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Abstract  

Using the case study of The Jockey Club Museum of Climate Change in Hong Kong, the purpose is to explore 
how museum can take part to promote green living. 

Design/Methodology/Approach—This paper explores the contributions of The Jockey Club Museum of Climate 
Change as a means to increase environmental awareness for the society. The objectives of The Jockey Club 
Museum of Climate Change aimed at showing the importance of community involvement, advocating 
environmentally friendly education and nurturing visitors’ moral obligation to engage in pro-environmental 
protection behavior. Authors conducted twenty-five in-depth semi-structured interviews with visitors so as to 
fully understand the influences brought by the museum. 

Findings—The Jockey Club Museum of Climate Change was perceived by all of the study visitors as a 
meaningful, influencing and educative museum, which raised environmental awareness, upheld moral obligation 
to engage in environmental protection, and induced greater pro-environmental behavior. Based on the results, 
eight benefits are generated by The Jockey Club Museum of Climate Change to environmental protection for the 
entire globe. 

Practical implications—Based on the insights gained from visitors, eight positive influences are contributed by 
The Jockey Club Museum of Climate Change for nurturing visitors to adopt a green living in order to combat 
climate change.  

Originality/value—This paper urges for the importance of all communities, all business sectors, all kinds of 
organizations and governments to engage in environmental protection for sustainable development. The aim of 
such an episode is to arouse all the communities, business sectors, organizations, museums, educational 
institutions and countries to promote and adopt green living so as to combat climate change. 
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1. Introduction 

The impacts of climate change and the efforts to combat climate change touch on every part of our lives. The 
issue of climate change can only be sufficiently addressed with wide participation from the government, 
different sectors of the community and individuals including museums. 

As global warming begins to alert the awareness of the need for greater environmental conservation, energy 
efficiency, and better places to live and work becomes more prevalent (William, 2008). Similarly, the demand 
for green buildings and communities is expected to increase as well, for the reason that people today pay more 
attention to the healthiness and sustainability of the built environment. Therefore, ethics of conservation 
becomes the norm which is the necessary staple in any sustainable human endeavor (Maser, Beaton, & Smith, 
1998). Nowadays, people focus on development to become more energy efficient and ecologically friendly. 
Consequently, sustainability has become a touchstone for many of the business sectors (William, 2008). 
Nevertheless, it leads to the higher demand on energy thus will create bigger burden on the management of solid 



ijms.ccsenet.org International Journal of Marketing Studies Vol. 11, No. 2; 2019 

56 

waste, the pollution of water bodies and air has caused negative environmental effects. Owing to these effects, 
substantial uncertainty exists regarding the long-term implications of such negative environmental impacts, in 
particular, those relating to global climate change. This increasingly calls for environmental protection of various 
governments, business sectors and communities. With the continuous growth of the population along with the 
convergence of rising energy costs, climate change and other pressing environmental issues, all communities, 
business sectors, non-profit organizations and governments should take the responsibilities for environmental 
protection and promotion. The adverse impacts of climate change and the responsibility to tackle climate change 
affect all facet of our lives. The issue of climate change can only be effectively addressed with determination 
from the government, the business sectors, organizations, and individuals. In fact, the environmental protection 
is responsibility of everyone in this planet and not simply that of government. Decisions that impact the 
environment is caused by various stakeholders in this world. 

2. Background of The Jockey Club Museum of Climate Change 

The Jockey Club Museum of Climate Change was built in 2013 in Hong Kong. It is the first museum providing 
information about climate change through interactive multimedia exhibitions, eco-tour of the prime ecological 
sites and green facilities and workshops. It is the ideal venue for the public and education institutions to care and 
concern more about environmental conservation and sustainability (MOCC, 2019). 

3. Literature Review 

3.1 Museum 

Museums become one of the key players in climate change action that have unique communicative, affective 
social qualities and promote intergenerational learning for general public (Cameron et al., 2012). It should 
develop new objectives that respond to local and global social concern as platform for civic engagements as 
agents for social change (Abram et al., 2005). It should recognize the climate change is an idea and as a 
phenomenon is shaped by many different human actors. The modes of interactions in museums with audiences, 
visitors, and publics allow museums to provide sensorial and affective experience through the agency of objects 
and immersive environments that facilitate the discussion of climate change (Cameron et al., 2012). 

3.2 Sustainable Development 

Over the years, concerns related to the environment have progressively escalated (Laroche et al., 2001). 
Sustainable development refers to a series of processes and practices, involving action, and focusing on the 
improvement of human life (WCED, 1987; Blewitt, 2008; UNSGHLPS, 2012). The analogies between 
sustainability and sustainable development advance towards an interrelationship understanding of a single 
system composed of human and environmental activities. Such understanding has a dual purpose: to satisfy 
human’s needs and to support life-sustaining systems (Lambin, 2005; Brinsmead & Hooker, 2011). Thus, 
sustainability encompasses systems and sustainable development looks towards human needs and their 
well-being. Human beings are not independent and isolated; they are part of a complex web of natural 
phenomena inserted in a single global system, which is regarded as a myriad of relationships and 
interdependencies (Moldan et al., 2012). 

Sustainable development is the key to achieve sustainability, which is considered the final long-term goal (Hove, 
2004). Sustainability consists of a goal or ultimate objective defined through scientific criteria, which measures 
and tracks the results generated by the use of sustainable development strategies. In order to achieve the 
sustainability of a given global system—to raise the level of sustainability quality—it is necessary to use the 
sustainable development process (Prugh & Assadourian, 2003; Sartori et al., 2014; Stiglitz et al., 2009). 

Sustainability originally was used to describe development and resource consumption that can meet human’s 
present needs while preserving the ability of the environment in sustaining people at present and in future. It 
involves considering environmental, economic, and social objectives when developing and implementing public 
policies and programs. It also involves considering the needs of the present as well as the needs of future 
generations. In other words, sustainable development rests on the harmony between the needs of stakeholders. 
Instead of being viewed as a destination, sustainable development is an ongoing process whereby behavior is 
adjusted in the social and economic development and improvement which emphasizes the qualitative 
improvement in people’s well-being. In other words, the concept suggests the community continues to improve 
the quality of life of its inhabitants (Brandon, 2011). This long-term planning objective of a social-environmental 
system in balance calls for cooperative functioning among government, institutions, community groups as well 
as individuals; and the concept is continuously building up from the bottom up through community initiatives. 
For a business to operate towards sustainability, it should start with the belief that we are part of a larger system 
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in business ecology and extends the willingness to examine the larger socio-economic system and how we 
impact it at the individual, community and organizational level, and eventually at the planetary level (Laing & 
Frost, 2010). Hence, green value propositions will include benefits to the physical environment of buildings and 
facilities, benefits to the community, and improvements to the global environment (Swarbrooke, 1999). It is 
beneficial to everyone for all businesses, all industry to make environmental sustainability as a management 
competency and an aspect of organizational excellence (Ahmad et al., 2013). In fact, creating a green culture 
requires reinforcing people’s positive behavior (Ahmad et al., 2013). 

3.3 Community Participation 

Along with the term community, it is said that public participation is considered the centerpiece of the 
democratic process (Green & Haines, 2008) which is very essential in community development. In other words, 
the development of a community requires the involvement and proactive participation of local community in 
identifying the strategies they wish to use to improve their quality of life (Green & Haines, 2008). In modern era, 
much of the policy depends on the knowledge and commitment of the people in approaching the objective of 
sustainable development. Since local community usually has much better knowledge about the assets and needs 
of the community, the development project which supported by the local community is more likely to be 
successful. In response to this, it is important to accomplish a high standard of education coupled with a 
willingness to make sacrifices at present in order to allow future generations to have choices in their own futures, 
equal to what we enjoy at present (Brandon, 2011). 

4. Methodology and Research Methods 

Research on green promotion efforts has traditionally employed various deductive processes, testing a plethora 
of hypotheses and pre-determined theories. Green promotion researchers have typically approached the problem 
from a positivist perspective, utilizing quantitative research techniques such as questionnaires as well as surveys, 
and processing data with the help of statistical data analysis tools. While mostly deductive in nature, like 
research tools tend to measure a set of predetermined hypotheses, searching for answers to the “what” questions 
and not allowing for any additional factors to enter the researcher’s process of reasoning (Yin, 1994). Visitors in 
the museums context have been shown to demonstrate a multitude of contributions and it is very likely that their 
attitudes, behaviors, perceptions and experiences of the green promotion ways are different. In order to gain a 
degree of emotional depth, which is not possible to achieve simply by calculating and analyzing quantitative data, 
a qualitative research approach has been chosen as a more appropriate research method. Qualitative research is 
considered to be “concerned with understanding things rather than with measuring them” (Gordon & Langmaid, 
1988, p. 2), whereby the “subjectivity and the authenticity of human experience” (Silverman, 2010, p. 138) 
allows the researcher to gain more insights into the deeper meanings, perceptions, feelings and attitudes of 
research subjects (Holloway et al., 2010; Veal, 2006). 

The setting for the present study was The Jockey Club Museum of Climate Change in Hong Kong with the aim 
of increasing environmental awareness for the community. The objectives of The Jockey Club Museum of 
Climate Change are showing the importance of community involvement, advocating environmentally friendly 
education and nurturing visitors’ moral obligation to engage in pro-environmental protection behavior. 

The Jockey Club Museum of Climate Change was selected in this study because it was the first climate change 
museum in Hong Kong. The sample group comprised 13 female and 12 male respondents, the ages between 
18–55. The education levels of interviewees were secondary (3), undergraduate (12) and postgraduate (10). Due 
to limited resources available to the researchers made it impracticable to collect data from the entire research 
population. It is important that the respondents interviewed represent various age, marital status, number of 
children and career. In the current investigation interviewing would be discontinued once ‘saturation’ was 
reached. At this point, no further insights would be forthcoming from the interviews (Myers, 2013). This 
approach is consistent with the view that sample size is not the dominant concern, in qualitative research, with 
greater importance attached to richness and depth of data. 

Data collection took place at the exit of the museum in late Oct 2018. The researchers undertook one-to-one 
semi-structured interviews on one to one basis which around 40–75 minutes, at a nearby restaurant. Researchers 
gave information about the reason of the study and written consent forms were given before interviewing. 
Questions were set to collect responses regarding each interviewee’s attitude, feelings, perceptions and 
pro-environmental protection behavior after visiting The Jockey Club Museum of Climate Change, exploring 
general themes proposed by the environmental behavior and personal moral obligation literature. Further 
questions and prompts were included to enquire their feelings, perceptions and attitudes after The Jockey Club 
Museum of Climate Change, in order to identify any specific circumstances which may have contributed to a 
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participant’s pro-environmental behavior and personal moral obligation to engage environmental protection. The 
interviews were digitally recorded and summaries were written up. Responses were analyzed using manual 
coding, scanning the recordings and flagging emergent themes and common views (Veal, 2006). Finally, the 
results were organized into similar conceptual areas based on prevalent themes. 

5. Findings and Discussion 

The success of environmental protection in Hong Kong hinges on community participation. The museum was 
opened in 2013 with the aim of increasing environmental awareness for the community. The vision of The 
Jockey Club Museum of Climate Change strives to become an educational venue, valued contributor to bring 
better changes in knowledge, attitudes and behavior related to climate change throughout Hong Kong and 
beyond. The mission to reach out to and inform more people in Hong Kong and all over the world about the 
current issues of climate change. Through a host of initiatives and projects, to encourage and enable all visitors 
from local and worldwide to participate in carbon-reducing action and living in green. 

Motivating the visitors to adopt green living is the key to success. Small steps and large collection can make a 
better world for all living creatures. Through sustainability by reducing emission of greenhouse gas, decease the 
wastage of products, facilitating recycling, etc. All the sincere efforts they showed how such efforts can make an 
influential impact to the world. It is critical to motivate community to take an active role in responding to 
environmentally friendly measures. According to Goldblatt (2011), he stated three core green strategies for green 
protection organization: (1) Innovation: creatively harnessing emerging measures and green modern technology 
for enhancing energy efficiency and environmentalism; (2) Conservation: cherish every use of natural resources 
and do the utmost to reduce wastage; and (3) Education: educating and encouraging ethical behavior toward 
energy and the environment while creating positive experiences. The Jockey Club Museum of Climate Change 
was opened to educate and promote ethical behavior toward energy and the environment while creating 
enjoyment and educative experiences through innovative exhibitions.  

The results of in-depth interviews revealed inspiring insights from visitors’ perspectives regarding the 
experiences and benefits of The Jockey Club Museum of Climate Change in Hong Kong which was derived the 
values, attitudes, feelings, intrinsic and extrinsic motivations from visitors through engaging various 
environmental protection actions to achieve the perceived outcome of sustainability and green globe. Based on 
the result, The Jockey Club Museum of Climate Change in Hong Kong was perceived by all of the study visitors 
as an insightful, educational, influential, informative, interactive and important museum. It inspired visitors to 
uphold positive environmental attitudes and engage in pro-environmental behavior in everyday of their lives. It 
raised environmental awareness, upheld moral obligation to engage in environmental protection, induced greater 
pro-environmental behavior. Based on the insights gained from museum visitors, lots of benefits are contributed 
by The Jockey Club Museum of Climate Change for nurturing moral obligation to engage in environmental 
protection, inducing determination to adopt green living. Eight positive outcomes which are refocusing on strive 
for a cleaner, healthier and more sustainable environment. 

5.1 Strive for a Cleaner and Sustainable Society 

Through reduced water, waste disposal and energy costs it is saving money for everyone. By practicing waste 
prevention, reusing products, recycling, and making environmentally conscious purchases, businesses can cut 
costs and increase profits. Cost savings includes lower waste disposal costs; lower waste treatment costs; lower 
energy costs; savings on materials and supplies; a reduction in regulatory compliance costs; lower storage costs; 
cost recovery through the sale of recyclable materials. Reinforcement of environmental protection measures by 
actual rewards. This further reinforces community’s motivation to play a part in recycling activities. Even the 
policy and planning work from local, regional, national and international governments is essential for combating 
climate change, individual participation is equally important. Effective and sustainable reduction of carbon 
emissions hinges on changing people’s attitude and habit to adopt a low-carbon lifestyle. Individuals living in 
daily life take critical role of actual participating in the daily environmental protection practices. The excerpts 
below show the environmental awareness has been increased after visiting the museum. “After visiting the 
museum, I have a calling to live a simple and green life. I will pay more focus on sustainable reduction of carbon 
emissions and to adopt a low-carbon lifestyle”. “Lots of environmental education information to help the people 
of Hong Kong to better understand the potentially devastating effects of climate change and to suggest 
innovative solutions”. “We appreciate the digital and lovely displays in museum to arouse the environmental 
awareness among visitors”. 
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5.2 Raise Awareness of the Balance of Environment and Development 

In The Jockey Club Museum of Climate Change is to advocate a sustainable world based on societies living in 
harmony with the world. Raise awareness and understanding of the link between environment and development. 
The excerpt below shows the awareness of the balance of environment and development. “After visiting The 
Jockey Club Museum of Climate Change, we concern not only the economic development, but we learnt to 
reduce, reuse, recycle and refocus green world, can yield important social and economic benefits, as well as 
minimize environmental risks”. 

5.3 Care and Concern about all Inhabitants 

All life on earth is connected to the ocean and land and all inhabitants. Climate change affects the whole global, 
from the mountains to the oceans. People and nature are suffered by water supplies shortage, and extreme 
weather conditions increasing in frequency and intensity, forests burning, and coral reefs dying. The museum 
can spread the knowledge to educate and inspire others. For a business to operate towards sustainability, it 
should start with the belief that we are part of a larger system—a business ecology—and extends the willingness 
to examine the larger socio-economic system and how we impact it at the individual, community and 
organizational level, and eventually at the planetary level (Laing & Frost, 2010). Motivating community to 
engage voluntarily in pro-environmental behavior is expected to contribute to environmental sustainability by 
reducing greenhouse gas emissions, reducing waste products, increasing recycling, and specifically climate 
change is perhaps the greatest challenge humanity has ever faced. It is very important and influential to educate 
the communities to engage in environmental protection measures daily to ensure sustainable development for 
future generations. The excerpt below illustrates the importance of sustainable development. “Those meaningful 
displays in The Jockey Club Museum of Climate Change in Hong Kong are meaningful. I believe those visitors 
will be inspired to take part to change the world into a better and greener place for human and all inhabitants!”. 
“I deeply admire The Jockey Club Museum of Climate Change, to do their utmost to educate people about green 
measures, encourage the community to engage in environmentally friendly measures and arouse the 
environmentally friendly awareness for next generation”. 

5.4 Adopting a Low-Carbon Lifestyle 

Some people pay more attention to their needs for convenience or comfort while they are living. Whereas, there 
are some people who are willing to change their buying behaviors in a more ecologically favorable and behave 
in an environmentally friendly fashion in their everyday lives, thus sacrificing convenience, accepting lower 
levels of performance in eco-friendly products, and even paying extra for the products (Kalafatis et al., 1999; 
Laroche et al., 2001; Manaktola & Jauhari, 2007). Community’s pro-environmental responsibility needs to be 
remembered for the enhancement of environmental sustainability of all facet of daily lives. To adopt a low 
carbon lifestyle together for making our better place to live. The excerpt below illustrates the creative ways of 
living low-carbon lifestyle. “Making better use of nature sunlight, ventilation, shading and scenery, etc. allow us 
to live comfortably as well as protecting the natural resources”. “Add more fruits, vegetables and grains to your 
diet. Limit red meat consumption. Buy fresh. Avoid frozen or extensively processed and packaged foods”. 

5.5 Reducing, Reusing and Recycling 

Solid waste comprises municipal solid waste (MSW), overall construction waste, and special waste. In 2016, the 
total quantity of solid waste disposed of at the strategic landfills was 5.61 million tonnes (Environmental 
Protection Department, 2016). Recycling of used paper, glass, food, plastics, electrical appliances, computers, 
rechargeable batteries, clothes and fluorescent lamps was engaged. The excerpts below illustrate the benefits of 
recycling and sharing for the needy. 

“After knowing the danger of climate change, I will put used paper, glass, food, plastics, electrical appliances, 
computers, rechargeable batteries, clothes and fluorescent lamps for the needy. One of the best things about 
recycling is that it helps lower costs to society to handle rubbish. We should recycle materials and protect the 
environment to benefit people.” 

5.6 Use Electricity Wisely 

Unlike waste, which provides a visual cue of its impact on the environment, energy is much harder to quantify 
and is often taken for granted and treated as an unavoidable cost (Yu et al., 2012). As buildings account for about 
90% of electricity consumption in Hong Kong, there is great potential to improve energy efficiency and reduce 
our greenhouse gas emissions by promoting energy efficiency in buildings. The museum was held in the outdoor 
area, only sunlight is used. No air-con and fan were used. The excerpts below illustrate the example of using 
electricity wisely in hot weather. “Use fan first when I feel hot as it consumes ten times less electricity then 



ijms.ccsenet.org International Journal of Marketing Studies Vol. 11, No. 2; 2019 

60 

air-conditioner. Adjust the air-conditioner temperature to 26°C and use a fan for improving ventilation can save 
electricity then using air-conditioner alone with low temperature”. “I will ensure a good indoor ventilation by 
opening as much windows as possible can lower the indoor temperature which help to reduce the reliability on 
air-conditioning”. 

5.7 Ocean Creatures Protection 

Exhibit boards and booths to educate community to be aware of the protection of the oceans. As plastic is now 
found everywhere in the ocean, from its surface, to its greatest depths and it is serious affecting marine life. The 
excerpts below illustrate the significance of protecting all the ocean creatures. “I feel angry that human have 
treated the ocean as both landfill and bottomless provider. Its creatures are harvested to the point of extinction, 
and pollution, trash and oil spills are thoughtlessly dumped back. Over 80% of the earth’s creatures live in the 
oceans. Through the exhibition board display, I learnt that the oceans are the source of all life on earth that they 
provide 50% of the oxygen we breathe, regulate our climate and our rainfall. It reminded me to take 
responsibility to protect our oceans and all the ocean creatures.” “We should bear in mind that oceans which 
provide seafood, transport and recreational opportunities for human. We should use all those resources in 
responsible manner and minimize the negative impacts to ocean creatures”. “Plastics that end up as ocean 
debris contribute to habitat destruction and entangle and kill tens of thousands of marine animals each year. 
Certain products contribute to the harming of fragile coral reefs and marine populations”. “I will make safe, 
sustainable seafood choices for every meal. As you know, global fish populations are rapidly being depleted due 
to demand, loss of habitat and unsustainable fishing practices. When shopping or dining out, I will select the 
seafood that is both healthful and sustainable instead of buying overexploited species”. “I bring my reusable 
water bottle, store food in non-disposable containers, bring my own reusable bag when shopping, and recycle 
whenever possible so as to reduce plastics waste”. 

5.8 Use Eco-Friendly Products 

In fact, the consumption of disposable plastics in everyday is causing major problems globally. All companies 
and households can pay effort to decrease plastic use and stop disposable consumption. At least bring own 
shopping bags and use our own refillable cups and bottles, it is the little changes that count. In addition, we need 
to buy the eco-friendly products and refuse to purchase ozone depleting chemicals. The excerpts below illustrate 
the example of using eco-friendly products. “I purchase air-conditioners that without containing HCFCs or 
CFCs as refrigerants; check my air-conditioners and fridge appliances to reduce refrigerant leaks”. “I trust the 
most effective way to protect the ozone layer is not to buy those products that have ozone depleting elements”. 

6. Conclusions and Recommendations 

This study aimed to investigate how to promote green living by The Jockey Club Museum of Climate Change in 
Hong Kong. The efforts to combat climate change touch on every part of our lives and should be the 
responsibilities of all communities, all business sectors, all organizations and governments. It is important for us 
to combat climate change, because it will help to safeguard our future. The issue of climate change can only be 
sufficiently addressed with wide participation from the governments, different sectors of the community, 
museums, organizations and individuals. The researchers were delighted to learn that The Jockey Club Museum 
of Climate Change in Hong Kong was perceived by all of the study visitors as influential, informative, and 
interactive, which raised environmental awareness and promote green living. The results of this study appear to 
suggest that all the communities, business sectors, organizations and governments should uphold moral 
obligation to engage in environmental protection and inducing greater pro-environmental behavior for 
sustainable development. To achieve this, the community must contribute by implementing environmentally 
friendly measures sincerely and seriously such as refocusing on green education, reducing, reusing and recycling, 
reinforcing of pro-environmental behavior, respecting ocean creatures protection, refusing to buy ozone 
depleting chemicals products, responding for sustainable development, rekindling on low-carbon lifestyle and 
reducing electricity use. 

6.1 Managerial Implications  

The findings of this study have significant implications for environmental protection organizations and museums. 
Based on the results of this research, the following are suggestions to promote green living for general public. 
Recommendations to The Jockey Club Museum of Climate Change 

• Launch different kinds of meaningful green promotion talks and theme to attract more local and overseas 
visitors.  

• Promote by variety of traditional and social media promotion channels. 
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Recommendations to Hong Kong SAR Government 

• Government must review and plan the recycling industry. Shipping out our waste to Mainland China is not 
a good way for long term perspective. 

• Subsidy the recycling industry to develop a greater capacity for processing waste recyclables into usable 
products. 

• Support and subsidy manufacturing capacity for recycled products. 

• Government should fully support the recycling industry by subsidizing recycling operations and education 
on resource recovery and sustainable consumption. 

• The Government encourage the public to support local green industry through green procurement. 

• To facilitate green business and technology transfer between countries.  

• Increase investments to support the business development of clean energy, air quality, transportation 

• To direct investment towards ecological infrastructure and renewable energy. 

7. Limitations 

Like all research, this study has a number of limitations which the authors attribute to the relative weakness of 
interviews to present valid, reliable and trustworthy empirical evidence. Since this study has adopted a 
qualitative approach, sample size is not a significant issue, despite the small sampling size of interviewees. The 
focus has been on generating insights on the benefits of The Jockey Club Museum of Climate Change in Hong 
Kong. The research findings should not to be generalized to the population at large since this was never the 
intention of the researcher. As this study has employed in-depth interviews as the main mode of data collection, 
the efficiency and effectiveness of this study will depend to some degree on the researcher’s ability to assist 
participants to derive their thoughts, feelings and experiences in their perception of the benefits after visiting The 
Jockey Club Museum of Climate Change in Hong Kong. The findings are based on the interviewee’s views 
about how the museum promoted green living. Consequently, it is recognized that the results of this study 
present a snapshot of thoughts and feelings amongst a specific group of visitors at The Jockey Club Museum of 
Climate Change in Hong Kong at that specific time. Although the authors make no claims for the generalization 
of the results, this study has focused on the benefits generated by The Jockey Club Museum of Climate Change 
in Hong Kong. The findings are useful for all the environmental concerned parties to raise environmental 
awareness and promote green living for visitors to combat climate change. Hoping all the people in this planet 
are determinate to combat the climate change by living green in everyday of their lives.  
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