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Abstract : Ocean inhibits one of the most complex ecosystems on the planet that regulates the earth's climate and weather by
providing us with compatible weather to live. Ocean provides food by extending various ways of lifestyles that are dependent
on it, transportation by accommodating the world's biggest carriers, recreation by offering its beauty in many moods, and home
to countless species. At the essence of receiving various forms of entertainment, consumers choose to be close to the ocean
while performing many fun activities. Which, at some point, upsets the stomach of the ocean by threatening marine life and the
environment. Consumers throw the waste into the ocean after using it. Most of them are plastics that float over the ocean and
turn into thousands of micro pieces that are hard to observe with the naked eye but easily eaten by the sea species. Eventually,
that conflicts with the natural consumption process of any living species, making them sick. This information is not known by
most consumers who go to the sea or seashores occasionally to spend time, nor is it widely discussed, which creates an
information gap among consumers. However, advertising is a powerful tool to educate people about ocean pollution. This
abstract analyzes three major ocean-saving advertisement campaigns that use innovative and advanced technology to get
maximum exposure. The study collects data from the selected campaigns' websites and retrieves all available content related to
messages, videos, and images. First, the SeaLegacy campaign uses stunning images to create awareness among the people;
they use social media content, videos, and other educational content. They create content and strategies to build an emotional
connection among the consumers that encourage them to move on an action. All the messages in their campaign empower
consumers  by  using  powerful  words.  Second,  Ocean  Conservancy  Campaign  uses  social  media  marketing,  events,  and
educational content to protect the ocean from various pollutants, including plastics, climate change, and overfishing. They use
powerful images and videos of marine life. Their mission is to create evidence-based solutions toward a healthy ocean. Their
message includes the message regarding the local communities along with the sea species. Third, ocean clean-up is a campaign
that applies strategies using innovative technologies to remove plastic waste from the ocean. They use social media, digital,
and email marketing to reach people and raise awareness. They also use images and videos to evoke an emotional response to
take action. These tree advertisements use realistic images, powerful words, and the presence of living species in the imagery
presentation, which are eye-catching and can grow emotional connection among the consumers. Identifying the effectiveness of
the messages these advertisements carry and their strategies highlights the knowledge gap of mass people between real
pollution and its consequences, making the message more accessible to the mass of people. This study aims to provide insights
into  the  effectiveness  of  ocean-saving  advertisement  campaigns  and  their  impact  on  the  public's  awareness  of  ocean
conservation. The findings from this study help shape future campaigns.
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