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ABSTRACT
The growing consciousness on environmental sustainability has made several companies to join the campaign on green living which is the aim of green advertising. It is on this premise that this study undertakes an assessment of green advertising on clean environment in south- south Nigeria. Using the survey and content analysis methods of research, the researcher sampled 291 respondents randomly selected from three south-south states (i.e. Edo, Delta and Rivers States) and also content analyzed green advertising messages on some selected disposable products. The findings reveal among other things that individuals are conscious of having clean environment with or without green advertising messages on products or through the media. In view of this, the researcher recommends among other things that there is need for audience research to ascertain the best approach to creating impact oriented green advertising.

CHAPTER ONE 
INTRODUCTION
1.1 Background of the Study

The ways in which the environment and issues relating explicitly to the environment are represented in the media have been continuously evolving ever since the environmental movement came into being. The environment has been the focus of some of the most memorable media spectacles of the last 25 years (Cox, 2008: 32). In 1987 a document prepared by the World Commission on Environment and Development defined sustainable development as “meeting the needs of the present without compromising the ability of future generations to meet their own need.” This became known as the Brundtland Report and was another step towards widespread thinking on sustainability in everyday activity (Banerjee, Gulus & Lyer, 1995).
Arising from the Brundtland Report and Environmental Movements across the globe, environmental issues became an increasingly public concern during the last decades. Issues of global warming and climate change have come to the forefront, thus raising interest even in corporate advertising. World leaders are increasingly worried about the environment in which we live. Leaders of the world have had various meetings and summits on climate change, global warming and other related global environmental issues. This is important because man completely depends on his environment for survival and sustenance. The massive disastrous activities of man to the environment and its immense importance have raised environmental issues to the top of international agenda.
Today, as the world is concerned about sustainable environment, climate change or global warming, the need to preserve, protect and promote the environment has become paramount to us and our survival. The numerous environmental problems being experienced in the world today such as the Asian Tsunami, hurricanes, floods, volcanic eruptions, earthquakes, pollutions, solid wastes and other numerous environmental problems occasioned by man are issues of great concern to nations of the world. The environment is indeed degraded in many ways. One of such ways by which the environment has been degraded and defaced is the indiscriminate disposal or dumping of solid wastes like Can drinks, bottles, food packs and many others on our streets and roads.
The use of green advertising has become imperative as it addresses the relationship between a product and the biophysical environment (Banerjee, Gulus & Lyer, 1995)
The role of mass media in contemporary society has been a topic of inquiry, which has created as many questions as it has answered. The attitude of an individual towards environmental issues in Nigeria can be traced to how effective the media have played its role in sensitizing and moulding opinions towards sustainable environment, which is what green advertising seeks to achieve. An environmental friendly media will adopt all available strategies towards achieving favourable attitudinal change on environmental issues.
As an advertising strategy that has the characteristics of being able to promote a green lifestyle and at times, enhance a corporate image of social responsibility, green advertising promotes good living through a clean and healthy environment.
Many individuals as well as organisations are yet to change their attitudes or behaviours and organisational policies in favour of sustainable development and clean environment. Many consumers manufacturing firms in Nigeria are yet to contribute towards clean environment.
However, global companies like Coca-Cola, Toyota, IBM, and manufacturer of fruit drinks like 5 Alive (Coca-Cola Nig.), Chivita (Chi Nig.), and others now focus on green advertising and sustainability of the environment. Organisations are now taking interest in green advertising and environmental management through their products and services. Environmental issues also have strategic implications for organisations. Consumer concerns about the environment have been on the increase in recent years. The deteriorating environment that has developed in recent decades had made marketing researchers to find a new line of research that has been given various labels, such as ecological marketing (Chamorro, Rubio and Miranda, 2009:233). It is the analysis of how marketing activities impact on the environment and how the environmental variable can be incorporated into the various decisions of corporate marketing. With the increasing number of “green” customers, businesses attempt to understand and respond to external pressures to improve their environmental performance (Chen, 2008:271).
The environment is central to every human activity and as such, would be used in coordinating the resources for a “synergistic approach to management of the environment” (Nwabueze, 2007:45). There have been many approaches towards clean environment. One of such approaches is the adoption and application of advertising into environmental management or studies. Advertising is exciting, dynamic and pervasive in nature.
The Advertising Practitioners Council of Nigeria (APCON) defines advertising as the non-personal communication of information, usually paid for and usually persuasive in nature about products or ideas by identified sponsors through various media (APCON, cited in Benson-Eluma, 2004:3). This implies that advertising is a persuasive communication that tries to persuade the target audience to respond positively to the goods or service. As part of its functions, advertising is to educate and inform. Nwabueze (2007:86) believes that advertising can be used as part of its functions to educate and inform the public on environmental management or clean environment. This can be done in advertisements and in the packaging of products and services.
By application, green advertising as Nwabueze (2007:86) sees it, explores how advertising principles and practices are employed by organisations on the environment with the aim of ensuring an environmentally sustainable achievement of marketing objectives. Green advertising in this context is a specific type of advertising that is centred on the promotion of factors having to do with the environment. Oftentimes, the companies that use green advertising also use very environmentally friendly operations and products packaging as well. This concept has enabled the re-marketing and packaging of existing products which already or not adhere to environmental guidelines (Banerjee, Gulus & Lyer, 1995). Today, green advertising claims abound in both the traditional media (i.e., broadcast and print) and the new media (web sites, streaming audio and video, e-mail, DVDs and CD-ROMs). Moreover, one can expect to see increasing numbers of green advertising claims in the future in such new media venues as virtual reality environments, the integration of digital data with the telephone - such as Internet telephony - and mobile computing.
1.2 Statement of the Problem

There has been significantly less concern and studies in Nigeria on sustainable development or clean environment through advertising campaigns known as green advertising. Many Nigerians may not be familiar with the concept/term- green advertising or aware of eco-friendly (environmental) products owing to the above observation.
There are also less and unmonitored accurate corporate social responsibility claims on green marketing on environmental management. By implication, many manufacturers of consumer products such as table/sachet water, fruits drinks in can and pack, can beer, beverages and all the likes do not have environmental message on their products. Products with messages or label package like ‘recyclable’, ‘reusable’, ‘keep Nigeria clean’, ‘dispose properly’, ‘ozonised’ and so on, are hardly seen or displayed. Even those with environmental message on their products or packs, the messages are not conspicuously displayed. Many Nigerians do not know how to dispose waste properly. Indiscriminate dumping and disposal of waste is a common practice among many Nigerians. There are no enough trash cans on our streets and major roads. This affects clean environment. There are no effective and sufficient media campaigns (green advertising) on clean environment.
The way a message is presented determines how it will be perceived and its ability to engender positive attitudinal change in a busy society like ours. The assumption is that the way the public perceive issues about clean environment has been greatly influenced by poor media advertising geared towards clean environment.
This limited knowledge perceived among the general public is likely be attributed to lack of consistent proactive approaches by producers in sensitizing the public on how not to dispose the packs, sachets or cans of food and drink products after use. Green advertising has become imperative in addressing these issues as they relate to clean environment so as to ensure environmental sustainability. But for this to succeed certain marketing tools need to be applied.
Peattie (2001:187) identified inadequate tool for green advertising. To him, “while green marketing and advertising efforts continue to grow, marketers do not have adequate tools for evaluating the success of green advertising, nor do they have sufficient tools for determining consumers’ environmental attitudes, intentions, and behaviours. Additionally, there is little consensus about the identity and nature of green consumers” (Peattie, 2001). Understanding and predicting environmental behaviour has proved to be remarkably difficult. Nearly everyone has concerns and beliefs regarding the environment, however, environmental attitudes have not been correspondingly ubiquitous (McCarty and Shrum, 2001).
The government seemed incapable of handling environment challenges. Where government has failed, many businesses are increasingly getting into the act and offering "green" alternatives, like the green environmental products and services. Based on the forgoing, this study sought to evaluate the effectiveness of green advertising on clean environment in south-south Nigeria.
1.3. Objectives of the Study

In a broader perspective, this study seeks to increase knowledge in existing studies in green advertising. But specifically, it will among other things:
1. 	Determine whether consumers’ in South-South Nigeria are aware of green advertising.
2. Establish if green advertisements are effective for clean environment in South- South Nigeria.
3. Ascertain whether attitude towards clean environment are influenced by green advertising.
4. Find out the challenges facing green advertising in South-South Nigeria.

1.4 Research Questions

The following research questions were formulated based on the above objectives:

1. Are consumers in South-South Nigeria aware of green advertising?
2. How effective are green advertisements for clean environment in South-South Nigeria?
3. To what extent does green advertising influence attitudes of consumers in South- South Nigeria towards clean environment?
4. What are the challenges facing green advertising in South-South Nigeria?


1.6 Significance of the Study

Given the pervasiveness of environmental impacts by organizations, the study will be relevant to organizations that manufacture consumer goods and services like beverage foods, energy and fruits drinks, table water and the likes. This would enable them know the impact of the products on the environment and the need to increase green advertising awareness. Through regular green advertising campaigns by organizations in the mass media, public awareness on clean and sustainable environment will increase.
This study will enable policy makers, professionals and all stakeholders involved in environmental management and public health see the need to take green campaigns serious. That is, it will raise interest in clean environment through green advertising. Also, media sensitization of the public on green/clean environment will further raise the efforts of the Environmental Protection Agencies and other relevant environmental bodies in Nigeria.
Findings from this research will help the mass media practitioners see the need to increase public awareness, especially through the broadcast media, which would enhance public knowledge and practice on clean environment. Regular environmental news can awake public knowledge, and perhaps interest and awareness on green advertising.
One other significance of the research is to contribute to knowledge in the academic community. The study will be significant to existing knowledge on green advertising as well as clean environment in general. While other studies have looked at green advertising from different perspectives, this study looks at it from the angle of environmental messages on consumer’ products in order to promote environmental awareness and right attitudes towards clean environment.


1.7 Scope of the Study

The scope of this study covers the three selected states from the South-South Geo-political zone of Nigeria (i.e. Delta, Edo and Rivers States). Product categories were also parts of the scope of study. In order to make the consumers have a clear picture of green advertising, the scope of the concept was limited to these categories of products.
(i) Fruit drinks like 5 Alive, Exotic, Chivita, Hollandia, Happy Hour, Cappy, etc

(ii) Energy drinks like Red Bull, Bullet, Power Horse, Lucozade boost etc.

(iii) Can drinks –all alcoholic and non-alcoholic drinks

(iv) Packed snack food like Galla, Biscuits, and Cake etc.

(v) Table and sachet water.

(vi) Recharge cards of all GSM networks

Consumers would be asked to identify whether these categories of products contain information like ‘recyclable’, ‘reuse’, ‘keep the environment clean’, ‘dispose properly’ etc. The reason why these categories of food products were chosen was because they are easily bought and consumed by consumers on the streets, roads, cars and buses and other places. Their packs are easily thrown in the streets and major roads across Nigeria.
1.7 Definition of Terms

The terms below were the major concepts used and they are explained in the context of the study.
Advertising: A paid form of non personal presentation and promotion of ideas, goods or services by an identified sponsor (The American Marketing Association). Here, it is taken that advertising is a medium through the mass media to reach target consumers of goods and services.
Green advertising: This is the application of advertising and marketing principles in managing the environment. Here, it is advertising campaigns aimed at promoting clean environment.
Environment: This is the collection of natural and artificial arrangements in which humanity is completely dependent upon for survival and existence.
Clean environment: A neat and healthy place to stay both for humans and animals.

Perception: The process of using the senses to acquire information about the surrounding environment or situation. The way an individual interprets and gives meaning to things.
Public Perception: People’s attitude, feelings, interpretations or understanding of things like the environment based on what is observed or thought.
[bookmark: _TOC_250014]



CHAPTER TWO 
LITERATURE REVIEW
2.0 Introduction

This review examined empirical studies and their relatedness to the concept of Green Advertising and sustainable environment. The essence of this is to undertake an overview of studies carried out by scholars and find out how their findings contribute to this study and the various approaches adopted in addressing the phenomenon under study.
Hence, this literature review is done under the following sub-headings:-

2.1 Overview of Green Advertising

2.2 Green Advertising and Sustainable Environment

2.3 Empirical Studies on consumer behaviour to environmental issues.

2.4 Sustainable Communication and clean Environment

2.5 Summary of Review.


2.1 Overview of Green Advertising

The concept of Green Advertising is not entirely new but the level of awareness is at its infancy based on current trends on environmental issues. Banergee, Gulas & Iyer (1995) examine the concept of green advertising as that which addresses the relationship between a product and the biophysical environment. They explain that it should also have the characteristics of being able to promote a green life style and, at times, enhance a corporate image of social responsibility.
21


This assertion is corroborated by Ichen (2008:11) where he posits that with the increasing number of “green” customers, businesses attempt to understand and respond to external pressures to improve their environmental performance.
According to Chitra (2007:13) “consumer concerns about the environment have been on the increase in recent years” this is due to the recent climate change issues making the rounds in the news. This has attracted the attention of producers and manufacturers of products that pose great threat to the environment to look for ways to reduce the imminent hazards that is likely to befall our environment. It is on this premise that the concept of green environment became widely known.
Green advertising are advertisements that promote products, services, ideas or organization’s ability to help or reduce environmental harm (Rahim, Zukni, Ahmad & Lyndon, 2012). Green living as an attempt carries out life in an eco-friendly; environmentally responsible manner has been used to minimize the size of ecological foot print.
Rahim, et al (2012) submits that environmental awareness is seen as the growth and development of awareness, understanding and consciences toward the biophysical environment and its problems, including human interactions and effects.
Studies on Green Advertising are categorized into consumer based and advertising based (Shrum, McCarty and Lowrey, 1995). The former identified characteristics of consumer that differentiate between levels of environmental concern while the latter looks at the viability of advertisement in promoting a healthy and sustainable environment.
Interest in green advertising has existed since the 1970s but it is not until the 1990s that there has been a more dramatic influx of green claims in advertising and consumerism has been conducted for a sole purpose which is to improve future market strategies and ways of influencing consumer perceptions more successfully (Cox, 2008).

This has become imperative, since the realm of green marketing has had to compete with widespread public skeptics making it challenging to pitch advertising companies in the right way.
According to Mc Donald & Oates (2006),

The focus of advertising research is varied, and a lot of time has been put into identifying audience demographics or green behaviours in order to pinpoint target groups with more effectiveness. Largely few patterns have been found between socio-demographics and green consumer behaviour; any findings that do suggest a pattern have more often than not been contradicted elsewhere.
This notwithstanding, there is much concern with the classification of different types of green advertising and a little related to how audience’s can respond to these various types.
Various approaches to the definition of the concept of green advertising reveal that it has been viewed in the area of technical perspective approach and the wider concepts of sustainability (Dobson cited in Killbourne, 1998)
The notion about the different levels of green advertising have been attempted by various scholars as “shades of green” (Carlson, et al, 1995; Banerjee 1995; Obermiller 1995; Killbourne 1998; Killbourne et al, 2009’ Mac Donald & Oates, 2006; Killbourne 2004), which is instrumental in understanding the cotemporary implications of green advertising.
From all these studies, the dominant social paradigm argument is used to characterize the progression of green advertising from the purely managerial purpose towards the greater social good.

According to Killbourne et al (1998), the primary obstacle to the True Green Advertising is that, corporations remain embedded within the existing social frame work of Dominant Social Paradigm (DSP), and cannot escape green advertising as purely profiteering endeavour. The DSP argument is perhaps the most extensive study into green advertising as it places it within the wider context of political and social theories.
Martell (1994) argue that the failure to engage initially with environmental issues is something that is considered to be at the heart of anthropocentric perspectives and it can be attributed to societies to break free from biological determinism.
It is believed that killbourne’s (1998) link of DSP to green advertising has given the subject renewed significance and has opened up the possible routes of inquiry which were previously limited to management or corporate efficiency.


2.2 Green Advertising and Sustainable Environment

Sustainable advertising as a concept used to explain sustainable products (i.e. products that can build a lasting brand in the mind of the consumer) has its focus on sustainable environment.
Studies have also shown that the concept of sustainable advertising is not only focused on environmental issues and the product or service itself, but includes communication about the entire life cycle of the product (Haytko & Matulich, 2008).
According to Belz & Peattie (2009:26):


Sustainable advertising informs about the sustainability of the producing company and communicates desirable lifestyles changes to consumers… when adverts are developed and launched as a marketing strategy for a sustainable

product or service, it must be aligned to the objectives defined by the company in the context of sustainability.


The idea of sustainability points to the fact that the company wants to still remain in business and so it must strive to produce products that are eco-friendly which is a major concern to the consumer.
A number of organizations demonstrate their environmental sensitivity with different strategies. One of such strategies is the use of green advertising. This strategy first began in the 1970 when a recession led to sky-high oil prices and focus in environmental issues. (Haytko & Matulich, 2008).
According to Healey & Hagenbaugh (2008:74), green advertising has resurfaced now due to similar problems with record-level fuel prices. Neff & Thompson (2007) argue that packaged goods executives at the food marketing institute show agreement that eco-marketing will have staying power this time around.
According to them, they felt that consumers who were not willing to pay more for green products in the past are willing to do so now. These executives believe that support for green products from top retailers, such as Wal-Mart, Home Depot and Kroger Co. is making a difference in consumer attitudes.
Environmental concerns have prompted several studies on its sustainability in recent time. These concerns have strategic implications for organization (Banergel, 2002)
Erdman (2008) claims that eco-consciousness is now an expectation and that numerous brands across categories are in a race to see who can be “greenest”. Consumer concerns about the environment, especially as it concerns climate change, environmental degradation, fossil fuel and the likes.

Advertising is seen as being a significant medium between an organization and its publics and it is essential in maintaining a corporate brand image yet there have been significantly less usage of its potentials in bringing about the needed result.
As touching environmental issues, the new paradigm shifts in advertising which finds expression in green advertising has become the toll with which companies build and retain brand loyalty for their products.
Companies have seen green advertising as a model that can be used to promote their products.
Gronroos (1999) sees this model as a tool in enhancing both the product as well as the company’s image. According to him:
This model, in which the promotion of products with advertising as one of its main tools plays an important role, was helpful for many industries in many markets.
In another study which he carried out in 1994 Gronroos saw another approached to it. He posits that:
However, the market situation changed: Consumers became more aware of the social and ecological implications of their purchases and at the same time inherent attributes like efficiency and cost effectiveness, health and safety, symbolism and status needed to be highlighted by companies in order to remain competitive in the market.


This paradigm shift informed the need for audience research on perception to health and sustainable environment. Companies have since adapted to the changes which informed the new approach to marketing. Rather than just promoting the product, companies have focused more on communicating with the consumer. They use advertising, along with other activities and resources, as a tool to inform the consumers and stakeholders about the sustainability solutions the company provides and about the company as a whole. (Krugman, 1965)
2.3 Empirical Studies on Consumer Behaviour to Environmental Issues

Shrum, Mac Carty & Lowrey (1995:25) conclude that a green consumer is anyone whose purchase behaviour is influenced by environmental concerns. Also, studies have shown varying characteristic behaviours possessed by consumers as it concerns environmental issues. (Banerjee, Gulas & Iyer, 1995; Schlegelmilch, Diamanto Poulous & Bohlen, 1994). Scholars have not been able to come up with an agreeable result on the true profile of a green consumer (D’ Souza, Taghian, Lamb & Peretaitko, 2007).
Studies have shown that interest in green research began to substantiate since early 1990’s but somewhat limited in studies regarding green advertising. (Mayer, Scammon & Zilk, 1992; Scammon & Mayer, 1991) and recently most researches conducted focus on the perception or attitude towards green products and corporate green claims (Cox, 2008; Haytko & Matalich, 2008; D’Souza & Taghian, 2005).
A study on green advertising carried out by Chase & Smith (1992) indicated that only 6% consumer believed that environmental advertising were very believable and 90% indicated that these adverting claims were “somewhat”, not very“ or “not at all believable”
Kilbourne (1995) support this finding that the level of credibility of green advertising is relatively low. In about a decade later, D’ Souza & Taghian (2005) found that there is a significant difference in the attitude of green advertising for high and low involvement consumer. In the same vein, several studies emphasized the efficiency of cognitive persuasion strategies in green marketing’ assuming the consumer’s high involvement regarding environment issues as a consequence of a growing environmental consciousness (Kinnear, Taylor & Ahmed, 1974; Cope & Winward, 1991; Hopefenback, 1993; Swenson & Wells, 1997: Fauller, 1999)
Edell and Burke (1987) provide some important factors to consider when one attempts to conduct a study into public perceptions. According to them, consumers form feelings and judgment or cognition when exposed to an advertisement which affects their attitude towards the advert and beliefs about corporate image.
They further pointed out that when observing consumer attitudes towards an advertisements, it is important to distinguish between two separate measures, that is the cognitive evaluations or judgments and feelings experienced from exposure to the advert, feelings are properties of the individual while cognitive evaluations tend to be properties of the advertisement, and consumers are more likely to agree on whether an advert is credible than to agree on how the adverts make them feel.
This notwithstanding, feelings conveyed by an advertisement do not only influence the attitude towards the advertisement but also has sure effect on how the consumer evaluates the brand of the product being advertised.
The cognitive orientation of most green advertising or marketing research is based on studies showing a significant influence of environmental knowledge and consciousness in consumer’s environmental attitude (Hines, Hungerford & Tonera, 1987; ) stone, barnes montgoney, 1995)
Studies have shown that even if people have little knowledge about the environment, they would still exhibit strong emotional attachment to environmental well-being (line-yee, 1997) Scholars have show in their studies that there is a significant different between the environmentally responsible and environmentally apathetic groups on almost all green advertising question.



Accroding to Haytko and Matalich (2008:28):

Those who were environmentally responsible exhibit more positive attitude towards green advertising compared to those who were environmentally apathetic… also female consumers was found to exhibit positive attitude towards green advertising and have increased amount of environmentalism.
In a related study, Habib, Idrees and Khursheed (2010) found that Pakistan consumer had adequate exposure to print and broadcast media, but television advertising is preferred. They also show in their study that Pakistan consumers are concern about their environment and intend to buy green products (i.e. products that are environmentally friendly or products that contain information that could lead to positive attitude towards a clean environment). Another study in Malaysia by Rashid (2009) found that a person having some concern for the environment would have stronger preference for purchasing a green product, if he/she is made aware of its environmentally friendly features through the use of eco-label.
According to Frankel (1992:10) consumer loyalty to products in terms of green advertising has been on the increase. There appears to be relationship between what the adverts say about a product and the level of consumers’ loyalty to that product.
It is believed that people are easily attracted to advertisement that addresses a particular concern in their mind. Hence, consumers who are concerned about a clean and healthy environment have their taste re-inforced by green advertising and this in turn leads to loyalty to the product.
This is also corroborated by Manrai, Lascu & Ryans (1997) in their study as they conclude that: “Green advertising strengthens company image”. Chan (2001:16) lends his voice to the appraisal as he concludes “I plan to switch to products and services that were advertised as being green” finally they infer that “I prefer products with eco-labeled packages” based to current trends in packaging and labeling to include environmentally friendly messages and/or recycling information.
The level of awareness of green advertising is believed to have contributed to varying degrees of behavioural changes towards sustainable environment. Scholars have come to agree that there is a limit to which the influence of green advertising can bring about a positive behavioural change attitude to clean environmental.

2.4 Sustainable Communication and clean Environment.

Communication is vital in promoting positive attitudinal change towards clean environment. According to Cox (2008:33)
The role of the mass media in contemporary society has been a topic of inquiry which has created as many questions as it has answered.

The ways in which the environment and issues related explicitly to it have been represented in the media have been continuously evolving ever since the environmental movement came into being. (Cox, 2008)
According to Anderson (1997:14) how the Brent Spar and the NGO Green peace use the media against the oil company (shell) has attracted public response to the issue as it concern environmental degradation.
He pointed out that the media representation of the ‘goodies’ versus the ‘baddies’ which has been played out in many environmental event, has reached an evolutionary period where this traditional distinction is becoming blurred and increasingly more difficult to justify.
The social and environmental implications of this apparent homogenization of environmentalism and ethical behaviour have been viewed in different perspectives.
Any communication that must promote clean environment must be proactive and audience specific. Most advertising companions that is aimed at promoting clean environment through green products have failed to relate the significant benefits of properly disposing a product’s pack or can to its ability to promote a clean and healthy environment.
It is important to note that product labels carry information about what the product will do for the consumer without pointing out the environment hazard which its improper disposal can cause to the environment.

2.5 Summary of Review

It is important to note from all the review empirical studies that research in green advertising has largely been undertaken within the marketing realm up until recently with little interest from other fields.
The implication of this is that large proportions of green advertising knowledge do not serve the purpose of an environmental studies based approach.
However, there has been a considerable amount of exploration into the topic which has highlighted some important facts which helps to facilitate new understanding of what green advertising signifies in the wider context.
The review also shows that there is a synergy between sustainable advertising and sustainable environment. An advertising that seeks to promote clean environment must of itself be sustainable within the framework of influence which it is capable of producing in consumer attitude to clean environment.
There has been very little time spent in studying green advertising from the perspective of ecological based disciplines due to the inherent nature of subject itself.
Nevertheless, the concept of Anderson’s (1997) book and Killbourne’s (1998) DPS argument shows that there is value in uniting mass communications with environmental issues and more importantly it demonstrates that there are emerging perspectives to what scholars have found about green advertising which have not been approached before as an empirical exercise.


2.6 Theoretical Framework Individual Selectivity Theories
Theories on audience perception have become more pronounced since the broadcast media audience is an active one. Perception in the context of this study refers to how media audience makes sense out of their various experiences of media messages targeted at them. Individual Selectivity Theories were drawn from a category of communication research known as Attitude Change research which focus on the phenomenon that different individuals may receive the same message but act on it differently. Hence, for the purpose of this study, the three individual selectivity theories were considered as the theoretical foundation upon which the phenomenon under study would be explained and discussed. They include:
(i) Selective Exposure
(ii) Selective Perception
(iii) Selective Retention

Selective Exposure

People will seek out not only topics of interest to them but more importantly view points with which they expect to agree. This explains why they use the media to reinforce existing biases.

Also, when people seek out opposing points of view, they often do so not with an open mind but rather for the purpose of hearing what the other side has to say so they can refute it later. According to Folarin (1998:61), it is only natural that people seek out information that caters to their own interests, confirms their belief and boosts their own ego while avoiding those that are contrary to their own predispositions and attacks their life style.
The above assertion underscores the tendencies for media audience to choose a particular programme. Issues about clean environment will only make sense to the media audience because he is interested in what will promote good health which is an area of interest to him.
This is why the media audience will want to avoid them. He will also be interested in what people or companies around him are doing that may engender health or environmental hazard. This theory explains why the media audience will want to be exposed to programmes on environment related issues because of its direct impact on his health.
Selective Perception

The two underlying characteristics that determine how media audience perceive media messages are: their previous experience and current disposition. A particular individual may be favourably disposed to a media message, while another is not. This is what Folarin (1998) explained when he pointed out that, “each of us tends to perceive and then decode communication messages in the light of our previous experiences and current dispositions – our needs, moods and memories.”
People often interpret facts to suit the existing biases. People hear what they want to hear and what they expect to hear. Thus, the same information may carry different meaning from different people. Also, the language of communication plays a key role in determining the level of perception which media audience ascribe to media messages.
	
Selective Retention
For a message to find expression in the long-term memory of its target audience, such messages must be well understood by the receiver. This explains why some messages are forgotten more quickly than others.
People remember messages that support their opinion longer than they remember opposing messages which often unconsciously are forgotten and set aside. Studies have shown that advertising thrives in enhancing retention with the use of persuasion (frequent repetition of words). Folarin (1998) opines that, “the saliency of the message (relevance to our needs), the method of transmission and the interests and beliefs of the receiver are also known to affect retention rate.”
This explains why most advertising use slice of life to evoke reality and enhance audience retention of the message being communicated.
Finally, as with selective exposure and selective perception, selective retention is likely to reinforce existing beliefs and attitudes. Such tendencies make it less likely that the media can play a sole role in changing attitudes and behaviours (especially of youths) towards clean environment as expected of green advertising messages on products.

[bookmark: _TOC_250013]CHAPTER THREE
RESEARCH METHODOLOGY
3.1 Research Method

For the purpose of this study, mixed method of research was adopted, which consists of Content Analysis and Survey research methods. These methods are considered appropriate because the former will examine the manifest content of green advertising as contained in the appropriate food and drink products to ascertain its appropriateness as an advertising campaign tool towards clean environment. On the other hand, the latter becomes relevant whenever there is need for primary data as a source for a particular study. Hence, the researcher generated relevant responses from consumers of these products which were used to measure its effective use. Survey method also provides relevant background information which usually gives rise to extensive investigation in a given study.
3.2 [bookmark: _TOC_250012]Population of Study

The researcher used consumers of canned and packaged food and drinks in Delta, Edo and Rivers States representing South-South Nigeria as the target population for this study. These states were purposively chosen because they are more commercialized and have the highest population in south-south states. Hence, the total population amounted to 13,494,609 (that is, Delta = 4,492,711; Edo = 3,983,534 and Rivers = 5,018,364)
3.3 [bookmark: _TOC_250011]Sample Size and Sampling Technique

A sample size of 291 was used for the study and it was divided across the three selected states in south-south Nigeria (i.e. Delta, Edo and Rivers states).
The sub-sample size of 97 was distributed across the senatorial districts in the three states using multi-stage sampling technique. First, the cluster technique was used to divide each state into three (3) senatorial districts. Thereafter, two local governments were randomly chosen from each senatorial district which gives a total of six (6) local governments. The researcher then chose two wards each from the six local governments which gave a total of 12 wards (for each state to be studied). When this is replicated, it gives 36 wards for the entire study size where the 291 copies of questionnaire were administered.
Using a total population of 13,494,609 (that is, Delta = 4,492,711; Edo = 3,983,534 and Rivers = 5,018,364; NPC, 2006), the researcher used the National Statistical Services sample size calculator to determine the sample size for each stratum (i.e. for each State). (http://www.nss.gov.au) (See Appendix)

	S/N
	STATES (Each Stratum)
	Population
	Sample Size

	1.
	Delta State
	4,492,711
	97

	2.
	Edo State
	3,983,534
	97

	3.
	Rivers State
	5,018,364
	97

	
	Total
	13,494,609
	291




The sample size for the study is 291, which was derived from an equal sample size for each of the three selected states with consumers (those from 18 years and above) as the target respondents.
3.4 [bookmark: _TOC_250010]Instrument for Data Collection

Primary methods of data collection were adopted in this study. The code sheet and questionnaire were the primary sources of collecting data. The code sheet consists of the unit of analysis and the content categories while the questionnaire contains both close ended and open-ended questions which were used to elicit the desired responses from the respondents.
3.5 [bookmark: _TOC_250009]Validity and Reliability of Instrument
The research instrument was content-tested for validity. This was done as follows: it was tested if the questions in the questionnaire are related with the issues or phenomenons under investigation. Also, it was ascertained whether the questions adequately covered the topic under study. The questions were also tested for clarity and lack of ambiguity; this aided meaning and understanding. The code sheet was subjected to face validity test to ascertain the appropriateness of the units of analysis and the content categories.
The code sheet was tested for reliability using pilot study where the researcher subjected the data generated by two independent coders to SPSS analysis and used their results to determine the internal consistency of the instrument. Also, the questionnaire was tested for reliability using the Statistical Package for Social Science (SPSS) research. Below are the results for the reliability test:

Reliability

Scale: ALL VARIABLES

Case Processing Summary

	
	N
	%

	Cases
	Valid
	20
	100.0

	
	Excludeda
	0
	.0

	
	Total
	20
	100.0


a. Listwise deletion based on all variables in the procedure.




Reliability Statistics for Survey Instrument

	Cronbach's Alpha
	N of Items

	.844
	30


The above result shows that the survey instrument has a reliability co-efficient of 0.8, which indicates a higher degree of reliability.
Reliability Statistics for code sheet

	Cronbach's Alpha
	N of Items

	.633
	25


The above result indicates that the code-sheet after the pilot study has a reliability co-efficent of 0.6, showing that it is reliable for the study.


3.6 [bookmark: _TOC_250008]Method of Data Analysis

Quantitative and qualitative methods of data analysis were used for the study. While the former employed the use of frequency distribution tables and percentages, as well as means and standard deviation, the latter used interpretation of tables and discussion for better understanding of the tables presented.
The questions contained in the questionnaire were designed with a combination of the YES and NO format as well as the likert scale format using the 5 point scale (i.e. Strongly Agree, Agree, Undecided, Disagree and Strongly Disagree)

3.7 Limitations of Methodology

Every instrument used in research is limited in one way or the other depending on the extent of usage in measuring variables under investigation. The survey research design as used in this study is limited in the following ways.
· Most respondents might not be in the right frame of mind when filling the questionnaire and this might affect the result expected from the responses.
· Open-ended questions are usually difficult to analyze in situations where there are no similarity in responses given on a particular question.


[bookmark: _TOC_250007]



CHAPTER FOUR

DATA PRESENTATION, ANALYSIS AND DISCUSSION ON FINDINGS

4.1 [bookmark: _TOC_250006]Data Presentation and Analysis

The data gathered from the manifest content of disposable products examined as well as responses from users of these products were presented in tables of frequency and percentages as well as that showing mean scores and standard deviation and latter analyzed within the context of the variables under study.
A total of 291 copies of questionnaire were distributed to respondents across the selected three south-south states of Edo, Delta and Rivers states. Out of this number, 286 were returned while the remaining 5 were missing, giving a total of 98% return rate of the copies of questionnaire distributed.
Table 1: Distribution of responses indicating the educational level of respondents

	Educational level
	Frequency
	Percentage

	Primary
	9
	3%

	Secondary
	9
	3%

	Tertiary
	268
	94%

	Total
	286
	100



The result above indicates that most of the respondents (268 representing 94% of the entire respondents) have attained tertiary education which implies that their level of understanding of green advertising messages is likely to be high giving the nature of such advert. There is a direct relationship between educational attainment and capacity to comprehend advert messages.
The result also shows that respondents with primary and secondary education stood at 9 each representing 3% each of the entire 286 respondents. This is an indication that the class of respondents in this study are largely educated individuals.

Table 2: Distribution of responses showing the extent of awareness of green advert in south – south Nigeria

	Response
	Frequency
	Percentage

	Yes
	261
	91%

	No
	25
	9%

	Total
	286
	100




There is an increased level of awareness of green advertising (whether through direct contact with products or through the media). This is seen in table 2 above as indicated by 261 respondents representing 91% of the respondents while the remaining 25 (9%) respondents say they are not aware of green advertising. The increased number of respondents that are aware of green advertising as indicated above can be traced to the result in table 1 where 268 (94%) of the respondents said they have attained tertiary education, which is an indication that they have the capacity to understand green advertising messages whether through the product or through the media.
Table 3: Distribution of responses showing the products through which respondents gained knowledge of green advertising

	Which of these products have green
advertising?
	SA
	A
	U
	D
	SD
	Mean
	St. D
	Decision

	Fruit	drinks	like	5Alive,	Exotic,
Chivita, Hollandia, etc
	204
	58
	18
	5
	1
	4.60
	0.717
	Yes

	Energy drinks like Red Bull, Bullet,
Power horse, Lucozade boost, etc
	148
	117
	12
	9
	-
	4.41
	0.719
	Yes

	Can drinks (Both alcoholic and Non-
alcoholic)
	170
	75
	31
	9
	1
	4.41
	0.832
	Yes

	Packed  snacks  like  Gala,  Biscuits,
Cake, etc
	127
	109
	29
	16
	5
	4.18
	0.948
	Yes

	Table and Sachet water
	177
	77
	16
	8
	8
	4.42
	0.929
	Yes

	Rechargeable cards
	137
	81
	23
	21
	24
	4.00
	1.270
	Yes



Fruit drinks ranked highest from the list of products through which respondents (262) gained knowledge of green advertising messages. This is affirmed by 92% of the entire respondents with a mean score of 4.60 and standard deviation of 0.717 leading to a “Yes” decision by the researcher as an affirmation to the agreed responses. This is so because when the mean score is approximated (4.60) it gives (5.00) which is the scale of measurement for “strongly agreed” indicating a strong affirmation to the issue in question.
Second on the list is “Table and Sachet Water” where 254 respondents (i.e. 89%) affirmed that they gained knowledge of green advertising through these products. It recorded a mean score of 4.42 and standard deviation of 0.929 leaving the researcher with a “Yes” decision affirming the response as true.
Those who gained knowledge of green advert from packed snacks (e.g. Gala, Biscuit, Cake, etc) ranked lowest on the list (even though it had a positive response in general). A total of 236 respondents representing 83% of the entire respondents affirmed that they had knowledge of green advertising through these products.
In all, the result in table 3 showed that all the listed products had green advertising messages (according to the respondents) but the exposure to these messages is not enough to assess its influence on attitude or behaviour towards sustainable environment.
Green advertising messages that are well positioned (most of which are sachets) lacked pictorial representation, which is believed to convey more meaning to consumers than written words.
Exposure and understanding of green advertising messages is enhanced through legible and strategically located adverts with pictorial representation to serve as visual impact for most of the consumers that are in a hurry.

Table 4: Distribution of responses to show clarity and effectiveness of green advertising messages

	How clear and effective are Green Advertising messages for clean environment in South-South Nigeria?
	SA
	A
	U
	D
	SD
	Mean
	St. D
	Decision

	Green advertising messages on products
are clear
	167
	80
	15
	10
	14
	4.31
	1.059
	Yes

	Green advertising messages through the media are easily understood than those on
products
	84
	157
	33
	10
	2
	4.09
	0.779
	Yes

	Green advertising messages on television
are effective for clean environment
	149
	91
	25
	6
	15
	4.23
	1.055
	Yes

	Green advertising messages on radio are
effective for clean environment
	119
	131
	22
	8
	6
	4.22
	0.865
	Yes

	Green advertising messages on products
are effective for clean environment
	135
	93
	25
	23
	9
	4.13
	1.073
	Yes

	Green advertising messages with pictorial representation  are  effective  for  clean
environment
	128
	117
	22
	12
	7
	4.21
	0.933
	Yes

	Green	advertising		messages		are convincing	enough	to		ensure	clean
environment
	137
	90
	20
	16
	23
	4.06
	1.224
	Yes




The effectiveness of every advert depends largely on the clarity and understanding of its messages. From the result in table 4 above, it is obvious that all the issues raised received positive response (i.e. response in the affirmative).
A total of 247 respondents (86%) affirmed that green advertising messages on products are clear; 241 (84%) said that green advertising messages through the media are easily understood than those on the product.
Also, 240 (84%) affirmed that green advertising messages on television are effective for clean environment. The three results had mean scores of 4.31, 4.09 and 4.23 respectively also with standard deviation of 1.059, 0.779 and 1.055 respectively.
Furthermore, 150 respondents (52%) affirm that green advertising messages on radio are effective for clean environment; 228 (80%) respondents said green advert messages on products are effective for clean environment as 145 (51%) agree that green messages with pictures are effective in influencing positive attitude towards clean environment, leaving 227 (80%) of the respondents affirming the green adverts are convincing enough to ensure clean environment. All these results had above 4.00 as mean scores which is why the researcher made the “Yes” decision in all affirming them as true to the issues in question.


Table 5: Distribution of data showing the readability of green advertising messages on products

	Products
	Readable
	Not Readable

	
	Frequency
	Percentage
	Frequency
	Percentage

	Fruit Drinks
	4
	80%
	1
	20%

	Energy Drinks
	3
	60%
	2
	40%

	Canned Drinks
	1
	20%
	4
	80%

	Packed Snacks
	4
	80%
	1
	20%

	Table and Sachet Water
	5
	100%
	0
	0%

	Rechargeable Cards
	No green message
	-
	No green message
	-




The above result shows that a greater percentage of the products have readable green advertising messages (i.e. Fruit drinks, Energy drinks, Packed snacks and table / sachet water) except for rechargeable cards that do not have green advertising messages at all. The result also indicates that all the green advertising messages found on table and sachet water packs are readable.

Table 6: Distribution of responses showing the extent to which green advertising influences respondents’ attitude towards clean environment

	Are attitudes towards clean environment influenced by Green
Advertising messages?
	SA
	A
	U
	D
	SD
	Mean
	St. D
	Decision

	Green advertising messages make one
socially responsible
	128
	112
	21
	12
	13
	4.15
	1.038
	Yes

	Green advertising messages make one show	positive	concern	about	his
environment
	129
	105
	28
	20
	4
	4.17
	0.964
	Yes

	I adjust my lifestyle towards clean
environment each time I am exposed to green advertising
	132
	112
	21
	8
	13
	4.20
	1.011
	Yes

	Green advertising messages make one
conscious of his environment being clean
	154
	76
	31
	11
	14
	4.21
	1.097
	Yes

	Each time I am exposed to green advertising messages I am prompted to
take action about my environment
	111
	122
	31
	13
	9
	4.09
	0.978
	Yes

	I am always conscious of having a
clean environment with or without green advertising messages
	134
	121
	20
	5
	6
	4.30
	0.842
	Yes




The level of influence of green advertising messages is relative to the persons and how they see these messages. From the above result, a greater number of respondents (255 representing 89%) said with or without green advertising messages they are always conscious of having a clean environment. This implies that to some individuals, having a clean environment is not something that is influenced in them. It is a function of their principle and standard of living irrespective of any advert that tends to spur such action. This category of respondents ranked highest from the result in the above table with a mean score of 4.30 and standard deviation of 0.842, hence, the “Yes” decision made by the researcher.
On the other hand, respondents who adjust their lifestyle towards clean environment each time they are exposed to green advertising ranked second as affirmed by 244 (85%) respondents. This is with a mean score of 4.20 and standard deviation of 1.011 leaving the researcher with “Yes” decision affirming it as true to the issue.
The result also indicates that 240 (84%) of the respondents say that green advertising messages make them socially responsible; 234 (82%) say green advertising messages make them show positive concern about their environment, while 230 (80%) say green advertising messages make one conscious of his environment being clean. All these results had mean scores of 4.15, 4.17 and 4.21 respectively as well as standard deviation of 1.038, 0.964 and 1.097 respectively, hence, the “yes” decision made for all the responses.




Table 7: Distribution of responses indicating the challenges facing green advertising that affect message comprehension and practice

	What are the challenges facing Green
advertising message and practice in South-South Nigeria?
	SA
	A
	U
	D
	SD
	Mean
	St. D
	Decision

	Green  advertising  messages  are  not
conspicuous (easily seen) on products
	148
	82
	14
	29
	13
	4.13
	1.170
	Yes

	There are not enough trash cans on the
street to aid green living practice
	132
	122
	14
	1
	17
	4.23
	1.006
	Yes

	Green  advertising  messages  are  not
contained in all products
	166
	91
	25
	2
	2
	4.46
	0.742
	Yes

	Green	advertising	messages	on products  are  not  written  in  local
language for the non-literate population
	128
	117
	20
	11
	10
	4.20
	0.975
	Yes

	Green advertising messages on products lack pictorial representation to influence positive action towards clean
environment
	148
	64
	27
	36
	11
	4.06
	1.210
	Yes


The major challenge facing green advertising as indicated in the table is that green advertising messages are not contained in all the products. This is affirmed by 257 respondents (90% of the entire respondents). As an obvious challenge, it is also seen from the result in table 5 on the readability of green messages on products, where it became obvious that recharge cards do not have green advertising messages. The above response resulted in a mean score of 4.46 and standard deviation of 0.742, leading to a “Yes” decision made by the researcher.
Another challenge facing green advertising (especially as it concerns practice) is the fact that there is not enough trash cans on the street to enhance the practice of green living. A total of 254 (89%) of the respondents confirmed this with a mean score of
4.23 and standard deviation of 1.006. hence, the “Yes” decision made by the researcher affirming the response as an approximation of the “Agreed” scale of measurement of the responses.
Some respondents also raised a concern pointing to the challenge of green advertising on products not being presented in local languages considering the fact that some of its users are non-literate members of the society. This is confirmed by the result from the content analysis of these products.
Most respondents see the non-readability of green advertising messages on products as another challenge facing message delivery. This is affirmed by 230 (80%) of the respondents with a mean score of 4.13 and standard deviation of 1.170, leading to a “Yes” decision by the researcher.
The above result is also confirmed by the content analysis result in table 5, where some of the green advertising messages on some products are not readable.
Lastly, 212 respondents (representing 74% of the entire respondents) say that green advertising messages on products lack pictorial representation to influence positive action towards clean environment. This led to a mean score of 4.06 and standard deviation of 1.210 and affirmed by the researcher with a “Yes” decision.
The result is also corroborated by that of the content analysis below where it was obvious that some of the products have green advertising without pictures. It is important to note that pictures convey meaning faster than word does. Hence, the popular maxim in photojournalism that pictures speaks more than a thousand words. Even for non-literate audience or consumer, pictorial representation of green advertising will suffice to mitigate the limitation faced with understanding words or making sense from written codes.




Table 8: Distribution of data indicating the pictorial representation of green advertising on products

	Products
	Green advert with picture
	Green	adverts	without
pictures

	
	Frequency
	Percentage
	Frequency
	Percentage

	Fruit Drinks
	5
	100%
	0
	0%

	Energy Drinks
	3
	60%
	2
	40%

	Canned Drinks
	4
	80%
	1
	20%

	Packed Snacks
	4
	80%
	1
	20%

	Table and Sachet Water
	5
	100%
	0
	0%

	Rechargeable Cards
	No green message
	-
	No green message
	-




Some of the green advertising on the listed category of products do not have pictures (i.e. Energy drink, canned drinks and packed snacks) to portray green advertising but they contain information like: keep Nigeria clean, Dispose properly, Dispose appropriately, etc, which are information on green advertising. The result also shows that all the fruits drinks and table / sachet water sampled have pictorial representation on the green advertising messages. As indicated in the survey response from the respondents lack of pictorial representation have hampered the effectiveness of green advertising messages on some products.
4.2 [bookmark: _TOC_250005]Discussion on Findings

In this section, the researcher discussed the findings from this study allows with other related findings from other studies that either corroborates or disagrees with the findings in this study. This was carried out in line with the theoretical framework used

in the study bearing in mind how these findings provide answers to the research questions formulated for the study.

Research Question 1: Are consumers in south-south Nigeria aware of green advertising?
From the results in tables 1, 2 and 3 which address the research question above, it is obvious that there is a relationship between educational qualification, and level of exposure and awareness of green advertising messages. Most consumers do not see the need to consider the environmental consequence of the way they dispose product containers. But as a growing concern on environmental sustainability emerged, companies took it upon themselves to champion the campaign of green living which led to the concept of green advertising. The growing consciousness to have a clean environment, brought about the increased number of persons who have now become aware of the concept of green advertising.
This study found that most of the respondents have attained tertiary education 268 (94%) and going by this result their level of understanding of green advert messages is likely to increase. This is also why a total of 261 (91%) of the same respondents said they have gained knowledge (through awareness) of green advertising. This awareness can be traced to the respondents’ personal contacts with products containing green advertising messages as well as through the media.
As corroborated by the result in table 3, most of the respondents got to know about green advertising (without necessarily knowing it is green advertising) through the kind of messages they read from the products. Messages like: keep Nigeria clean, dispose properly, etc with some pictorial representation, point to the fact that green advertising has become a common advert but some do not know it as green advertising.
The credibility in green advertising messages is a major factor that enhances knowledge comprehension. This assertion is corroborated by the findings in a study
conducted by Chase & Smith (1992) where they found that 6% of consumers believed that environmental advertising were very believable and 90% indicated that these advertising claims were “somewhat”, “not very” or “not at all believable.”
Kilbourne (1995) corroborates this finding that the level of credibility of green advertising is relatively low. Also Souza & Toghian (2005) found that there is a significant difference in the attitude of green advertising for high and low involvement consumers.
The level of credibility built on green advertising is directly proportional to the way individuals perceive the advert. This is what the perception theory tries to explain when brought within the domain of green advertising messages. According to Folarin (1998), “each of us tends to perceive and then decode communication messages in the light of our previous experiences and current dispositions – our needs, moods and memories.”
He pointed out that the previous experience of most individuals about green advertising messages or adverts generally tends to influence how they see subsequent ones even when there is a different purpose for which these messages are conveyed.
The increased level of awareness on green advertising is more from the consumers of the sampled products than from the media. This is shown in table 3 where the respondents stated the products through which they knew about green advertising. The frequency in the use of these products has a tendency to make the knowledge about green advertising permanent. Such consciousness tends to last so long as such individual comes in contact with products with green advertising messages.
Studies have shown that if a product provides its consumer with information about how he/she can have a sustainable environment, there is the tendency that such individual would stick to such message (Rashid, 2009; Frankel, 1992).
According to Rashid (2009) in his study on audience preference for products with green advertising, he found that a person having some concern for the environment would have stronger preference for purchasing a green product, if he/she is made aware of its environmentally friendly features through the use of eco-label.

Research Question 2: How effective are green advertising for clean environment in south-south Nigeria?
The above research question is addressed using tables 4 and 5 which emphasize clarity of green advertising messages and its effect on consumer attitudes and behaviour towards clean environment.
From the result, the researcher found that for any advert to have a lasting effect on its audience, the message must be clear, readable and well understood. Message fidelity is enhanced when the audience can make sense out of the words and pictures used to convey such message.
In this study, most of the respondents 247, representing (86%) affirmed that green advertising messages on products are clear when compared to that of the media (whether radio or television). This is because the message on the product is not fleeting as that of the other media. On the other hand, the same respondents (241) claim that green advertising messages through the media (specifically television or radio) are easily understood than those on the products.
This may be because the green advertising messages through radio or television are repeated from time to time; hence, these repetitions have a tendency of making the audience internalize the meaning conveyed by the message.
Also, more respondents (240) affirm that green advertising messages on television are effective for clean environment than those (150) who affirm that green advert messages on radio are effective for clean environment. The effectiveness of any message is relative to how individuals perceive them. As espoused by the proponents of perception theories, how one perceives a message determines how that message is likely to influence that person’s behaviour or attitude towards such message.
On the other hand, it is one thing for a message to be readable; it is another thing for that same message to be well understood. This study found that most readable green advertising messages on products do not have effect on consumers’ attitude because some of these messages are not well understood.
The findings made by Edell and Burke (1987) in their study provide some important factors to consider when one attempts to conduct a study into public perceptions. According to them, consumers form feelings and judgment or cognition when exposed to an advertisement which affects their attitude towards the advert and beliefs about corporate image. The effect of such advert is traced to how well the consumers understand the content of the advert.
They further pointed out that when observing consumer attitudes towards an advertisements, it is important to distinguish between two separate measures, that is the cognitive evaluations or judgments and feelings experienced from exposure to the advert, feelings are properties of the individual while cognitive evaluations tend to be properties of the advertisement, and consumers are more likely to agree on whether an advert is credible than to agree on how the adverts make them feel.
Research Question 3: To what extent does green advertising influence attitude of consumers in south-south Nigeria towards clean environment?
This research question is addressed using table 6 where the researcher measures attitude and behaviour of respondents in relation to the green advertising messages they receive.
From the result in table 6, the researcher found that there is minimal influence which green advertising messages have on consumers’ attitude towards clean environment. Most of the respondents (255 representing 89% of the entire respondents) affirm that with or without green advertising messages, they are always conscious of having a clean environment. This means that the idea of having clean environment is not in any way influenced by green advertising messages but to some extent the message help to remind some consumers who care less about their environment of the need for keeping a clean environment. This is corroborated by 233 (81%) respondents who claim that each time they are exposed to green advertising messages; they are prompted to take action about their environment being clean.
Also, 230 (80%) respondents affirm that such messages make them conscious of their environment being clean. This consciousness which green advertising messages bring about having a clean environment plays a complementary role to the natural instinct which every social being possess about having a clean environment.
This implies that green advertising messages reinforce an existing positive attitude in individuals towards clean environment. It suffices to say that people tend to adjust their lifestyle each time they become aware of what they should do towards ensuring environmental sustainability. The three-stop gate process of the perception theories gives credence to the above finding about the influence of green advertising messages on consumers’ attitude towards clean environment.
According to Folarin (1998) the level of exposure one has on message that can influence his attitude positively will determine how he can adjust his lifestyle. After being exposed, there is also another level which is perception (how he sees the message), the next is retention (how he understands the message or what sense he makes out of the message) which invariably determines how he will react to the message.
The cognitive orientation of most green advertising or marketing research is based on studies showing a significant influence of environmental knowledge and consciousness in consumer’s environmental attitude (Hines, Hungerford & Tonera, 1987; Stone, Barnes & Montgomery, 1995)
Studied have shown that even if people have little knowledge about the environment, they would still exhibit strong emotional attachment to environment well-being (Ling- Yee, 1997) Accroding to Haytko and Matalich (2008 p.28):

Those who were environmentally responsible exhibit more positive attitude towards green advertising compared to those who were environmentally apathetic… also female consumers was found to exhibit positive attitude towards green advertising and have increased amount of environmentalism.

The above assertion is corroborated by the findings made by Habib, Idrees and Khursheed (2010). In their study they found that Pakistan consumer had adequate exposure to print and broadcast media, but television advertising is preferred. They also show in their study that Pakistan consumers are concern about their environment and intend to buy green products (i.e. products that are environmentally friendly or products that contain information that could lead to positive attitude towards a clean environment).
To a large extent, the level of influence which green advertising messages have consumers vary from person to person than from country to country but the underlining fact is that one would always show concern about his environment whether through the influence of advert messages or through personal experiences or natural hazards.

Research Question 4: What are the challenges facing green advertising in south- south Nigeria?
This research question is addressed using tables 7 and 8 which provide information on individual responses on the challenges they face with green advertising messages as well as content analysis of products with green advertising messages that lacked message fidelity.
As earlier pointed out, message fidelity is enhanced by clarity and readability of message. One of the hindrances to message (green advertising messages) on products as expressed by the respondents is traced to lack of conspicuous message (i.e. messages not easily seen). This is affirmed by 230 (80%) of the respondents. Also, this finding agrees with that of the content analysis of products with green advertising, the result from table 8 shows that most canned drinks do not have clear green advertising messages and all the sampled recharge cards do not also have green advertising messages at all. This is what 257 (90%) of the respondents affirmed as true. From all these findings, it is obvious that green advertising messages on products do not influence consumers towards clean environment because it lacked the capacity to do that. Most of the green advertising messages lacked pictorial representation which speaks more than a thousand words.
On the practice of green living, a greater number of the respondents, 254, pointed out that, not having enough trash cans on the streets have been a challenge to the practice of green living. It is also important to note that when information is disseminated on what one is expected to do, there should also be a mechanism for its implementation. Most vehicles do not have trash cans and as such some of these products are disposed indiscriminately by passengers leading to dirty environment.
Environmental sustainability is enhanced when there is a framework of operation to promote it. Disposable food items and drinks are consumed on daily basis by most Nigerians and in a rush to meet their daily activities and engagements they do not have the luxury of time to walk long distances to locate a trash can, hence, most people resort to indiscriminate dumping of these refuse, with the believe that cleaners will pack them when sweeping.
The facilities that enhance environmental sustainability appears to be lacking in Nigeria as most individuals complain that government is not doing enough in providing means of disposing dirt.

4.3 [bookmark: _TOC_250004]Summary of Findings
Having discussed the findings from this study in relation to other findings as well as theoretical framework and how they all address the research questions formulated in this study, the researcher makes a summary of the findings as follows:
· There is increased level of awareness about green advertising in Nigeria which is borne out of the consciousness to have a clean environment.
· Exposure to green advertising messages does not in any way translate to understanding as there are certain factors that aid understanding of green advertising messages.
· Green advertising messages through the television is well understood than that on the products.
· Most disposable products do not have green advertising messages and some that have lack pictorial representation to enhance message fidelity.
· Some green advertising messages on some products (e.g. canned drinks) are not readable; hence, they do not convey any message at all.
· A greater percentage of the respondents (89%) are conscious of keeping their environment clean with or without green advertising messages.
· The influence which green advertising messages have on individuals is relative to their level of exposure and understanding of the messages.
· Green advertising messages serve to re-inforce existing positive attitude towards clean environment in every human being.
· Lack of message fidelity is a major challenge to the influence of green advertising message on consumers.
· Lack of enough trash cans on the streets have hindered the practice of green living in Nigeria.


[bookmark: _TOC_250003]

CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS

5.1 [bookmark: _TOC_250002]Summary

This study is an assessment of green advertising on clean environment in south-south Nigeria. With a growing consciousness towards environmental sustainability, companies have seen the need to make consumers aware of green living (i.e. having clean environment) through green advertising messages on products and through the media. Hence, this study sought to assess how individuals have been made aware of these messages and how these messages have influenced positive attitude in them towards clean environment.
The study adopted both survey and content analysis methods where randomly selected respondents in south-south states of Edo, Delta and Rivers were sampled and manifest contents of green advertising on products were also analyzed.
The study was anchored on the perception theories that explain the process through which advertising messages influence attitude and behaviours of individuals on issues of concern.
5.2 [bookmark: _TOC_250001]Conclusion

Based on the findings in this study, the researcher draws the following conclusions:

 The educational level of individuals has direct impact on how they understand messages whether written or pictorial.
 Exposure to green advertising messages does not mean the same as understanding as it is possible for one to be exposed to what he/she does not understand.
 Repetition of advert messages helps message retention and the television and radio have been shown to be effective in that regard as it concerns green advertising.

 Knowledge influences attitude and sine some disposable products do not contain green advertising messages; it lacked the capacity to influence one’s attitude towards clean environment.
 Green advertising messages complement the innate attitude in individuals towards having clean environment.
 The mechanism that enhances practice of green living is a determining factor for green advertising.
5.3 [bookmark: _TOC_250000]Recommendations

Having discussed the findings in this study, the researcher make the following recommendations:
1. Green advertising messages should have pictorial representation for non- literate consumers of disposable products.
2. There should be periodic evaluation of advertising messages to help fashion out ways to improve adverts that can influence positive attitudes from consumers towards a particular way of doing things.
3. There is need for audience research before any advertising campaign is designed to ensure that individuals understand the message when it is designed to suit them.
4. Advertising Practitioners Council of Nigeria (APCON) should come up with standards of practice which all producers of disposable products must adhere to as regards green advertising.
5. Environmental sustainability is the duty of all and not just that of consumers or producers alone. Hence, government should come up with sanctions to enforce environmental laws.
6. Government should provide enough trash cans to enhance green living as it is the focus of green advertising.
7. Consumers should see it as a duty to properly dispose packs, cans and sachet of water and canned drinks after use to ensure green living which promotes good health for the nation.
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APPENDIX I QUESTIONNAIRE
Department of Mass Communication Kwara State Polytechnic,Ilorin.



Dear Sir/Madam


REQUEST FOR COMPLETION OF QUESTIONNAIRE
I am a undergraduate student of the Department of Marketing. I am conducting a research on “Effectiveness of Green Advertising for Clean Environment in South-South Nigeria.” The research is for my research work and is purely for academic research.

I request your assistance in completing the questionnaire. Please be assured of your anonymity as the information you offer will be treated in strictest confidence.

Thanks for your co-operation.










Yours faithfully









Please tick (X) against your chosen option (s) in the space (s) provided but write your view
(s) where there are no options
1	Age	18 - 25	26 - 35 [image: ]
36 – 45	46 – 55 [image: ]
56 & above [image: ]
2	Sex	Male [image: ]	Female	[image: ]

	3
	Marital Status
	Single
	Married

	
	
	Divorced
	Widow



4 Religion	Christianity [image: ]	Islam [image: ]
African Traditional Religion [image: ]

5 Education level	Primary [image: ]	Secondary [image: ]
Tertiary [image: ]
6.	Are you aware of Green Advertising on any product that you have used or through the media?
Yes	[image: ]	No	[image: ]
NB: By Green Advertising, we mean messages on products or through the media with information like “recyclable”, “reusable”, “keep Nigeria clean”, “dispose properly”, etc

Which of these products have green advertising?

	S/N
	Products with Green Advertising Messages
	SA
	A
	U
	D
	SD

	7.
	Food Drinks like 5 Alive, Exotic, Chivita, Hollandia, etc
	
	
	
	
	

	8.
	Energy drinks like Red Bull, Bullet, Power Horse, Lucozade Boost, etc
	
	
	
	
	

	9.
	Can drinks (both alcoholic & Non-alcoholic)
	
	
	
	
	

	10.
	Packed snacks like Galla, Biscuits, Cake, etc
	
	
	
	
	

	11.
	Table and Sachet water
	
	
	
	
	

	12.
	Rechargeable Cards
	
	
	
	
	



How clear and effective is Green Advertising for clean environment in South-South Nigeria?

	S/N
	Effectiveness of Green Advertising Messages for Clean Environment
	SA
	A
	U
	D
	SD

	14
	Green Advertising messages on products are clear
	
	
	
	
	

	15
	Green Advertising messages through the media are easily understood than that on the product
	
	
	
	
	

	16
	Green Advertising messages on television are effective for clean environment
	
	
	
	
	

	17.
	Green Advertising messages on Radio are effective for clean environment
	
	
	
	
	

	18.
	Green Advertising messages on products are effective for clean environment
	
	
	
	
	

	19.
	Green Advertising messages with pictorial representation are effective for clean environment
	
	
	
	
	

	20.
	Green Advertising messages are convincing enough to ensure clean environment
	
	
	
	
	


Are attitudes towards clean environment influenced by Green Advertising messages?

	S/N
	Influence of Green Advertising on Consumer attitude towards Clean environment
	SA
	A
	U
	D
	SD

	21
	Green Advertising messages make one socially responsible
	
	
	
	
	

	22
	Green Advertising messages make one show positive concern about his environment
	
	
	
	
	

	23
	I adjust my lifestyle towards clean environment each time I am exposed to Green Advertising
	
	
	
	
	

	24.
	Green Advertising messages make one conscious of his environment being clean
	
	
	
	
	

	25.
	Each time I am exposed to Green Advertising -messages I am prompted to take action about my environment
	
	
	
	
	




	26.
	I am always conscious of having a clean environment with or without Green Advertising messages
	
	
	
	
	




What are the challenges facing Green advertising message and practice in South-South Nigeria?

	S/N
	Challenges facing Green Advertising in South-South Nigeria
	SA
	A
	U
	D
	SD

	27
	Green Advertising messages are not conspicuous (easily seen) on the products
	
	
	
	
	

	28
	There are not enough trash cans on the streets to aid Green Living (Clean Environment Living)
	
	
	
	
	

	29
	Green Advertising messages are not contained in all products
	
	
	
	
	

	30.
	Green Advertising messages on products are not written in local languages for the non-literate population
	
	
	
	
	

	31.
	Green Advertising messages on products lack pictorial representation to influence positive action towards clean environment.
	
	
	
	
	




32. Other challenges (specify) 	
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