
Step 1
❑ Conducted literature search using PubMed, 

Scopus, and Google Scholar, and Rayyan.
❑ Reviewed 348 articles for key social media 

indicators.
❑ Selected 83 articles focusing on green 

marketing, ecosystem services, and social 
media.
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Methodology

Your paragraph text

Finding how social media can facilitate the initiation
of PES programs in Europe by addressing key barriers
caused by communication like lack of market
awareness, lack of participation and mistrust.
Focusing on local to regional social media influencers
(L-RSMI) to promote PES concepts, local markets, and
community engagement within the different
stakeholders 'group.

Cultural Ecosystem Services Payment for Ecosystem Service (PES)

Research Questions?Objective
Literature Review

RQ1- If the use of LSM  platforms by local communities with the informational PES contents provided by LSMIs will positively affect the online/offline participation rate of potential PES programs in certain regions

RQ2- If the use of LSM  platforms by local communities with the informational PES contents provided by LSMIs will improve the trust issue among the possible buyers and sellers of PES programs in certain regions

RQ3- If the use of LSM  platforms by local communities with the informational PES contents provided by LSMIs will increase the numbers of  PES pilots in certain regions 

General Survey Design and Distribution

Analysis of General Survey Results

Step 2
❑ Designed a general survey for the

stakeholders of PES or PES-like programs.
❑ Distributed to 43 participants from Austria, 

Spain, and France online and offline.
❑ Collected responses to on social media 

usage general perspective

Step 3

❑ Analyzed survey results to identify
stakeholders' perceptions and expectations
regarding social media use.

❑ Extracted insights for a specific follow-up 
survey design.
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Conclusion

Result
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Subscribed

Specific Survey Design
Step 4
❑ Designed follow-up survey for varied PES locations and roles.
❑ Included questions on stakeholders' expectations and needs, integrating 

social media indicators.

Subscribe to find more

Cultural ecosystem 
services (CES) refer to 
the nonmaterial 
benefits people obtain 
from ecosystems, 
which have direct 
influence on quality of 
life (Cheng et al, 
2019)

Why Cultural Ecosystem services?

(MA, 2005)

PES encourage the maintenance of natural
ecosystems through environmentally friendly
practices that avoid damage for other users of the
natural resources which aim to improves rural areas
and rural lifestyles (Wunder in 2005; Lipper & Neves,
2011)
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Principle Actor Groups in Payments for Ecosystem Services 
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1. How does marketing of social media influencers
affect the consumer behavior in the context of
Cultural environmental services and which
aspects are relevant?

2. How does social media marketing influence the
behavior of the providers in the context of the
provision of cultural ecosystem services?

Key Challenges 
(Nazari, 2021)

Step 1

Step 2

Step 3
How to Ensure Ecosystem Services Flourish with PES and Technology?

Innovative Solutions for the Contemporary Challenges - channel for future

• The study highlights YouTube as the preferred platform for news, browsing, and learning, with
LinkedIn being favoured for content posting. Short videos are popular for content consumption.

• Women aged 25-40 as majority acknowledge social media's impact on PES mostly on cultural
ecosystem services but question influencer reliability. Conversely, men aged 40-60 as majority
prefer traditional intermediaries and distrust influencers.

• These findings emphasize the need for targeted communication strategies in PES efforts, tailoring
content and platforms can effectively engage audiences and promote PES marketing, particularly
among young female demographics.
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