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Pro-fossil fuel Facebook ads viewed at least 431 million times in one year
Oil & gas sector spent $9.6 million on 25,174 ads in the United States
The oil and gas sector's Facebook ads designed to prolong the use of fossil fuels were viewed at least 431
million times during 2020, a new analysis by InfluenceMap shows.
The research focused on ads which ran on Facebook's United States platform from 25 oil and gas
organizations or their advocacy groups, including from the American Petroleum Institute (API),
ExxonMobil, Phillips 66, Texas Oil and Gas Association and OneAlaska.
It found 25,174 ads which included messages designed to help lock in a future for oil and gas. The amount
spent on these ads was $9.6 million.
The analysis categorized the sector’s highly sophisticated messaging playbook into four major themes: (1)
The oil gas industry is part of the climate solution, (2) the pragmatic benefits of oil and gas, (3) the oil and
gas industry supports local communities and the economy, and (4) the oil and gas sector is important
patriotically for US energy independence.
InfluenceMap's research shows:
•

Of the 25,174 ads analyzed, 48% included the narrative that the fossil fuel sector was 'part of the
solution' to the climate crisis. The 12,140 ads in this category were viewed 122 million times, with
younger users (25-34 years-old) more likely to be in the target audience.

•

Within this category were ads promoting the notion of gas as a 'clean/green/low carbon' energy
source, despite the IPCC warning that methane has a greenhouse warming effect up to 87 times
greater than carbon dioxide over a 20 year period . The largest distributor of these ads was the
American Petroleum Institute, which counts ExxonMobil, Chevron, BP, Shell, and others among its
members.

•

$4.4 million was spent highlighting oil and gas as being part of a 'pragmatic energy mix'. The ads in
this category were viewed 174 million times, with the audience skewed towards older age groups
and men.

•

The biggest spender was ExxonMobil ($5.04 million) following by the API ($2.97 million) and
OneAlaska ($330,000).

•

The top states by ad impressions were Texas (54 million), followed by Alaska (34 million), and
California (27 million).

•

Tracking of when these ads were deployed shows a significant spike just after Joe Biden announced
his $2 trillion climate plan during the election campaign. This momentum was sustained until the
US election in November.

The true number of pro-fossil fuel ads - and therefore the reach of these messages - is likely to be
significantly higher given this research focused on just 25 organizations and their ads on Facebook’s United
States platform.
Both the IPCC and the International Energy Agency (IEA) have warned that in order to limit global warming
to 1.5C, there needs to be a dramatic shift away from fossil fuels. Accordingly, ads aimed at extending the
use of oil and gas are misaligned with the science.
InfluenceMap Program Manager Faye Holder said: "This research reveals the latest iteration of the oil and
gas industry's playbook on climate change.
"Rather than outright climate change denial, the industry is deploying more nuanced messaging including
the idea that it is part of the solution to the climate crisis.
"Big oil and gas industry players are using Facebook to try to prolong the use of fossil fuels, which is
contrary to what scientists say is needed to combat climate change."
Part of the research also focused on Facebook's role in allowing its platform to be used to promote the
continued use of fossil fuels.
The social media company has provided the sector with an unprecedented tool to target its messaging
playbook at strategically important demographics at politically important moments.
Even though Facebook has publicly declared its support for climate action, it continues to take millions
from the oil and gas sector to promote its pro-fossil fuel messages.

This revenue stream is likely to be much more significant than this research can quantify, given the
evidence that Facebook is not consistently applying its own advertising policies.
Ads are only stored in Facebook's ad library - and therefore available for analysis - if they are classified as
‘social issue, election or political’. This research identifies several examples where ads are not properly
tagged.
InfluenceMap provided Facebook with an advance copy of the report’s findings. In its response, Facebook
said it had taken action against the administrators of some of the pages belonging to the entities identified
in the report.
ClimateVoice Founder & former Director of Sustainability at Facebook, Bill Weihl, said: "Despite
Facebook's public support for climate action, it continues to allow its platform to be used to spread fossil
fuel propaganda.
"Not only is Facebook inadequately enforcing its existing advertising policies, it's clear that these policies
are not keeping pace with the critical need for urgent climate action.
"If Facebook is serious about its climate commitments, it needs to rethink whether it's willing to keep
taking the money of fossil fuel companies."
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