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Nature protection is one of the most crucial problems today. During all the 
period of humankind existence there was a contradiction between human needs 
and environment capabilities. A human is an essential part of the nature; he 
lives and develops by the laws of the nature. At the same time, a human is a 
sensible social creature, but his injudicious and selfish actions are often a rea-
son of ecological crisis. 

Currently, due to the abundant troubles in natural ecosystems caused by human 
influence, the problem of ecological world view formation among the youth is real-
ly immediate. Ecological world view is a system of knowledge about environment, 
which consists of two components: natural and man-made ones. Human health and 
his lifespan depends on the condition of the ecosystem. Surely, any environmental 
changes based on natural resources consumption and pollution affect people. 

 Environmental advertising plays a special part in ecological world view for-
mation. At first, the concept of environmental advertising was mentioned in 1906. 
‘American civil association’ organized a company in support of Niagara Falls due 
to the harm of generating company. 

The goal of environmental advertising is to change public attitude to any eco-
logical problem and to make new values. It affects people on emotional level most-
ly and appears during advertisement processing – emotions, thoughts, different 
decisions detect people’s behavior. 

In order to show environmental damage, severe and shocking materials are 
sometimes used in advertising. It is potentially possible to form a proper ecological 
world view using a principal of naturalism. 

Advertisement is a powerful tool to form public opinion as it contributes to na-
ture protection, reconstruction of humanistic relationships between human and na-
ture, development of new economic contacts and building of civil society. 
Environmental advertising has a great potential for development. 
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