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Cultural Ecosystem Services Payment for Ecosystem Service (PES) Methodology

PES encourage the maintenance of natural
ecosystems  through  environmentally friendly
ke practices that avoid damage for other users of the
natural resources which aim to improves rural areas
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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.
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WORK IN PROGRESS U Designed follow-up survey for varied PES locations and roles.
U Included questions on stakeholders' expectations and needs, integrating
social media indicators.
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