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Abstract:

National initiatives can be associated with advertising in its various forms to enhance the idea
and goal of the initiative and deliver the societal message through a purely complementary
relationship, and national initiatives through successful advertising can accelerate the pace of
participation, volunteer work and a sense of responsibility among members of society who
participate in those initiatives, which are often associated with attractive advertising campaigns,
as there are other benefits that confirm The relationship between national initiatives and
advertising, including strengthening community ties, sustainable environmental and social
projects, and also focusing on citizenship through active participation, and the more societal
and environmental issues, the greater the need to provide innovative national initiatives to solve
issues related to society, the relationship between initiatives and advertisements is of paramount
importance, as the intersection between state initiatives and advertising in general and
interactive advertisements in particular and community and environmental development
Necessary to serve the issues of the state, national initiatives must have the ability to promote
environmental and community development, as they provide specific programs, policies and
incentives such as the health sector, education and improving the standard of living, and the
initiatives provide support and opportunities for local communities to address pressing
environmental and social challenges, through targeted programs, policies and incentives, and
thus The strategic use of advertisements leads to a significant increase in the impact of certain
programs (such as health and standard of living initiatives) and their reach to the recipient, as
interactive advertising plays a vital role in enhancing the interaction and understanding of the
target audience of messages related to national initiatives, and thus enhances the effective ness
and impact of these initiatives. The interactive announcement can also direct media efforts
towards highlighting the successes and gains achieved thanks to national initiatives,
contributing to enhancing positive impact and effectively spreading awareness. Hence, the
objectives of the state program can be achieved through interactive advertising campaigns that
promote community participation, raise awareness, and promote sustainable behavioral
changes. This research aims to study the relationship between national initiatives and interactive
advertising and to clarify its role in community service with an applied study on the graduation
project of the fourth year of the advertising department. The research found that by integrating
creative advertising messages, creative media channels into design education, and data-driven
targeting, you can effectively build marketable government initiatives that focus on the

environment and society through a combination of effective advertising methods.
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