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Abstract : The growing consensus among scientists and world leaders indicates that immediate action should be considered
regarding the climate change phenomenon. However, climate change is no more a global issue but a personal one. Thus,
individual participation is necessary to address such a significant issue. Studies show that individuals who perceive climate
change as a personal issue are more likely to act toward it. This abstract presents augmented reality (A.R.) technology in the
social media platform Facebook video advertising. The idea involves creating a video advertisement that enables users to
interact with the video by navigating its features and experiencing the result uniquely and engagingly. This advertisement uses
A.R. to bring changes, such as people making changes in real-life scenarios by simple clicks on the video and hearing an instant
rewarding fact about their choices. The video shows three options: room, lawn, and driveway. Users select one option and
engage in interaction based on while holding the camera in their personal spaces: Suppose users select the first option, room,
and hold their camera toward spots such as by the windows, balcony, corners, and even walls. In that case, the A.R. offers
users different plants appropriate for those unoccupied spaces in the room. Users can change the options of the plants and see
which space at their house deserves a plant that makes it more natural. When a user adds a natural element to the video, the
video content explains a piece of beneficiary information about how the user contributes to the world more to be livable and
why it is necessary. With the help of A.R., if users select the second option, lawn, and hold their camera toward their lawn, the
options are various small trees for their lawn to make it more environmentally friendly and decorative. The video plays a
beneficiary explanation here too. Suppose users select the third option, driveway, and hold their camera toward their driveway.
In that case, the A.R. video option offers unique recycle bin designs using A.I. measurement of spaces. The video plays audio
information on anthropogenic contribution to greenhouse gas emission. IoT embeds tracking code in the video ad on Facebook,
which stores the exact number of views in the cloud for data analysis. An online survey at the end collects short qualitative
answers. This study helps understand the number of users involved and willing to change their behavior; It makes personalized
advertising in social media. Considering the current state of climate change, the urgency for action is increasing. This ad
increases the chance to make direct connections with individuals and gives a sense of personal responsibility for climate
change to act
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