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A STUDY OF GREEN ADVERTISING DESIGN: INFLUENCES OF
INVOLVEMENT, GREEN MESSAGES AND ADVERTISING APPEALS ON

ADVERTISING EFFECTIVENESS
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ABSTRACT

Facing the increasingly severe environmental problem, in addition to enhancing the
public’s green consciousness, an establishment of a green product marketing
strategy could also be considered as a possible method. This study adapted
involvement theory which has been widely discussed in marketing theory, to explore
the influences of involvement, green messages, and advertising appeals on
advertising effectiveness. The study conducts empirical researches using a 2
(involvement: high vs. low) x 2 (green message: yes vs. no) x 2 (advertising appeal:
rational vs. emotional) Between Subject Factorial Design.

There are eight kinds of experimental conditions and conducts advertising attitude as
well as product attitude for the experimental study. The results show that not only
there was a significant interaction of involvement and advertising appeal, it also
follow the "Elaboration Likelihood Model, ELM " to produce the effect of the
central path or around the principles. This study combined marketing with green
advertising design to reveal the behavior and reactions of consumers in different
contexts, and can also function as criterion for green marketing.

Keywords : green design, green marketing, elaboration likelihood Model (ELM), green
consumption
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