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Abstract  
     This study aims to research the role of awareness through social media in promoting 

responsible consumption among consumers. In order to collect the necessary data, a questionnaire was 

prepared that includes a set of questions addressing the research problem and hypotheses. A sample of 

150 consumers of various goods an services was surveyed. To analyse the data and extract the result, 

the Spss program and a set of statistical methods were used. 

      The study concluded with a set of result, the most important is the existence of a high level of 

consumer interest in awareness campains through social media, the existence a tendency of consumers 

to adopt responsible consumption, and finally there is a satistically significant relationship between 

awareness campains via social media and the development of responsible consumption among 

consumers. 
Keywords: Awareness campaigns, social media, consumption, responsible consumption. 
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