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Abstract: 

This study aims to analyze the impact of Facebook advertisements on increasing 
environmental awareness among followers of pages focused on environmental issues, identify the 
most important websites and social media platforms in advertising and promotion, and understand 
the importance of environmental awareness and its dimensions. We used a questionnaire to achieve 
the study’s objectives and selected a random sample of 32 individuals. We distributed the 
questionnaire manually and analyzed it using SPSS 21 and various statistical tools to test the 
proposed hypotheses.  

The results showed that Facebook advertisements effectively promote and increase 
environmental awareness among individuals, especially when presented on pages specializing in 
environmental issues, confirming the vital role of digital marketing in addressing ecological issues. 
Keywords: Electronic advertising, Facebook advertising, environmental awareness 
JEL Classification: M31. 
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