphic physical discomfort, tension,
an unattractive or unsympathetic character, a suggestive scene, poor casting or a
sensitive product with a product-focused message, irritation levels were lowered when
the commercial included or conveyed a happy mood, a warm mood, a credible
spokesman, humor, or useful information. According to an exhaustive review of the
attitudes to the ad to be higher if the ad
is more credible
Evokes positive, likable feelings.
Uses humor.
Uses relevant or liked music, sex appeal, or other such executional
devices.
Uses likable and attractive celebrities.
Uses endorsers of the same race as the target market.
Doesn't have excessively high levels of fear (if usmg fear appeals,
discussed below).
Is for a brand the consumer already likes.
Contains useful information, but not too much too make it boring.
Is interesting and (reasonably) complex.
Contains information that is itself liked (e.g. about a special deal).
Is placed in a media environment that itself is liked (Batra, Myers and
Aaker, 1996).

2.2.4 Attitude towards Green Advertising:
Some green messages are much easier for audiences to understand than others. In
general, images are easier to understand than words. In effect, appeals to the emotion
have a stronger immediate impact on ordinary people than do carefully reasoned
arguments - a function of the secondary nature of green criteria in most purchasing
decisions. Most consumers are looking for quick and easy ways to show that they are
'doing their bit' for the environment. They do not want to spend too much time
thinking about how to make green purchasing decisions, so they are seeking emotive
shorthand messages which seem to cut through the environmental debate (koechlin
and Muller, 1992).
Environmental benefits can be indirect, intangible, or insignificant to the consumer.
For advertisers that make the effort to teach, educational messages provide special
opportunities to increase purchase intent, enhance imagery, and bolster credibility.
Environmentally concerned individuals respond to emotionally driven messages
alarming them with specific strategies for helping them acquire a sense of control
over their lives.
While advertising is usually the preferred form of communicating with mass
consumers, many green marketers prefer to use alternative media. Alternative
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messages, especially those delivered through non-paid media, can be more credible,
as well as capable of reaching green consumers where and when they seek
information. Companies with mass target - and who can afford to - use advertising to
highlight a brand's primary benefits (Ottman, 1998).
In the green appeal condition, environmental attributes of the product are prominent
and financial attributes are non-prominent. In the financial appeal condition, the
prominence is reversed. Consumers who are highly involved with the environment are
intrinsically motivated to attend to the environmental attributes of products. The
prominence of environmental information in the green appeal makes attending to this
information relatively easy to do. Alternatively, in the financial appeal condition, it
takes more effort to attend to the environmental information because this information
is non-prominent. Consumers who are less involved with the environment are not
intrinsically motivated to attend to environmental attributes of products. Instead they
are likely to be influenced by the attention-getting characteristics of the appeal. Thus,
in the green appeal condition, prominent environmental attributes of the product will
become salient evaluative criteria. Alternatively, in the financial appeal condition,
environmental attributes are less likely to be used to evaluate the green product.
Consumers who are highly involved with the environment may be predisposed to
purchase green products regardless of the type of appeal used. However, for those less
involved with the environment, appeal plays an important role (Schuhwerk and
Lefkoff-Hagius, 1995).

2.2.5 Defining brand:
Brand is any name, term, symbol, or combination of these that is intended to identify
one seller's goods and services and distinguish them from those of other sellers. The
term brand is so general that it includes practically any symbol(s) used consistently
with a product or service (McNeal, 1982).
Brand is not a physical entity but instead what the consumers think and feels and
visualizes when he or she sees the brand's symbol or name (Batra, Myers and Aaker,
1996).
Brand image is a mental image that reflects the way a brand is perceived, including all
the identification elements, the product personality, and the emotions and associations
evoked in the mind of the consumer (Wells, Burnett and Moriarty, 1995). It is the
product concept and the personality of the brand (Russ and Kirkpatricks, 1982).
Consumers perceive products in terms of their brand image - that is, in terms of the
real or imaginary benefits that the products are supposed to provide (Mandell and
Rosenberg, 1981 ).
Image is an organizing concept. In exploring brand imagery one really tries to find out
what the brands means to the consumer. Consumers buy the brand (and an assorted
bundle of meanings and associations) rather than the product (Dunn, 1961 ). A brand
image should express the product's physical characteristics, its social uses and its
sensory characteristics in terms of human desires and behavior (Dunn and Barban,
1986).
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Concept is an idea (Jugenheimer and White, 1980). The green marketing concept or
green marketing idea is considered as a brand, which the audiences cannot touch but
rather feel and perceive. As a consequence, the image of this concept or idea plays a
vital role for the audiences.

2.2.6 Attitude Towards The Brand:
Attitude toward a brand is the buyer's evaluation of the brand's potential to satisfy his
motives. It, therefore, includes the connotative aspects of the brand concept: it
contains those aspects of the brand which are relevant to the buyer's goal. Attitude is
directly related to predisposition and so it consists of both the evaluation of a brand in
terms of the criteria of choice from mediator and the confidence with which the
evaluation is held (Enis, Cox and Mokwa, 1995).

Attitude towards ads versus attitude towards the brand:
An individual may love the ads and hate the product, or vice versa. Although there is
an assumption that a positive attitude towards the advertisement will lead to a positive
attitude about the product, the two are actually separate hypothetical constructs. This
is because the attitude towards the brand is affected by many more factors than the
advertisement, whereas attitude towards the advertisement is affected only by the ad
itself. The perception of the brand is much more likely to have a major cognitive
element in it, whereas most advertising is intended to produce an affective response
(Blythe, 1997).

,_,

2.2.7 Attitude towards Green Marketing Concept:

-

Consumers take for granted the necessity of considering environmental factors in
making their consumption decisions. By pursuing the innovators and early adapters of
green attitudes and behavior, both government and companies have broadened the
appeal of environmentalism, and hastened its mainstream acceptability. (The term
'innovators' and 'early adapters' are taken from the literature of the 'product-life-cycle'.
Innovators and early adapters are the first and second groups of consumers envisioned
as starting to use a particular product.) The adoption of green attitudes and behavior
among consumers can be seen as analogous to the adoption of products. Political and
market condition to be green has increased the number of people interested in and
committed to the environment. Brands with a real green edge must touch people's
minds, not their hearts. They must convince consumers of their benefits. In this
respect, green marketing brings greater rationality into the consumer's purchasing
decisions (koechlin and Muller, 1992).
In conventional marketing, demographics are often a key determinant of intent to buy
specific products. But in green marketing, what seems to determine willingness to
purchase environmentally conscious products - more than demographics or even
levels of concern for a specific environmental issue - are the consumers' feeling of
being able to act on these issues. After all, consumers may be concerned about a
specific issue, such as fumes emanating from the local power plant or protecting a
local wildlife sanctuary, and may have the time or money to act - but if they do not
believe they can make a difference, they will likely not act.
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Consumers feel especially guilty about environmental ills they can do something
about, but do not. They readily acknowledge the role of their own consumption in
despoiling the environment. They see themselves as being able to do little to fix
serious problems like global climate change or ozone layer depletion. However, they
do feel a responsibility to cut down on excess packaging and take steps like recycling
and conserving water (Ottman, 1998).
Several studies have investigated the relationship between environmental attitudes
and product purchase or usage intentions. Overall, findings suggest that the more
involved consumers are with the environment, the more likely they are to purchase
green products (Schuhwerk and Lefkoff-Hagius, 1995).
The audiences perceive green product in two different way. First, audiences perceive
that green products promote green as a relative concept, and recognize that different
shades of green performance exist. Secondly, the audiences perceive that green
products hinge around the word 'significantly'. This prompts the question 'significant
to whom?', the answer being, to the company's stakeholders and principally its
customers (Peattie, 1992).

2.3 Theories Regarding Intention:
2.3.1 Defining intention:
Intention is the subjective probability that beliefs and attitudes will be acted upon. It is
a planned action within a specified time frame, which may or may not be thwarted by
intervening variables such as inhibitors (Block and Roering, 1979). Intentions are
viewed as resulting from the formation of beliefs and attitudes. Thus an intention is
the determination of a consumer to engage in some act, such as purchasing of a
product or service. Consumers may form the intention to search for information, to
tell someone else about an experience with a product, to buy a product or service and
to dispose of a product in a certain way (Mowen, 1987). Intention to buy is defined as
a mental state that reflects the buyer's plan to buy some specific number of units of a
particular brand in some specified time period (Miller, Galanter and Pribram, 1960). It
is a measure of the claimed level of future consumption of a product or service by
target customer who almost invariably overstate their subsequent purchase behavior
(Baker, 1998). Intentions are formed by the effects of the consumer's attitude toward
the brand and their confidence in their judgement of its quality and low confidence is
expected to have a negative effect. These are, of course, crucially important links in
persuading consumers to buy (Howard, 1994).

2.3.2 Intention to buy:
Intention to buy is the buyer's forecast of his brand choice some time in the future.
Like any forecast, it involves assumptions about future events including the likelihood
of any perceived inhibitors creating barriers over the buyer's planning horizon.
Intention to buy has been extensively used in the purchases of durable goods with
some recent refinements in terms of the buyer's confidence in his own forecast; these
studies are in terms of broadly defined product classes (Enis, Cox and Mokwa, 1995).
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Purchase intentions relate to beliefs and brand evaluations, and likelihood of buying
a brand has been shown to be influenced by attitude towards advertising as well as
attitudes towards brands (Homer and Yoon, 1992).

2.4 Theories Regarding Advertising Appeal:
2.4.1 Defining appeal:
Appeal is the motive to which an ad is directed and which is designed to stir a person
toward a goal the advertiser has set (Russell, Verrill and Lane, 1988). The two broad
categories of appeals are rational and emotional appeal. There are other kinds of
appeals such as positive and negative appeals, fear and sex appeals, humor appeals
and quantitative or qualitative appeals. Any of these appeals may be used to gain
attention, create a personality for the product or service, and stimulate consumer
interest, credibility, desire and action (Bovee and Arens, 1992).
Two consumer researchers developed emotional responses that people may
experience when viewing advertisements. They are fascination, surprise, excitement,
fun/playfulness, joy, bliss, belonging, pride, affectionate love, compassion, romantic
love, gratitude, sexual desire, sentimentality, sadness, distress/anxiety, fear, disgust,
contempt, shame, anger and guilt (Mowen, 1993).

2.4.2 Defining emotion:
Carl Rogers said that emotions are the unpleasant and/or excited feelings and the calm
or satisfied feelings. The first group tends to accompany the (goal) seeking effort of
the organism, and the second to accompany satisfaction of the need, the
consummatory experience (Mcneal, 1982).
Emotion is best defined as a 'stirred up condition of the organism.' Some emotions are
specific to a present need: pain, hunger, fear, sexual desire; others are more persuasive
and longer lasting: anxiety, depression, tenderness, reverence. Whatever their feeling
tone or duration, emotions are valuable as a signal that things are not going right with
us, or as an assurance that they are. They are often tonic in helping the individual
secure what he needs for his physical survival and for the protection and further
growth of his personality. So far as personality is concerned, it may be said that
emotion is the subjective coloring of motives that are blocked or thrown into conflict,
or that makes sudden and unexpected progress toward their goal (Britt, 1979). It is
also is defined as strong, relatively uncontrolled feelings that affect one's behavior
(Hawkings, Best and Coney, 1992).
Pluntchik lists eight basic emotional categories: fear, anger, joy, sadness, acceptance,
disgust, expectancy and surprise. According to Plutchik, all other emotions are
secondary emotions and represent combinations of these basic categories. Other
authors have suggested that three basic dimensions - pleasure, arousal and dominance
(PAD) - underlie all emotions. Specific emotions reflect various combinations and
levels of these three dimensions (Hawkings, Best and Coney, 1992). Table 2.2 lists
the three primary PAD dimensions, a variety of emotions or emotional categories
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associated with each dimension, and indicators or items that can be used to measure
each emotion.

Table: 2.2 Emotional Dimensions, Emotions and Emotional Indicators
Indicator/Feeling
Moral, virtuous, dutiful
Reverent, worshipful, spiritual
Proud, superior, worthy
Loving, affectionate, friendly
Innocent, pure, blameless
Grateful, thankful, appreciate
Restful, serene, comfortable, soothed
Desirous, wishful, craving, hopeful
Joyful, happy, delighted, pleased
Confident, in control, competent
Attentive, curious
Arousal
Bored, drowsy, sluggish
Aroused, active, excited
Surprised, annoyed, astonished
Unimpressed, uninformed, unexcited
Involved, informed, enlightened, benefited
Distracted, preoccupied, inattentive
Playful, entertained, lighthearted
Scornful, contemptuous, disdainful
Tense, frustrated, conflictful
Dominance
Guilty, remorseful, regretful
Powerless, helpless, dominated
Sad, distressed, sorrowful, dejected
Fearful, afraid, anxious
Ashamed, embarrassed, humiliated
Angry, initiated, enraged, mad
Panicked, confused, overstimulated
Disgusted, revolted, annoyed, full of
loathing
Skepticism
Skeptical, suspicious, distrustful
(Source: Adopted from Hawkmgs, Del. I., Best, Roger J. and Coney, Kenneth A.,
'Emotion and Marketing Strategy, 'Consumer Behavior", 5th ed., 1992, pp. 314.
Published by Irwin, Illinois)
Dimension
Pleasure

Emotion
Duty
Faith
Pride
Affection
Innocence
Gratitude
Serenity
Desire
Joy
Competence
Interest
'
Hypoactivation ,~\'
~
Activation Surprise
~
Deja vu
Involvement
Distraction
Surgency
Contempt
Conflict
Guilt
Helplessness
Sadness
Fear
...~
Shame
.lt
~~
Anger
r
Hyperactivation
Disgust

-.-

2.4.3 Different kinds of Appeals:
Any advertisement will have a theme within its message, which is designed to appeal
to the target audience. There are three basic themes.
(a)

Rational appeals. These aim at the customer's self-interest by stressing the
value or performance of the product. For a green advertising theme a rational
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(b)

(c)

appeal might stress the cost savings of green products which use less
resources than conventional products.
Emotional appeals. These aim to create an emotional response in customers,
which will motivate them to purchase. Green advertisement relating care of
the environmental with children's welfare, or stressing the dangers of
environmental degradation are aimed at people's emotions.
Moral appeals. These aim at people's sense of right and wrong. This is a
popular target for green marketers since many consumers respond to green
issues on a moral basis, rather than in terms of emotion and self-interest
(Peattie, 1992).

Green appeal: Advertisements for the green products use a variety of appeals to
persuade consumers to buy. Some of these green ads use appeals, which emphasize
the relationship between the product's attributes and the environment, while others
use more traditional appeals such as financial benefits. Despite recent increases in the
number of green advertisements both in print and on television, little is known about
the relative persuasiveness of various appeals for different target audiences.
There are many ways to position green products. Schuhwerk and Lefkoff-Hagius
(1995) developed a typology which differentiate green ads based on appeal. Several
of these appeals - emotional, euphoria and management - can be described as green
because they emphasize the environmental attributes or ecological implications of the
product. Other appeals are "non-green" in that they contain environmental
information but emphasize other aspects of the product, for example financial and
zeitgeist appeals. To date no one has compared the relative persuasiveness of these
various kinds of appeals for green products. In the green appeal condition,
environmental attributes of the product are prominent and financial attributes are nonprominent. In the financial appeal condition, the prominence is reversed. Consumers
who are highly involved with the environment are intrinsically motivated to attend to
the environmental attributes of the products. The prominence of environmental
information in the green appeal makes attending to this information relatively easy to
do. Alternatively in the financial appeal condition, it takes more effort to attend to the
environmental information because this information is non-prominent. Consumers
who are less involved with the environment are not intrinsically motivated to attend to
environmental attributes of products. Instead, they are likely to be influence by the
attention-getting characteristics of the appeal. Thus in the green appeal condition.
Prominent environmental attributes of the products will become salient evaluative
criteria. Alternatively in the financial appeal condition, environmental attributes are
less likely to be used to evaluate the green product (Schuhwerk and Lefkoff-Hagius,
1995).

Emotional appeal: It relates to the consumer's psychological, social, or symbolic
needs (Bovee and Arens, 1992). If the term 'emotional' is used to denote behavior that
is any way connected with feelings, attitudes or emotions, then all behavior must be
viewed as being emotional (Britt, 1979). Emotional content in advertisements
enhances their attention attraction and maintenance capabilities. Advertising messages
that trigger emotional reactions of joy, warmth, or even disgust are more likely to be
attended to than are more neutral ads. Emotions are characterized by a state of
heightened physiological arousal, emotional messages may be processed more
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thoroughly than neutral messages. Emotional advertisements that trigger a positively
evaluated emotion enhance liking of the ad itself (Hawkings, and Coney and Best,
1992).

Rational appeal: It is the persuasive communication aimed at the buyer which is
based upon the economic and technical advantages of the product or service to the
buyer, rather than emotive appeals which are based upon essentially behavioral
factors (Baker, 1998). It is an appeal to the consumer's practical, functional need for
the product or service (Bovee and Arens, 1992). If the term 'rational' is defined as an
individual's attempt to maximize his satisfactions (whether they be economic or other
psychological satisfactions) or to minimize his dissatisfactions, then all behavior must
be viewed as being rational (Britt, 1979). The rational appeal is an important approach
to consider because prospects have a tendency to envision themselves as being
intelligent individuals, and they desire to rationalize their decisions (Dirksen, Kroeger
and Nicosia, 1983).
Fear appeals: Organization of message content so as to arouse the anxieties of
fears of the consumer (Block and Roering, 1976). Fear appeals make use of the threat
of negative (unpleasant) consequences if attitudes or behaviors are not altered. Where
fear appeals have been studied primarily in terms of physical fear (physical harm from
smoking, unsafe driving and so forth), social fears (disapproval of one's peers for
incorrect clothing, bad breath, or inadequate coffee) are also frequently used in
advertising. For fear appeal to be successful, the level of fear induced must not be so
high as to cause the consumer to distort or reject the message. In addition, it is critical
that the source of the fear-arousing message be viewed as highly credible (Hawkings,
Coney and Best, 1992).

Humorous appeals: At almost the opposite end of the spectrum from fear appeals
are message appeals built around humor. These types of messages are particularly
effective at gaining attention. Yet for humorous appeals to be effective in terms of
influencing beliefs and behavioral intentions, the following performance criteria must
be met:
• The brand must be identified within the opening 10 seconds, or there is danger of
inhibiting recall of important selling points.
• The type of humor makes a difference. Subtlety is more effective than the bizarre.
• The humor must be relevant to the brand or key idea. Recall and persuasion are
both decreased when the linkage is not made.
• Humorous commercials that entertain by belittling potential users do not perform
well (Hawkings, Coney and Best, 1992).
Sternthal and Craig reviewed the literature on the role of humor in persuasion and
concluded that humorous messages particularly excel in terms of attention attraction.
A humorous context may increase liking for the source and create a positive mood.
Where humor is used to reinforce attitudes of the audience already accepts, it may
increase the effectiveness of the message (Dunn and Burban, 1982).
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Combining rational and emotional appeals:
Advertisers once believed that most buying was a logical, rational process and that
every advertisement should supply the 'reason why.' There has been a rather
consistent trend away from this approach in the last several decades. Some of the
most successful advertisers now emphasize apparently rational appeals while really
expecting the purchase to be made for irrational or emotional reasons (Dunn and
Barban, 1982). Furthermore, recent thinking and research have led to the belief that
the most effective appeal may be one, which is both highly emotional and highly
rational. All appeals must be in some sense being emotional in that they must be
directed at some existing attitude or motive. However, they may vary in (1) the
strength of the appeal to that motive (more or less emotional) and (2) the explicitness
with which a given course of action is related to the satisfaction of that motive (more
or less rational) (Britt, 1979).

2.5 Theories of Involvement:
2.5.1 Defining involvement:
It refers to the intensity of the consumer's interest in a product, medium, or message.

High-involvement means that a product - or information about it - is important and
personally relevant. Low-involvement means that the product or information is
perceived as unimportant. Advertising for this type of product often focuses on simply
key points, emotions, lifestyles, or images (Wells, Burnett and Moriarty, 1992).
Involvement is the personal, social and economic significance of the purchase to the
consumer (Berkowitz, Kerin, Hartley and Rudelius, 1995). High-involvement
purchase occasions typically have at least one of three characteristics - the item to be
purchased (1) is expensive, (2) can have serious personal consequences, or (3) could
reflect on one's social image. For these occasions, consumers engage in extensive
information search, consider many product attributes, and brands, form attitudes, and
participate in word-of-mouth communication (Costley, 1988).
Involvement is the perceived importance or personal relevance of an object or event.
It is about the degree to which the consumer feels attached to the product or brand,

and the loyalty felt towards it. Involvement has both cognitive and affective elements:
it plays both the brain and the emotions. High product involvement will come about if
the consumer feels that product attributes are strongly-linked to ends goals or values;
lower levels of involvement occur if the attributes only link to function, and low
levels occur if attributes are irrelevant to consequences (Blythe, 1997).
Involvement is a motivational state influenced by the perceived personal importance
and/or interest evoked by a stimulus. Level of involvement not only influences the
amount of information processing, it also has important implications for decisionmaking process, attitude formation and change, and word-of-mouth communication
(Mowen, 1993).
Involvement refers to consumers' subjective perception of the personal relevance of
an object, activity, or situation. It is important to recognize that people may be
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involved with many concepts besides products and brands such as advertisements.
Consumers who perceive that some attributes of a product are associated with
important values will experience higher levels of product involvement than consumers
who perceive that product will attributes lead only to functional consequences. Of
course, consumers who perceive that product attributes have no important
consequences at all (basically, they have no means-end chains) will feel little or no
involvement with the product (Peter and Olson, 1990).

2.6 The Concept of Length and Repetition:
2.6.1 Defining length:
The amount of time occupied by something. The amount something measured or
extends from one end to the other (Hornby, 1997).

2.6.2 Defining repetition:
Repetition is a technique to ensure the memorability of the message. Psychologists
maintain that one needs to hear or see something a minimum of three times before it
crosses the threshold of perception and enters into memory (Wells, Burnett and
Moriarty, 1992). An advertiser must repeat key information to prospective and current
customers so they can better remember the product's name and benefits (Bovee and
Arens, 1992).
Repetition is one feature of media schedule. It is intuitively obvious that the
probability of an acceptable proportion of the target audience seeing an advertisement
depends on the number of repetitions over a period of time. Media planner assumes
that individuals need to see it more than once before taking it in fully (Baker, 1998).
Repetition of a message clearly enhances learning. There are many reasons why
repetition of the message has a positive influence on attention and, in many cases, on
attitudes. Since there are a variety of factors involved, a list has been provided below
those that are most useful in understanding the role of repetition as an influence on
attitudes:
• Because of situational distractions and message complexity, it is often necessary
to repeat a message several times before information is comprehended.
• Through repetition, information is moved from short-term memory into long-term
memory.
• Continued association of an attitude with a brand through repetition increases the
strength of that attitude.
• Repetition reduces forgetting by continually reinforcing the message (Hawkings,
Best and Coney, 1992).

2.6.3 The Effects of Length, Content and Repetition:
Message characteristics influence viewers' reactions to advertising. More specifically,
two types of message appeal have been studied, emotional and informational. The
conceptual distinction between informational and emotional advertising is a
significant one. Singh and Cole (1993) define an informational ad as one that provides
consumers with factual (i.e., presumably verifiable), relevant brand data in a clear and
logical manner. In contrast, an emotional ad uses psychological appeals such as fear
and love to touch one's feelings (Wells Burnett and Moriarty, 1989).
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Message length influences both learning and attitudinal measures of commercial
effectiveness; however, the nature of this influence may depend on how frequently
the message is repeated as well as what type of message appeal is used.

Figure: 2. 7 Theoretical Model

Message Length
• 15-second vs.
30-second

•
....
'~

~

•

Commercial Effectiveness
Learning (Brand name,
Claim)
Attitudes (Attitude toward the
ad, attitude toward the brand,
purchase intention)

Message Characteristics
• Appeal
• Repetition
(Source: Adopted from Surendra N. Singh and Catherine A. Cole, "The Effect of
Length, Content and Repetition on Television Commercial Effectiveness," Journal of
Marketing Research, vol. XXX (February, 1993), p. 91-104. Published by American
Marketing Association)

15s VERSUS 30s - Learning Effects:
The effect of message length:
Over the years, many studies have shown that longer commercials generally facilitate
learning of commercial content. If the amount of information contained in the longer
and shorter versions of a commercial are about the same, longer ads should be
superior to shorter ads on learning measures for at least two reasons. First, a longer
commercial can repeat the same information more times within a single presentation
than a shorter commercial. This repetition increases the redundancy of the information
and hence facilitates better encoding. Second, a longer commercial, in comparison
with a shorter one, gives the viewer more time to process the message and thus
enhances viewer learning.
The effect of length over repeated exposures:
The predicted difference between shorter and longer commercials may diminish as
repetitions of the message increase. Several previous studies in marketing and years
of prior research on verbal learning on psychology confirm that as repetition increase,
learning increases. Viewers benefit more from the initial added exposures to: 15s than
to: 30s because at the low exposure levels processing is more constrained by the: l 5s
than the: 30s. Of course, after a certain point, learning from both: 15s and: 30s levels
off because a significant amount of learning has already taken place and there is not
much left to learn.

The combined effect of length and message appeal:
In general longer commercials should promote learning in comparison with shorter
commercials, especially if the longer commercials repeat the brand name more times
than the shorter commercials. However, the strength of this length effect may depend
on the message appeal and on the measure of learning. Specifically, longer emotional
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commercials may promote brand name learning better than shorter emotional
commercials, whereas commercial length may not as dramatically affect brand name
learning from informational commercials. Several factors may contribute to this
effect. First, the viewers of the emotional commercials, who experience fairly intense
emotional reactions during commercial exposure, may form stronger episodic
memory traces than viewers of neutral commercials. Longer emotional commercials
(vs. shorter ones) should give viewers opportunity to form even stronger memory
traces. Not only are emotional commercials emotively powerful, but they incorporate
brand name information into the central part of the message. Consequently, a second
reason for the length effect for emotional commercials is that the longer commercials
may provide more contextual details than the shorter messages so that viewers can
encode the brand name more richly after exposure.
Similarly, longer informational commercials may present more and repeat more facts
than a shorter informational message, enabling the viewer to encode more claims.
Commercial length may not as dramatically affect claim recall from emotional
commercials because claims are usually presented incidentally in such commercials
and viewers may not perceive such information as relevant.
15s VERSUS 30s - Attitudinal Effects:
The effect of message length:
Recent advertising models suggest that effectiveness of persuasive ads declines when
the opportunity to process the message declines, longer commercials, in comparison
with shorter ones, enable the message recipient to realize the message argument's
cogency and favorable implications which, in turn, enhances persuasion. Because
exposure to commercials is not self-paced: l 5s, in comparison with: 30s, limits the
viewers' opportunity to elaborate on the commercials.
The effects of length over repeated exposures:
Attitudinal reactions to advertising change over repeated exposures. As the repetition
increase, two distinct and opposing psychological processes - positive habituation and
tedium - come into play. Positive habituation implies that, as exposures to a novel
stimulus increase, people's uncertainty and feelings of conflict about the stimulus
decrease. However, as exposures to a stimulus increase further, people's affect toward
the stimulus decreases because they experience boredom, tedium and reactance. It is
also found that shorter commercials provide less time for the audience to generate
negative thoughts about the ad. Simply put,: l 5s may initially receive lower
evaluation than :30s, but :30s wear out more quickly than : l 5s.
The combined effect of length and message appeal:
There are at least two theoretical reasons to believe that emotional commercials may
generate more positive attitudes than informational commercials. First, emotional
commercials attempt to create positive emotions as opposed to presenting logical
facts. These feeling states could transfer to various product-related responses such as
attitude toward the advertising, attitude toward the brand and purchase intention
through either a direct affect-transfer mechanism or classical conditioning. Second,
emotional ads, in comparison with informational ads, might induce lower reactance
among the viewers. If a communication's message arouses reactance through a 'hard
sell,' the reactance will lessen the message's capacity to generate compliance.
Specifically, longer emotional commercials may induce significantly higher positive
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affective responses than the shorter ones, but longer informational commercials have
the potential of arousing greater reactance than the shorter ones. The presence of two
opposing trends in informational commercials (increasing length generate more
positive attitudinal responses but also tends to generate feeling of reactance) means
that the length effect is muted in informational commercials (Singh and Cole, 1993).

2.7 Theories and Models Regarding the Presenter:
2.7.1 Defining spokesperson:
Advertising executions in which a person or persons speak in behalf of the product.
The person may be an unknown or a celebrity (Weilbacher, 1979). Spokespersons are
thought to build credibility. They are either celebrities people admire, experts people
respect or someone 'just like us' whose advice people might seek out. An attractive
spokesperson that is appropriate for the product or brand attracts attention and makes
the message more believable and compelling (Wells, Burnett and Moriarty, 1995).
The spokesperson may display and perhaps demonstrate the product. He or she may
be in a set (a living room, kitchen, factory, office, or out of doors) appropriate to the
product or product story, or in limbo (plain background with no set) (Russell, Verrill
and Lane, 1988).

2.7.2 Defining celebrity sources:
The source of a communication can be an identifiable person, an unidentifiable person
(a 'typical' homemaker), a company or organization, or an inanimate figure such as a
cartoon character. Celebrities involved in advertising campaigns are most often
television or movie stars, entertainers, or sport figures. However, politicians and
business leaders are also used.
Celebrity sources may enhance attitude change for a variety of reasons. They may
attract more attention to the advertisement than would noncelebrities. Or, in many
cases, they may be viewed as more credible than noncelebrities. Consumers may
identify with or desire to emulate the celebrity. Consumers may associate known
characteristics of the celebrity with attributes of the product coincide with their own
needs or desires. The effectiveness of using a celebrity to endorse a firm's product can
generally be improved by matching the image of the celebrity with the personality of
the product and the actual or desired self-concept of the target market (Hawkings,
Coney and Best, 1992).

2.7.3 The Impact of Celebrity:
The use of celebrities as spokespeople for companies continues to be a popular
method of advertising. The reason behind the popularity of celebrity advertising is the
advertisers' belief that messages delivered by well-known personalities achieve· a high
degree of attention and recall for some consumers. While the idea is intuitively
appealing, it is strengthen by an appropriate connection between the celebrity and the
product endorsed or by the celebrity's personification of some aspect of the product.
There are three dimensions as components of source credibility: expertise,
trustworthiness and attractiveness. Expertise as defined by Hovland and his
associates, is "the extent to which a communicator is perceived to be a source of valid
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assertions". It is the knowledge that the communicator seems to possess to support
the claims made in the advertisement. Trustworthiness refers to the consumers'
confidence in the source of providing information in an object and honest manner.
Through the increasing use of celebrities as endorsers of products, services and social
causes, attractiveness has become an important dimension of source credibility. Most
television and print ads use physically attractive people. Consumers tend to form
positive stereotypes about such people, and in addition, research has shown that
physically attractive communicators are more successful in changing beliefs than are
unattractive communicators. Quoting Aristotle, "Beauty is greater recommendation
than any letter of introduction." Resent research evidence suggests that the three
dimensions of source credibility can make independent contributions to source
effectiveness (Ohanian, 1991 ).

2.7.4 Defining attractiveness:
Attractiveness is determined by the receiver's similarity to, familiarity with, or liking
of the source (Kassarjian and Robertson, 1973).

Physical Attractiveness:
Substantial empirical evidence supports the impact of physical attractiveness on a
variety of human responses. Most of these responses are positive with the physically
attractive person accruing benefits based merely on his or her appearance. For
example, the physically attractive elicit positive impressions on initial social contact.
They are perceived as more desirable for romantic involvement; achieve greater social
acceptance; and exert greater social influence than their less attractive counterparts.
Physically attractive people are perceived to be more sexually warm and responsive,
sensitive, kind, interesting, strong, poised, modest, sociable and outgoing than persons
of lesser physical attractiveness and enjoy greater occupational success. According to
exchange theory, interpersonal attraction mediates exchange decisions by influencing
the subjective probabilities and utilities of the outcome. While these explanations of
the physical attractiveness phenomenon vary in many respects, there appears to be a
common thread fundamental to all the proposed theories. This harks back to the
original reinforcement formulation. The substance of such a formulation includes: (1)
responses to physical attractiveness are conditioned over time; and (2) physical
attractiveness elicits a variety of positive attributions from respondents (Caballero,
Lumpkin and Madden, 1989).

2.7.5 Defining credibility:
Credibility is the extent to which a source is perceived as knowing the right answer
and being willing to communicate it (Kassarjian and Robertson, 1973). Source
credibility appears to be composed of two basic dimensions: trustworthiness and
expertise. A source that has no apparent reason to provide other than complete,
objective and accurate information would generally be considered as trustworthy
..
(Hawkings, Coney and Best, 1992).
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2. 7.6 Defining power:
It depends on the ability of the source to apply positive and negative sanctions to the

recipient and stay around to observe whether a desired attitude or behavior is achieved
(Kassarjian and Robertson, 1973).

2.7.7 A Model of Source Factors In Advertising:
The central idea of this model is that consumers view the information in ads as
coming from a source, with sources varying in credibility (Klebba and Unger, 1982).
According to this model, the more credible the source, the more persuasive he or she
is likely to be in getting the audience to accept the ad's message.

Figure: 2.8 A model of the source dimensions of copy information
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Copy
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Source Credibility
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Advertising Copy

Power
Prestige
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rustwort mess
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Dynamism

Receiver
Attitude/Behavior
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Attitude Change

(Source: Adopted from Rajeev Batra, John G. Myers & David A. Aaker, "A model of
the source dimensions of copy information", Advertising Management, 5th Edition.
1996, p. 402. Published by Prentice Hall International, Inc.)
Shown to the right in Figure 2.8 are various source components advertising copy. At
the center is the object of the advertising, such as the brand, product, service, idea,
corporation and so on. The model shows the credibility of this object to depend on the
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sponsor, the endorser, the media vehicle, etc. the key source component is the
endorser. The endorser in an advertisement is the person, celebrity, spokesman,
announcer, and so on whom endorser or who demonstrate the product. Another aspect
is the credibility of the media vehicle itself.
As shown on the left of Figure 2.8, researchers have recognized that some judgement
about a source concerns a cognitive dimension and others an affective dimension. The
cognitive dimension includes judgement about the power, prestige (from past
achievements, reputation, wealth, political power, or visibility), and competence
(expertise) of the source. The affective dimension includes judgements about
trustworthiness, attractiveness, and dynamism. Other constructs, such as
unbiasedness, similarity (between the source and the receiver), and physical
attractiveness, have also been the focus of the research. Similarity is sometimes
important because a source that is presented being similar to the audience member in
terms of attitudes, opinions, activities, background, social status, or life style could
achieve both liking and identification: there are many situations in which people will
tend to like people with whom they have things in common. The research on physical
attractiveness tends to show that, all other things being equal, the stronger the
physical attractiveness of the source, the greater the liking will be, and the stronger
will be the persuasive impact.(Batra, Myers & Aaker, 1996).

2.7.8 The VisCAP Model of Presenter Selection:
The presenter as the perceived source of the message:

Advertisements are, by definition, sponsored messages. From a processing
perspective, in watching or listening to an advertising message, the presenter can be
thought of as the audience's answer to the question 'Who says so?' this is an
important question for the manager to anticipate because the audience's attitude
toward the perceived source or sponsor of the advertising message can contribute
strongly to the audience's attitude toward the advertised brand.
In-Ad presenters:

In the context of creative tactics, the concern is with in-ad presenters, that is, people
or characters induded in the ad to present the brand's benefit claims. People or
characters in the ad may be:
• Celebrities
• Experts
• Specially created product characters (human or animated)
• People representing lifestyle groups
• An anonymous presenter shown in the ad or employed as a voice-over in TV and
radio commercials.
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When to use a presenter:

There are two advertising situations in which a presenter should be considered: for
boosting communication effects and to forestall information overload.
1) When one or more communication effects need 'Boosting.'

The principal way in which presenters work in advertising in by 'boosting' (or
amplifying, just like an amplifier in a stereo system does) particular communication
effects. Personal characteristics of the presenter can amplify communication effects
such as brand awareness and brand attitude and also brand purchase intention.
Brand attitude:

The addition of a presenter to boost brand attitude (via benefit beliefs) is the most
widely used application of presenter tactics. There are two main ways in which such
boosting can occur:
1. By making the benefit claim appear more extreme. This is especially relevant for
low-involvement (both informational and transformational) brand attitude, when
extreme claims are recommended.
2. By reducing counterarguing in high-involvement/informational persuasion
situations when the target audience is negatively disposed toward the brand. This
relies on the 'expert' role of the presenter.
Brand purchase intention:

r-

Occasionally, though not often, a presenter can increase the consumer's brand
purchase intention via the use of 'coercive power.'
2) To forestall information overload:

The other advertising situation in which a presenter should be considered is for
complex products or services being advertised to a non-expert target audience. In
high-involvement/informational situations, an expert and trustworthy presenter can
save 'information overloaded' consumers from having to process the benefit claims,
making it easier for them to opt for global acceptance of the total attitude.
The VisCAP of presenter selection is shown in Table 2.3. The model consists of four
major presenter characteristics: Visibility, Credibility, Attraction and Power. The
second and third characteristics each comprise two subfactors, resulting in six
presenter characteristics in all.
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Table 2.3 The VisCAP model of presenter characteristics aligned with
communication objectives:
Presenter Characteristic
1. Visibility (how well-known the
presenter is)
2. Credibility
Expertise
(knowledgeability
a.
regarding product category)
(reputation for
b.
Objectivity
honesty and sincerity)
3. Attraction
a. Likability (attractive appearance
and personality)
b. Similarity (to target user)

Communication Objective
Brand awareness
Informational brand attitude strategy: low
and high-involvement.
Informational brand attitude strategy:
high-involvement.
Transformational brand attitude strategy:
low-involvement

Transformational brand attitude strategy:
high-involvement
4. Power (authoritative occupation or Brand purchase intention
personality)
(Source: Adopted from John R. Rossiter and Larry Percy, "The V1sCap Model of
Presenter Selection," Advertising and Promotion Management, 1987, p. 293.
Published by Irwin McGraw-Hill, USA.)

Visibility:
The presenter's visibility refers to how well known or recognizable he or she is from
previous public exposure. Visibility is, of course, the celebrity presenter's immediate
edge. In contrast, noncelebrity presenters and also animated presenters acquire
visibility only slowly from cumulative advertising exposure. An alleged visibility
problem with celebrity presenter is 'overexposure' for those who endorse too many
products.
Credibility: (a) Expertise
Presenter credibility consists of two characteristics, expertise and objectivity. A
spokes person can be perceived as expert but not objective. The advertiser generally
seeks both expertise and objectivity in a presenter, but the two characteristics can vary
independently and have specialized relevance to the brand attitude quadrants.
Expertise and informational brand attitude:
Expertise (the perceived knowledgeability of the presenter regarding the product
category) is most relevant when the advertisement is based on an informational brand
attitude strategy - either low or high-involvement.
•

•

In low-involvement I informational advertisements, the presenter's perceived
expertise may be the solely effective benefit claim booster and the basis of the
learned brand attitude.
In high-involvement/ informational advertising, where acceptance of the brand
attitude proposition is essential, and the presenter's expertise helps to prevent
counterarguing and thereby to increase the likelihood of acceptance of claims
supporting brand attitude. Also, in "information overload" situations, the
presenter's expertise seems necessary for the presenter-fallback acceptance
process to operate.
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Credibility: (b) Objectivity
The other component of credibility is objectivity (the presenter's reputation for
truthfulness or sincerity). Some theorists refer to objectivity as trustworthiness.
However, trustworthiness would seem to imply a degree of expertise (as in
'trustworthy source') so objectivity is the preferred and more separable characteristic.
Objectivity and high-involvement/information brand attitude:
Objectivity is most relevant for the high-involvement/informational brand attitude
strategy quadrant because the brand attitude benefits must be convincingly presented.
Objectivity is much Jess relevant for the low-involvement/information quadrant
because, here, the brand attitude merely has to be rote-learned, not fully accepted
prior to trial of the brand. This does not mean that low-involvement/informational
presenters should look dishonest, but rather simply that they don't have to be highly
positive on objectivity characteristic.
Attraction: (a) Likability
Presenter attractiveness or, to use a more suitably general word, presenter attraction,
consists of two characteristics: likability and similarity.
Likability and Low-Involvementffransformational Brand Attitude:
Likability (an attractive physical appearance and personality) is most relevant to
transformational brand attitude, particularly in the low-involvement/transformational
quadrant. This is because the presenter's serves as a positive stimulus that contributes
to the positive motivation's portrayal, as explained previously in the tactics for lowinvolvement/transformational advertising.
Attraction: (b) Similarity
The other component of attraction is similarity (of the presenter, to the target user).
This similarity relates to the user role: the presenter as user of the product or service
compared with the typical target audience member as user.
Similarity and Low-Involvementffransformational Brand Attitude:
In low-involvement/transformational advertising, likability, not similarity, is
paramount. In fact, "positive dissimilarity" should be used to make a more extreme
claim of endorsement. Positive dissimilarity means that you should choose a presenter
who represents the target user's ideal self-image.
Similarity and High-Involvement/ Transformational Brand Attitude:
Similarity to the target user is most relevant in high-involvement/transformational
advertising. The reason is again as stated in the creative tactics for this brand attitude
strategy quadrant earlier: The target audience must identify with the emotional
portrayal in the ad whose lifestyles are similar to those of target audience members.
However, the purpose is still to transform the target user's self-image.
Power:
Power, in the sense of an authoritative occupation or personality, is the sixth and final
presenter characteristic in the VisCAP model. Power can increase brand purchase
intention, Though not attitude, by appearing to command the audience to act. It is
only occasionally relevant in advertising.
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Power and problem avoidance motivation:
Power is relevant for products or services sold via an element of 'fear appeal' (a type
of problem avoidance motivation). These may include pharmaceutical or medicinal
products, insurance, and some financial services, and or course, public safety
campaigns. Public safety campaigns typically select authoritative personalities as
presenters or voice-over artists (Rossiter and Percy, 1997).
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Chapter 3
3. THE RESEARCH FRAMEWORK

3.1 Conceptual Framework:
A theoretical framework is a conceptual model of how one theorizes the relationships
among the several factors that have been identified as important to the problem. It
discusses the relationships among the variables that are deemed to be integral to the
dynamics of the situation being investigated (Sekaran, 1992).
Based on different theoretical models and research works that have been discussed in
chapter 2, it is obvious that no research has been conducted in the context of
Bangladesh about the concept of green marketing. As a result, this research has been
undertaken. A research framework is being proposed in this section to delineate the
attitude of the audience of green advertisements of Bangladesh Television in Dhaka
Metropolitan City towards green marketing concept. This framework has been
developed to measure the attitude of the green advertisement, the attitude of the brand
(green marketing concept) and the purchase intention (planting trees).
There are many independent variables along with the ones that have been mentioned
in the research framework, which have already been tested in numerous previous
research studies. Among these independent variables, ten independent variables have
been chosen, as these possess some level of importance in the context of the attitude
of the television viewers of Bangladesh. Hence, the level of momentousness of these
independent variables in the context of Bangladesh and their extensive uses in
previous researches those have been mentioned later in this chapter give rise to the
justification of using them in this research framework.
Five independent variables will be tested to measure the attitude of the audiences of
the green advertising. They are humor, fear, guilt, rational appeal and the
involvement. The first three of these independent variables (humor, fear and guilt) are
under the dimension of emotional appeal. Two independent variables will be tested to
see the attitude towards the brand, those are the message length and repetition. Three
other independent variables will be tested to measure the purchase intention. Those
are celebrity's attractiveness, trustworthiness and expertise. These three independent
variables are under the dimension of celebrity's characteristics. The details of all of
these variables have been discussed in chapter 2.
There exists a flow among the three dependent variables from attitude towards the
advertising to attitude towards the brand to the purchase intention. This flow is being
strongly supported from the previous researches that have been discussed in chapter 2.
Because of the existence of flows among the dependent variables that is supported by
previous researches, this particular research study ignores the testing of the flow of
these three dependent variables. The researcher's particular interest is only to test
certain independent variables with the three distinct dependent variables.
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In the past, many researchers have used the independent variables that have been used
in this research framework to test the three dependent variables. These independent
variables are not the only variables to indicate the dependent variables. But as the
previous researchers have been using these variables, the credibility of using these
independent variables is admissible to measure the three dependent variables.

Most importantly, as this research study focuses its target to assess an impact of green
advertisements shown on Bangladesh Television, the characteristics of these green
ads are crucial to consider for the researcher. Most of the independent variables
(humor, fear, guilt, rational appeal, message length, repetition, celebrity's
attractiveness, trustworthiness and expertise) that have been mentioned in the
conceptual framework are the factors possessed by these green ads. These green
advertisements contain these independent factors and so the researcher assessing the
impact of these independent factors of green advertisements. Besides, it is noteworthy
that Bangladesh is a country where natural disaster is part and parcel of the lives of
the people. Devastating flood, deadly cyclone, tremendous pollution etc. are
obviously making the lives more hazardous. Especially, Dhaka Metropolitan City,
which is recognized as one of the top ten polluted cities in the world in which millions
of city dwellers are continuously facing serious health-threat because the degree of air
pollution is extremely high. As a result, the people of Dhaka have no other way than
to concern about environmental consciousness. Therefore, the researcher takes the
independent variable, involvement into consideration as the level of involvement of
the audiences influences the attitude of the audiences towards green advertisements.

Ultimately, it deserve reiteration that the existence of some factors in green
advertisements shown on Bangladesh Television, the continuous environmental
threats faced by the audiences of Dhaka Metropolitan City and the use of these factors
in the previous researches that have mentioned later in this chapter grab the utmost
interest of the researcher. Thus, this research framework is being delineated with these
factors, which is the reflection of researcher's interest for this particular study.

The conceptual research framework has been developed in the following figure 3.1
based on the theories and models that have been discussed in the previous chapter.
This research framework will be able to express the attitude of the audience of Dhaka
Metropolitan City towards the green advertisements shown on Bangladesh Television,
towards the green marketing concept that is to plant trees to save the environment and
the purchase intention that is to plant or not plant trees in the future to save and
conserve the environment.
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Figure: 3.1 Conceptual Framework of the Research Study
Emotional Appeal
• Humor
• Fear
• Guilt

Attitude towards green
advertising

Rational appeal
Involvement
Message length

Attitude towards the brand
(green marketing concept)

Repetition

Celebrity's
Characteristics
• Attractiveness
• Trustworthiness
• expertise

\\JER
Purchase intentions (plant
or not plant)

The dependent measures of the framework focuses on flows from the attitude toward
the advertising to attitude toward the brand to the purchase intention or intention to
buy. This flow has been extracted from the theoretical models that has been discussed
in section 2.1.10 of chapter 2. Except for independent influences hypothesis, all other
hypotheses (Affect transfer hypothesis, Dual mediation hypothesis and Reciprocal
mediation hypothesis) has supported this link.
After the audiences are exposed to an advertisement, they form an attitude toward the
advertisement. The affective and the cognitive dimension of the attitude described in
chapter 2 reflect that the audiences tend to be attracted by the green advertisements
and thus form an attitude towards the advertisements. This attitude is formed through
various effects which lead to a favorable or unfavorable liking or attitude toward the
brand, which in tum leads to purchase intention or action that is the conation or
behavioral dimension of attitude as mentioned in the ad exposure model in figure 2.1,
2.6 and table 2.1 in chapter 2. From section 2.1.6, it is also obvious that exposure of
advertisement can create an attitude toward the advertisement by processing the
elements of the ad such as emotional factors. Then an attitude toward the brand is
created that lead to target audience action.
Advertising has definite communication effects. One of the major communication
effects is the formation of the brand attitude that is preceded attitude toward the
advertising. Brand attitude eventually forms a position in the audience's mind that
lead the audience to the later stage of purchase intention. The five communication
effects described in section 2.1. 7 also shows that advertisements create demands in
the consumers' mind with some influences from motivational factors. These demands
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direct a brand level communication of brand awareness, brand attitude and to finally,
purchase intention.
This research framework, based on the hierarchy of effects model in section 2.1.8,
also delineates that advertisement provides information and facts about the product or
service being advertised, in this case the concept of green marketing that is plating
more trees to save the environment, and thus the audiences form attitude toward the
advertisement. Then the advertisement changes the attitudes and feelings toward the
brand, that is, the advertisement creates some kind of preference and liking of the
brand. Finally, the consumers move up the last level of purchase action or intention.
Also Scott Mackenzie, Richard Lutz, and George Belch, postulates ad attitude affects
brand attitude, which then affects intention to buy or not buy the brand.
Section 2.1. 9 depicts that advertisement can lead the attitude of the audiences to
change. Depending on the level of involvement, the audiences form an attitude
towards the advertisements that leads them to form an attitude towards the advertised
brand. It also reveals that repetition provides the audience greater opportunity to
process information and thus helps forming an attitude towards the brand. Therefore,
it is obvious from this section that involvement with the environment can affect the
attitude of the audiences towards green advertising and repetition of the green
messages can affect the attitude of the audiences towards green marketing concept.
From section 2.1.3 and 2.1.4 of chapter 2, it is apparent that green advertising has
used both emotional and rational appeal with involvement to promote a green lifestyle
with or without highlighting a product or service. Thus in this framework emotional
(humor, fear and guilt), rational appeal and involvement have been included as the
independent variables that affect the ad issue which is to preserve nature by planting
trees. Also in section 2.1.5, it is delineated that the use of emotional or rational
message and celebrity can have impacts on the receiver whom are in this case the
audiences of green advertising. Message length and repetition can also create some
sort of attitude toward the brand as depicted in section 2.6.2 and 2.6.3. From section
2.7.3 and 2.7.4, it is clear that celebrity's characteristics can influences the attitude of
the audiences. Source credibility that is the credibility of the endorser or the presenter
can have an effect on the attitude of the audience. It means the attractiveness,
trustworthiness, power, prestige etc. can influence the audience to act in a particular
way that is lucidly observed in section 2.7.7. Also the VisCAP model in section 2.7.8
shows that the personal characteristics of the presenter or the celebrity effects the
attitude of the brand and purchase intention of the audiences.
Thus by reviewing all theories and models from the previous chapter and the findings
from previous research that have been discussed in this chapter, the researcher has put
emotional appeal (humor, fear, guilt), rational appeal and involvement as the means of
influence of the attitude toward the green advertising. In the same manner, message
length and repetition affects the attitude toward the brand. Also the celebrity's
trustworthiness, attractiveness and expertise have significant affects on the purchase
intention.
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3.2 The Relevant Constructs of this Study:

Emotional appeal
•
•
•

Feelings of humor used in Green advertising.
Feelings of fear used in Green advertising.
Feelings of guilt used in Green advertising.

Rational appeal
•

Economical benefit (Financial benefit) used in green advertising.

Involvement
•

Personal involvement with environmental issue.

Message length
•

The length of the green advertisement.

Repetition
•

Number of times the green message is repeated on television.

Celebrity's characteristics
•
•
•

S I\. C E

Q o 9 ol

*

~~

Physical attractiveness of the celebrity used in green advertising.
Trustworthiness of the celebrity used in green advertising.
Expertise of the celebrity used in green advertising.

3.3 The operational definitions of the variables:
1. Attitude toward green advertising
Here attitude towards green advertising refers to the positive or negative evaluation or
feelings of the audiences of Dhaka City towards the green advertising. It focuses on
the mental picture the audiences posses such as favorable or unfavorable manners
towards the advertising. Bangladesh television shows approximately 11
advertisements regarding environmental issues related to green marketing. The main
goals of these green advertisements are to create consciousness about the necessity to
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save environment. All of these green advertisements have been sponsored by the same
government agency so-called the Forestry Department of Bangladesh. Several of
these ads are only focused on planting trees to save the environment, which is the
focal point of this study. These advertisements possess both affective and cognitive
components of attitude that promote a green lifestyle. As mentioned in the affective
dimension of attitude in chapter 2, the green advertisements contain emotions, which
is the evaluated component of attitude that creates liking and preference among the
audiences. The rational appeal on the green advertisement reflects the affective
dimension of the attitude of the audiences where the audiences acquire knowledge and
become aware of the green advertisements after they have been exposed to these
advertisements. These components make the advertisements good or bad, likable or
unlikable, pleasant or unpleasant, interesting or boring or preferable or some other
form for the audiences of Dhaka Metropolitan City. The audiences, after exposing the
green advertising in television, forms some sort of attitude or feeling toward the
advertisement regarding green marketing that is planting trees to save the
environment. Refer to Appendix C for the description of some of these green
advertisements on Bangladesh Television.
The researcher to test whether there is any relationship exists between attitude toward
the grt:en advertising and each of five independent variables (humor, f.:ar, guilt,
rational appeal and .involvement,) will set hypotheses for each variable and use
Bivariate analysis.

2. Attitude toward the brand

-

~

This research study refers brand as the idea or concept that is the green marketing
concept. The green marketing concept here focuses on saving the environment by
planting trees. The affective component of the attitude is focused which refers to the
emotions, feelings of like and dislike towards a particular concept or idea. After the
audiences form an attitude toward the green advertising, they tend to form an attitude
towards the brand. Here, attitude toward the brand refers the behavior of the
audiences of Dhaka Metropolitan City towards the concept or idea of planting trees to
save the environment. The audiences either feel good or bad, like or dislike, favorable
or unfavorable or some other feelings.
This particular concept or idea which is referred in this study as the brand is related
to the image concept of the brand. The concept of green marketing only reflects its
intangible attributes, which are, can only be perceived by the audiences. The
audiences have to feel or think of the idea that is exposes to them and thus the image
of the concept of green marketing plays a cmcial role in this context.
Along with many environmental movement (green movement), planting trees to save
the environment has increasingly gain popularity among the people of Bangladesh.
Thus, attitude of the people towards this green movement reflects its importance in
this research study.
The researcher to test whether there is any relationship exists between attitude toward
the brand and each of two independent variables (Message length and repetition) will
set hypotheses for each variable and use Bivariate analysis.
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3. Purchase intention

Intention is a measure of future consumption of a product or service. In this study,
purchase intention refers to the consumption of the idea or concept of green
marketing. How the audiences of Dhaka Metropolitan City is planning to respond to
the concept of planting trees to save the environment is delineated here as the
purchase intention. Whether the audiences are inclined to plant trees or not to save the
environment is the focal point of the purchase intention. The probability, possibility
and the likelihood of planting trees in the future, by the audiences of Dhaka after they
have formed an attitude towards the concept of green marketing, is the gist of
purchase intention of these groups of audiences. Cognitive dimension of attitude
states that the audiences form an intention towards the purchase after they have been
aware of the message. In this case, the audiences of Dhaka Metropolitan City form an
attitude towards the purchase intention that is plant trees to save the environment. The
name of the trees those are asked to plant and their features are discussed in the
appendix B.
The researcher to test whether there is any relationship exists between purchase
intention and celebrity's attractiveness, trustworthiness and expertise will set
hypotheses for each these three independent variable under the dimension of
celebrity's characteristics and use Bivariate analysis.

4. Emotional appeal

The green advertisements that have been shown in Bangladesh Television use
emotional appeal to create a favorable response among the audience. The mostly used
emotions are fear, guilt and humor. These emotions evoke psychological arousal
among the target audience that leads to a favorable or liking of the advertisement.
These kinds of green appeals make it possible for the advertisements to get the
audiences emotionally response with content of the green advertising that is to plant
trees for saving the environment. By showing the consequences of destroying trees,
the advertisements build feelings of guilt, regret or remorse. And also by showing the
devastating outcomes from cutting trees unnecessarily those threaten the human lives,
the green advertisements create a sense of fear. Humorous wordings and dramas are
also used by the green advertisements to form an attitude towards the advertisements
that attract attention among the audience.
The researcher to test whether there is any relationship exists between humor and
attitude toward the green advertising, between fear and attitude toward the green
advertising and between guilt and attitude toward the green advertising will set
hypotheses and use Bivariate analysis.

5. Rational appeal

Rational appeals have also been combined in the green advertisements along with the
emotional appeal. The green advertisements in the Bangladesh Television also use
rational appeal to influence the target audiences who are not emotionally motivated to
exhibit any favorable response towards the green advertisements. Financial benefits
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that could be gained from planting trees are emphasized in this kind of green appeal.
By showing how trees can provide financial benefits to the one who plant trees and
who preserve trees, green advertising in Bangladesh Television tries to extract a
favorable attitude from the target audience. How important, beneficial and favorable
is the feeling of the audiences toward the green marketing concept is the focal point
for the rational appeal.
The researcher to test whether there is any relationship exists between rational appeal
and attitude toward the green advertising will set hypothesis and use Bivariate
analysis.

6. Involvement

Unless audiences are not involved with the content of the advertisements, no further
attitude can be expected to form towards the advertising. Here, involvement refers to
the intensity of the audience's interest in the message. How the audience of green
advertisements in Dhaka City involved in processing the green message, is one of the
focal point of this study. They might be emotionally or rationally involved with the
message of planting trees to save the environment. The degree or level of involvement
influences the attitude of the audiences toward the green advertisements. The
audiences might feel important or interested about environmental consciousness or
this might means a lot to them. Thus the involvement of the environmental
consciousness that is to plant trees also reflects attitude towards the green
advertisements.
The researcher to test whether there is any relationship exists between involvement
and attitude toward the green advertising will set hypothesis and use Bivariate
analysis.

7. Message length

*

*

The length of most of the green advertisements in Bangladesh Television is either 60
seconds or 30 seconds. The longer the advertisement, the longer the time to evaluate
the brand. Some green advertisements in Bangladesh Television those are shorter only
communicate either the emotional or the rational appeal. Those advertisements that
are longer use both emotional and rational appeal. These longer ads use drama to form
a slice-of-green life message that leads the audience to evaluate the concept of green
marketing. After the audience of Green advertising expose to the green message, they
form an attitude toward the green marketing concept that is to plant trees to save the
environment. If the audiences are exposed to the longer message, they are expected to
form a more favorable attitude toward the green marketing concept than those who
are exposed to shorter green commercials. The audiences might like or dislike and
feel good or bad about the commercial depending on the length of the message.
The researcher to test whether there is any relationship exists between message length
and attitude toward the brand that is green marketing concept will set hypothesis and
use Bivariate analysis.
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8. Repetition
Repetition is thought to have some positive effect on the attitude toward the brand. As
repetition increases, the audiences are more exposed to the advertisement and thus
form an attitude toward the brand and can remember the message and the brand. The
television viewing time in Bangladesh is from 4 p.m. to 12 am except for Friday when
the program starts from 8 am to 2 p.m. and then again starts from 3 p.m. to l 2am.
During this time ads are repeated at least 3 or 4 times. This repetition of ads gives
opportunity for the audience to learn the message and to form an attitude toward the
brand. Green advertisements in Bangladesh Television through its repetitions provide
the audience to learn more about the severity of the environmental degradation and
the solution by planting trees to save the environment. Thus the audiences are
probably, likely or possibly form an attitude toward the green marketing concept that
is to plant trees to save the environment.
The researcher to test whether there is any relationship exists between repetition and
attitude toward the brand that is green marketing concept will set hypothesis and use
Bivariate analysis.

9. Celebrity's attractiveness, trustworthiness and expertise
The use of celebrity as spokesperson is an effective way to gain attention and brand
name recall from the audience. The green advertisements in Bangladesh Television
use a variety of celebrities. Some of them are TV stars, some are movie stars and the
others are experts that people admire or respect. These celebrities are liked among the
audiences in that they are attractive in looking, popular in TV programs and humorous
in nature. Some of these celebrities present themselves as spokesperson in the green
advertisement and thus create trust among the audiences. For example, schoolteachers
are often viewed as knowledgeable person or expert in some particular field, and thus
are used in the green advertisement in Bangladesh Television to form an attitude of
credibility among the audience.
The audiences might feel that the presenter or the celebrity is attractive, classy,
beautiful, elegant or sexy. Thus the attractiveness of the presenter might create
intention among the audiences to plant trees to save the environment. Also the
audiences might feel the presenter is dependable, honest, reliable, sincere or
trustworthy. Thus they might form a feeling of trustworthiness towards the presenter
that could lead them to plant trees to save the environment. Furthermore, the
audiences might feel that the presenter is expert, experienced, knowledgeable,
qualified or skilled. Thus they might believe the source and thus believe the message
and are inclined to plant trees to save the environment. Of course, the reverse might
happen.
The researcher to test whether there is any relationship exists between celebrity's
attractiveness and the purchase intention, between celebrity's trustworthiness and the
purchase intention and between celebrity's expertise and the purchase intention will
set hypotheses and use Bivariate analysis.
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3.4 Findings from the previous research works:
Singh and Cole (1993) conducted a research on television commercial effectiveness
where they used multiple dependent variables, including recall, attitude toward the ad,
attitude toward the brand and purchase intention. Message appeal (rational and
informational), length of the advertisement and repetition were used as independent
variables. The result for attitude toward the advertising, attitude toward the brand and
purchase intention showed no significant length effect. The informational commercial
length has no significant effect on attitude toward the ad, attitude toward the brand or
purchase intention, but longer emotional commercials create more positive attitude
toward the ad, attitude toward the brand and purchase intention than the shorter ones.
The main effects on the study indicate that the emotional commercials outperform the
informational commercials on the attitude toward the ad, attitude toward the brand
and purchase intention criteria.
Singh and Cole (1993) further concluded from the viewpoint of learning effect that
length has a significant effect on brand name recall but showed no significance as any
repetition level. They further concluded that the only significant length effect is at one
repetition where longer emotional commercials produce significantly higher brand
name recall than the shorter commercials. From the viewpoint of attitudinal effects,
they found that brand name recall significantly increases between one and four
repetition, but there are no significant changes between four and eight repetitions and
longer commercial starts to wear out after four repetitions. They have also found that
length has no effect on attitude toward the ad, attitude toward the brand and on
purchase intention for informational commercials.
Scale used: For the above mentioned research, experimental research design was used
where in the questionnaire the repetition level was mentioned as 1, 4 and 8; types of
commercials was mentioned as emotional vs. informational and the commercial
length was mentioned as 15 second and 30 second. Emotional appeal was measured
on a 3-item emotional scale includes statements such as "The commercial is trying to
appeal to my sentiments (emotions)." Reported scores are the average score on the 3item scale. Informational appeal was measured on a 4-item rational scale includes
statements such as "The commercial makes arguments for buying the brand."
Reported scores are the average score on the 4-item scale. Attitude toward
advertisement was measured on a 13-item, 7-point semantic differential scale. The
adjectives used were pleasant/unpleasant, refined/vulgar, likable/unlikable,
interesting/boring, tasteful/tasteless, entertaining/unentertaining, artful/artless,
familiar/novel,
good/bad,
insulting/uninsulting,
believable/unbelievable,
convincing/unconvincing and informative/uninformative. Attitude toward the brand
was measured on a 7-item, 7-point semantic differential scale. Adjectives used were
like very much/dislike very much, useful/useless, valuable/worthless,
important/unimportant, beneficial/ not beneficial, fond of/not fond of and
enjoyable/unenjoyable. A 3-item, 7-point semantic differential scale measured
purchase intent. The adjectives were probable/improbable, likely/unlikely and
possible/impossible.

Ohanian (1991) found that in most situations a highly credible source is more
effective than a less credible source. He also found highly credible sources to produce
more positive attitude changes toward the position advocated and to induce more
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behavioral changes than have less credible sources. Another research conducted by
Ohanian ( 1991) where three independent variables (attractiveness, trustworthiness and
expertise) have been tested against one dependent variable (purchase intention). Here
the researcher found that when modeling the impact of each dimension of source
credibility on intention to purchase, the attractiveness and trustworthiness of the
celebrity had an insignificant impact on respondents' intention to purchase the
products endorsed by the celebrities. Only the perceived expertise of the celebrities
was a significant factor explaining the respondents' intention to purchase.
Scale used: For the research conducted by Ohanian (1991 ), the questionnaire
contained a 15-item source credibility scale. This scale measures three dimension of
source credibility (attractiveness, trustworthiness and expertise). The adjectives used
for attractiveness were attractive, classy, beautiful, elegant and sexy. For
trustworthiness, adjectives used were dependable, honest, reliable, sincere and
trustworthy and for expertise, the adjectives were expert, experienced,
knowledgeable, qualified and skilled. The research was designed to determine the
impact of each dimension of source credibility on intention to purchase.

Similar research on the physical attractiveness conducted by Caballero, Lumpkin and
Madden ( 1989) where intention to purchase was used as a dependent variable and
spokesperson attractiveness was used as an independent variable. The findings
indicate that for neither of the products (cheese and Slice) that had been tested in this
research, physical attractiveness was not a significant factor in producing a
willingness to purchase the product. Only for the cheese, respondents were slightly
more willing to purchase from the low attractiveness condition.
Scale used: For above-mentioned research, spokespersons were rated on a 7-point
attractiveness scale. Willingness to buy the product was assessed by responses to the
question "Assuming you need this product, would you be inclined to buy this
product/" with possible answers of 111 frequently, '2' occasionally and •3• never.
Analysis of variance was used to determine whether the sex of the presenter, the sex
of the respondent, or the attractiveness of the presenter significantly affected
respondents' willingness to buy the product.

Several studies have investigated the relationship between environmental attitudes
and product purchase or usage intention. The findings suggest that the more involved
consumers be with the environment, the more likely they are to purchase green
products. However, to date no work has focused on how consumers' level of
involvement with the environment affects their responses to green advertisements.
Another research conducted by Schuhwerk and Lefkoff-Hagius (1995) on appeal of
green product where four dependent variables (purchase intentions, attitude toward
the ad, support arguments and counterarguments) and two independent variables
(involvement and appeal) were used. Here appeal was manipulated. The analysis
indicates that the two-way interaction between involvement and appeal was not
significant for purchase intention, but was significant for attitude toward the ad. The
analysis also found neither purchase intention nor attitude toward ad differs
significantly between the green and financial appeal. The result of the research also
indicates that consumers who are highly involved with the environment may be
predisposed to purchase green products regardless of the type of appeal used and the
low involvement group responded to the green appeal significantly more favorably
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than the financial appeal. Furthermore, the research indicates that purchase intention
and attitude toward the ad in the green appeal condition were both significantly
greater than in the financial appeal condition.
Scale used: In the research conducted by Schuhwerk and Lefkoff-Hagius (1995), the
overall involvement with the environment was measured on a 7-point likert scale
item: I am concerned about the environment; the condition of the environment affects
the quality of my life; I am willing to make sacrifices to protect the environment; and
my action impact on the environment. Purchase intent was measured using two 7point scales. The adjectives were likely/unlikely and probable/improbable. Attitude
toward the ad was measured using five 7-point scales. Adjectives were good/bad,
pleasant/unpleasant,
favorable/unfavorable,
convincing/unconvincing,
and
believable/unbelievable.
Another research conducted by Zhang (1996) where humor, need for cognition and
message argument were used as independent variables and attitude toward the ad,
attitude toward the brand, purchase intention, cognitive response and perceived humor
were used as dependent variables. Humor and argument strength was manipulated.
The analysis showed that in the low need for cognition condition, significant humor
main effect was found for attitude toward the ad, attitude toward the brand and
purchase intention. In contrast, none of the univariate humor main effects were
significant in the high need for cognition condition. Data in this research reveal a
strong pattern in the interaction between need for cognition and humor and between
need for cognition and argument strength. The result support the notion that the use of
humor in advertising would be more effective among audience members whose need
for cognition is low. The humorous ad was associated with more favorable thoughts
than the nonhumorous ad.
Scale used: Attitude toward ad was measured with a 4-item semantic differential
scale where the adjectives were unpleasant/pleasant, unlikable/likable, not irritating/
irritating and not interesting/interesting. A similar 3-item semantic differential scale
was used to measure the attitude toward the brand. The adjectives used were
bad/good, not nice/nice and unlikable/likable. A 3-item scale (unlikely/likely,
improbable/probable and impossible/possible was used to measure purchase intention
where the subjects were asked to rate their intention to purchase the advertised brand.
The mean of this rating served as the measure of this variable. Perceived humor was
measured with a semantic differential scale consisting of five pairs of bipolar
objectives (not humorous/humorous, not funny/funny, not playful/playful, not
amusing/amusing and not dull/dull).
Research conducted by Gorn ( 1982) on the impact of liked vs. disliked music in an ad
on product choice provides some support for the independent attitude toward the
advertising to purchase intention link. Despite a very strong tendency for subjects to
select the product associated with favorably evaluated music, 38% of the subject
provide no reason for their choice. Hence, reasonably large proportions of the subjects
were influenced in their choice behavior by the immediate surrounding commercial
environment, with no apparent consideration of the merits of the product.
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Scales used in other researches: Research conducted by Chattopadhyay and
Nedungadi, (1992) where ad type (neutral and likable), attention (high and low) and
delay (no delay and one-week delay) were used as independent variables and
cognitive responses, attitude toward the ad, and attitude toward the brand were used
as dependent variables. Ad attitude was measured on a 4-item, 9-point semantic
differential
scale.
Pleasant/unpleasant,
good/bad,
likable/unlikable
and
interesting/boring anchored the items. A 3-item, 9-point semantic differential scale
was used to measure brand attitude. Good/bad, nice/not nice and like/dislike anchored
items.

Attitude toward the ad was measured on a 9-point scale (positive/negative,
favorable/unfavorable and interesting/uninteresting), brand attitude was measured 9point scale (like/dislike, favorable/unfavorable and good/bad) and purchase intention
was measured on a 9-point scale (likely/unlikely and probable/improbable) on the
research conducted by Homer, 1990.
In the research conducted by MacKenzie, Lutz and Belch, 1986, attitude toward the
ad was measured as "overall reaction to the commercial for Shield" on two scales,
favorable/unfavorable and interesting/boring. Attitude toward the brand, the "overall
feeling about using shield toothpaste," was assessed via three scales,
favorable/unfavorable, good/bad and Wise/foolish. Intention to purchase, the
"probability that you will try Shield toothpaste when it becomes available in your
area" was measured by three scales, likely/unlikely, probable/improbable and
possible/impossible.
In the research conducted by Mittal, 1990 brand attitude was assessed on three bipolar
items (each scaled 1 to 7): bad/good, like/dislike and undesirable/desirable. Attitude
toward the ad was assessed on three bipolar items (scaled 1 to 7): good/bad,
boring/interesting, and like/dislike. Product involvement was assessed by four items:
important, means a lot, interested and significant.
Another research conducted by Miniard, Bhatia and Rose, 1990 where attitude toward
the ad was measured on five response scales. Adjectives used were good/bad,
effective/ineffective, interesting/uninteresting, like very much/dislike very much and
not at all irritating/very irritating. Attitude toward the brand was measured on three
scales (favorable/unfavorable, positive/negative, like very much/dislike very much)
and intention to purchase was measured on two scales (likely/unlikely and
probable/improbable).
It is noticeable that no research has been conducted so far to see the relationship of
certain independent variables that have mentioned in this research study (Emotional
appeal, Rational appeal, Involvement, Message length, Repetition, Celebrity's
attractiveness, trustworthiness and Credibility) with certain dependent variables (the
attitude toward the green advertising, the green marketing concept and the purchase
intention). In the ramification, this research study has been conducted to see the
relationship of these independent variables with the dependent variables.
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3.5 Development of Hypotheses in Statistically Testable Form:
After defining the important variables and establishing the relationships among them
through logical reasoning in the theoretical or conceptual framework, it is now
appropriate to test whether the relationships that have been theorized do in fact hold
true. And in order to do those, in this section the hypotheses are being stated in a
statistical form - null and alternate hypotheses. Hypothesis can be defined as a
logically conjectured relationship between two or more variables expressed in the
form of testable statements. These relationships are conjectured on the basis of the
network of associations established in the theoretical framework (Sekaran, 1992).
A hypothesis that is stated in a testable form and predicts a particular relationship
between two or more variables. It is merely a statement as yet tentative and unproved
of what the researchers think the facts are. Hypotheses are used in the deductive
research approach where the conceptual developments are focused first prior to
empirical testing. In this research study, ten independent variables are measured
against three dependent variables. The independent variables are fear, humor and guilt
under the dimension of emotional appeal, rational appeal, involvement, message
length, repetition and attractiveness, trustworthiness and expertise under the
dimension of celebrity's characteristics. The dependent variables are attitude toward
the green advertising, attitude toward the brand (green marketing concept) and
purchase intention (plant or not plant trees).
The above research framework presented in figure 3.1 leads to the following
hypotheses for this research study. The hypotheses are based on the assumption that
all the audiences have the same degree of exposure to the green advertisements.

Hlo: There is no relationship between humor and the attitude toward the green
Advertising.

Hla: There is a relationship between humor and the attitude toward the green
Advertising.

H2o: There is no relationship between fear and the attitude toward the Green
Advertising.

H2a: There is a relationship between fear and the attitude toward the Green
Advertising.

H3o: There is no relationship between guilt and the attitude toward the green
Advertising.

H3a: There is a relationship between guilt and the attitude toward the Green
Advertising.
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H4o: There is no relationship between rational appeal and the attitude toward the
Green advertising.

H4a: There is a relationship between rational appeal and the attitude toward the
Green advertising.

HSo: There is no relationship between involvement and the attitude toward the
Green advertising.

HSa: There is a relationship between involvement and the attitude toward the
Green advertising.

H6o: There is no relationship between message length and the attitude toward
Green Marketing concept.

H6a: There is a relationship between message length and the attitude toward
Green Marketing concept.

H7o: There is no relationship between repetition and the attitude toward
Green Marketing concept.

H7a: There is a relationship between repetition and the attitude toward
Green Marketing concept.

H8o: There is no relationship between celebrity's attractiveness and the purchase
intention.

H8a: There is a relationship between celebrity's attractiveness and the purchase
intention.
(

0

H9o: There is no relationship between celebrity's trustworthiness and the purchase
intention.

H9a: There is a relationship between celebrity's trustworthiness and purchase
intention.

Hl00: There is no relationship between celebrity's expertise and the purchase
intention.

HlOa: There is a relationship between celebrity's expertise and the purchase
intention.
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3.6 Further Operationalize the Variables for Lucidity:
There are exactly 10 statements are shaped to measure each of the three dependent
(attitude toward green advertising, attitude toward the brand and purchase intention)
and the 7 independent variables (humor, fear, guilt, rational appeal, involvement,
message length and repetition). The other three independent variables (celebrity's
attractiveness, trustworthiness and expertise) are measured by asking the respondents
three questions for each variable.
•

The following statement has measured attitude toward the green advertising:
"Green advertising creates consciousness about environment."
7-item, 7-point Semantic differential scale has been used where +3 indicates good,
likable, pleasant, favorable, interesting, convincing and believable, -3 indicates
bad, unlikable, unpleasant, unfavorable, boring, unconvincing and unbelievable
and 0 indicates neutral condition.

•

The following statement has measured attitude toward the brand:
"Plant more trees to conserve environment."
7-item, 7-point Semantic differential scale has been used where +3 indicates good,
like, nice, favorable, useful, wise and important, -3 indicates bad, dislike, not nice,
unfavorable, useless, foolish and unimportant and 0 indicates neutral condition.

•

The following statement has measured attitude toward the purchase intention:
"I will plant trees to save the environment."
3-item, 7-point Semantic differential scale has been used where + 3 indicates
likely, probable and possible, -3 indicates unlikely, improbable and impossible
and 0 indicates neutral condition.

•

The following statement has measured humor:
" Trees are alive, happy life is revived."
3-item, 7-point Semantic differential scale has been used where +3 indicates
humorous, joyful and funny, -3 indicates not humorous, not joyful and not funny
and 0 indicates neutral condition.

•

The following statement has measured fear:
"Let the trees live, if you want to live."
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3-item, 7-point Semantic differential scale has been used where +3 indicates
fearful, afraid and anxious, -3 indicates not fearful, not afraid and not anxious and
0 indicates neutral condition.

•

The following statement has measured guilt:
"Cutting a tree requires planting two trees."
3-item, 7-point Semantic differential scale has been used where +3 indicates
guilty, regretful and remorseful, -3 indicates not guilty, not regretful and not
remorseful and 0 indicates neutral condition.

•

The following statement has measured rational appeal:
"Each tree is a piece of investment."
3-item, 7-point Semantic differential scale has been used where +3 indicates
important, beneficial and favorable, -3 indicates not important, not beneficial and
unfavorable and 0 indicates neutral condition.

•

The following statement has measured involvement:
"The condition of the environment affects the quality of my life."
3-item, 7-point Semantic differential scale has been used where +3 indicates
important, interested and means a lot, -3 indicates not important, not interested,
and not means a lot and 0 indicates neutral condition.

•

The following statement has measured message length:
"The longer the advertisement is, the more information it contains."
3-item, 7-point Semantic differential scale has been used where +3 indicates good,
like and favorable, -3 indicates bad, dislike and unfavorable and 0 indicates
neutral condition.

•

The following statement has measured repetition:
"The less the advertisement is repeated, the less it is remembered."
3-item, 7-point Semantic differential scale has been used where +3 indicates
likely, probable and possible, -3 indicates unlikely, improbable and impossible
and 0 indicates neutral condition.
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•

Celebrity's attractiveness has been measured by asking the respondents the way
they feel about the presenter.
5-item, 7-point Semantic differential scale has been used where +3 indicates
attractive, classy, beautiful, elegant and sexy, -3 indicates not attractive, not
classy, not beautiful, not elegant and not sexy 0 indicates neutral condition.

•

Celebrity's trustworthiness has been measured by asking the respondents the way
they feel about the presenter.
5-item, 7-point Semantic differential scale has been used where +3 indicates
dependable, honest, reliable, sincere and trustworthy, -3 indicates not dependable,
not honest, unreliable, insincere and untrustworthy 0 indicates neutral condition.

•

Celebrity's expertise has been measured by asking the respondents the way they
feel about the presenter.
5-item, 7-point Semantic differential scale has been used where +3 indicates
expert, experienced, knowledgeable, qualified, skilled, -3 indicates inexpert,
inexperienced, unknowledgeable, unqualified and unskilled and 0 indicates neutral
condition.

[Note: please refer to Appendix A for the detailed Questionnaire for this field survey]
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Chapter 4
4. THE RESEARCH METHODOLOGY
Alter the research problem and the framework have been formulated, the following
research design, which is, a master plan specifying the methods and procedures for
collecting and analyzing the needed information, has been developed.

4.1 Selecting the Appropriate Research Design:
The purpose of this research study is hypotheses testing which is to explain the nature
of certain relatic·nship of two or more factors in a situation. The apposite type of
research design for this study is Ex Post Facto design where the subtype used is
survey to accomplish the research objectives. Survey has been used as the researcher
does not intervene in an attempt to control the independent variable(s) and
information is gnthenxl from a sample of people by use of questionnaires. The central
objective of survey design is to search for relationships between variables. It usually
depends upon the use of a well-constructed questionnaire, which is used to collect
data from the rd;;:vant unit of analysis under study, usually, an individual (Davis and
Cosenza. 1993 ). Thus this research can depicts the relationship(s) of certain variables
llf green adverti'.;emcnts from the context of the audiences of Dkaka Metropolitan
City, the capital city of Bangladesh. Fundamentally secondary information is gathered
!'or this survey through the use of questionnaire.

4.2 Data Colkction J\1ethod:
Secondary Data:
In order to develop the research framework for this study, secondary data are
collccled from varieties of sources. These comprise Bangladesh Ministry of
l·:nvironmcnt and Forestry, Bangladesh Bureau of Statistics, Bangladesh Demographic
and Health Sur·vey etc. Newspapers, journals of consumer research, marketing
research, adverfr;ing research, psychology and a wide muster of text books related to
marketing. consumer hehavior. advertising, green marketing, psychology are also
used to accumulate the secondary data. Different research studies along with the
above mentioned sources help the researcher to conceptualize researcher's particular
interest in the framework that has heen developed in the foregoing chapter.

Structu1·ed Interview:
To ohtain primary data on the issues of interest to the researcher for this study,
structured inkrview has been conducted with the help of questionnaire with closely
defined alternali ves. Structured interviews are those conducted by the interviewer
when the interviewer knows exactly what information is needed and has a
predetermined li~;t of questions that will be posed to the respondents (Sekaran, 1992).
The researcher has been personally administering the questionnaire in order to collect
the questionnaires immediately after they are completed and to make clarification
sought from the respondents on the spot. These personally administered
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questionnaires lrnve been distributed at different location of Dhaka Metropolitan City
within the sele.:ted target population. The main advantages of this kind of
questionnaire are that it can be collected in a completed form within a short period of
time. can be obtained from the target respondents after immediate completion and the
level of error ca11 be minimized that might occur in the absence of the researcher by
providing explanations about the questions used in the questionnaire.
The wordings of the questionnaire have been used in an understandable form for all
respondents. Close-ended questions have been practiced to get quick response from
the respondents. These types of questions also help the researcher to code the
information easily for subsequent analysis. Same order and wordings have been
followed to secure the researcher that the respondents are answering the same
questions. As most of the questions are presented in an emotionally charged manner,
it is very consequential for the researcher to obtain the data in an exact manner. For
this reason this type of structured close-ended questions have been used by the
researcher.

4.3 Sampling Design:
Non-Probability Sampling

\"ERS/J"y
0

Non-probability sampling is most appropriate for this research study. In nonprobahility sampling design, the probability of any particular member of the
population being chosen is unknown (Zikmund, 1991) and the elements in the
population do n•Jt have any probability attached to their being chosen as sample
subjects (Sckarrn, 1992). The researcher for this research study has utilized
convenience-sampling technique to select the sample unit from 15 Thanas in Dhaka
Metropolitan City. Those Thanas that are not in Dhaka Metropolitan City but inside
Dhaka district are excluded. Also those people who do not watch television and
unaware of the green advertisements are excluded from this survey.
The convenience sampling is one of the non-probability sampling designs that is
being used in this research . As its name implies, convenience sampling involves
collecting information from members of the population who are conveniently
available 10 provide this information (Sekaran 1992). This approach is considered to
be the purest form of non-probability sample. Convenience sampling is appealing
because il seem~; simple and meet all necessary requirements of a non-probability
samples. The primary reason for using this approach is that it is less time consuming,
and is possible lo accomplish with a limited budget.

Target Population
Population refers to the entire group of people, events or things of interest that the
researcher wishes to investigate (Sekaran, 1992). It is the specific complete group
relevant to the research project (Zikmund, 1991) and the complete set of unit of
analysis under investigation (Davis and Cosenza, 1993). The target population for this
research study is the audience of Bangladesh Television. These audience have either
their own television set or are being exposed to television from other sources. There is
no sampling frame for this study as no list is available from where the target
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respondents arc chosen. There are 20 Thanas in Dhaka district and from these Thanas
15 Thanas arc selected, which are in Dhaka Metropolitan City. As the researcher's
particular intere5t is based on the audiences of Dhaka Metropolitan City, these 15
Thanas are seleci.ecl and 5 Thanas are excluded for this research study. The names of
these Thanas are provided below.

-n

c- -----Cc,-c-.-.1ion - -

Thana
Kotowali, Sutrapur, rviotizil, Demra, Ramna. Lalbag,
I
1
Dhanmondi,
Mirpur,
Mohammedpur,
Tejgaon,
i
Dhaka
Cantonment, Gulshan, Shabujbag, Uttara, Pallabi,
:___________ _______ Keraniganj, Nababganj , Dharnrai, Shavar and Do__l_ia_r._----<
I
Kotowali, Sutrapur, Motizil, Derma, Ramna, Lalbag,
I Dkaka Metropolitan City I Dhanmondi,_ Mirpur, Mohammedpur. Tejgaon,
_l Cantonment, Gulshan, Shabujbag, Uttara,__P_a_lla_b_i_. _ ___,
I --- - -

--- - - - --

L _________________

Sampling Unit
The sampling unit is a single element or group of elements subject to selection in the
sample (Zikmund, 1991 ). For this research study, the sampling units are same as the
population elem~nts. The sampling units are both male and female audiences of
Bangladesh Television of Thanas in Dhaka Metropolitan City. These audiences are
aware of the green ad vertisements those are shown on Bangladesh Television and are
L·apable or reading.

4.4 Determining Sample size:
For this particular research, the sample size is determined from the convenience

sampling by estimating a Population Proportion. The requirements for this sample
size arc the specification of the acceptable level of sampling error (e ), specification of
the acceptable le·;el of confidence in standard error or Z values and an estimate of the
true proportion of the population. Thus sample size for this research study is
calculated as folbws:
z2

* Pq

11

e2
z2

* P(l-P)

11

ez
( 1.96)2
11

=

* 0.5(1-0.5)

(0.05 )2
3.8416

11

* 0.25

=
0.0025
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0.9629
n

0.0025

n

n

=

3.8416 or 385

Sample size

z

Z score based on researcher's desired level of confidence of 95%,
that is 1.96

P

Population proportion, 0.5. It is set as 0.5 as half of the population has
television set and the other half do not have the television set.

q

e

-- 1-p
Allowable error (precision), 0.05

From the above calculation it is obvious that the researcher needs 385 samples to
conduct this research study. Primary data have been collected for these 385 samples
by the use of questionnaire. Approximately 25 questionnaire have been distributed in
each of the 15 Thanas in Dhaka Metropolitan City while conducting survey.

4.5 Pre-testin;::
The researcher has conducted a pretest with a group of respondents for the purpose of
determining problems in the questionnaire. In this pretest, the researcher has looked
for evidence of ambiguous questions and respondent misunderstanding and whether
the questions mean the same thing to all respondents that is the wordings, sequence
and structure an: clearly understood. Reliability test has been done to test these
expected shortcomings. For this pretest, 40 questionnaires have been distributed to the
randomly selecid respondents.

Data Analysis Technique
This section has heen developed to provide a brief idea of how the data that have been
collected will Ix tested in a readable and easily interpretable form. The Statistical
Package for Social Science (SPSS) has been exercised to synopsize the data that have
been collected for this research study. Most commonly affirmed research practices
have been used to maneuver all data statistically. Accuracy and cost minimization
have been cnsu1 eel for the perfi:Hmance of all statistical procedures by computer
soft.ware package

Pa~ie
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Data collection l1as proceeded coding of 385 questionnaire into a symbolic form in
SPSS software. The data was summarized in the form of simple frequency and
descripti w statisrics. The following is a brief of tests that have been utilized.
I. The descrip1.ive statistics for the nominal data those have been used in the
demographic portion of the questionnaire comprise of frequency in each category
and percentage in each category.
1

As hypotheses have been tested to identify the relationship of certain variable
those are based on the scale of ordinal data in the questionnaire, Bivariate
analysis has been used. Spearman's Rank Correlation is the most appropriate test
to conduct f<.,r this study.
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5. DATA ANALYSIS AND PINDINGS
The research 011 the "An impact assessment of green advertising on Tele-audience of
Dhaka", has be·~n conducted by the means of primary data collection method
accounting 400 questionnaires. The researcher has able to get response from all 400
respondents. Since there are no missing values, the analysis of this research study has
based on 400 respondents. Inevitably, this data collection stage precedes the data
analysis stage of this research study that is conveyed in this chapter.
Two sorts of analytical tools have been applied to pave the foundation of the Data
Analysis part:
I. Descriptive Statistics
'
Inferential Statistics

Descriptive statistics:

This statistics is used to describe characteristics of a population or a phenomenon
(Zikmund, 1991 ). In most organizational research, at the very minimum, one would
be interested in knowing how frequently certain phenomena occur (frequencies), and
what is the average score when a set of figures involved, as well as the extent of
variability in the set. These are know as descriptive statistics (statistics that describe
the phenomena of interest) (Sekaran, I 992).
Inferential statistics:

Statistics used to make inferences or judgements about a population on the basis of a
sample. The primary purpose of inferential statistics is to make a judgement about the
population or the collection of all elements about which one seeks information
(Zikmund, 1991 ). One might want to know how variables relate to each other.
whether there are any differences between two or more groups, and the like. These are
called inferential statistics (Sekaran, 1992). It is the science of estimating population
parameters from sample statistics. Inferential statistics, with which all business must
be concerned. is based upon the assumptions of taking random samples from specified
population of interest (Davis and Cosenza, 1993).

5.1

Part I: Elaborate Analysis of Descriptive Statistics

This part of descriptive statistics is severed into two segments for explicitness. Those
are:
l. Frequency analysis of personal information.
2. Synopsis of descriptive statistics.
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5.1.I Frequency Analysis:
Frequencies simply refer to the number of times various subcategories of a certain
phenomenon occur, from which the percentage and the cumulative percentage of the
occurrence of the subcategories can be easily calculated ((Sekaran, 1992). Thus, the
descriptive analysis as to the degree of frequency of the personal information of the
respondents has undergone the •?Xplication of the following items:

•
•

•
•
•
"
The

Sex
Age
Marit1l status
Occupation
Income
Edurntion

Confi~ur:;ition

of the Respondents

Table 5.1: The Begree of Responsiveness of the Questionnaires

Response

·---

'.'~on-response

400
0
400

----+----

-lotal no. of questionnaires

lOO~o

0%
-1-00%

It is obvious from the above table 5.1 that 400 questionnaires have been distributed to
collect the primary data to conduct this research study. These questionnaires have
been handed out to the respondents of 15 Thanas in Dhaka Metropolitan City. The
response rate is 1oocYc) whereas the non-response rate is 0%, which implies that a
sedulous endeavor has been deployed in order to distribute and accumulate the
questionnaires immaculately. While distributing questionnaires during the survey, the
researcher has provided the respondents with proper verbal instructions to surmount
any confusions or complications upon filling up the questions with a view to
achieving tlawle~;s questionnaires.
Table 5.2: Frequency Distribution of the Sex of the Respondents

43.8
-- -F-en-1ale
-t-------,--,,-,----+-----~-_5!_~0._20_5
_-_-_---.f
otal___
400
-----·----·

_j

-·-·----

From the table 5 2, it is viewed that among the 400 respondents, 175 respondents are
male and 2'.25 respondents are females that represent 43.8% and 56.25% respectively.
The majority of the respondents in this research study is female while the minority is
male.
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Table 5.3: Frequency Distribution of the Age of the Respondents

29.25
26 to 35 years
163
40.75
36-tc) 45 years----+----~---- -21.5 -~
f\.bo~e 45 years-34
--1--s.-5--i

·----------+-------

t~'_ot_a~----~----~-

---~~-=±==-1 oo____J

Table 5.3 depicts the age of the respondents where among 400 respondents, 117
respondents are equal or below 25 years of age who represents 29.25% of the total
respondents. Likewise, 163 respondents are the age between 26 and 35 and represents
40. 75%, 86 respondents are the age between 36 and 45 and represents 21.5%, and 34
respondents are the age above 48 years and represents 8.5% of the total respondents.
It can be seen that in this research study, the majority of the respondents are in the age
group of 26 to JS years whereas the minority of the respondents is in the age group of
above 48 years.
Table 5.4: Frequency Distribution of the Marital Status of the Respondents

[
Single
-Married With no children
Married with Children
Widow with no children
\Vidow with children
l_]'otal_ - - -

--~~-----------+-

167
41.75
16.75
67
-------+------;
131
32.75
30
7.5
--+-------5
l.3
400
100

The above table 5.4 shows the marital status of the respondents. It is found that the
respondents who filled up the questionnaires comprises of 167 respondents of single
of married with children
marital status, 67 of married with no children status,
status, 30 of widow with no children status and 5 of widow with children status.
These respondents represent 41.75%, 16.75%, 32.75%, 7.5% and 1.3% respectively.
The majority of the respondents of this research study fall in the category of single
marital status and the minority of the respondents falls in the category of widow with
children.

131

Table 5.5: Frequency Distribution of the occupation of the Respondents

~tudent
~

Iousewi fe

26.25
18
-4-2-.5---

105

-----

-----r----7-2----)ffice employee_ _,_____170___

B~~=ts-o-_w___11e_r~_--____ --==--~~:

~ ~ ~gj
_

1
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Table 5.5 delineates the occupation of the respondents of this research study. The
majority of the :·espondents fall in the category of office employees who work in
different government and non-government organizations. The minority of the
respondents are in the category of others who are either unemployment or are engages
in other kinds of jobs such as taxi driver, rickshaw puller etc. Among the 400
respondents.. I O.'i respondents are students and denotes 26.25% of the total, 72
respondents are housewives and denotes 18%, 170 respondents are office employees
and denotes 42.:5%, 36 respondents are business owners and denotes 9% and 17
respondents are engage in other kinds of occupation and denotes 4.25% of the total
respondents for this research study.

Table 5.6: Frequency Distribution of the Income of the Respondents

Below or equal 4,000 Taka
--+---4 ,00 l to 7,000 Taka
83
7,00 I to 10,000 Taka
91
------+-----l 0,001 Taka and above
80
Total
400

------

b

36.5

20.7a~--

22.75
20
---100
-·--

------~-------~------

The income of the respondents is clearly viewed from the table 5.6 where monthly
income has been categorized into four levels. Among the 400 respondents, 146
respondents of this research falls in the income range of below or equal to 4,000 Taka,
83 respondents falls in the income range of between 4,001 and 7,000 Taka, 91
respondents fall~ in the income range of between 7.001 and 10,000 Taka and 80
respondents falb in the income range of between I 0,001 Taka and above. These
respondents depict 36.5%, 20.75%, 22.75%, and 20°/c> of the total respondents. The
tm~jority of the n:spondents who filled up the questionnaires are in the earning range
of below or equal 4,000 Taka and the minority of the respondents are in the earning
range between I 0,001 Taka and above.

Table 5.7: Frequency Distribution of the Education of the Respondents

F'rimary
16
4
-----------· ----------+----Secondary
21
5
.25
------___,
Higher Secondary
49
12.25
-flachelor degree165
41.25
-Masterdegree-----1----1-4_2_
35 5

__

c>t11e;:s---b_'ot_al _______

--1---r=-1

7sl

40Q==r=---~-=J

Table 5. 7 represents the educational breakdown of the total 400 respondents for this
survey. The re~.pondents with primary educational background consists of 16
respondents. secondary consists of 21, higher secondary consists of 49, bachelor
degree consists of 165, master degree consists of I 42 and others consists of 7 who
holds either diplcmrn or higher than master degree. In terms of percentile, these groups
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of respondents account for 4%. 5.25%, 12.25%. 41.25%. 35.5% and 1.75%
respectively. Tht· majority of the respondents hold bachelor degree and the minority
holds other degree such as diploma or higher than master degree.

5.1.2 Synopsis of Descriptive Statistics:
Only has the rersonal information of the respondents for this research study
undergone the analysis of descriptive statistics. has only been done. After analyzing
400 questionnain:s. the summary of the respondents in terms of majority and minority
of the personal irformation categories has been depicted beneath.

Table 5.8: Summary of the Personal Categorical Group in terms of Majority and
Minority

Sex

>---------

Age

-~~~--~-----

Marital Status
I Occu1-rntion
ncomc

f-----------

~

·duc~ltion-----·------

Female
26 to 35 Years
Single
OtTi~c_e_e_m_p__
Jo_y_e_e______

Male
Above 45 years
Widow with chITd1..-en

~

Others Below or equal to 4,000 Taka
---------Bachelor degree
--------

10,001 Takaand above -

Others - - - - - - - -----------

Ta bk 5.9: Summary of the Frequency and Percentage of the Respondents in
Terms of Majority

Table 5.10: Summary of the Frequency and Percentage of the Respondents in
Terms of Minority

Age: Above 45 years

34
--~----+--------

~·E11~ffafStatiiS:widow with children

------------

Occupation: Others
L

5

-------+----------;

17

~~:';0~0~~~~~a an~above -~-'-=8[~

4 25

I

[
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5.2

Part 2: Elaborate Analysis of Inferential

Statistic~.

Inferential statistics is the science of estimating population parameters from sample
statistics. It is based upon the assumption of taking random sample from specified
populations of interest. Inferential statistics form the basis of generalizing results from
a probability sample to its corresponding population. Sample statistics are used to
infer population parameters. Additionally, inferential statistics enable a researcher to
perform the much-rn:eded statistical test of hypothesis (Davis and Cosenza., 1993 ).
This statistics helps to establish relationship among variables, from which conclusion
can be drawn (Sekaran, 1992).
This part of inforential statistics is severed into two segments for clarity. Those are as
follows:
I. Reliability testing
2. Hypothesis testing.

5.2.1 Reliability Testing:
Reliability is a criterion for evaluating measurement scales: it represent how
consistent or stable the ratings generated by a scale are (Parasuraman. 1991 ). The
reliability of measure indicates the stability and consistency with which the
instrument is measuring the concept and helps to assess the 'goodness' of a measure
(Sekaran. 1992 ). Broadie defined, reliability is the degree to which measures are free
from error and therefore yield consistent results (Zikmund, 1991 ). It also refers to the
amount of agreement between independent attempts to measure the same theoretical
concept (Bagozzi, 1996). There are three types of reliability: Test-retest Reliability or
Stability. Equivalent Form Reliability or Equivalence and Internal Consistency
Reliability.
I. Test-retest Reliability: This addresses the consistency of repeated measures of
the same thenretical concept over time and can be estimated by the correlations
between the measures across time (Bagozzi, 1996). It involves administering the
same scale or measure to the same respondents at two separate points in time in
order to tes1 for reliability (Zikmund, 1994). Assuming that the objects or
individuals have not changed in the interim, the two scores should correlate
perfectly. To the extent that they do not, random disturbances were operating in
either one cir both of the test situations to produce random error in the
measurement. This procedure is known as test-retest reliability assessment
(Churchill, 1991 ). The reliability coefficient obtained with repetition of an
identical measure on a second occasion is called test-retest reliability. That is,
when a que~tionnaire containing some items that are supposed to measure a
concept is administered to a set of respondents now, again to the same
respondents. say several weeks to six months later, then the correlation between
the scores obtained at the two different times from the same set of respondents is
cal led the test-retest coefficient. The higher it is, the better the test-retest
reliability, and hence the stability across time (Sckaran. 1992).
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Equivalent-form method: A method that measures the correlation between
alternative instruments designed to be as equivalent as possible. administered to
the same group subjects. lf there is a high correlation between the two forms, the
researcher concludes that the scale is reliable (Zikmund, 1994). This type of
reliability considers how much error introduced by different investigators or
different smnples of items being studied. Thus, while stability is concerned with
personal and situational fluctuations from one tome to another. equivalence is
concerned with variations at one point in time among observers and samples of
items. A good way to test for the equivalence of measurements by different
observers is t'> compare their scoring of the same event (Emory, I 980).

3. Internal Consistency Rcliahility: Jn the internal consistency method, two or
more measur.es of the same theoretical concept are obtained at the same point in
time and the degree of agreement between measurements is ascertained (Bagozzi,
1996). This method assesses the homogeneity of a set of items. The basic rationale
for these types of reliability assessment rests on the fact that items in a scale
should have similarity ( Davis and Cosenza, 1993). The internal consistency of
measures is llldicative of the homogeneity of the items in the measure tap the
construct. 111 other words, the item should " hang together as a set" and be capable
of independently measuring the same concept that the respondents attached the
same overall meaning to each of the items (Sekaran, 1992).
Two most specilic techniques included in the Internal Consistency method are the
split-half technique and Cronbach's- Alpha.

•

Split-Ila({ technique: Split-half reliability reflects the correlation between the
halves of an instrument. Its estimates would vary depending on how the items in
the measure are split into two halves. (Sekaram, 1992). In this method the
researcher may take the result obtained from one-half of the scale items and check
them against the results from the other half of the items (Zikmund, I 991 ).

•

Cronbaclt 's-Alplw: this measurement produces the mean of all possible split-half
coefficients resulting from different splitting of the measurement instrument.
Coefficient-alpha can range from 0 to 1. A value of 0.6 or less is usually viewed
as unsatisfactory (Hawkins and Tull, 1993). Coefficient alpha provides a summary
measure of the interrelations that exist among a set of items (Churchill, 1991 ). In
essence. this technique the mean reliability coefficient estimates for all possible
ways n splitting a set of items in half. This. it is argued, results in a better estimate
of reliability. (Davis and Cosenza, 1993 ). In almost all cases, Chronbach's-alpha
can be consictered a perfectly adequate index of the internal consistency reliability
( Sekaran. I l)lJ2 ).
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5.2.2 Hypothesis Testing:
Hypothesis can be defined as a logically conjectured relationship between two or
more variables expressed in the form of testable statements. These relationships are
conjectured on the basis of the network of associations established in the theoretical
framework (Sekaran, 1992). It is an unproven proposition or supposition that
tel1tati vcly explains certain facts or phenomena; a proposition that is empirically
testable. lkcause scientists should be bold in conjecturing but extremely cautious in
testing. statistical hypotheses are generally stated in a null form.
!\ null hypothesis is a statement about a status quo that asserts that any change from
what has been th0ught to be true will be due entirely to random error. In fact, the true
purpose of setting up the null hypothesis is to provide an opportunity to nullify it.
Alternative hypothesis is a statement indicating the opposite of the null hypothesis
(7.ikmund, 19941. The null hypothesis is a proposition that states a definite, exact
relationship between two variables. That is, it states the population correlation
between two variables is equal to zero or that the difference in the means of two
groups in the population is equal to zero (or some definite number). In general, the
null statement is expressed as no (significant) relationship between two variables or
no (significant) difference between two groups. The alternate hypothesis. which is the
opposite of the null. is a statement expressing a relationship between two variables or
indicating differences between groups (Sekaran, 1992).

The significance level is a critical probability in choosing between the null hypothesis
and the altcrnati vc hypothesis. The level of significance determines the probability
level. say Cl.05 or 0.01 that is to be considered too low to warrant support 0f the null
hypothesis. On the assumption that the hypothesis being tested is true. if the
probability of occurrence of the observed data is smaller than the level of significance,
then the data sug.~est the null hypothesis should be rejected (Zikmund, I 994).

5.2.2.1 The

Tt~st

Applied:

Bivariate analysis:
Bivariate analysis has been conducted to test the hypotheses for this research study. It
is the data analysis and hypothesis testing when the investigation concerns
simultanelrns investigation of two variables (Zikmund, 1997) and the statistical
methuds of determining the amount of association between two variables (McDaniel
and ()ates. 1991 ). It is a set of statistical tools used to analyze the relationship
between two variables (Wentz. 1972). The tool that has been used in this research
study is Spearman's Rank Correlation.

Spearman's Rank Correlation:
One ol' the best known coefficients of association for rank-order data is Spearman's
rank correlation coefficient. The coefficient is appropriate when there are two
variahles per obj•xt, both of which are measured on a ordinal scale so that the objects
may be ranked in two ordered series (Churchill. 199 l ).
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Sometimes it may be necessary to establish the strength of relationship between two
ordinal variables. If the researcher cannot assume that these variables have interval
properties (i.e., a rating scale). then the appropriate form of assessing strength of
association is the Speanrrnn Rank Coefficient (Davis and Cosenza, 1993). Spearman's
coefficient of rank correlation, like the coefficient of correlation, has a lower limit of
-1 and an upper limit of+! (McDaniel and Gates, 1991).
The rank-correlation coefficient, ( r) , - often called "Speannan's coefficient" - has
the same meaning of the more conventional coefficient of correlation, r. it tells us how
highly corn.:latecl one variable is with another variable (0 equals no correlation and 1
equals perfect correlation). It ranges between 0 and ± I. Perfect positive or negative
correlation between two variables is indicated by f = ± 1. No correlation is indicated
by = 0 (Wentz. 1972).

r

5.2.2.2 Reliability Testing for the Hypotheses:
Prior to testing each of the ten hypotheses for this research study mentioned in section
3.5 of chapter ::., it is deemed commensurate to conduct reliability test for each
hypothesis. which entails the relationship of a construct and a dependent variable. As
each of the hypotheses consists of two concepts, dependent and independent concept.
it is inevitable to measure the reliability of the subvariables those have been used to
measure each of ihcsc two concepts.
In this research ~;tudy. the researcher has used semantic differential scale to measure
each of the independent and dependent variable. As this scale is based on seven points
and is split into two halve, it is considered appropriate to test the reliability of this
scale. The value of the Chronbach's alpha has been estimated to test whether the
scales are reliah!e or not. A Chronbach's alpha value of at least 0.6 is considered
reliable for this n:search study.
The dctai Is of the reliability analysis for each question that has been set to measure
each variable (dL:pendent & independent) mentioned in the framework in chapter 3,
along with the test of each hypothesis using Bivariate analysis with the help of
Spearman's rank correlation test is provided below.
For lt:cidity. examining each hypothesis is encompasses into three steps:
a) Reliability analysis of the dependent variable
h) Reliability analysis of the independent variable
c) Testing of hypothesis in statistical form
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I (a). Reliability analysis to test the scale that measure "Attitude toward green

advertising"( dependent variable):

GREENG

GREENL

GREENP

GREENF

1.0000
0.7013
0.6111
0.5741
0.4255
0.4587
0.5466

1.0000
0.5812
0.5894
0.3919
0.4949
0.5000

1.0000
0.5441
0.5445
0.5245
0.5148

1.0000
0.4964
0.5152
0.4622

CiREENG
GREENL
<iREENP
GREENF
GREEN IN
GREEN CON
GREEN BE

GREEN CON
CREENCON
GREEN BE

GREEN IN

1.0000
0.4159
0.4823

GREENBE

l.0000
0.6309

1.0000

N of Cases = 400.0

I nter-i tern
Correlations

Mean

Minimum

Maximum

Range

Max/Min

Variance

0 ..5241

0.3919

0.7013

0.3094

1.7895

0.0055

Item-total Statistics
Scale
Ml:an
ifltem
Deleted
GREENG
GREEN!.•
GREENP
GREENF
GREEN IN
GREEN CON
GREEN BE

12.1125
12.2225
12.2700
12.1550
12.4775
12.2375
12.1150

Rl:liability Coefficients

Alpha =

0.88~

I

Scale
Variance
if I tern
Deleted

Corrected
ltemTotal
Correlation

Squared
Multiple
Correlation

Alpha
if Item
Deleted

26.7668
27.7223
27.1199
27.4646

0. 7119
0.6998
0.7195
0.6837
0.5812
0.6472
0.6744

0.5916
0.5711
0.5306
0.4888
0.3879
0.4886
0.5114

0.8609
0.8631
0.8602
0.8646
0.8796
0.8691
0.8957

27.1724

27.5149
27.4855

7 items

Standardized item alpha = 0.8852
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The aforementioned analysis has been undertaken to test the reliability of the scale
that measures tht· first dependent variable. attitude towards green advertising, that has
been mentioned in the framework in chapter 3. The reliability analysis of this
dependent variable indicates an alpha value of 0.8831 that is above 0.6. Therefore. it
can be inferred that the seven sub-variables (Good-bad, Likable-unlikable, Pleasantunpleasant. Favorable-unfavorable, Interesting-boring, Convincing-unconvincing,
Believable-unbelievable) that have been aggregated to measure the first dependent
variable, attitude towards green advertising, are reliable.
I (b ). Reliability analysis to test the scale that measures the independent variable,
"Humor":

ALIVEJ--llJM
ALIVE.JOY
ALIVEFLJN

ALIVEHUM

ALIVEJOY

1.0000
0.4759
0.5676

1.0000
0.6518

N of Cases

Inter-item
Correlations

Mean
C.5651

ALIVEFUN

s

1.0000

400.0

Minimum
0.4 759

Maximum
0.6518

Range
0.1758

Max/Min
1.3694

Variance
0.0062

Item-total Statistics
Scale
Mt.:an
ifltem
Deleted

ALIVEHUM
ALIVEJOY
ALIVEFlJN

2.0025
0.9151
1.2376

Reliability Coefficients
Alpha=

0.7915

Scale
Variance
if Item
Deleted

Corrected
ItemTotal
Correlation

Squared
Multiple
Correlation

Alpha
ifltem
Deleted

14.0727
15 .8871
13.8502

0.5762
0.6323
0.7045

0.3417
0.4414
0.5104

0.7875
0.7223
0.6384

3 items
Standardized item alpha =

0. 7958

The above analysis has been conducted to test the scale, which measures the
independent vari1ble. humor, that has been referred in the research framework under
the dimension L"'f emotional appeal in chapter 3. The reliability analysis of this
independent variable indicates an alpha value of 0. 7915 that is above 0.6. Therefore, it
can be deduced that the three sub-variables (Humorous-not humorous, joyful-not
joyful. Funny-not funny) that have been used to measure the independent variable,
humor, are reliable.
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I ( c). Testing of the First Hypothesis in Statistical Form:
The posterior "b variate" correlation test with the value of Spearman's rho abets the
researcher to nnke conclusion regarding the significance of the group of dyad
variables (attitmk towards green advertising as dependent and humor as independent),
hence the first hypothesis.
In the following table 5.11, GREEN represents the combination of seven subvariables (Ciood-bad, Likable-unlikable, Pleasant-unpleasant, Favorable-unfavorable,
lnteresting--borin;;, Convincing-unconvincing, Believable-unbelievable) that indicates
the dependent variable, attitude towards green advertising and ALJ VE represents the
combination of three sub-variables (Humorous-not humorous, joyful-not joyful,
Funny-not funny) that indicates the independent variable, humor. The alpha values of
more than 0.6 for this group of dyad variables (attitude towards green advertising and
humor) that have been mentioned in the above reliability test implies that this group
of dyad variables can be used in the following hypothesis.
HvtJo/ he sis I:
I 110: There 1s 110 rel ationship between humor and the attitude towards the green
advertising.

111 a: There 1s a relationship between humor and the attitude towards the green
advertising.

It is imperative t<.1 set the cutting point of what to select between null and alternative
hypotheses. Thus the statistical notion implies two conditions for accepting the
alternative hypotnesis;
a) If p
0 and
b) If a< 0.05
The test of bivariate is performed through nonparametric correlation testing appeared
in table 5 . I I .

*

Table 5.11

.:Non par:•m·etric Cprifel~fi~i:·
:
>,

' .){ :d
:y._:.

·-~k'\<)

~-·'' ::;y_,_ .,-, .

·. r~re~m11an's-rho

•..•.·

.l

GREEN
A Cl VE

----- -----~-

correlation Coefficient
Sig (2-tailed)
0.113
N
400
400
C::--o-n--e-,-la-ti:-on _C_o_e~ffi=1c--i.-e-nt--+·--o=-.-=-0=79-=--+-...,...1-=.O:--::o-=-o-1
Sig (2-tailed)
0.113
N
400
400

~.f~~~~l~0~~Itlt,:~~:-~f~:~~Utjf2;·:·: : } .;-·- ,:-· ~ ·: : ~;:- . ~:f1~~~ }:~Ji:f_;J~~ .t~if/~-'.~fil~t%f:_i=i '.~J~
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From the above table 5.11, it can be inferred that the hypothesis no.
is found not
substantiated at the 0.05 significant level. The two-tailed significant value of 0.113 is
not sufficient to reject the null hypothesis. It means acceptation of null hypothesis that
is there is no relationship between humor and the attitude towards green advertising .

2(a). Reliability analysis to test the scale that measure" Attitude toward green
advcrtisin~"( dependent variable):
The reliability analysis of this dependent variable indicates an alpha value of 0.8831
that is above 0.6 that has already been revealed in section I (a). Therefore. it can be
inferred that the seven sub-variables (Good-bad, Likable-unlikable, Pleasantunpleasant, Favorable-unfavorable, Interesting-boring, Convincing-unconvincing,
Believable-unbelievable) that have been aggregated to measure the first dependent
variable, attitude towards green advertising, are reliable.

2(b). Reliability analysis to test the scale that measures the independent variable,
"Fear":

LIVEFEAR
LIVEAFRA
LJVEANXI

LIVEFEAR

LIVEAFRA

LIVEANXI

1.0000
0.7295
0.6586

1.0000
0.7549

1.0000

400.0

N of Cases
Inter-item
Correlations

Mean

Minimum

Maximum

Range

Max/Min

Variance

0.7143

0.(i586

0.7549

0.0963

1.1462

0.0020

Item-total Statist;cs
Scale
Mean
if Item
Deleted
LIVEFEAR
LIVEAFRA
LIVEANXI

l .6900
1.6800
1.3300

Reliability Coefficients
Alpha

=

0.874-7

Scale
Variance
if Item
Deleted

Corrected
ltemTotal
Correlation

Squared
Multiple
Correlation

Alpha
ifltern
Deleted

16.2896
19.2608
20.5525

0.7414
0.8122
0.7540

0.5593
0.6652
0.5947

0.8601
0. 7811
0.8332

3 items
Standardized item alpha

= 0.8824
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·rhe above analysis has been conducted to test the scale, which measures the
independent variable. fear, that has been referred in the research framework under the
dimension of emotional appeal in chapter 3. The reliability analysis of this
independent variable indicates an alpha value of 0.8747 that is above 0.6. Therefore, it
can be deduced that the three sub-variables (Fearful-not fearful, Afraid-not afraid,
Anxious-not anxious) that have been used to measure the independent variable, fear.
are reliable.

2(c). Testing of the Set'.Ond Hypothesis in Statistical Form:

The following "bivariate" correlation test with the value of Spearman's rho assists the
researcher to mal~e inference regarding the significance of the group of dyad variables
(attitude towards green advertising as dependent and fear as independent), therefore
the second hypothesis.
ln the following table 5.12, GREEN delineates the combination of seven subvariables (Good-bad, Likable-unlikable, Pleasant-unpleasant, Favorable-unfavorable,
Interesting-borin:~. Convincing-unconvincing, Believable-unbelievable) that indicates
the dependent variable, attitude towards green advertising and LIVE depicts the
combination of three sub-variables (Fearful-not fearful, Afraid-not afraid, Anxiousnot anxious) that indicates the independent variable, fear. The alpha values of more
than 0.6 for this ~roup of dyad variables (attitude towards green advertising and fear)
that have been IT·entioned in the above reliability test implies that this group of dyad
variables can be used in the following hypothesis.

H20: There 1s no relationship between fear and the attitude towards the green
advertising.
H2a: There 1s
advertising.

1

relationship between fear and the attitude towards the green

It is imperative Ll set the cutting point of what to select between null and alternative
hypotheses. Thus the statistical notion implies two conditions for accepting the
alternative hypot :1esis;
a) If p
0 and

*

b) If a< 0.05

The test of bivar iate is performed through nonparametric correlation testing appeared
in table 5. I 2.
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Table 5.12

--~~----------

Spl~arman's

rho

GREEN
----

LIVE

Correlation Coefficient
Sig (2-tailed)
N
Correlation CoeHicient
Sig (2-tailed)
N

GREEN
1.000
400
0.232**
0.000
400

LIVE
0.232**
0.000
400
1.000
400

**

From the above table 5.12. it can be deduced that the hypothesis no. 2 is found
substantiated at the significant level lower than 0.05 (the actual a value is 0.01). The
correlation coefficient ( p) value is 0.232 that is not equal to zero and the two-tailed
significant (a) value is 0.000 that is less than 0.05. Meeting of these two conditions
mentioned above leads to the acceptation of the alternative hypothesis. It means that
there is a relationship between fear and the attitude towards green advertising. The
value of plus 0 232 signifies that the relationship between fear and the attitude
towards the green advertising is positive.

3(a). Reliability analysis to test the scale that measure "Attitude toward green

advertising"( dependent variable):
The reliability analysis of this dependent variable indicates an alpha value of 0.8831
that is above 0.6 that has already been revealed in section l (a). Therefore, it can be
inferred that the seven sub-variables (Good-bad, Likable-unlikable, Pleasantunpleasan t. Favorable-unfavorable, Interesting-boring. Convincing-unconvincing.
Bclievable-unbel ievable) that have been aggregated to measure the first dependent
variable. attitude towards green advertising, are reliable.

3(b). Reliability analysis to test the scale that measures the independent variable,
"Guilt":

CUTGUILT
CUTREGRE
CUTREMOR

CUTGUILT

CUTREGRE

CUTREMOR

1.0000
0.6757
0.7680

1.0000
0.6668

1.0000
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N of Cases
Inter-item
Correlations

Mean
(j,7035

400.0

Minimum
0.6668

Maximum
0.7680

Range
0.1012

Max/Min
1.1518

Variance
0.0025

Item-total Statist!CS
Scale
Mean
if Item
Deleted
CUTGUILT
CUTREGRE
CUTREMOR

2.4220
1.9970
2. 1000

Reliability Coefficients
Alpha =

0.86~0

Scale
Variance
if Item
Deleted

Corrected
ItemTotal
Correlation

Squared
Multiple
Correlation

Alpha
if Item
Deleted

17.1123
14.8327
18.2456

0.7832
0.7140
0.7780

0.6381
0.5099
0.6301

0.7851
0.8677
0.7984

3 items
Standardized item alpha =

0.8768

The ahove analysis has been undertaken to measure the independent variable, guilt.
that has been referred in the research framework under the dimension of emotional
appeal in chapter 3. The reliability analysis of this independent variable indicates an
alpha value of 0 8680 that is above 0.6. Therefore, it can be deduced that the three
sub-variables (Guilty-not guilty , Regretful-not regretful , Remorseful-not remorseful)
that have been used to measure the independent variable, guilt, are reliable.
3(c). Testing of 1he Third Hypothesis in Statistical Form:

The subsequent ''bivariate" correlation test with the value of Spearman's rho helps the
researcher to nnke conclusion regarding the significance of the group of dyad
variables (attitude towards green advertising as dependent and guilt as independent),
hence the third h:1pothesis.
In the following table 5.13, GREEN depicts the combination of seven sub-variables
(Good-bad,
Likable-unlikable,
Pleasant-unpleasant.
Favorable-unfavorable,
lnteresting-borin;;, Convincing-unconvincing, Believable-unbelievable) that indicates
the dependent variable . attitude towards green advertising and CUT represents the
combination of three sub-variables (Guilty-not guilty, Regretful-not regretful,
Remorseful-not remorseful) that indicates the independent variable, guilty. The alpha
values of more than 0.6 for this group of dyad variables (attitude towards green
advertising and guilt) that have been mentioned in the above reliability test implies
that this group of dyad variables can be used in the following hypothesis.
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/-! vpot he sis 3:

H30: Thl!rc 1s no relationship between guilt and the attitude towards the green
advertising.
H3a: There 1s a relationship between guilt and the attitude towards the green
advertising.
It is imperative tJ set the cutting point of what to select between null and alternative
hypotheses. Thus the statistical notion implies two conditions for accepting the
alternative hypotl1esis;
a) If p
0 and

*

b) If a < 0.05

The test of bivariate is performed through nonparametric correlation testing appeared
in table 5. I 3.
Table 5.13

•<JNonpar~tmefri
),_,

.

,. '·

'

·J;.:· >, ···•\ •·> /:•::•"''·

l~'::

>.~

<f':.:

1---~

·:h~)ean11an's rho

GREEN

GREEN

CUT
---7T--~~~~-..

Correlation Coefiicient
Sig (2-tailed)
N
Correlation Coefficient
Sig (2-tailed)
N

----r:ooo
400

0.288**
0.000
400

CUT
0.288**
0.000
400
1.000
400

··~~>,~:~,~1'x2r;;

•• Cormlation.is significant atJh.e.0

From the aforementioned table 5.13, it can be inferred that the hypothesis no. 3 is
found substantiated at the significant level lower than 0.05 (the actual a value is
Cl.O l ). The correlation coefficient ( p) value is 0.288 that is not equal to zero and the
two-tailed significant (a) value is 0.000 that is less than 0.05. Meeting of these two
conditions mentioned above leads to the acceptation of the alternative hypothesis. It
means that there is a relationship between guilt and the attitude towards green
advertising. The value of plus 0.288 signifies that the relationship between guilt and
the attitude tO\.vards the green advertising is positive.
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4(a). Reliability analysis to test the scale that measure "Attitude toward green
advertising"( dependent variable):
The reliability analysis of this dependent variable indicates an alpha value of 0.8831
that is ahove 0.6 that has already been revealed in section I (a). Therefore, it can be
inferred that the seven sub-variables (Good-bad, Likable-unlikable, Pleasantunpleasant. 1:avorable-unfavorable, Interesting-boring. Convincing-unconvincing,
Believahle-unbdievable) that have been aggregated to measure the first dependent
variable, attitude towards green advertising, are reliable.

4(b ). Reliability analysis to test the scale that measures the independent
variable, "Rational appl'al":

INVSTIMP
INVSTBLN
INVSTFAV

INVSTIMP

INVSTBEN .

INVSTFAV

1.0000
0.7035
0.6288

1.0000
0.690 l

1.0000

400.0

[\; of Cases
Inter-item
Correlations

Mean

Minimum

Maximum

Range

Max/Min

Variance

0.6741

0.6288

0.7035

0.0747

1.1188

0.0013

Item-total Statist ics

'6Scale
Variance
if Item
Deleted

Scale
Mean
if Item
Deleted
INVSTIMP
INVSTBEN
INVSTFAV

4.3350
4.1925
4.2475

Reliability Coefficients
Alpha

=

0.85:-8

4.2985
5.3187
5.4398

*

Corrected
ItemTotal
Correlation

Squared
Multiple
Correlation

Alpha
if Item
Deleted

0.7241
0.7719
0.7097

0.5341
0.5964
0.5169

0.8165
0.7616
0.8125

3 items
Standardized item alpha

= 0.8612

The ahove analysis has been undertaken to test the scale, which measures the
independent va;iahle, rational appeal, that has been referred in the research
framework in chapter 3. The reliability analysis of this independent variable indicates
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an alpha value or 0.8538 that is above 0.6. Therefore, it can be inferred that the three
sub-variahles
(Important-unimportant,
Beneficial-not beneficial.
Favorableunfavorable) that have been used to measure the independent variable, rational appeal,
are reliable.

4 (c).

T<.~sting

of the Fourth Hypothesis in Statistical Form:

The succeeding "bivariate" correlation test with the value of Spearman's rho aids the
researcher to mal~e inference regarding the significance of the group of dyad variables
(attitude towards green advertising as dependent and rational appeal as independent),
therefore the fourth hypothesis.
ln the following table 5.14, GREEN delineates the combination of seven subvariables (Good-bad, Likable-unlikable, Pleasant-unpleasant, Favorable-unfavorable,
lnteresting-borin~, Convincing-unconvincing, Believable-unbelievable) that indicates
the dependent variable, attitude towards green advertising and INVEST represents the
combination of three sub-variables (Important-unimportant, Beneficial-not beneficial,
Favorable-unfavorable) that indicates the independent variable, rational appeal. The
alpha values of more than 0.6 for this group of dyad variables (attitude towards green
advertising and rational appeal) that have been mentioned in the above reliability test
implit!s that this group of dyad variables can be used in the following hypothesis.

I fyuothesis -I:

-

~

1140: There is no relationship between rational appeal and the attitude towards the
green advertising.
H4a: There is a relationship between rational appeal and the attitude towards the
green advertising.
S ~CE 969

It is imperative t.J set the cutting point of what to select between null and alternative
hypotheses. Thus the statistical notion implies two conditions for accepting the
alternative hypothesis;
a) If p -:t 0 and
b) If a < 0.05
The test of bi var:ate is performed through nonparametric correlation testing appeared
in table 5.14.
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Table 5.14
-

. ----- -~
-- .~
:: ~
: .-,: ·.- ·- · - ·:· ': -_ -~-. . .~. -._,~
. : '~
t ~
. ·.::-fr/-;:y

' Nonparametri~ co. ~relatiff ''
.
>.
;::~.;.

INVEST

Correlation Coefficient
Sig (2-tailed)
N
Correlation Coefficient
Sig (2-tailed)

N

GREEN
1.000
400

o.51 o·:·*

f

NV EST

0.510**
0.000
400

T:Ooo ·-

o.ooo
400

400

substantiated at the significant level lower than 0.05 (the actual a value is 0.01 ). The
correlation coefftcient (p) value is 0.510 that is not equal to zero and the two-tailed
significant (a) value is 0.000 that is less than 0.05. Meeting of these two conditions
mentioned above leads to the acceptation of the alternative hypothesis. It means that
there is a relationship between rational appeal and the attitude towards green
advertising. The value of plus 0.510 signifies that the relationship between rational
appeal and the at'.itude towards the green advertising is positive.

5(a). Reliability analysis to test the scale that measure "Attitude toward green

advertising"(dependent variable):
The reliability ;.malysis of this dependent variable indicates an alpha value of 0.8831
that is above 0.6 that has already been revealed in section l (a). Therefore, it can be
inferred that the seven sub-variables (Good-bad, Likable-unlikable, PleasantunpleasanL Favorable-unfavorable, Interesting-boring, Convincing-unconvincing.
Believable-unhelievable) that have been aggregated to measure the first dependent
variable, attitude towards green advertising, are reliable.

S(b). Reliability analysis to test the scale that measures the independent variable,
"I nvolvcnwnt":

CONDI MP

CONDlMP
CONDINTE
CONDMEAN

N of Cases

1.0000
0.5541

0.3862

CONDINTE

CONDMEAN

1.0000
0.3191

1.0000

400.0
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Inter-item
Correlations

Mean
0.4198

Minimum
0.3191

Maximum
0.5541

Range
0.2350

Max/Min
1.7362

Variance
0.0117

Itern-total S tatist cs
Scale
Mean
if Item
Deleted
CONDI MP
CONDINTE
CONDMEAN

3.8300
4.0775
4.0425

Reliability Coefficients
Alpha

0.6671

Scale
Variance
if Item
Deleted
4.5725
4.7133
4.0909
,.,

.)

Corrected
ItemTotal
Correlation

Squared
Multiple
Correlation

Alpha
if Item
Deleted

0.5649
0.5048
0.3996

0.3558
0.3200
0.1651

0.4741
0.5443
0.7130

items

Standardized item alpha

0.6846

The above analysis has been undertaken to test the scale, which measures the
independent variable. involvement, that has been referred in the research framework
in chapter 3. The reliability analysis of this independent variable indicates an alpha
value of 0.6671 that is above 0.6. Therefore, it can be inferred that the three subvariables (Important-not important. Interested-not interested, Means a lot-not means a
lot) that have been used to measure the independent variable, involvement, are
reliable.

S(c). Testing of the Fifth Hypothesis in Statistical Form:

*

The subsequent 'bivariate" correlation test with the value of Spearman's rho abets the
researcher to make conclusion regarding the significance of the group of dyad
variables (attitude towards green advertising as dependent and involvement
independent). hence the fifth hypothesis.
In the following table 5.15, GREEN represents the combination of seven subvariables (Good-bad, Likable-unlikable, Pleasant-unpleasant, Favorable-unfavorable,
Interesting-borin:::?,, Convincing-unconvincing, Believable-unbelievable) that indicates
the dependent variable. attitude towards green advertising and 'condition' delineates
the combination of three sub-variables (Important-not important, Interested-not
interested. Means a lot-not means a lot) that indicates the independent variable,
involvement. The alpha values of more than 0.6 for this group of dyad variables
(attitude towards green advertising and rational appeal) that have been mentioned in
the above reliability test implies that this group of dyad variables can be used in the
following hypothesis.
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f-lvtJothesis 5:

115(): There is
advertising.

1w

relationship between involvement and the attitude towards the green

H5a: There is a relationship between involvement and the attitude towards the green
advertising.

It is imperative t-J set the cutting point of what to select between null and alternative
hypotheses. Thus the statistical notion implies two conditions for accepting the
allernatiw hypothesis:

*

a) If p
0 and
b) If a < 0.05

The test of hi variate is performed through nonparametric correlation testing appeared
in table 5.15.

Table 5.15

Spearman's rho

GREEN

condition

Correlation Coefficient
Sig (2-tailed)
N
Correlation Coefficient
Sig (2-tailed)
N

GREEN
1.000
400
0.510**
0.000
400

condition
0.510**
0.000
400
- -1.000
400

From the aforen~entioned table 5.15, it can be deduced that the hypothesis no. 5 is
found substantiated at the significant level lower than 0.05 (the actual a value is
0.01 ). The correlation coefficient (p) value is 0.510 that is not equal to zero and the
two-tailed significant (a) value is 0.000 that is less than 0.05. Meeting of these two
conditions mentioned above leads to the acceptation of the alternative hypothesis. It
means that there is a relationship between involvement and the attitude towards green
advertising. Tht: value of plus 0.510 signifies that the relationship between
involvement and the attitude towards the green advertising is positive.
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6 (a). Reliability analysis to test the scale that measures the dependent variable,
"Attitu<le toward the brand (green marketing concept)":

PLANTG
PLANTL
PLAN TN
PLANTF
PLANT US
PLANTWJS
PLANTIMP

f'LANTG

PLANTL

PLANTN

PLANTF

PLANTUS

1.0000
0.7872
0.4196
0.3377
0.7478
0.6140
0.6491

1.0000
0.4356
0.3648
0.7107
0.6092
0.6504

1.0000
0.2327
0.3738
0.3448
0.3884

1.0000
0.2936
0.3223
0.2806

1.0000
0.6813
0.7326

PLANTWIS
PLANTWIS
PLANTIMP

1.0000
0.6214

Not.Cases=
Inter-item
Ct)tTelatio11s

Mean
0..5046

ltcm-tntal Statist;cs

J>LANTG
PLAN TL
PLAN TN
PLANTF
PLANTUS
PLANTWlS
PLAN TI MP

O.S:HIO

400.0

Maximum
0.7872

Range
0.5545

Max/Min
3.3832

Variance
0.0322

tfl
~

13.5825
13.5175
13.4475
I 3.4900
13.4300
13.5200
13.3925

Reliability Coefficients

=

l.0000

Minimum
0.2327

Scale
Mean
if Item
Deleted

Alpha

PLANTIMP

Scale
Variance
if Item
Deleted

Corrected
ItemTotal
Correlation

Squared
Multiple
Correlation

Alpha
if Item
Deleted

30.9055
32.0298
29.4559
31.3132
32.6768
32.9369
33.4170

0.7583
0.7702
0.4544
0.3762
0.7441
0.6698
0.6988

0.6996
0.6813
0.2219
0.1563
0.7013
0.5250
0.5932

0.7811
0.7848
0.8463
0.8581
0.7900
0.7974
0.7968

7 items
Standardized item alpha =

0.8770
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The above analysis has been undertaken to test the reliability of the scale, which
measures the second dependent variable, attitude towards the brand (green marketing
concept), that has been mentioned in the framework in chapter 3. The reliability
analysis of this dependent variable indicates an alpha value of 0.8300 that is above
0.6. Therefore, t can be deduced that the seven sub-variables (Good-bad, Like··
dislike, Nicc-1wt nice, Favorable-unfavorable, Useful-useless, Wise-foolish,
Important-unimportant) that have been used to measure the second dependent
variable, attitude towards the brand (green marketing concept), are reliable.

6(b ). Reliability analysis to test the scale that measures the independent
variable, "Message length":

LONGGOOD
LONGLJKE
LONGFAVO

LONGGOOD

LONGLIKE

1.0000
0.8011
0.7053

1.0000
0. 7213

s

1.0000

~

400.0

N of Cases
Inter-item
Correlations

LONGFAVO

Mean
0.7426

Minimum
0.7053

,A
Maximum
0.8011

Range
0.0958

Max/Min
1.1359

~

Itern-total S tatist1 cs
Scale
Mean
if ltem
Deleted
LONGGOOD
LONG LIKE
LONGFAVO

2.5600
2.6350
2.5400

Reliability Coefficients
Alpha =

0.8965

Variance
0.0021

Scale
Variance
ifltem
Deleted

Corrected
ItemTotal
Correlation

Squared
Multiple
Correlation

Alpha
ifltem
Deleted

I 0.1768
9.8013
10.6901

0.8127
0.8245
0.7518

0.6757
0.6904
0.5656

0.8379
0.8272
0.8894

3 items
Standardized item alpha

0.8964

The above analysis has been undertaken to test the scale, which measures the
independent variable, message length, that has been referred in the research
framework in chapter 3. The reliability analysis of this independent variable indicates
an alpha value of 0.8965 that is above 0.6. Therefore, it can be deduced that the three
sub-variables (Good-bad, Like-dislike, Favorable-unfavorable) that have been used to
measure the independent variable, message length. are reliable.
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6 (c). Testing of the Sixth Hypothesis in Statistical Form:

The posterior "bivariate" correlation test with the value of Spearman's rho aids the
researcher to make inference regarding the significance of the group of dyad variables
(attitude toward~; green marketing concept as dependent and message length as
independent). therefore the sixth hypothesis.
In the following table 5.16. PLANT depicts the combination of seven sub-variables
(Good-bad. Like-·dislike. Nice-not nice, Favorable--unfavorable, Useful-useless, Wisefoolish. Important-unimportant) that indicates the dependent variable, attitude towards
green marketing ;;oncept and LONG represents the combination of three sub-variables
(Good-bad. Like-dislike. Favorable-unfavorable) indicates the independent variable,
message length. The alpha values of more than 0.6 for this group of dyad variables
(attitude towards green advertising and message length) that have been mentioned in
the above reliability test implies that this group of dyad variables can be used in the
following hypothesis.
Hypothesis 6:

116(/): There is no relationship between message length and the attitude towards green
marketing concept.
l 16a: There is a relationship bet>veen message length and the attitude towards green
marketing concept.

It is imperntive t.:> set the cutting point of what to select between null and alternative
hypotheses. Thus the statistical notion implies two conditions for accepting the
alternative hypot1esis;
a) If p 0 and
b) If (( < 0.05

*

The test of bivariate is performed through nonparametric correlation testing appeared
in table 5.16.
Table 5.16

----------------------~-----+--

Spearman's rho

PLANT

LONG

_________

..___

Correlation Coefficient
Sig (2-tailed)
N
Correlation Coefficient
Sig (2-tailecl)
N

400

0.264**
0.000
400

I o.2-6-4,-,,*-.--1---1-.o_o_o_....,
0.000
400

** Corrnlation is significant a
'-----·-----------
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From the above table 5.16. it can be concluded that the hypothesis no. 6 is found
substantiated at the significant level lower than 0.05 (the actual a value is 0.01). The
correlation coefficient (p) value is 0.264 that is not equal to zero and the two-tailed
significant (c() value is 0.000 that is less than 0.05. Meeting of these two conditions
mentioned above leads to the acceptation of the alternative hypothesis. It means that
there is a relationship between message length and the attitude towards green
marketing concept. The value of plus 0.264 signifies that the relationship between
message length and the attitude towards the green marketing concept is positive.
7(a). Reliability analysis to test the scale that measures the dependent variable,

"Attitude t1}ward the brand (green marketing concept)":
The reliability analysis of this dependent variable indicates an alpha value of 0.8300
that is above 0.6 that has already been revealed in section 6(a). Therefore, it can be
inferred that the seven sub-variables (Good-bad. Like-dislike, Nice-not nice,
Favorable-·unfavorable. Useful-useless, Wise-foolish, Important-unimportant) that
have been used to measure the second dependent variable. attitude towards the brand
(green marketing concept), are reliable.

7(b ). Reliability analysis to test the scale that measures the independent variable,
"Repetition":

REPETLlK
REPETPRO
REPETP<>S

REPETLIK

REPETPRO

REPETPOS

1.0000
0.6282
0.6229

1.0000
0.7016

1.0000

N of Cases

c:-

Inter-item
Correlations

*

400.0

Mean
0.6509

Minimum
0.6229

CE

91-.0

Maximum
0. 7016

Range
0.0787

Max/Min
1.1263

Variance
0.0015

Item-total Statistics
Scale
Mean
if Item
Deleted

REPETLIK
REPETPRO
REPETPOS

Scale
Variance
if Item
Deleted

Corrected
ItemTotal
Correlation

Squared
Multiple
Correlation

Alpha
ifltem
Deleted

9.5740
14.0796
14. 7509

0.6782
0.7256
0.7230

0.4600
0.5519
0.5470

0.8238
0.7249
0.7391

2.9300
2.8250
2.6450

Reliability Coefficients

..,
.)

items
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Alpha

0.82='1

Standardized item alpha

0.8483

The above analy~:is has been taken into consideration to test the scale, which measures
the independent variable, repetition, that has been referred in the research framework
in chapter 3. ThL~ reliability analysis of this independent variable indicates an alpha
value of 0.8221 that is above 0.6. Therefore, it can be deduced that the three subvariables (Likely-unlikely, Probable-improbable, Possible-impossible) that have been
used to measure 1he independent variable, repetition, are reliable.

7(c). Testing of 1he Seventh Hypothesis in Statistical Form:

The following "bivariate" correlation test with the value of Spearman's rho assists the
researcher to nnke conclusion regarding the significance of the group of dyad
variables (attitude towards green marketing concept as dependent and repetition as
independent). hence the seventh hypothesis.
In the following rnble 5.17, PLANT represents the combination of seven sub-variables
(Good-bad, Like .. dislike, Nice-not nice, Favorable-unfavorable, Useful-useless, Wisefoolish, Important-unimportant) that indicates the dependent variable, attitude towards
green marketing concept and REPEAT delineates the combination of three subvariables (Likely-unlikely, Probable-improbable, Possible-impossible) indicates the
independent vari1ble. repetition. The alpha values of more than 0.6 for this group of
dyad variables (attitude towards green marketing concept and repetition) that have
been mentioned in the above reliability test implies that this group of dyad variables
can be used in th1~ fol lowing hypothesis.

Hvpot hes is 7:

*

*

H70: There is no relationship between repetition and the attitude towards green
marketing concept.
H7a: There is a relationship between repetition and the attitude towards green
marketing concept.
It is imperative tJ set the cutting point of what to select between null and alternative
hypotheses. Thus the statistical notion implies two conditions for accepting the
alternative hypot:1esis:
a) If p 0 and
b) If a< 0.05

*

The test of bivanate is performed through nonparametric correlation testing appeared
in table 5.17.

Page 107

Green Advertising in Bangladesh
Chapter 5
·~~~~~~~-~~~~~~·~~~~~~·

Table 5.17

REPEAT

Sig (2-tailed)
N
Correlation Coefficient
Sig (2-tailed)
N

400
0.256**
0.000

From the aforementioned table 5.17, it can be concluded that the hypothesis no. 7 is
found substantiated at the significant level lower than ().05 (the actual a value is
OJJl ). The correlation coefficient (p) value is 0.256 that is not equal to zero and the
l\\'O-tailed significant (u) value is 0.000 that is less than 0.05. lv1eeting of these two
conditions mentioned above leads to the acceptation of the alternative hypothesis. It
means that there is a relationship between repetition and the attitude towards green
marketing concept. The value of plus 0.256 signifies that the relationship between
repetition and the attitude towards the green marketing concept is positive.

8(a). Reliability analysis to test the scale that measures the dependent variable,
"Purchase intentions (Plant or not plant)":

SAVELIKE
SAVEPROB
SAVEPOSS

SAVELIKE

SAVEPROB

SAVEPOSS

1.0000
0.7034
0.59 I 7

1.0000
0.6038

1.0000

N of Cases =

Inter-item
Correlations

Mean
0.6330

400.0

Minimum
0.5917

Maximum
0.7034

Range
0.1116

Max/Min
1.1887

Variance
0.0030
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Item-total StatisLcs
Scale
Mean
ifltem
Deleted
SAVELIKE
SAVEPROB
SAVEPOSS

Scale
Variance
if Item
Deleted

3.9775
3.9475
3.9400

=

Squared
Multiple
Correlation

Alpha
if ltem
Deleted

0.7205
0.7338
0.6471

0.5387
0.5489
0.4198

0.7514
0.7431
0.8221

3.8416
4.3155
4.2771

Reliability Coefficients
Alpha

Corrected
ItemTotal
Correlation

3 items
Standardized item alpha

0.8361

0.8380

=

The above analysis has been undertaken to test the scale, which measures the
reliability of the third dependent variable. purchase intentions (plant or not plant), that
has been mentioned in the research framework in chapter 3. The reliability analysis of
this dependent variable indicates an alpha value of 0.8361 that is above 0.6.
Therefore, it can be deduced that the three sub-variables (Likely-unlikely, Probableimprobable, possible-impossible) that have been used to measure the third dependent
variable, purchase intentions (plant or not plant), are reliable.

8(b). Reliability analysis to test the scale that measures the independent variable,
"Attractiveness":
FEELATTR

FEELATTR
FEELCLSS
FEEL13EAU
FEELELECi
FEEL SEXY

1.0000
0.4782
0.(>454
0.5151
0.3438

N of Cases
Inter-item
Correlations

Mean
0 .4681

FEELCLSS

FEELBEAU
CE

1.0000
0.5166
0.4533
0.2761

969

FEELELEG
~

ot~V

1.0000
0.6557
0.3985

FEELSEXY

GI

1.0000
0.3986

1.0000

400.0

Minimum

Maximum

Range

Max/Min

Variance

0.2761

0.6557

0.3796

2.3746

0.0141
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Item-total Statist cs
Scale
Mean
if Item
Deleted
FEELATTI{
FEELCLSS
FEELBEAU
FEELELEG
FEELSEXY

Reliability
Alpha =

6.207.5
6.3751
6.2351
6.2251
6.7776

Coefficient~;

o. 78~·0

Scale
Variance
if Item
Deleted

Corrected
ltemTotal
Correlation

Squared
Multiple
Correlation

Alpha
if Item
Deleted

22.8165
18.9649
22.8953
23.6313
22.9436

0.6338
0.5363
0.7237
0.6480
0.4244

0.4578
0.3190
0.5841
0.4732
0.2004

0.7259
0.7742
0.7078
0.7278
0.7947

5 items
Standardized item alpha -

0.8148

The above analysis has been conducted to test the scale, which measures the
independent variable. attractiveness, under the dimension of celebrity's characteristics
that has been refi~rred in the research framework in chapter 3. The reliability analysis
of this independent variable indicates an alpha value of 0.7850 that is above 0.6.
Therefore. it ca11 be deduced that the five sub-variables (Attractive-not attractive,
Classy··not class;, Beautiful-not beautiful, Elegant-not elegant, Sexy-not sexy) that
have been used to measure the independent variable, attractiveness under the
dimension of celebrity's characteristics, are reliable.

8(c). Testing of the Eighth Hypothesis in Statistical Form:

*

The t'ollO\ving "bivariate" correlation test with the value of Spearman's rho abets the
researcher to 1irnke inference regarding the significance of the group of dyad variables
(purchase intention as dependent and attractiveness as independent), therefore the
eighth hypothcsi~;.
In the following table 5.18, SA VE depicts the combination of three sub-variables
(Likely-unlikely, Prohahle-improbable, possible-impossible) that indicates the
dependent variable, purchase intention and FEEL l depicts the combination of five
sub-variables (Attractive-not attractive, Classy-not classy, Beautiful-·not beautiful,
Elegant-not elegant Sexy-not sexy) indicates the independent variable, celebrity's
attractiveness. The alpha values of more than 0.6 for this group of dyad variables
(purchase intention and celebrity's attractiveness) that have been mentioned in the
above reliability test implies that this group of dyad variables can be used in the
following hypothesis.
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!Ivpol hes is 8:

1180: There 1s 110 relationship between celebrity's attractiveness and the purchase
intention.
H8a: There 1s a relationship between celebrity's attractiveness and the purchase
intention.
It is imperative tJ set the cutting point of what to select between null and alternative
hypotheses. Thus the statistical notion implies two conditions for accepting the
alternative hypothesis;
a) If p -:f:. 0 and
b) Ifa<0.05

The test or bivariate is performed through nonparametric correlation testing appeared
in tabk 5.18.

Table 5.18

Spearman's rho

SAVE

FEELl

SAVE
FEELl
Correlation Coeffic~ie_n_t-+--1-.0-0-0--+-- 0.419**Sig (2-tailed)
0.000
N
400
400
--Correlation Coefficient
1.000
Sig (2-tailed)
N

•• Correlation is significanta

·-----

From the above table 5.18. it can be concluded that the hypothesis no. 8 is found
substantiated at the significant level lower than 0.05 (the actual a value is 0.01 ). The
correlation coefficient (p) value is 0.419 that is not equal to zero and the two-tailed
significant (a) value is 0.000 that is less than 0.05. Meeting of these two conditions
mentioned above leads to the acceptation of the alternative hypothesis. It means that
there is a relationship between celebrity's attractiveness and purchase intention. The
value of plus 0.419 signifies that the relationship between celebrity's attractiveness
and purchase intrntion is positive.
9(a). Reliability analysis to test the scale that measures the dependent variable,
"Purchase intentions (Plant or not plant)":
The reliability analysis of this dependent variable indicates an alpha value of 0.8361
that is above 0.6 that has already been revealed in section 8(a). Therefore. it can be
inferred that the three sub-variables (Likely-unlikely, Probable-improbable, possible-
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impossibk) thnl have been used lo measure the third dependent variable, purchase
intentions (plant ::ir not plant), are reliable.

9(b). Reliability analysis to test the scale that measures the independent variable,
"Trustworthiness":

FELDEPEN
FELHONST
FELRELJA
FELSINCE
FELTRUST

FELDEPEN

FELHONST

FELRELIA

FELS INCE

FELTRUST

1.0000
0.5294
0.5554
0.5578
0.4537

1.0000
0.6809
0.6412
0.5727

1.0000
0.7013
0.6717

1.0000
0.6336

1.0000

N of Cases

l nter-i tern
Correlations

Mean
0.5998

400.0

Minimum
0.4537

Maximum
0.7013

Range
0.2476

Max/Min
1.5458

rl:=-

Item-total Statistics
Scale
Mean
ifltem
Deleted
l·'J:LDEPEN
FELHONST
FELRELIA
FELSINCE
FELTRUST

7.1225
6.9900
6 .9875
6.9025
6.8975

Reliability Coefficients
Alpha =

0.8682

-

Variance
0.0059

Scale
Variance
if Item
Deleted

Corrected
ItemTotal
Correlation

17.7569
20.5807
19.9917
20.1277
19.9713

0.6083
0.7199
0.7862
0.7609
0.6794

o!.

Squared
Multiple
Correlation

Alpha
if Item
Deleted

0.3841
0.5381
0.6407
0.5916
0.5116

0.8800
0.8360
0.8213
0.8266
0.8435

5 items
Standardized item alpha =

0.8822

The above analysis has been conducted to test the scale, which measures the
independent variable. trustworthiness, under the dimension of celebrity's
characteristics that has been referred in the research framework in chapter 3. The
reliability analys ;s of this independent variable indicates an alpha value of 0.8682 that
is above 0.6. Therefore. it can be deduced that the five sub-variables (Dependable-not
dependable. Honest-not honest Reliable-unreliable, Sincere-insincere, TrustworthyPage 112
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untrustworthy) that have been used to measure the independent variable,
trustworthiness under the dimension of celebrity's characteristics, are reliable.

9(c). Testing of 1hc Ninth Hypothesis in Statistical :Form:

The succeeding "bivariate" correlation test with the value of Speannan's rho helps the
researcher to nnke conclusion regarding the significance of the group of dyad
variables (purchase intention as dependent and trustworthiness as independent), hence
the ninth hypotlicsis.
In the following table 5. l 9, SA VE represents the combination of three sub-variables
(Likely-unlikely, Probable-improbable, possible-impossible) that indicates the
dependent variable, purchase intention and FEEL2 delineates the combination of five
sub-variables (Dependable-not dependable, Honest-not honest, Reliablc··unreliable,
Sincere-insincere, Trustworthy-untrustworthy) indicates the independent variable,
celebrity's trust\Vorthiness. The alpha values of more than 0.6 for this group of dyad
variables (purchase intention and celebrity's trustworthiness) that have been
mentioned in the above reliability test implies that this group of dyad variables can be
used in the following hypothesis.

I Iv pot hes is <J.
1190: There is no relationship between celebrity's trustworthiness and the purchase
intention.
1-19a: Then: 1s a relationship between celebrity's trustworthiness and the purchase
intention.
It is imperative t-:> set the cutting point of what to select between null and alternative
hypotheses. Thus the statistical notion implies two conditions for accepting the
alternative hypothesis;
a) If p 0 and
b) If a< 0.05

*

The test of bivanate is performed through nonparametric correlation testing appeared
in table 5. 19.
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Table 5.19

,-------·---;_;;_

I Spearman's rho

SA VE

FEEI=-T-

Correlation Coefficient
Sig (2-tailed)
N
Correlation Coefficient
Sig (2-tailed)
N

1.000
400
0.511 **
0.000
400

·- - -

**

0.511
0.000
400
1.000
400

---------~-

•• Correlation is sigrilfl~hria

From the aforementioned table 5.19, it can be inferred that the hypothesis no. 9 is
found substantiated at the significant level lower than 0.05 (the actual a value is
0.01). The correlation coefficient ( p) value is 0.511 that is not equal to zero and the
two-tailed significant (a) value is 0.000 that is less than 0.05. Meeting of these two
conditions mentioned above leads to the acceptation of the alternative hypothesis. It
means that there is a relationship between celebrity's trustworthiness and purchase
intention. The value of plus 0.5 I I signifies that the relationship between celebrity's
trustworthiness and purchase intention is positive.

-

I O(a). Reliability analysis to test the scale that measures the dependent variable,
"Purchase intentions (Plant or not plant)":

The reliability analysis of this dependent variable indicates an alpha value of 0.836 I
that is above 0.6 that has already been revealed in section 8(a). Therefore, it can be
inferred that the three sub-variables (Likely-unlikely, Probable-improbable, possibleimpossible) that have been used to measure the third dependent variable, purchase
intentions (plant ~)r not plant). are reliable.

IO(b). Reliability analysis to test the scale that measures the independent
val"iable, ''Expertise":

FL EXPERT
FLEX PERI
FLKNOWLE
FLQUAUF
FLSKJLLF

FLEXPERT

FLEXPERI

FLKNOWLE

FLQUALIF

FLSKILLE

1.0000
0.8326
0.7275
0.6951
0.6804

I .0000
0.7118
0.7327
0.6990

1.0000
0.7232
0.6768

I .0000
0.7585

1.0000

N of Cases =

400.0
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Inter-item
Correlations

Mean

Minimum

Maximum

U.7228

0.6768

0.8326

Range
0.1558

Max/Min

Variance

1.2302

0.0020

Item-total Stalist'CS

Scale
l\:1ean
ifltem
Deleted

FLEX PERT
FLEXPERl
Fl,KNOWLE
FLQUALIF

FLSKILLE

6.3950
6.3475
6.4025
6.3300
6.3150

Reliability Coefficients
Alpha =

0.92~:5

Scale
Variance
if Item
Deleted

Corrected
ItemTotal
Correlation

Squared
Multiple
Correlation

Alpha
if Item
Deleted

22.6907
23.2298
23.7148
23.7906
23.7502

0.8243
0.8433
0.7909
0.8178
0.7849

0.7317
0.7491
0.6294
0.6871
0.6376

0.9100
0.9062
0.9162
0.9112
0.9173

5 items
Standardized item alpha

0.9287

The above analysis has been conducted to test the scale. which measures the
independent variable. expertise. under the dimension of celebrity's characteristics that
has been reterrecl in the research framework in chapter 3. The reliability analysis of
this independent variable indicates an alpha value of 0.9285 that is above 0.6.
Therefore. it can be deduced that the five sub-variables (Expert-inexpert,
Experienced-ine>:perienced, Knowledgeable-unknowledgeable, Qualified-unqualified.
Skilled-unskilled) that have been used to measure the independent variable, expertise
under the dimension of celebrity's characteristics, are reliable.

lO(c). Testing of the Tenth Hypothesis in Statistical Form:
The subsequent "bivariate" correlation test with the value of Spearman's rho aids the
researcher to mal~e inference regarding the significance of the group of dyad variables
(purchase intention as dependent and expertise as independent), therefore the tenth
hypothesis.
In the following table 5.20, SI\ VE depicts the combination of three sub-variables
(Likely-unlikely. Probable-improbable, possible-impossible) that indicates the
dependent variable. purchase intention and FEEL3 represents the combination of five
(Expert-inexpert
Experienced-inexperienced.
Knowledgeablesub-variables
unknowledgeablc, Qualified-unqualified, Skilled-unskilled) indicates the independent
variable, celebrity's expe11ise. The alpha values of more than 0.6 for this group of
dyad variables (purchase intention and celebrity's expertise) that have been mentioned
in the above reliability test implies that this group of dyad variables can be used in the
following hypothesis.
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Hveothesis JO:
1-1100: There is no relationship between celebrity's expertise and the purchase
intention.
HI Oa: There 1s a relationship between celebrity's expertise and the purchase
intention.
It is imperative t,J set the cutting point of what to select between null and alternative
hypotheses. Thus the statistical notion implies two conditions for accepting the
alternative hypot 1esis;
a) If p 4= 0 and
b) Ifa<0.05
The test of bi var ate is performed through nonparametric correlation testing appeared
in table 5.20.

Table 5.20

SAVE
--~--

Spearman's rho

tA

SAVE

FEEL3

Correlation Coefficient
Sig (2-tailed)
N
Correlation Coefficient
Sig (2-tailed)
N

1.000

400
0.506**

----

0.000
400

FEEL3
0.506**
0.000
400
1.000
400

** Cormlation is sig

From the above table 5.20, it can be inferred that the hypothesis no. I 0 is found
substantiated at the significant level lower than 0.05 (the actual a value is 0.0 I). The
correlation coeff cient ( p) value is 0.506 that is not equal to zero and the two-tailed
significant (u) value is 0.000 that is less than 0.05. Meeting of these two conditions
mentioned above leads to the acceptation of the alternative hypothesis. It means that
there is a relationship between celebrity's expertise and purchase intention. The value
of plus 0.506 sig 1ifies that the relationship between celebrity's expertise and purchase
intention is positive.
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Chapter 6
6. RESEARCH RES UL TS
6.1 Introduction:
At first glance, this chapter is enriched with the inferences made against the research
problem. Furthermore, an array of research findings through which objectives of the
research to be achieved or not will be conveyed explicitly in this chapter. Specifically,
the outcomes of this research furnish this chapter elaborately with green marketing
concept in the context of Bangladesh. Moreover, to what degree certain facets of
green advertising having impact on the audiences of Dhaka Metropolitan City are
unveiled here.

6.2 Properties of the population
Due to the large size of the population, the researcher has selected a sample size of
400 in order to collect the necessary information. The demographic profile of the
respondents for this research study that attain the fulfillment of the first research
objective is depicted below:
Among the 400 respondents, 175 respondents are female while 2.2.5 respondents are
males that represent 43.8% and 56.25% respectively. The majority of the respondents
for this research :;tudy are female and the minority is male.
The majority of the respondents are in the age group of 26 to 35 years that represents
40.7YYo 'Nhereas the minority of the respondents are in the age group of above 45
years that repres(~nts 8.5% of the total respondents. Respondents whose age are equal
and below 25 years consists of 117 persons, represents 29.25'.Yo and respondents
whose age are between 36 to 45 years consists of 86 persons, represents 21 S~/o.
The majority grc•up of respondent's marital status is 'single' consists of 167 and the
minority group ,s 'widow with children' consists of 5 respondents that represents
41.75% and 1.2~% respectively. Besides this, respondents who are married with no
children consists of 6 7 persons, married with children consists of 131 persons and
widow with no children consists of 30 persons that represent 16. 75%, 32. 75% and
7.5% respectlvel:r.
From the perspective of occupation, the maJonty of the respondents fall in the
category of office employee who work in different government and non-government
organizations whereas the minority of the respondents are in the category of others
who are either uremployment or are engages in other kinds of jobs such as taxi driver,
rickshaw puller de. The former represents 42.5% while the latter represents 4.25%.
Student respondents consist of 105 persons, housewife consists of 72 persons and
business ovvner consists of 36 persons that represents 26.25%, 18%, and 9%
respectively.
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i\ccordini; lo the breakdown of income. the majority of the respondents are in the
earning range of below or equal 4,000 Taka and the minority of the respondents are in
the earning rangt. between I 0.00 I Taka and above. These two groups represent 36.5%
and 2m10 respectively. Besides these two groups. 83 respondents fall in the income
range of betweer 4,001 to 7J)00 Taka and 91 respondents fall in the income range of
between 7.001 to 10,000 Taka. These groups represent 20.75% and 22.75%
respectively.
From the frequency distribution of the respondent's education, it is found that the
majority group of respondent's education is bachelor degree consists of 165
respondents and the minority group of respondent's education is others such as
diploma or highl:r than master degree consists of 7 respondents. These two groups
represent 41.25% and 1. 75% respectively. The respondents with primary educational
background consist of 16 persons, secondary consists of 21 persons, higher secondary
consists of 49 anJ master degree consists of 142 persons. In terms of percentile, these
groups represent 4%, 5.25% 12.25% and 35.5% respectively.

6.3 Results of hypotheses testing
Rererring to the testing of hypotheses of this research study, the inference of each
hypothesis can b1~ described concisely as follows:

-

H1o: Thl:re is no rebtionship between humor and the attitude toward the green
Advertisin6.

H2a: There is a relationship between fear and the attitude toward the Green
Advertisir,g.

,,

H3a: There is a relationship between guilt and the attitude toward the Green
Advertisir g.

H4a: There is a relationship between rational appeal and the attitude toward the
Grl:en advertising.

HSa: There is a relationship between involvement and the attitude toward the
Green advertising.

H6a: There is a relationship between message length and the attitude toward
Green Macketing concept.

H7a: There is a relationship between repetition and the attitude toward
Green Marketing concept.

H8a: There is a relationship between celebrity's attractiveness and the purchase
intention.
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H9a: There is a relationship between celebrity's trustworthiness and purchase
inlention.

HI Oa: There is a relationship between celebrity's expertise and the purchase
i11tentin11.
Each of the ten hypotheses of this research study has found substantiated at the 0.0 I
significant level. The interpretations of these hypotheses are delineated as follows in full
details:

6.4 I nterpreta ti on of the hypotheses:
The following i:1terpretations of the hypotheses are based on the sample of this
research study. Therefore. the interpretations are limited to only the sample, which the
researcher obtained from the 15 Thanas of Dhaka Metropolitan City and thus the
interpretation cannot be generalized for all the audiences of Bangladesh Television.

6.4.1 Elaborate interpretation of the first hypothesis:
Results from the first hypothesis states that there is no relationship between humor
and the attitude toward the green advertising. From the viewpoint of the green
advertisements shown on Bangladesh Television, there is no relationship between
humor and the atcitude of the audiences towards green advertisements.
The possible explanation behind this findings is that humor itself possesses different
meanings from rhe perspective of western and eastern countries. Bangladesh is a
eastern country where the audiences of green advertisements take the theme of green
advertisements thoughtfully. Emotional appeaL in this case the humorous features of
the green advertisernents do not have any effect on the audiences. The audiences do
not form any panicular attitude towards green advertisements as their thinking lies on
the notion of senousness of environmental advertisements hence green
advertisements.
Here the researcher has attempted to identify the impact of humor included in the
green advertisenents. It should be stated that that most of the audiences of
Bangladesh tele-.1ision is not well educated living in the rural areas. From the
perspective of Bangladesh, as the topic of environmental consciousness is
contemporary and sophisticated in nature, the messages of the green advertisements
are designed and exposed humorously to make those attractive and comprehensible to
the rural audien·~es in particular. However, since this research is founded on the
audiences of Dhaka Metropolitan City in which most of the audiences is well
educated. this humorous feature of the green advertisements does not have any
positive impact on the target research audiences who consider 'Greenness' as a serious
phenomenon conveyed in the green advertisements.
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Moreover. it is imperative to restate that humor must be relevant to the brand or key
idea of the advertisement. The criteria to measure the ad effectiveness in terms of
recall and persuasion both will decrease if this linkage between humorous appeal and
the key idea of the advertisement is not made. In this context, a perceptual distortion
has occurred as the audiences of Dhaka Metropolitan City have failed to perceive
humor as humorous appeal. These audiences have misinterpreted humorous appeal as
a mere humor sir1ce the audiences have failed to comprehend the sarcasm of the green
advertisements. In this case, the endeavor to use humor as a persuasion tool has gone
in vein. Likewise. it can be reconfirmed that humor shows no relation with the attitude
of the audiences <>f Dhaka Metropolitan City towards green advertising.

6.4.2 Elaborate interpretation of the second hypothesis:
Results from the second hypothesis states that there is a positive relationship between
fear and the attitude towards the green advertising. From the viewpoint of the green
advertisements ~hown on Bangladesh Television, there is a positive relationship
between fear and the attitude of the audiences towards green advertisements.
The reasonable explanation behind this finding is that environmental consciousness is
gaining popularity in Bangladesh. People are becoming more conscious when the
green advertisements shown on Bangladesh Television demonstrate the devastating
outcomes resulting from cutting trees unnecessarily and excessively. A sense of fear
has aroused among the audiences of Dhaka Metropolitan City when these audiences
are exposed to the green advertisements, which focus their messages on fear appeals.
In Bangladesh 25'% land should be covered with trees, but only 6% land is covered.
Dhaka Metropolitan City is the most densely populated city in Bangladesh. It has its
unique problem:> including tremendous high degree of pollution, soil erosion.
accommodation problem. population problem etc. Besides these, rapid urbanization
and growing population enhance the activities of cutting trees causing the severity of
the above mentioned problems. The green advertisements on Bangladesh Television
uphold the picture of these environmental degradations succinctly. As a consequence,
these green advertisements generate fear among the audiences of Dhaka Metropolitan
City to an alarrni11g level.

It is crucial to rt·state that to make the fear appeal effective, the source of the feararousing messag·~ must be viewed as highly credible. Television is a societal media
and possesses a rnbust credibility in the context of Bangladesh. When the audiences
are exposed to the fear appeals of the green advertisements on Bangladesh Television,
they tend to believe the message and form some sort of attitude towards the green
advertisements a:; the messages come from a highly credible source.
It is also important to restate that the attitude of the ad to be higher if the ad does not
possess excessively high levels of fear and the feelings endangered by an ad can
create or influence an attitude toward the ad directly as well as indirectly. In this
setting. the fear appeals those have been used in the green advertisements in
Bangladesh contain a moderate level of fear. This feeling of fear gains attention and
influences the attitude of the audiences of green advertisements on Bangladesh
Television. Likewise. it can be reconfirmed that there is a positive relationship
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between fear and attitude of the audiences of Dhaka Metropolitan City towards green
advertisement.

6.4.3 Elaborate interpretation of the third hypothesis:
Results from the third hypothesis states that there is a positive relationship between
gui It and the atti .ude towards the green advertising. From the viewpoint of the green
advertisements ~hown on Bangladesh Television, there is a positive relationship
between gui It and the attitude of the audiences towards green advertisements.
The thoughtful elucidation behind this finding is that environmental consciousness is
gammg popularity in Bangladesh. The consequences of destroying trees
unnecessarily, which are demonstrated on the green advertisements on Bangladesh
Television, generate consciousness among the audiences. A sense of guilt has aroused
among the audiences of Dhaka Metropolitan City when these audiences are exposed
to the green advertisements, which focus their messages on emotional appeal such as
gui It.
Dhaka Metropolitan City is the most densely populated city in Bangladesh. Its unique
problems include tremendous high degree of pollution, soil erosion, accommodation
problem, population problem etc. Rapid urbanization and growing population enhance
deforestation cm.sing the severity of the above mentioned problems. The picture of
these environmental degradations is upheld succinctly by the green advertisements
shown on Bangladesh Television. It is imperative that 25% of the total land area in a
country be covered with trees to maintain an ecological balance, whereas only 6% of
the total land area in Bangladesh is covered with trees. There is an obvious illustration
of cutting trees excessively in Bangladesh without reconciliation of ecological
imbalance through plantation of enough number of trees. By claiming these facts
these green advertisements generate tremendous guilt among the audiences of Dhaka
Metropolitan City.
It is worthwhile to restate that advertising messages that trigger emotional reaction are
more likely to b1: attended to than are neutral ads. In the context of Bangladesh, the
green advertisements have heightened psychological arousal among the audiences by
emphasizing the feeling of guilt. The audiences of Dhaka Metropolitan City process
theses emotional green messages more thoroughly. As a consequence, the green
advertisements that trigger a positively evaluated emotion enhance liking of the ad
itself.

Feelings engend~red by an ad can create or influence an attitude toward the ad
directly as well as indirectly, through assessments of the quality of the ad's
executional charncteristics. In fact, some researchers believe that attitude to the ad
really has two d1 fferent components: an affective one, reflecting the direct effect of
the feelings evoked by the ad, and a second, more cognitive, one, reflecting how well
made and useful the ad (and the information in it) is considered to be. In this case, the
affective component of the green adve11isements that is the feelings of guilt creates or
influences the attitude of the audiences of Dhaka Metropolitan City. Thus it is re··
corroborated tha there is a positive relationship between guilt and the attitude the
audiences towarcs the green advertising.
1
•
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6.4.4 Elaborate interpretation of the forth hypothesis:
The findings from the fourth hypothesis reveal that there is a positive relationship
between rational appeal and attitude toward green advertising. From the perspective
of the green advertisements shown on Bangladesh Television, there is a positive
relationship between rational appeal and the attitude of the audiences towards green
advertising.

The apposite explanation behind this research finding is that Bangladesh is a poor
country where a majority of the labor force is unemployed. The climate of Bangladesh
is extremely in favor of growing tree generating savings in terms of cutting costs.
Given that profit potential in this green campaign (planting trees) is very high, a huge
part of the manpower in Bangladesh engages in planing trees. Thus, when this kind of
rational appeal is demonstrated in the green advertisements on Bangladesh Television,
the audiences become attracted to the ad and form a favorable attitude towards the
green advertisements .
l t is imperative to reiterate that the attitude towards the ad be higher if the ad contains
useful informaticin. According to elaboration likelihood model (ELM), developed by
psychologists Ridiard E. Petty and John T. Cacioppo, the consumer can consciously
and diligently consider the information provided in the ad in forming attitude. Here.
attitudes are changed or formed by careful consideration, thinking, and integration of
information re le\ ant to the product or the object of the advertising. The consumers are
here highly involved in processing the information. This type of persuasion process is
termed th~ centrnl route to attitude change. Thus. the attitude of the audiences of
Dhaka Metropolitan City has changed centrally due to the rational appeals conveyed
in the green adwrtiscments. By showing of gaining financial benefits from planting
trees, the green ;1dvertisements on Bangladesh Television help forming a favorable
attitude among the audiences of Dhaka Metropolitan City tO\vards these green
advertisements. Likewise, it is reassured that there is a positive relationship between
rational appeal and the attitudes of the audiences towards green advertisements.

6.4.5 Elaborate interpretation of the fifth hypothesis:
The findings from the fifth hypothesis unveil that there is a positive relationship
between involvement and attitude toward green advertising. From the perspective of
the green advertisements shown on Bangladesh Television, there is a positive
rdationship between involvement and the attitude of the audiences towards green
advertising.
The appropriate explanation behind this research finding is that Bangladesh is a
country where natural disaster is part and parcel ·of the lives of the people.
Devastating flooj. deadly cyclone, tremendous pollution etc. are obviously making
the lives more hazardous. Especially. in Dhaka Metropolitan City, which is
recognized as one of the top ten polluted cities in the world where the degree of air
pollution is extremely high in which, millions of city dwellers are continuously facing
serious health-threat. As a result, the people of Dhaka have no other way than to
concern about environmental consciousness. This involuntary involvement of
environmental consciousness leads the people to give utmost importance and focus on
the green advertisements shown on Bangladesh Television. Thus, the audiences of
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Dhaka Mdropolitan City form a favorable attitude towards the green advertisements,
which focus on planting trees to save the environment.
It is important to restate that according to elaboration likelihood model (ELM)
developed hy Richard E. Petty and John T. Cacioppo, it is possible that the audience
members cognitively elaborate information and follow the central route to attitude
change. Two foe tors. an audience member's motivation to process information and
ability to process information are identified which must be present in order to alter the
attitude of the audiences. Unless there is some reason to expend the energy or pay the
price. the 'hard· information in the ad will not be processed. Such effort will not be
expended unless the consumer is involved with the product or associated purchase
decision and urcless the information in the advertisement is both relevant and
important. Thus. it can be stated that the audiences of Dhaka Metropolitan City are
involved with the concept of green marketing and are educated enough to process
information. As the target audiences have the ability to process information conveyed
by green adverfr;ements shown on Bangladesh Television and the motivation that is
involvement of the environmental consciousness, their attitude have changed
centrally. The audiences of Dhaka Metropolitan City with the possession of a
moderate degree of involvement with environmental consciousnesc~ that is to plant
trees to save the environment process the information conveyed in the green
advertisements which consequently change the attitude of the audiences towards
green advertisin;;. Therefore, it is reassured that there is a positive relationship
between involvement and the attitude of the audiences towards green advertising.

6.4.6 Elaborate interpretation of the sixth hypothesis:

-

Results from the sixth hypothesis states that there is a positive relationship between
message length and the attitude toward Green Marketing concept. From the viewpoint
of the green acbertiscments shown on Bangladesh Television. there is a positive
relationship between the message lengths of these green advertisements and the
attitude of the audiences towards green marketing concept.
The appropriate elucidation behind this research finding is that the problem of
enviromm~ntal ck-gradation is very prominent in Bangladesh. The problem is so severe
that now it becHnes a national issue. In Dhaka Metropolitan City, extreme air
pollution has made the daily lives of the citizens intolerable. The citizens of Dhaka
can foresee the timorous scenario due to the continuous environmental degradation.
To make this i ;;sue clearer to them, the citizens should be loaded with more
information regarding the causes. consequences and the possible remedy of this
problem. Bangla,jesh television has tried to play this role by conveying the message
through the gre~n advertisements. To give the audiences more knowledge, the
duration of these green advertisements is made longer than the other advertisements.
These longer advertisements provide the audiences with more information about the
causes. the dev<tstating outcomes and the possible cure. Along with other green
movements, planting trees to save the environment is one of the important cures that
the green advertisements in Bangladesh Television have demonstrated. By being
exposed to both emotional and informational message regarding saving environment
by planting trees. for a longer period of time in a single presentation, the audiences of
Dhaka Metropolitan City become acknowledged clearly about tht~ sev1~rity of this
problem. As the ..;Ji mate and the geological condition of Bangladesh are very much in
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favor l>f plantin~~ trees. the audiences realize the ease
environment is an effective remedy. As a result. the
attitude tu wards the concept of green marketing that
environment. Therefore. it is reconfirmed that there is a
message length and green marketing concept.

of planting trees to save the
audiences form a favorable
is to plant trees to save the
positive relationship between

Many studies Jrnve shown that longer commercials generally facilitate learning of
commercial conknt. If the amount of information contained in the longer and shorter
versions of a commercial are about the same, longer ads should be superior to shorter
ads on learning measures for at least two reasons. First. a longer commercial can
repeal the same infrmnation more times within a single presentation than a shorter
commercial. Second. a longer commercial, in comparison with a shorter one, gives the
viewer more tim~ to process the message and thus enhances viewer learning. As for
the green adwrtisements with different 1m~ssage lengths shown on Bangladesh
television. the longer green advertisements give the audience more time to process
informatiPn. These longer green advertisements repeat the same message many times
within a single presentation. As a result, the audiences learn more from the longer
green advertisements about the brand that is the green marketing concept. The
audiences of Dhaka Metropolitan City learn about the green marketing concept and
form an attitude as the green messages give the audiences more time to think about
the green markctng concept that is to plant trees to save the environment.
It is apposite to reiterate that the longer commercials may provide more contextual
details than the shorter commercials so that viewer can encode the brand name richly
after exposure. This is particularly true for the longer emotional commercials.
Similarly. longer informational commercials may present more and repeat more facts
than a shorter informational message. enabling the viewer to encode more claims.
Bangladesh Television has shown both emotional and informational advertisements.
In the case of green advertisements those focus on emotional appeal. the longer
advertisements give the audiences more contextual details regarding the green
marketing concept. /\udiences become more acquainted with the concept of green
marketing that is to plant trees to save the environment. Even for the green
advertisements those focus on rational appeals, the longer green advertisements
provide the audiences with more facts that leads better encoding of the claims made in
those green advertisements. The audiences of Dhaka Metropolitan City have formed
an attitude towarJs the green marketing concept after they have been exposed to both
longer emotional and rational green advertisements. Thus. it is reconfirmed that there
is a positive relationship between message length and the attitude of the audiences
towards green marketing concept.
Recent advertising models suggest that effectiveness of persuasive ads declines when
the opportunity to process the message declines, longer commercials, in comparison
with shorter ones. enable the message recipient to realize the message argument's
cogency and favorable implications which, in turn, enhances persuasion. The green
advertisements on Bangladesh television those have focused on longer emotional or
rational messag1~s have increased persuasion among the audiences of Dhaka
Metropolitan City to he attentive towards the green messages. The audiences realize
the implications and the importance of environmental consciousness after being
exposed to longer green messages and consequently form a favorable attitude towards
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green marketing concept. Likewise, it is reassured that there is a positive relationship
between massagl~ length and the attitude of the audiences towards green marketing
concept.

6.4. 7 Ela borate interpretation of the seventh hypothesis:
Findings from tile seventh hypothesis as~.erts that there is a positive relationship
between repetiti•)n and the attitude toward Green Marketing concept. From the
viewpoint of the green advertisements shown on Bangladesh Television, there is a
positive relation:;hip between the repetition of these green advertisements and the
attitude of the audiences towards green marketing concept.
The rational explanation behind this finding is that in recent years Bangladesh
encounter terrible menace from the environmental degradation. Its trenchancy of
destruction becomes so prominent that it has to be treated as a national burning
question that deserves utmost priority. Dhaka Metropolitan City is the most polluted
city in Banglade~;h and hailed as one of the top ten polluted cities in the world, where
the tremendous degree of air pollution continuously endangers the lives of the people.
Apa11 from the tnitiatives of other government and non-government organizations,
Bangladesh Tek·1ision has also launched green advertisements to forge consciousness
among the people. The green messages of planting trees to save the environment are
repeated sevcra. times a day by Bangladesh Television through the green
advertisements t•) remind the audiences about the severity of this issue. Repeated
exposure of these green advertisements makes the issue of environmental menace and
its remedies mure conspicuous among the audiences. Besides, the climate, the
geological condi1ion and the costs of investment to plant tress are highly favorable in
Bangladesh. Thus, the repeated exposure of these green advertisement creates
consciousness among the audiences of Dhaka Metropolitan City. The audiences
become wry much aware of the green messages hence the green marketing concept
from the repeated exposure to these green advertisements. Thus, repetition reminds
the audiences about the green revolution and helps form a favorable attitude among
the audiences of Dhaka Metropolitan City towards the green marketing concept that is
to plant trees to save the environment. Therefore, it is reassured that there is a positive
relationship betv,een repetition and the attitude towards green marketing concept.

It is commensurate to restate that all advertising communications have to address
brand attitud1:, usually directly, or else indirectly by reminder. According to the
hierarchy of effects model developed by Lavidge and Steiner, the advertiser can move
consumers along the path from awareness towards purchase through repeated
exposure of ad\'ertisements. In the case of green advertisements shown on Bangladesh
Television, the advertiser with the activity of repeated exposure moves the audiences
to form an attitude towards the green marketing concept that is to plant trees to save
the environment. With the reminder of the green message, the green advertisements
influence the audiences of Dhaka Metropolitan City to form an attitude towards the
brand thut is the green marketing concept. Thus, it is reconfirmed that there is a
positive relation!' hip between repetition and the attitude of the audiences of the green
ad\'ertisements t(lwards green marketing concept.
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A study has be1~n conducted by Cacioppo and Petty ( 1985) in which they have
manipulated the number of exposures for an advertisement. The result reveals that as
repetition increases the amount of product-related thought also increases. The
implication of their result is that repeated presentations of an advertisement will
provide the audience with a greater opportunity to process the content of the
advertisement and this will lead to a predominantly belief-based attitude formation.
Likewise. from the viewpoint of the green advertisements shown on Bangladesh
Television. the wcliences of Dhaka Metropolitan City have gotten more chance to
view and process information of the green messages as the green messages are
exposed several times a day on TV. The repeated exposures of the green messages
lead the audiences to frnm an attitude towards the brand that is the green marketing
concept.
It is also appropriate to reiterate that there are many reasons why repetition of the
message has a positive influence on attention and. in many cases, on attitudes. Some
relevant factors 1egarding the understanding of the role of repetition as an influencer
on attitudes are ( 1) through repetition, information is moved from short-term memory
into Jong-term memory. (b) Continued association of an attitude with a brand through
repetition increases the strength of that attitude and (c) Repetition reduces forgetting
by continually reinforcing the message. Repetition of the green advertisements on
Bangladesh Television assures that the green messages are kept in the long-term
memory of the audiences. Continuous reinforcement of the green messages helps the
audiences to lessen forgetting the green messages. Thus, repetition of the green
messages from the context of the green advertisements shown on Bangladesh
Television enhances the strength of the attitude of the audiences towards the green
marketing concept. It should also be restated that repetition increases learning. The
audiences of Dhaka Metropolitan City enhance learning about the concept of green
marketing as the audiences have been exposed to this concept several times.
Therefore. it is reassured that there is a positive relationship between repetition and
the attitude towards green marketing concept.

6.4.8 Elaborate interpretation of the eighth hypothesis:
Findings from the eighth hypothesis reveals that
between cekhrit/s attractiveness and the purchase
the green advertisements shown on Bangladesh
relationship between celebrity's attractiveness and
plant or not plant trees.

there is a positive relationship
intention. From the viewpoint of
Television, there is a positive
the purchase intention that is to

The judicious explanation behind this finding is that majority of the celebrities in
green advertisements shown on Bangladesh Television is attractive. Most of them are
either movie stars or some popular figures in the entertainment business. People of
Bangladesh are fmd of these celebrities and mimic them in terms of their activities or
behaviors. Thus, when the green adve1iisements communicate the green marketing
concept that is tc• plant trees to save the environment through the celebrities who are
physically attractive to the audiences of Dhaka Metropolitan City, the audiences
become influenced and form an attitude towards planting trees to save the
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environment. Th~refore. it is reassured that there is a positive relationship between
celebrity's attractiveness and the purchase intentions of the audiences.

Research has shown that physically attractive communicators are more successful in
changing belief~; than are unattractive communicators. Physical attractiveness elicits a
variety of posi live attributions from respondents. The green advertisements those have
been shown on Bangladesh Television use celebrities to endorse the product. Most of
these celebrities are either movie star or are engaged in other entertainment
professions. The physical attractiveness of these celebrities attracts the audiences of
Dhaka Metropolitan City. The audiences tend to like the green messages, as they are
fond of the attrnctiveness of the celebrity. As a result, the audiences eventually
become engaged in the purchase action or become a potential action taker that is in
this case plant tl\.~es to save the environment now or in the future. Thus, it is clearly
observed that there is a positive relationship between celebrity's attractiveness and the
purchase intention.
It should be restated that an attractive spokesperson that is appropriate for the product
or brand attracts attention and makes the message more believable and compelling.
They are perceiv1.::d as more desirable to achieve greater social acceptance and to exert
greater social influence. The celebrities those have been used in the green
advertisements tu Bangladesh Television are attractive and liked by the audiences. As
these celebrities are socially accepted and have a great social influence from the
context of Bangladesh, the audiences are attracted by them and believe the green
messages. The attractiveness of these celebrities makes the audiences of Dhaka
Metropolitan City to be attentive about the green message and to believe the contents
of the green mt:ssages. In clue course, these audiences form a favorable attitude
towards the green message and engage in the action that is plant trees to save the
environment immediately or in the coming future.
Other research on physical attractiveness tends to show that, all other things being
equal. the stronger the physical attractiveness of the source, the greater the liking will
be. and the stronger will be the persuasive impact. The target audience must identify
with the emotional portrayal in the ad whose lifestyles are similar to those of target
audience rnemhtrs. The persuasive impact of the green advertisements shown on
Bangladesh Television is strong, as the audiences tend to like the celebrities who
endorse the gre1~n messages. The audiences prefer the celebrities because these
celebrities are physically attractive in terms of looking and personalities and exposed
themselves in z.ttractive manners in many previous commercials. Besides, the
lifestyles of these celebrities those have been demonstrated on the green
advertisements are sometimes similar to the lifestyles of the target audiences. As a
consequence. these audiences inevitably believe and like the green messages
communicated by these celebrities and thus engage in purchase action suggested by
these celebrities. Thus, it is verified once again that there is a positive relationship
between physical attractiveness of the celebrity and the purchase intention (plant or
not plant trees) of the audiences of Dhaka Metropolitan City.
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6.4.9 Elaborate interpretation of the ninth hypothesis:
Findings from the ninth hypothesis infers that there is a positive relationship between
celebrity's trustworthiness and the purchase intention. From the viewpoint of the
green advertisements shown on Bangladesh Television, there is a positive relationship
between celebrit/s trnstworthiness and the purchase intention that is to plant or not
plant trees.
The rational elucidation behind this research finding is that Bangladesh Television
shows green ad,·ertiscments where the messages are communicated by trustworthy
celebrities. Thesl: celebrities are renowned figures on Bangladesh Television and are
admired by the audiences. The previous appearances of these celebrities in poignant
manners on Bangladesh Television lead the audiences to believe the green messages
communicated by the celebrities and thus build a sense of trustworthiness towards
these cekbrities. The audiences of Dhaka Metropolitan City are eager to take
initiatives regarding planting trees to save the environment suggested by the
trustworthy celebrities. Thus, celebrity's attractiveness influences the audiences'
purchase intention that is plant or not plant trees. Therefore, it is reassured that there
is a positive re!u1ionship between celebrity's attractiveness and the purchase intention
or the audiences ·Jf Dhaka Metropolitan City.

According to the model of source factors in advertising, consumers view the
information in ads as coming from a source, with sources varying in credibility. The
m<Jre credible th1~ source, the more persuasive he or she is likely to be in getting the
audience to accept the ad's message. In case of the green advertisements shown on
Bangladesh Television, the celebrities build a strong base of credibility among the
audiences of Dlu:ka Metropolitan City. They are liked and trusted by the audiences as
they are socially accepted and exert great influence on the society. As a consequence,
the audiences an: eager to take initiatives according to the suggestions given by the
celcbri ties. In this case. the audiences either plant trees or have a plan to plant trees in
the futun:. Thm, it is reconfirmed that there is a positive relationship between
celebrity's trustworthiness and the purchase intention.
It is crucial to reiterate that similarity is sometimes important because a source that is
presented being similar to the audience member in terms of attitudes, opinions,
activities. background. social status, or life style could achieve both liking and
identi tication: there are many situations in which people will tend to like people with
whom they have things in common. lt should also be mentioned that the effectiveness
of using a celebrity to endorse a firm's producl can generally be improved by
matching the image of the celebrity with the personality of the product and the actual
or desired self-concept of the target market. The target audience must identify with
Lhe emotional p•Jrtrayal in the ad whose lifestyles are similar to those of target
audience members. In the case of the green advertisements shovvn on Bangladesh
TL:levision. simiLlrity of the celebrities with the audiences of Dhaka Metropolitan City
in some i1nporta11t characters plays an important role. The celebrities are presented in
a way. which is ·;cry close Lo the audiences' life style. opinions or background. Thus,
thi; audiences tend to believe the presenters and like the green advertisements. This
eventually leads to the liking of the concept of green marketing preceding the
purchase intenti·Jn. Therefore. the audiences are engaged in making decisions
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regarding their ntentions of planting trees to save the environment. Thus, it is
rL~assured that th•:re is a positive relationship between celebrity's trustworthiness and
purchase intention.

6.4.J 0 Elaborate interpretation of the tenth hypothesis:
Findings from the tenth hypothesis assert that there is a positive relationship between
cekbrity's expertise and the purchase intention. From the viewpoint of the green
advertisemt·nts ~hown on Bangladesh Television, there is a positive relationship
betwct:n <.:clebrity's expertise and the purchase intention that is to plant or not plant
trees.
The rational explanation behind this finding is that respect elderly is a culture of
Bangladesh. Age is the one of the primary determinants to have reverence from the
people. From the religious viewpoint, it is also obvious that to pay homage to the
aged people is hailed as a great virtue. In the case of educated elderly people, higher
degree of reverence is more evident in Bangladesh. The celebrities used in the green
advertisements on Bangladesh Television are mostly educated people. Among them,
some celebrities are elder people whose previous appearances on Bangladesh
Television create a sense of respect towards them. When these celebrities convey the
green messages on Bangladesh Television. the audiences become attracted to the
messages. as the audiences personify the celebrities as experts in their respective
fields. Thus. wlii;!n a schoolmaster. or the leader expose themselves with the green
messages. their fields of expertise lead to the acceptance of the messages among the
audiences of Dhaka Metropolitan City. The perception of the audiences towards the
ci:lebrity as expert influences the audiences to form an intention. As a consequence,
the audiences attt~mpt to 111 im ic the acts of the celebrities demonstrated on Bangladesh
Television regarding saving the environment by planting trees. Therefore, it is
rcclrnfirmed that there is a positive relationship between celebrity's expertise and the
purchase intention of the audiences of Dhaka Metropolitan City.
According to VisCAJ> model. the power of the celebrity that is his or her authoritative
occupation or personality influences brand purchase intention. This power refers to
power of experti~;e and is relevant for products or services sold via an element of ·fear
appeal' (a type of problem avoidance motivation). In the context of the green
advertisements on Bangladesh Television, the celebrities expose their power of
expertise to con\'ey the green messages. The expertise of these celebrities regarding
their respective occupation or personality influences the audiences of Dhaka
Metropolitan Cit:v' to form an intention to plant trees to save the environment. Besides,
some of the gr·~en advertisements are based on fear appeals that motivate the
audiences to avoid problems by following the recommended action of the expert
celebrities. Thus. it is reassured that there is a positive relationship between celebrity's
expertise and the purchase intention of the audiences.
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6.5 Summary of the Findings regarding Hypotheses Testing:
The findings of the hypotheses testing synopsize that certain factors in green
advertisements o .1 Bangladesh Television have impact on the attitude of the audiences
of Dhaka Metroi:olitan City. The emotional appeal that consists of three sub-variables
indicates a relationship with the attitudes of the audiences towards green
advertisements except for humor that has not shown any relationship with the
audiences' attitude. The rational appeal that demonstrates the financial benefit
obtained from planting trees also shows relationship with the attitude of the audiences
towards green acvertising. The involvement of the audiences with the environmental
consciousness influences the attitude of the audiences. Thus, involvement also
indicates a relationship with the attitude of the audiences towards green advertising.
The findings furthermore indicates that message length and repetition of the green
message on Bangladesh television influences the attitude of the audiences of Dhaka
Metropolitan City towards the green marketing concept that is to plant trees to save
the environment. It is revealed from the research findings of the hypotheses testing
that there is a rel.itionship between message length and repetition with the attitudes of
the audiences towards green marketing concept.
Finally, it is obv.ous from the testing that celebrity's characteristics can influence the
attitude of the audiences towards purchase intention that is to plant or not plant trees.
All the three sub··variables of celebrity's characteristics, attractiveness, trustworthiness
and expertise shew relationship with the purchase intention of the audiences of Dhaka
Metropolitan Cit/.
Therefore, except for humor, all other independent variables indicate a relationship
with their respec1 ive dependent variables.
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Chapter 7
7.-DISCUSSION
-·

ANO RESEARCH IMPLICATIONS

7.1 Introduction:
A vivid picture of whether the research objectives of this research study have been
fulfilled is divul:sed in this chapter. Remarkably. this chapter unveils the degree of
achievenwnt regarding elucidating the research problem. In addition. a garnished
ramification has been delineated regarding the research construct that will provide
aftl uent contri bu :ion to the academicians as well as to the business practitioners who
are engaged in launching green promotional campaigns. Finally, this chapter ends
with a robust set of recommendations having assertion to pave the foundation for the
future research.

7.2 Retrospection of the Research Objectives:
Three primary objectives of this research study which have been quoted in section 1.3
of chapter I have once again been depicted here with the explication of how the
research findings abets the researcher to achieve these objectives. Three objectives of
the study on "an impact assessment of green advertising on tele-audience of Dhaka"
are provided heni:ath:
I. The first ob_jt:ctive is to identify a demographic profile of the audiences who are
exposed to the Green marketing advertisement on Bangladesh Television.
For the accomplishment of the first objective, the researcher has obtained personal
information \VitJ·. the aid of distributing self-structured questionnaires to the right
respondents who have been exposed to green marketing advertisement. Those
respondents have been subject to immaculate filtration by asking them at the first
place whether they have ever been exposed to green marketing advertisement on
Bangladesh Television. The demographic part of the questionnaire has fulfilled the
attainment of the first objective.
2. To explore 1.:ertain factors of the advertisements regarding Green Marketing
concept and the reaction pattern (environmental consciousness) of the audiences
of Dhaka Metropolitan City .
i"or the ful1illmrnt of the second objective, various literatures have been reviewed
mentioned in chapter 2. A revision of numerous academic books and journals leads
the researcher to probe ce1tain factors (independent variables) regarding green
advertising. Tlw~;e factors have been delineated in the research framework in chapter
3. Reaction patterns in terms of attitude towards Green Advertising, attitude towards
Cin.~en Marketin~. concept and purchase intention are formed under the platform of
those certain factors (independent variables).
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3. To idcnti ry t 1e relationship between certain factors of green advertisements and
the attitude of the audiences of these green advertisements towards green
marketing co 1cept.
For the achiew111ent of the third objective, the researcher with the help of SPSS
software has tes1ed an assemblage of ten research hypotheses. Bivariate correlation
analysis along with the Spearman's Rank Correlation test abets the researcher to
identify the relationship between certain factors of green advertisement and the
attitude of the audiences towards green marketing. Explicitly it can be deduced that an
effective questionnaire has been prepared and distributed to extract the patters of the
attitude of the audiences of green advertisements from a survey of 400 respondents.

7.3 The Degn·e of Attainment of the Objectives:
From the research results delineated on chapter 6 regarding the demographic profile
of the respondents of Dhaka Metropolitan City, it can be clearly stated that the
achievement of the first objective has partially be attained. A population characteristic
that has been extracted from the research result leads to partial fulfillment of the first
objective. As the demographic profile is only based on a limited group of people in
Dhaka Metropolitan City, the characteristics of the population for this research study
are not fully applicable in the context of the audiences of Bangladesh. By the use of
convenience sampling method, a demographic profile of only a limited group of
audiences in Dhzka who are exposed to the green marketing advertisements has been
identi tied. Thus, the first objective to identify a demographic profile of the audiences
who are exposed to the Green marketing advertisement on Bangladesh Television is
partially achieved.
This research study encompasses ten research hypotheses where ten independent
variables have Jeen tested against three dependent variables. Testing of these
hypotheses with Bivariate analysis reveals that each of the ten hypothesis is
substantiated at 0.0 I significant level. Thus, from the context of the audiences of
Dhaka Metropolitan City, ten independent variables namely humor, fear, guilt,
rational appeal, involvement, message length, repetition, celebrity's attractiveness,
celebrity's trustworthiness, celebrity's expertise and three dependent variables namely
attitude towards green advertising, attitude towards green marketing concept, and
purchase intention have been explored. Albeit numerous number of factors
(independent variables) is linked with green advertisements and green marketing
concept. only a sJecific number of factors mentioned above is deemed relevant to this
research study in the context of the green advertisements shown on Bangladesh
Television. Therefore, the second research objective to explore certain factors of the
advertisements regarding Green Marketing concept and the reaction pattern
(environmental 1;onsciousness) of the audiences of Dhaka Metropolitan City 1s
achieved.

Execution of Bivariate analysis with Spearman's rank correlation test aids the
researcher to ascertain the relationship of certain factors of the green advertisements
and the attitudes of the audiences. To determine the result, the researcher identifies
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certain i nclependent and dependent variables and sets hypotheses based on these
variables. 1lere 1.he independent variables are regarded as certain factors of green
advertisements shown on Bangladesh Television and the dependent variables are
regarded JS the attitude of the audiences towards green advertisements and green
mJrkcting co nee pt. The result of these hypotheses testing reveals in chapter 6
indicates that except for the first hypothesis, which indicates no relationship, the other
nine hypotheses possess a positive relationship. Likewise, it can be inferred that the
third research objective to identify the relationship between certain factors of green
advertisements mid the attitude of the audiences of these green advertisements
towards green marketing concept is completely achieved.

7.4 Resolution of the research problem:
The researcher i.1 the context of Bangladesh has identified certain factors of green
advertisements. In order to visualize the attitude of the audiences of Dhaka
Metropolitan City towards green marketing concept that is to plant trees to save the
environment, a sd of 400 questionnaires has been distributed to the audiences. A set
of hypotheses has been developed to measure the relationship of these ce1iain factors
against the attitude of the audiences towards the green marketing concept. Bivariate
analysis is the tool that helps the researcher to reach the conclusion of whether there is
a ri.:lationship between certain factors of green advertisements and the attitude of the
audiences towarcs green marketing concept.
From the conte~;t of the green advertisements shown on Bangladesh Television,
humor docs not show any relationship with the attitude of the audiences towards
green advertisements. Since the concept of environmental consciousness is perceived
as a serious phenomenon by the audiences that has been already been mentioned
elaborately in the previous chapter, humor itself does not indicate any relationship
with the attitude of the audiences towards green advertisements. Moreover, fear and
guilt exhibit positive relationship with the attitude of the audiences towards green
advertisements as these green advertisements demonstrate the devastating
consequences and the necessity of planting trees to overcome these adversities, that
has been explain·.xl vividly in chapter 6. Besides, rational appeal and the involvement
also show the positive relationship with the attitude of audiences towards green
advertisements since the audiences are subject to abject poverty and continually
encounter natural adversities that will entice the audiences to rational appeal
(linancial benefits) of the green advertisements and to devote themselves to become
involved with the sustainability of the environment respectively.
Message length and repetition of the green advertisement also shows pos1t1vt~
relationship with the green marketing concept. To remind the audiences about the
severity of environmental degradation and the possible solutions, the green messages
an: made longt.r and repeated several times on Bangladesh television. As a
consequences. the audiences of Dhaka Metropolitan City form an attitude towards
green marketing :oncept that is to plant trees to save the environment.
Bangladesh Television uses di1Terent celebrities to induce the audiences regarding
purchase intention. The attractiveness, trustworthiness and expe1iise of the celebrities
shows positive rtlationship with the purchase intention for the audiences that is in this
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research study plant or not plant trees to save the environment. The result of the
hypothesis testing indicates that the audiences of Dhaka Metropolitan City are
influenced by the above mentioned distinctiveness characteristic of the celebrities.
which leads to the formation of an attitude of the audiences towards purchase
intention.
Thus. the staten11~nt of the research problem that is " how do certain factors affect the
audiences of greC'n advertising at Dhaka Metropolitan City to form an attitude towards
green marketing concept that is to plant trees to save the environment?" resolved
succinctly.

7.5 lmplications:
7.5.1 Academic contribution:
This particular research study has been proposed to make meaningful what might
otherwise be jw:t a cacophony of words regarding the importance of saving the
environment from intense deterioration. The framework of this study will help the
academicians to build concrete understanding of how do certain factors in green
advertisements ..:ause an impact on the audiences. Not only building solid
understanding. but also practical implementation of the theories in the context of a
unique geographtcal location is unveiled in this research study. The academicians are
provided with the notion of how do certain theories regarding green marketing
concept and its means to convey messages to the audiences work in the real situation.
And how certain theories do not work in the practical situation due to the difference in
cultural perception of the audiences is also upheld here. The findings of this research
authenticate the use of some existing theories that have been depicted in chapter 2 to
furnish the liter::1ture review. Moreover, the conceptual framework of this research
study wi 11 lead the academicians to base their future research on this conceptual
construct.
C'

r:~

969

Most researches that have been conducted regarding green advertising are based on
the settings of developed countries. No research has been conducted in the context of
developing c(Juntry regarding green advertising where a wide range of difference
exists in terms cf demographic and socio-economic profile. This research which is
conducted in tht. context of developing country abets the academicians to explore
certain factors of the green advertising that have an impact on the audiences of
developing coun :ry. Thus, this study proves that certain factors of green advertising
that have been used in the previous studies in developed countries can also be
applicable for the developing country like Bangladesh. Due to some cultural
discrepancies, certain factor like humor does not support the existing theory of
forming attitude ~owards the green advertisements. This study also reveals that certain
factors might 1101 be applicable in different geographical and socio-economic setting.
Thus. this research offers tbe academicians a proper way of conducting future
research in different setting.
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To what extent the impact of advertisements on other media is measurable, the foture
researchers may find this study very much conducive to conduct their respective
researches. The factors that have been explored in this study can also be useful when
other media rathn than television is considered. Though some of the factors might not
be applicable in full context the relative concept of these factors can be befitting
when the research is based on other media than television. The academicians
acknowledge th~ assertion of theory that rational and emotional appeal on
advertisement and the involvement of the audiences with the product or concept
influence the altitude of the audiences towards the advertisements. Specifically. the
academicians will come to know that rational appeal and emotional appeal of green
advertisements <.11d the involvement of the audiences with the environment influence
the audiences to form an attitude towards green advertising. It is noteworthy that no
matter what type of media being used, this research study provides the academia with
greater confidence to apply the findings. Moreover. this study confors the
academicians the idea that with proper message length and number of repetition of the
message, an attil ude is formed among the audiences towards the product or brand.
Precisely. it is made clear to the academicians that the message length and repetition
of the green me >sage affect the attitude of the audiences towards green marketing
concept. It shoul j be mentioned that in case of the attitude of the audiences towards
any green product other than the green concept, this role of message length and
repetition could also be influential. In addition, the academicians are provided with
the concept that celebrity's characteristics influence the purchase intention of the
audiences. Accurately. it is unveiled to the academia that celebrity's attractiveness,
trustworthiness and expertise influence the attitude of the audiences towards purchase
intention.

In the rami ti cation. this research study offers the academicians to conduct further
research regardkss of the type of media being used or type of product being
considered. Though this study is based on green advertising that conveys green
marketing l'.Onccpt on television, the findings of this research and the extensive
literature review along with the theoretical framework furnish the academicians with
crucial viewpoints to conduct future researches which are based on other media than
television and c•msidering physical green or non-green products other than green
concepts ur ideas.
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7.5.2 Business Contribution:
This research sl udy has a unique contribution to the business sectors that are
continuously tus~;Je in a tremendous competitive ambience. It is time for the business
to take a proactive approach to environmental issues rather than waiting for
regulations, or accidents, to force the business into action. And this study will provide
the business sectors a perfect way to visualize their future in terms of green
rnovemt~nts and knowledge of realizing the need of environmental decisions.

This research rc'1eals how certain factors of advertisement may alter the customer's
attitudes toward~: their purchasing decision. This finding will help the business to
formulate their marketing plan regarding promotion particularly advertising. Business
sectors may find themselves in a better position to survive in the hostile business
environment as t.1ey are acknowledged by this research study that consumer's attitude
towards adverti~;ing can effect their purchasing decision. Specifically for the
environmental marketers, an effective way to persuade the consumers to purchase
green products is unveiled here.

The environment provides all the raw materials which business depends upon. The
severity of the degree of depletion of these raw materials thus provides the business a
vigorous threat. r1'his research raises the important of environmental issues concerning
environmental preservation to the business sectors and demands immediate actions to
take to lessen the degree of environmental deterioration.

or

-

One
the majm business beneficiaries of this particular research study on the green
advertising is the advertising agency. In the context of Bangladesh, the advertising
agencies arc acknowledged that certain factors of green advertisements can influence
the attitude of th~ audience towards the advertisements, the brand advertised and the
purchase intention of that product. And how certain factor does not work because of
the miscombination of the advertising appeal and the nature of the product being
advertised. As 1ww findings of a completely different geological location are upheld
in this study, nl)l only the advertising agencies of Bangladesh, but also every agency
in the business world will be benefited to launch the advertising campaign regarding
green marketing concept in a different geological settings. Thus, the advertising
agencies can dev~lop etTective green campaign to create an impact on the audiences.
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7.5.3 Recommendations:
This section cnc·rn1pa~;ses some crucial suggestive actions that should be taken into
instantaneous consideration by the advertising agencies and the government sector of
Bangladesh responsible for the preservation of the environment.
~

It is obvious from the literature that in order to have impacts of the humorous
appeal on the audiences, it must be related to the brand or key idea. The contents
of hurnurous appeal of the green advertisements shown on Bangladesh Television
are not related to the key idea of the green message that is plant trees to save the
environment which is considered as a serious matter. This incorrect use of humor
in the green c,dvertisements makes no impact on audiences of Dhaka Metropolitan
City. Therefore. it is highly recommended that the advertising agencies in
Bangladesh should be very cautious while using emotional appeal in the
advertisements. They should consider the nature of the product being advertised
and use the appeal accordingly. Humor in advertisements should not be used when
the characteristic of the product being advertised is serious in nature relating to
environmcnt<d issues.

~

Almost all
the advertising agencies in Bangladesh are engaging themselves in
launching advertising campaigns exclusively for profit. No significant ad
c<1mpaign is made hy these agencies for the non-profit purpose. Therefore. the
advertising agencies should conduct more surveys to measure the impact of green
advertising made by the non-profit organization. namely the Forestry Department
of Banglade~.h. As no considerable research has been conducted to assess the
impact of green advertising. the agencies of Bangladesh in which the
environmental degradation is a burning question should invest more resources and
time to conduct researches to gauge the impact of those green advertisements
launched in all types of media and thus should engage themselves in the scope of
societal marketing.

~

It deserves reiteration that in Bangladesh seven persons out of one thousand have
television sets and one hundred eighteen out of one thousand have radio sets.
Beside~;. there are 1620 different kinds of newspapers and magazines in
Bangladesh. These newspapers and magazines have circulation ranges from below
5.000 to mor·~ than I 00.000 (Anwar and Siddique. 1997). These media other than
television have considerable reach and circulation in the context of Bangladesh
and are d'feciive tools to create an impact on the people of Bangladesh. Thus, it is
recommended that the advertising agencies should consider promoting green
marketing concept through other means of media than television such as radio,
newspapers and magazines.

~

Along with the forestry department, other department of the government sector
should take initiatives to preserve the nature. For instance, in Bangladesh
population problem is acknowledged as the national problem and is included in
the primary education syllabus. The Ministry of Education should reform its
educational policy in all levels ranging from primary to the upper level of
education hy stating that environmental problem should be acknowledged as
national issue along with the issue of 'population problem' which is widely known
as a national curse. Likewise, the state-owned organization like Bangladesh
Television or Bangladesh Radio should engage themselves in in-house
development of green commercials without the subsidies from the government.

or
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_. A ma1or portion of the budget expenditure is allocated to the Defense Sector.
which is tiel~·rned unnecessary for a developing and poor country like Bangladesh.
The following table illustrates a clear picture of this budget allocation for the
Defense Sec1.0r of Bangladesh comparing to the Defense Sector of the other
developing countries.
(.\)Per
Capita
GNP(in
US Dollar)

Hudget (in
I0,0110,000
llS Dollar)

I ~ang ladt~~ h

140

24

India____

260

527.8

Country

D

~Ja1 1:_1.t-il...~~l~l1.~A~1-,-1l~1- --~--;·~-~8
-()
.lllll ~~~--L___

Percentage
of GNP

- % of---~(Bf
Government
Expenditure/
Expenditure
Soldier/year
I (in us
Dollar)

(U)/(..\)

I

2,940

--5,-2_0_0_

3.2%

27.6%

220. I

7. I%

--'.[6,?o;:;;--

195.5

9.8%

51.9%

2I

__.._?_oj

2,520

-1~40,729-

10.76

J

-----

(Sourc1:: Adopted from Anwar, Khairul and Siddique. Abdul Hai, " Adhunik
Tatlrny Kosh ." 1997, p.693 . Published by Independent Press and Pub Iication, Dhaka,
Bangladesh)

The above table indicates that the per capita GNP of Bangladesh is 140 US $that is 21
tirn1.:s more t rnn the <~xpenditure of a soldier in Bangladesh in a year where in India.
Pakistan and UAE. the per capita GNPs are 260 US$, 360 US$ and 25,280 US$
respectively those are 20, 7 and only 1.6 times more than the expenditure per soldier per
ytar in the re:;pective countries.
Besides that India, Pakistan and UAE are far more ached than Bangladesh in terms of
economic condition. The table also reveals that the governments of these countries
allocate 27.6'!/o, 26.7% and 51.9% of the budget respectively for the Defense Sectors.
'Whereas. in lfangladesh. the government allocates 23.6% of the budget for the Defense
S1:ctor that i-; certainly unnecessary for a poor and small country like Bangladesh.
Therefore. it is recommended that the government sho uld instead allocate some
portion of this amount of money in upgrading environmental condition and
setting up environmental research institute.
_. The government should not only strengthen the enforcement of environmental
preservation laws pertaining to the act of cutting trees but also impose high
percentugc o :· value-added-tax to discourage the user of wooden made products.
Alternati,~ely. the government may withdraw the tax imposed on substitute
products such as stceL iron, aluminum etc.
_. The government sector. which sponsors the green advertisements, should
encourage non-government organization by giving subsidies in terms of tax
exemptions and as such to launch such green campaign or engage in sponsorship
of green cam;Jaigns to save the environment.
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7.6 Conclusion:
With ever-incn.~:1sing scientific understanding of how earth works. a general
movement toward safer, less polluting, and more environmentally sustainable
practices is inevitable. The green movement is not only concerned with protecting the
environment to ensure the survival of the expanding human population. Improving the
quality of Ii fe for that population is another key dimension of green thinking.

It is not clirticult to see that green marketing has to be the marketing of the future. The
activities of all industries are not currently sustainable. The environment can not
/~upply the resources they consume or deal with the pollution they create indefinitely.
1
A range of sur\'eys have shown that in most developed countries around threequarters of all consumers want to buy 'environmentally friendly' products. So, in
addition to the economic and legal push factors, there is a strong pull towards green
marketing from the marketplace. 'In reality, for the majority of businesses, green
strategies are presently viewed as an optional way of achieving differentiation and
creating cornpetiiive advantage. It may not stay that way for long.
It is based on the assumption that in order to be able to play an important role in
calling a halt to environmental destruction- and our environment is in a far worse state
than we all seem to think- environmental management needs to accept the complexity
and the strategic nature of environmental issues and therefore give them the attention
and the organizational backing they deserve. Along with the endeavors of many
developed count1 ies, developing countries are not too far behind in green movements.
Bangladesh is not an exception in this point of view. Planting trees to save the
environment is one of the nu~jor green movements obviously observed in Bangladesh.
This research study has unveiled the impact assessment of such a green initiative
where government and the advertising agencies play a vital role in launching green
advertisements tu create consciousness about environmental preservation.
/'

i'J'he researcher explores certain factors of green advertisements and identifies the
1=e1ationship of these factors with the attitude of the audiences of Dhaka Metropolitan
City towards green marketing concept. It is extracted from the research findings tl)at
except for humor, other crucial factors of green advertisements shown on Bangladesh
Television such as fear, guilt, rational appeal, and involvement possess a positive
relationship wit!· the attitude of the audiences towards green advertisements. The
research finding:- also vigorously support that message length and repetition of these
green advertisements affect the attitude of the audiences towards green marketing
concept./ Finally, how the celebrity's attractiveness, trustworthiness and expertise can
inl1uence the pur;;hase intention is also revealed in this research study. These research
findings ahet the researcher to draw a conclusion against the effective means of green
communication through television which is not only beneficial for the government
sector who spom;ors these green advertisements but also for the advertising agencies
who physically distributing these green messages. If the recommendations those have
been suggested tor these advertising agencies and the government sector who are
responsible for preserving nature are properly implemented, it is assured that the
severity of environmental degradation prevailing in Bangladesh will let up to a level
at which the people of Bangladesh can lead healthier and wealthier lives/Ultimately.
ll) make gn:en campaigns fruitful, the concerted endeavor of society as a whole is a
must. \
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Appendix: A

Questionnaire
Please put a tick mark (./) in the space that best describes how you feel about the
following statem;!nts.

1. Green advertising creates consciousness about environment."
Good

Bad

Likable

unlikable

Pleasant

Unpleasant

Favorable

lJ nfavorable

Interesting

Boring

Convincing

Unconvincing

Believable

2. "Plant more trees to conserve environment."
Good

~

Unbelievable

~
~

r-

Bad

Like

Dislike

Nice

Not nice

Favorable

Unfavorable

Useful

Useless

Wise

Foolish

Important

Unimportant

3. "I will plant trees to save the environment."
Likely

Unlikely

Probable

Improbable

Possible

Impossible
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4. "Trees are alive, happy life is revived."
1-1 umorous

Not humorous

Joyful

Not joyful

Funny

Not funny

5. "Let the trees live, if you want to live."
Fearful

Not fearful

Afraid

Not afraid

ER

Anxious

Not anxious

o~
6. "Cutting a tree requires planting two trees."

,A

Guilty

Not guilty

Regretful

Not regretful

Remorseful

(/)
---- - - -

Not remorseful

6.
7. " Each tree is a piece of investment." Or "Tree grows, generation
grows, money grows."
1mportant

Unimportant

Beneficial

Not beneficial

Favorable

Unfavorable

8. " The condition of the environment affects the quality of my life."
1mportant

Not important

Interested

Not interested

Means a lot

Not means a lot
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9. "The lon~~er the advertisement 1s, the more information it
contains."
Ciood

Bad

Like

Dislike

Favorable

Unfavorable

l 0. "The less_ th e
remembered.''
Likely

a d ver t'1semen t

1s
·

repeated,

the

less

it

IS

Unlikely

Probable

Improbable

Possible

Impossible

-

l I. Based on the green advertisement that you have seen, how do you
feel about the presenter?
Attractive

Not attractive

Classy

Not classy

Beautiful

Not beautifal

Elegant

Not elegant

Sexy

Not sexy

12.Please specify further, how do you feel about the presenter of the
green advertisement that you have seen?
Dependable

Not dependable

Honest

Not honest

Reliable

Unreliable

Sincere

Insincere

Trustworthy

Untrustworthy
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13.Please specify once again how do you feel about the presenter of
green advertisement that you have seen?
Expert

Inexpert

Experienced

Inexperienced

Knowledgeable ___

Unknowledgeable

Qualified

Unqualified

Skilled

Unskilled

Personal

Data~

Male
· ' Female

Age:
25 years and below
26 to 35 years
36 to 45 years
Above 45 years.

Marital Status:

' !

Single
Married with no children
Married with children
Widow with 110 children
Widow with children

Occupation:

!

Student
Housewife
Office emplo:1ee
Business owner
Others (Please Specify) -----------------------
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Income:
Below or equal 4,000 Taka
4JJ01 to 7J)00 Taka
7,001to10,000 Taka
I 0,00 I Taka and above.

Education

i

'

Primary
Secondary
Higher Secondary
Bachelor Degree
Master Degree
Others (Please Specify)------------- "'

ER sIr

Yo~
~
~

r-

l=a

~
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Appendix: B
The green marketing concept that is to plant trees to save the environment focuses on
planting some particular trees in some particular places. The description of these trees
with some featun~s are provided below:

I

Where to plant

What trees to plant
Date
Palm,
Orhor,
Coconut-.-Ba-bla,
Beside the roads, connecting road Dhuincha, Betel Nut, lpilipil, Mehogony,
& railway and inside & outside the 01jun, Dabdaru, Nim, Bottle Brush, Shisbu,
dam .
Shegun, Custard Apple, Arnra, Jack Fruit,
Black
Berry, Palmira Palm and so on.
1 - - --- - ---+-Betel Nut, Lemon, Pompgranate, Coconut,
Around the house
Papaya, Guava, Tamarind, Custard Apple,
Jack Fruit, Amra, Sharifa, Mango, Banana
and so on.
L _ _________ _
- ---·-- - - ---

(Source: Sharif Md ., Coastal Griddle Project, 1997; Coastal Forestry Division,
Patuakhali, 1997_ Published by Kh an Printing Press, Potuakhali).

The size the

trees~

The trees those are to be planted should have the following features:
12 to 15 centimeters.
Length:
10 to 12 centimeters.
Width:
Thickness: 4 to <> millimeters.

The age of the young trees:
The trees that are to be plant should be young plants of about 7/8 months from the
time it is sprouted.

Some related initiatives:
Under the Forestry Sector Project, Government of Bangladesh has distributed or sold
approximately 143,600,000 young plants among the common people.
Under Social Forest Program, Government of Bangladesh also provides training and
knowledge to the common people to nurture and plant trees.
Tht:re are 5.000 privately owned nursery in the country. In these nurseries, the young
plants are nurtured and sell to the common people.
The above-mentioned information are gathered from Forestry Depaitment, Ministry
of Environment <tnd Forestry ( 1997, 1998).
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Appendix C:
Brief Narr~tion of Advertisements Focusing on Emotional Appeal
Advertisement 1:
Wife of the lcach:r (celebrity) of the village is cooking fish with stove which is burnt
by wood fire anc all the servant of the house are chopping wood to make fire woods
f<.ir cooking. The leader is saying that today is his daughter's marriage and about 3,000
people will come to join the feast, so chop more firewood.
May mt (daughter of the leader) is showing her decorated hand to her friend and asking
her the reason for coloring her hand today. Mayna's friend replies "because today is
your marriage." The wife of the leader is telling Mayna to give more fish to her father.
The stoves are burning, fishes are cooking and woods are being chopped.
Suddenly one of the other employees of the leader comes to see him and tells him that
the schoolmaster (spokesperson) does not allow them to cut trees. The leader becomes
very angry and goes to see the schoolmaster with his people with sticks, knives and so
on.
Schoolmaster is standing in front of a very big tree with many people. The leader
threats the schoolmaster to move back and let his people cut the tree. As the
schoolmaster still does not want to move back, the leader asked him the reason. Then
the master says ''this tree gives us oxygen, the children plays around it, the travelers
take rest under it and so on." I-le also tells the leader that has you ever plant any trees.
Then the leader becomes quiet and orders his people to back up.
The leader asks the master what he wants. The master says, "if you cut this tree, you
have to plant ti vc- trees." The leader leaves the place.
The last scene of the advertisement shows that the leader is planting trees with his
wife, children and people. The master is passing by and asking the leader,"how it feels
to plant trees?" .The leader replies "very happy, very peaceful".

Advertisement 2:
First scene: Many kids are running and breaking the branches of trees and tearing the
leaves of the trees.
Background Voice: Please be merciful to trees.
Then the kids arc back to the trees and try to make the broken branch into its original
position.
Second scene: Cows are eating the leaves of the trees.
Background Voice: Please keep your cattle inside the boundary of your house and do
not let them destroy the trees.
Then the owner of the cows come and takes the cows inside the house.
Third scene: Two kids are fighting with each other. One of them pulls out a tree from
the ground to hit the other kid.
Background Voice: Do not pull out trees depending on your anger.
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Then the kids try to plant the tree back to the same place and start playing.

Advertisement 3:
A woman is asked where there is any empty place inside the boundary of her house.
The woman replies positively. Then it is told to the women that do you know that the
forestry department of Bangladesh is distributing free young plants. The woman
replies negatively. Then the woman is told to get the young plant free from her nearest
forestry department and fill up the empty place. The woman begins to plant trees and
waters them.

Advertisement 4:
First scene: A very big tree has been cut down and the vigorous sound of sawing
machine is being heard.
Second sc:ene: Background Voice: Destroying natural bio-diversity.
Then the trees are falling one by one and a truck is passing by loaded fully with trees.
Third scene: the place where all the trees are cut down becomes a desert. There is no
water or lives of animals are visible. The sky becomes yellow and the air is full of
smog.
!Jm.:kRround Voice: No tree. no water, no tree, no life.

Advertisement 5:
First sc:ene: A fanner is putting fertilizer on the field. His wife brings lunch for him in
the afternoon. The weather is very hot and there is no shadow of trees to sit under.
Background Voice: The chemical fertilizer flows with the water in many other places
that cause the tre~s to die.
Second scene: This couple comes to the city with their children. The city is full of
pollution and the exhaust from the cars makes the farmer coughing. There is no place
to go and the sunrays become intense.
Background Voice: How to get rid of this polluted environment? Plant more trees and
help to have a balance in the environment.

Brief Narration of Advertisements Focusing on Rational Appeal
Advertising 1 ~
Many people are planting trees around the dam and wondering the use of planting so
many trees. Then a knowledgeable person (celebrity) appears. People ask him that
they have heard that the government will give them half of the trees those they are
planting now.
The knowledgeable person says. "Yes, you have heard the right thing" and is
requested by the people to make every body understand. The person ask them "How
many kilometer you have been planting trees?" They reply "ten kilometer." The
person also asks them "What kinds of trees and how many of them you have planted
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so far'!" the people reply "they have planted Coconut, Betel nut Date Palm. TaL
Guava and so on with mentioning the number.
Then the knowledgeable person calculates and says "you can have profit of 400,000
Taka per year and each of you will get 40,000 Taka. The only thing you have to do is
to take care of th1~se trees."
The people say in wonder, "Only taking care of trees will provide them 40,000 Taka!"
The knowledgeable person says, "Yes, take care of the trees, you will get money."

Advertisement 2:
A poor housewife (celebrity) wakes up in the morning and goes under a tree and

worries about gdting money for her daughter's upcoming marriage. Suddenly two
men came with axes to cut the tree. The housewife grabs the tree and says "I won't let
you cut it" and starts screaming. Then her children come out of the house and she say
to her daughter. ,. Your grandfather planted this tree and now they want to cut it."

Flush Back: The housewife is getting married and give birth to her daughter. Her
father in Jaw says to her that this tree will grow with her daughter.
The housewife says to her children that their father is dead now and why he told to cut
the tree.
Then her son says, "My sister's marriage is near and we need money. This tree will
give us money."
Boc:kground Slogan: Each tree is a piece of investment. Plant trees and save money
for the future.

Brief Narration of Advertisement F'ocusing Both on Emotional and
Rational Appeal
A low class worker works (celebrity) in the city. He is coming back from the work to
his village and finds that there are many young plants on the ridge of the field. Then
he starts shouting and his wife comes out of the house and asks him the reason of
shouting. He say!; who is the stupid that plants these trees on the ridge.
Then the elder brother (celebrity) comes out of the house and says, "I am." The
younger brother gets shocked. The elder brother takes him to the field and explains
the use of the trees that they have planted. The elder brother says, " These trees give
shadow and do not harm the small trees (rice)." The elder brother also explains that
you can get money when these trees grow.
Background: Be dewr, do the right thing.
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List of variables on the working file
Position

Na me

GREENG

Green advertising creates consciousness
about enviror_ment. (Good-Bad)
1

Print Format: FB
Write Fo rmat: FB
Value

LabE-1

-3
-2
-1

0
1

2
3

GREE NL

higJ-. bad
modE·rate bad
low bad
neutral
low good
modE·rate good
higt-. good

Green advertising creates consciousness
about envj_ror_ment. (Likable - Unlikable )
2

Print Format: FB
Write Format: FB
Value
-3
-2
-1

0
1

2
3

GREENP

LabEl
hi gr. unlikable
modE·rate unlikable
low unlikable
neutral
low likable
moderate likable
higr likable

Green advertising creates consciousness
about enviror.ment. (Pleasant-Unpleasant)

3
Print Format: FB
Write Format: FB
Value
-3
-2
-1
0
1

2
3

LabEl
higt-. unpleasant
moderate unpleasant
low unpleasant
neutral
low pleasant
modE·rate pleasant
higJ-. pleasant
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GREE NF

Green advertising creates consciousness
about envirorment. (Favorable-Unfavorable)
4

Print Format: FB
Write Format: FB
Value
-3
-2
-1
0
1
2

3
GREEN IN

Lab El
hi gr unfavorable
moderate unfavorable
low unfavorable
neutral
low favorable
moderate favorable
hi gr favorable

Green advertising creates consciousness
about enviror_ment. (Interesting-Boring)

5
Print Format: FB
Write Format: FB
Value
-3
-2
-1
0
1

2
3
GRE EN CON

LabEl

\"ERS/l'y

hi gr boring
moderate boring
low boring
neutral
low interesting
moderate interesting
hi gr interesting

o~

Green advertising creates consciousness
about enviror.ment. (Convincing-Unconvincing)
Print Format: FB
Write Format: FB
Value

-3
-2
-1
0
1
2
3

LabEl

~~

-

rl::ia

6

~

higr unconvincing
moderate unconvincing
low unconvincing
neutral
low convincing
moderate convincing
higr convincing
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GREENBE

Green advertising creates consciousness
about env irorment. (Believable-Unbelievable)
7

Print Format: FB
Write Format: FB
Value
-3
-2
-1
0
1
2

3

PLANTG

LabEl
higt unbelievable
modErate unbelievable
low unbelievable
neutral
low believable
modErate believable
higt believable

Plant more trees to conserve environment.

(Good-Bad)
8

Print Format: FB
Write Format: FB
Value
-3
-2
-1

0
1

2
3

PLAN TL

Lab El
higr bad
modErate bad
low bad
neutral
low good
modErate good
hi gr. good

\"ERS/l'y

Plant more trees to conserve environment.

o~

~
(Like-Dislike)
9

Print Format: FB
Write Format: FB
Value
-3
-2
-1
0
1

2
3 .

LabEl
higr dislike
modErate dislike
low dislike
neutral
low
like
modErate like
higr like
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PLAN TN

Plant more trees to conserve environment.

(Nice-Not nice)
10

Print Format: FB
Write Format: FB
Value

Label

-3
-2
-1
0

1
2
3
PLANTF

higt not nice
moderate not nice
low not nice
neutral
low nice
mode rate nice
higt nice

Plant more trees to conserve environment.

(Favorable-Unfavorable) pla
11

Print Format: FB
Write Format: FB
Value
-3
-2
-1

0
1
2
3

PLANT US

Label
higt unfavorable
moderate unfavorable
low unfavorable
neutral
low favorable
moderate
favorable
higt favorable

Plant more trees to conserve environment.

(Useful-Useless)
12

Print Format: FB
Write Format: FB
Value
-3
-2
-1
0
1

2

3

Labe·l
higl: useless
moderate useless
low
useless
neutral
low
useful
moderate useful
higt useful
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PLANTWIS

Plant more trees to conserve environment .

(Wise-Foolish)

13
Print Format: FB
Write Format: F8
Value

-3
-2
-1
0

1
2
3

PLANTIMP

LabEl
higt foolish
modErate
foolish
low
foolish
neutral
low wise
modErate wise
higr wise

Plant more trees to conserve environment .

(Important-Unimportant)

14
Print Format : F8
Write Format: F8
Value

-3
-2
-1

0
1
2
3

SAV ELIKE

LabEl
higt unimportant
moderate unimportant
low unimportant
neutral
low
important
modErate important
higr important

I will plant trees to save the environment.

(Likely- Unlikely)

15
Print Format: F8
Write Format: F8
Value

-3
-2
-1
0
1

2

3

Lab El
higr unlikely
moderate unlikely
low unlikely
neutral
low likely
modErate
likely
hihce likely
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SAV E PROB

I will plant trees to save the environment.

(Probable-Improbable)
16

Print Fo rmat: FB
Write Format: FB
Lab e l

Value
-3
-2
-1
0
1
2
3

SAVEPOSS

higr improbable
moderate improbable
low improbable
neutral
low probable
moderate probable
higr probable

I will plant trees to save the environment.

(Possible-Impossible)
17

Print Format: FB
Write Format: FB
Value

-3
-2
-1
0
1
2
3

ALI VEHUM

Label
higr impossible
moderate
impossible
low impossible
neutral
low possible
moderate possible
higr possible

Trees are alive, happy life is revived.

(Humorous-Not humorous)

18
Print Format: FB
Write Format: FB
Value
-3
-2
-1
0
1

2

3

Label
hig~
not humorous
mode rate not humorous
low not humorous
neutral
low
humorous
moderate humorous
higr humorous
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ALIVEJOY

Trees are alive,

happy life is revived.

(Joyful-Not joyful)

19
Print Format: FB
Write Format: FB
LabEl

Value

-3
-2
-1

0
1
2
3

ALIVEFUN

higt- not joyful
modErate not joyful
low not joyful
neutral
low
joyful
modErate
joyful
higtjoyful

Trees are alive,

happy life is revived.

(Funny-Not funny)

20
Print Format: FB
Write Format: FB
Value

-3
-2
-1

0
1
2
3

LIVEFE.l\R

LabEl
higt- not funny
modErate
not funny
low not funny
neutral
low funny
modErate
funny
higt- funny

Let the tree~ live,

if you want to live.

(Fearful-Not fearful)

21
Print Format: FB
Write Format: FB
Value

-3
-2
-1
0
1

2

3

LabEl
higt- not fearful
moderate
not fearful
low not fearful
neutral
low fearful
modErate
fearful
higt fearful
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LIVEAFRA

Let the treeE live,

if you want to live.

(Afraid-Not afraid)
22

Print Format: FB
Write Format: FB
Value

Label

-3
-2
-1
0
1
2
3

LIVEANXI

higr not afraid
moderate not afraid
low not afraid
neutral
low afraid
moderate afraid
higr afraid

Let the treeE live,

if you want to live.

(Anxious-Not anxious)
23

Print Format: FB
Write Format: FS

CUTGUILT

Cutting atree requires planting two trees

(Guilty-Not guilty)

24
Print Format: FB
Write Format: FS
Value

-3
-2
-1

0
1

2
3

Label
higr guilty
moderate guilty
low not guilty
neutral
low guilty
moderate guilty
higr guilty
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CUTREGRE

Cutting atreE requires planting two trees

(Regretful-Not regretful)
25

Print Format: FB
Write Format: FB
LabEl

Value

higJ:- not regretful
modErate not regretful
low not regretful
neutral
low
regretful
modErate
regretful
higJ:- regretful

-3
-2
-1

0
1
2
3

CUTREMOR

Cutting atreE requires planting two trees (Remorseful-Not remorseful)
26
Pr int Format: FB
Write Format: FB
Value

-3
-2
-1

0
1
2
3

INVSTIMP

LabEl
higr not remoseful
modErate not remoseful
low not remoseful
neutral
low remoseful
modErate remoseful
higJ:- remorseful

Each tree is a piece of investment.

(Important-Unimportant)

27

Print Format: F8
Write Format: FB
Value
-3
-2
-1

0
1

2
3

LabEl
higJ:- unimportant
modErate unimportant
low unimportant
neutral
low important
modErate important
higr important
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INVSTBEN

Each tree is a piece of investment.

(Beneficial-Not beneficial)

28
Print Format: FB
Write Format: FB
Value
-3
-2
-1
0

1
2
3

INVSTFAV

Label
higr not beneficial
moderate not beneficial
low not beneficial
neutral
low beneficial
moderate beneficial
higr beneficial

Each tree is a piece of investment.

(Favorable-Unfavorable)
29

Print Format: FB
Write Format: FB
Value
-3
-2
-1

0
1

2
3

CONDI MP

Label
higr unfavorable
moderate unfavorable
low unfavorable
neutral
low favorable
moderate favorable
higr favarable

The conditior of the environment affects the
quality of my life. (Important-Not important)
30

Print Format: FB
Write Format: FB
Value
-3
-2
-1
0
1
2
3

Label
higt not important
moderate not important
low not important
neutral
low important
moderate important
higr important
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CON DINTE

The conditior of the environment affects the
quality of my life. (Interested-Not interested)
31
Print Format: F8
Write Format: F8
Value

-3
-2
-1
0
1
2

3
CONDMEAN

Label
higr not interested
moderate not interested
low not interested
neutral
low interested
moderate interested
higr interested

The conditior of .the environment affects the
quality of my life. (Means a lot-Not means a lot)
32
Print Format: F8
Write Format: F8
Value

-3
-2
-1
0
1
2

3
LONGGOOD

Lab e l

\\JERSJry

hi gr not means a lot
moderate not means a lot
low not means a lot
neutral
low means a lot
moderate means a lot
higr means a lot

The longer tre advertisement is,
it contains. (Good-Bad)

().A.

~·

~

the more information
33

Print Format: F8
Write Format: F8
Value

-3
-2
-1
0
1

2
3·

Label
higt bad
mode·rate bad
low bad
neutral
low good
moderate good
higt good
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LONGLIKE

The longer tre advertisement is ,
it contains. (Like-Dislike)

the more information

34
Print Format: FB
Write Format: FB
Value

-3
-2
-1

0
1

2

3
LONGFAVO

LabEl
higt dislike
modErate dislike
low dislike
neutral
low like
modE·rate
like
higt like

The longer tre advertisement is , the more information
it contains . (Favorable - Unfavorable)

35
Print Format: FB
Write Format: FB
Value

-3
-2

\"ERS/l'y

higt unfavorable
modE·rate unfavorable
low unfavorable
neutral
low favorable
modErate
fovarable
higJ- favorable

{).

The less the advertisement is repeated,
it is remembEred. (Likely-Unlike l y )

the less

-1
0
1

2
3
REPETLIK

LabEl

~

~
36

Print Format: FB
Write Format: FB
Value

-3
-2
-1

0
1

2
3

LabEl
higr unlikely
modErate
unlikely
low unlikely
neutral ·
low likely
modErate likely
higt likely
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REPETPRO

The less the advertisement is repeated, the less
it is remembered. (Probable-Improbable)
37
Print Format: F8
Write Format: F8
Value
-3
-2
-1
0
1
2
3

REPETPOS

Label
higr impropable
moderate improbable
low improbable
neutral
low probable
moderate probable
higr_ probable

The less the advertisement is repeated, the less
it is remembered. (Possible-Impossible)
38
Print Format: F8
Write Format: F8

\JERS/l'y

Value
-3
-2
-1
0
1
2

3

higr_ impossible
mode·rate impossible
low impossible
neutral
low possible
moderate possible
higt possible

{).

~
~
_,-_
~

FEELATTR Based on the green advertisement that you have seen,how do you feel
about the presenter. (Attractive-Not attractive)
39
Print Format: F8
Write Format: F8
Value

-3
-2
-1

0
l ~

2
3

Label
higr not attractive
moderate not attractive
low not attractive
neutral
low attractive
moderate attractive
higt attractive

Page 166

G reen Adve1tisi ng in Bangladesh
L ist of A ppend ices

FE ELCLSS Based on the green advertisement that you have seen , how do you feel
abo u t the presenter. (Classy-Not classy)
40

Print Format: FB
Write Format : FB
Value

-3
-2
-1

0
l

2

3

Label
higt not classy
moderatenot classy
low not classy
neutral
low classy
moderate classy
higr. classy

FE ELBEAU Based on the green advertiseme n t that you have seen , how do you feel
abo ut the presenter . (Seautiful-Not beautiful)
41

Print Format: FB
Write Format : FB
Value

-3
-2
-1
0
1

2
3

Label

\JERSJry

higt not beautiful
moderate not beautiful
low not beautiful
neutral
low beautiful
moderate beautiful
higt beautiful

~

~~

,A

FE ELELEG Based on the green advertisement that you have see n, how do you feel
abo ut the presenter . (Elegant-Not elegant)
42

Print Format: FB
Write Format: FB
Value
-3
-2
-1
0
l
2

3

Label
higr not elegant
moderate not elegant
CJ69
~~
low not elegan t
°"~~~'l>
neutral
1ii!J'i)f>'
low elegant
moderate elegant
higt elegant

~
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FEELSEXY Based on the green advertisement that you have seen,how do you feel
about the presenter. (~exy-Not sexy)

43
Print Format: F8
Write Format: F8
Value

LabEl

-3

-2
-1

0
1

2
3

hi gr not sexy
modErate not sexy
low not sexy
neutral
low sexy
modE·rate sexy
higt sexy

FELDEPEN Please specify further, how do you feel about the presenter of the
green advertisement thc:t you have seen. (Dependable-Not dependable)

44
Print Format: F8
Write Format: F8
Value

-3
-2
-1
0
1

2
3

LabEl

\JERS/J"y

higr not dependable
modErate not dependable
low not dependable
neutral
low dependable
modErate dependable
higr dependable

~

~
~
~-

~

FELHONST Please specify further, how do you feel about the presenter of the
green advertisement thc:t you have seen. (Honest-Not honest)
45
Print Format: F8
Write Format: F8
Value
-3
-2
-1
0

1
2
3'

LabEl
higr. not honest
modErate not honest
969
~~
low not honest
~~'1>
neutral
'ft!J~t\-&'
low honest
modErate honest
higr honest

*
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FELRELIA Please specify further, how do you feel about the presenter of the
green advertisement thc:t you have seen . (Reliable-Unreliable)
46
Print Format: F8
Write Format: F8
Value
-3
-2
-1

0
1

2
3

LabEl
higt unreliable
modErate unreliable
low unreliable
neutral
low reliable
modErate reliable
higt reliable

FELSI NCE Please specify further, how do you feel about the presenter of the
green advertisement thc:t you have seen. (Sincere-Insincere)
47

Print Format: F8
Write Format: F8
Value
-3
-2
-1
0
1

2
3

LabE·l

\"ERS/l'y

hi gr insincere
modErate insincere
low insincere
neutral
low sincere
modErate
sincere
higt sincere

()A

~·

~~

FELTR UST Please specify further , how do you feel about the presenter of the
green advertisement thc:t you have seen. (Trustworthy-Untrusworthy)
48
Print Format: F8
Write Format: F8
Value
-3
-2
-1

0
1

2

3

LabE·l
higt untrustworthy
modErate untrustworthy
low untrustworthy
neutral
low trustworthy
modErate trustworthy
higt tiustworthy
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FLEXPERT

Please specify once again how do you feel about the presenter of
green advertisement that you have seen. (Expert-Inexpert)
49
Print Format: F8
Write Format: F8
Value
-3
-2
-1

0
1
2
3

FLEXPERI

Label
higr inexpert
moderate inexpert
low inexpert
neutral
low expert
modErate expert
hig!-. expert

Please specify once again how do you feel about the presenter of
green advertisement that you have seen. (Experienced-Inexperienced)

50
Print Format: F8
Write Format: F8
Value
-3

-2
-1
0
1
2
3

FLKNOWLE

LabEl

'JERS/l'y

higt-. inexperienced
modera te inexperienced
low inexperienced
neutral
low experienced
moderate experienced
hig!-. experienced

{).

~
~
_,-_
~

Please specify once again how do you feel about the presenter of
green advertisement that you have seen.
(Knowledgeabl e-Unknowledgeable)

51
Print Format: F8
Write Format: F8
Value
-3

-2
-1

0
1
2 ·

3

LabEl
higt-. unknowledgeable
moderate unknowledgeable
low unknowledgeable
neutral
low knowledgeable
modE·rate
knowledgeable
hig!-. knowledgeable
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FLQUALIF

Please specify once again how do you feel about the presenter of
green advertjsement that you have seen. (Qualified-Unqualified)

52
Print Format: FB
Write Format: FB
Value

LabEl

-3

-2
-1

0
1

2

3
FLSKILLE

higt unqualified
moderate
unqualified
low unqualified
neutral
low qualified
moderate qualified
higt qualified

Please specify once again how do you feel about the presenter of
green advert j semen t that you have seen. (Skilled-Unskilled)
53
Print Format: FB
Write Format: FB
Value
-3
-2
-1

0
1
2
3
SEX

o~

higt unskilled
moderateunskilled
low unskilled
neutral
low skilled
skilled
mode·rate
higt skilled

~~

-

rl::ia

sex
Print Format: FB
Write Format: FB
Value
1
2

AGE

'JERS/l'y

Label

Value
1
2
3
4

~

Label
male·
fem2le

age
Print Format: FB
Write Format: FB

54

'Zf')or:i..

S

(' E 969 ot

*

~~

~,,,fl1at1~1'e\I

55

Label
25 years and below
26 to 35 years
36 to 45 years

Above 45 years
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MARITALS

Value

OCC UPATI

l

sin~le

married with no children
married with children
widow with no children
widow with children
57

occupati
Print Format: FB
Write Format: FB

l
2

3
4
5

EDUCATIO

Label

2
3
4
5

Value

INCOME

56

maritals
Print Format: FB
Write Format: FB

Label
student
hou=ewife
office employee
business owner
others
58

income
Print Format: FB
Write Format: FB
Value

Labe-1

l
2
3
4

below

or equal 4,000 Taka
4,0Cl to 7,000 Taka
7 , 0 Cl to l 0, 0 0 0 Ta ka
10,COl

and above

educatio
Print Format: FB
Write Format: FB
Value
l
2
3
4
5
6 .

59

Label
Primary
Secondary
Higter Secondary
Bactelor Degree
Master Degree
others

GREEN
Combination of seven sub-variables (Good-bad, Likable-unlikable,
Pleasant -unpleasant, Fcvorable-unfavorable, Interesting-boring,
Convincir
unconvincing, Believable-unbelievable)that indicates
attitude towards gre
advertising .
60
Print Format: FB.2
Write Format: FB.2
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PLANT

Combinatio n of seven sub-variables (Good-bad, Like-dislike ,
Nice-not nice , Favorable-unfavorable, Useful - useless, Wise-foolish ,
Important-unimportant)that indicates attitude towards green
marketing co~cept .

61
Print Format: FB.2
Write Format: FB.2
SAVE
Combination c·f three sub-variables (Likely-unlikely, Probablei mpr obable , Possible-impossible) that indicates purchase intention.

62
Print Format: FB . 2
Write Format : FB.2
ALIV E

Combination c·f three sub-variables · (Humorous-not humorous ,
Joyful-not joyful , Funny-not funny) that indicates Humor.

63
Print Format: FB.2
Write Format : FB.2
LIVE

Combination of three sub-variables (Fearful-not fearful ,
Afraid-not afraid, Anxious - not anxiou s )that indicates Fear.
64
Print Format : FB.2
Write Format: FB.2

CUT

Combination c·f three sub-variables (Guilty-not guilty,
Regretful-not regretful, Remorseful-not remorsefu l )
that indicates Guilty.
65

Print Format: FB . 2
Write Format: FB . 2
INV ES T

Combination c·f three sub-variables (Important-unimportant ,
Beneficial-not beneficial , Favorable-unfavorable) that indicates
Rat i o nal Appeal.

66
Print Format : FB.2
Write Format: FB.2
con d i tion Combination c· f thr ee sub-variables (Important-not important ,
In t e rested-not interested, Means a lot-not means a lot)
that indicat e s Involvement .
67
Print Format: FB . 2
Write Fo rmat : FB.2
LONG

Combination c·f three sub-variables (Good-bad , Like - dislike ,
Favorable-unfavorable) that indicates Message Length .
68

Print Format : FB . 2
Write Format: FB . 2
REPEAT

Combination of three sub-variab l es (Likely- unlikely ,
Probable-improbable , Possible - Impossib l e) that indicates
Repetition .

69
Print Format: FB . 2
Write Format : FB . 2
FE2 Ll

Combination of five sub - variables (Attractive-not attractive,
Classy-not classy, Beautiful-not beautiful, Elegant - not elegant ,
Sexy-not sexy) that indicates Celebrity ' s Attractiveness .
70
Print Format : FB . 2
Write Fo rmat: FB.2

FEEL 2

Combination of five sub - variables (Dependable - not dependable ,
Honest-not honest , Reliable-unreliable , Sincere - insincere ,
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Tru s tworthy-untrustworthy) that indicates Celebrity ' s
TrustworthinEss .
71
Print Format: F8 . 2
Write Format : F8 . 2
FEEL 3
Combination c·f five sub-variables (Expert - inexpert , Experiencedi n e xperienced , Knowledgeable - unknowledgeable , Qualified-u nqualified ,
Skilled-unski l led) t hat i n dica t es Ce l ebrity ' s Expertise .

72
Print Format : FB . 2
Write Format : FB . 2
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