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ABSTRACT 

This study explores the effectiveness of social media campaigns on climate education through in-depth 

interviews with participants. The research aims to understand how campaigns like #FridaysForFuture 

affect public awareness and engagement with climate issues. The interviews reveal that while these social 

media initiatives have notably increased participants' awareness of climate change, there is a lack of 

concrete evidence showing significant changes in behavior or attitudes towards climate action. 

Participants acknowledged the enhanced accessibility of climate information due to social media 

campaigns but pointed out that this increased awareness has not necessarily translated into more 

substantial or effective climate-related actions. The study highlights the challenge of linking heightened 

awareness with concrete behavioral changes, suggesting that while campaigns are successful in spreading 

information, they may fall short in driving actionable outcomes. 

The findings offer significant insights into the effectiveness of social media campaigns in climate 

education. The study calls for further qualitative research to better understand how these campaigns can 

be improved to bridge the gap between awareness and action, ensuring that public engagement with 

climate issues leads to meaningful environmental impacts. 
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CHAPTER ONE 

GENERAL INTRODUCTION 

1.0. Introduction 

This chapter introduces the study, which assesses the effectiveness of social media campaigns in 

improving public perception and engagement concerning climate change. Climate change is one of the 

most pressing global challenges of the 21st century, influencing various aspects of life, including health, 

agriculture, and economic stability. In response, social media has emerged as a powerful tool for raising 

awareness and driving engagement on climate change issues. 

 

1.1 Background of the Study 

The growing threat of climate change has led to the development of various communication strategies 

aimed at raising awareness and encouraging public engagement. Social media platforms like Facebook, 

Twitter, and Instagram have become essential tools in disseminating information and mobilizing 

communities around climate action (Carpenter & Tarvin, 2021). Unlike traditional media, which often 

delivers information in a one-way format, social media allows for interactive discussions, enabling users 

to engage directly with experts and peers. This interactivity fosters a sense of community and shared 

responsibility, which is crucial in addressing a global issue like climate change (O'Neill & Boykoff, 

2020). 

The widespread use of social media presents a unique opportunity to enhance public understanding and 

participation in climate change mitigation efforts. According to Carpenter and Tarvin (2021), social 

media campaigns can shape public perception by providing real-time updates and creating a sense of 

urgency around climate action. Smith and Anderson (2018) emphasize that social media’s ability to reach 

diverse and global audiences makes it a powerful tool for promoting climate literacy and encouraging 

sustainable behaviors. The personalized nature of social media also allows users to connect with content 
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that resonates with their values, making them more likely to engage deeply with climate change issues 

(Smith & Anderson, 2018). 

Despite the potential of social media to influence climate change perceptions, there is limited empirical 

research on its effectiveness, particularly in regions like sub-Saharan Africa, where climate change 

impacts are severe (O'Neill & Boykoff, 2020). This study seeks to fill this gap by examining how social 

media campaigns contribute to improving climate change perceptions and engagement in a selected 

community. By exploring the nuances of social media’s influence in this context, the study aims to 

provide valuable insights that can inform more effective climate communication strategies in the future 

(Carpenter & Tarvin, 2021). 

 

1.2 Problem Statement 

While social media platforms are increasingly leveraged to promote climate change awareness, the actual 

impact of these efforts on public perception and engagement remains under-explored. Despite the 

widespread use of social media to disseminate climate-related information, there is a significant gap in 

understanding how these campaigns influence public attitudes and behaviors. Research has shown that 

although social media is effective in spreading information quickly and broadly, it does not necessarily 

translate into a deeper understanding of complex issues like climate change (O’Neill & Boykoff, 2020). 

This gap in understanding underscores the need for a more nuanced exploration of how social media 

campaigns can move beyond mere information dissemination to actively shape public perceptions. 

There is a growing concern that, despite the abundance of climate change information available online, 

public understanding of the issue remains limited, and engagement levels are often inadequate. Many 

users may encounter climate change content on social media but fail to engage with it meaningfully or 

apply it to their daily lives. This phenomenon has been described as "slacktivism," where users may 

appear to support a cause online but do not take significant offline actions (Schumann & Klein, 2015). 
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The disconnect between the vast amount of climate-related content available and the actual level of 

public engagement raises critical questions about the effectiveness of social media campaigns. 

Specifically, it challenges the assumption that increased exposure to information will naturally lead to 

greater understanding and engagement. 

This disconnects between information dissemination and public engagement raises important questions 

about the role of social media in fostering a deeper understanding of climate change and motivating 

actionable responses. While social media campaigns have the potential to reach large audiences, their 

effectiveness in driving substantial behavioral change remains questionable (Moser, 2016). Therefore, 

this study aims to assess the extent to which social media campaigns can enhance public perception and 

engagement regarding climate change. By critically examining the effectiveness of these campaigns, the 

study seeks to provide insights into how social media can be more strategically used to not only raise 

awareness but also inspire meaningful action in response to climate change. 

 

1.3 General Objective 

The general objective of this study is to assess the effectiveness of social media campaigns in improving 

public perception and engagement concerning climate change. 

 

1.4 Specific Objectives 

The specific objectives of this study are to: 

Examine the influence of social media campaigns on the public’s understanding of climate change. 

Assess the level of public engagement in climate change issues as a result of social media campaigns. 

Identify the challenges and limitations associated with using social media campaigns to promote climate 

change awareness. 
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1.5 Research Questions 

The study will be guided by the following research questions: 

How do social media campaigns influence public understanding of climate change? 

What is the level of public engagement in climate change issues as a result of social media campaigns? 

What are the challenges and limitations of using social media campaigns to promote climate change 

awareness? 

 

1.6 Scope of the study 

This study will focus on a selected community in Accra, Ghana, aiming to understand how social media 

campaigns have influenced their perception and engagement with climate change issues. The community 

will be chosen based on criteria such as exposure to climate risks, social media usage, and the presence 

of climate-related content. By concentrating on this specific community, the study seeks to explore how 

social media influences public attitudes in a localized context, considering the social, cultural, and 

environmental factors unique to the area. 

Covering the period from 2024 to 2025, the study will analyze data from various social media platforms, 

including Facebook, Twitter, and Instagram. The research will focus on assessing public understanding 

of climate change, engagement with climate-related content, and the challenges social media campaigns 

face in this context. Public understanding will be evaluated based on the community's grasp of climate 

change causes and impacts, while engagement will be measured by participation in online activities and 

offline actions. Additionally, the study will investigate obstacles like misinformation or cultural barriers 

that may limit the effectiveness of social media in promoting climate change awareness and action. 
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1.7 Significance of the study 

This study holds significant value as it adds to the expanding body of literature on climate change 

communication, particularly in the realm of social media. As digital platforms become increasingly 

central to public discourse, understanding how they can be harnessed to effectively communicate 

complex issues like climate change is crucial. By focusing on social media, this study addresses a 

contemporary and dynamic aspect of communication that has not been fully explored in existing 

research. The insights gained from this study will not only enhance academic understanding but also 

bridge the gap between theory and practice in climate change communication. 

By assessing the effectiveness of social media campaigns, the study offers practical insights for a range 

of stakeholders, including policymakers, environmental organizations, and social media managers. 

Policymakers can use the findings to shape regulations and support initiatives that maximize the reach 

and impact of climate-related content on social media. Environmental organizations can apply the study's 

insights to design campaigns that resonate more deeply with their target audiences, fostering a stronger 

connection between online engagement and real-world action. Social media managers, on the other hand, 

can use the findings to refine their strategies, ensuring that their campaigns are not only informative but 

also compelling and actionable. 

Furthermore, the study's findings could play a critical role in shaping future social media campaigns 

aimed at improving public perception and engagement with climate change. By identifying the elements 

that make certain campaigns more successful than others, the study can guide the development of more 

effective communication strategies that encourage sustained public interest and action. This, in turn, 

contributes to broader climate action efforts by empowering individuals and communities to make 

informed decisions and take meaningful steps toward mitigating the impacts of climate change. Through 

its contributions to both academic research and practical application, this study has the potential to drive 

more effective and impactful climate change communication in the digital age. 
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1.8 Organization of the study 

The study is organized into five chapters to ensure a comprehensive exploration of the research topic. 

Chapter One lays the foundation by presenting the introduction, background, problem statement, research 

objectives, and questions, along with defining the scope and significance of the study. This chapter also 

outlines the structure and organization of the study, providing a roadmap for readers to understand the 

overall approach and focus. It sets the stage for the subsequent chapters by establishing the context and 

rationale for the research. 

Chapter Two delves into a thorough review of relevant literature on climate change communication and 

social media campaigns. This literature review synthesizes existing research, theories, and findings to 

provide a robust theoretical framework for the study.  

Chapter Three details the research methodology, outlining the design, sampling techniques, data 

collection methods, and procedures for data analysis. This chapter ensures transparency and replicability 

in the research process.  

Chapter Four presents the findings and analyzes the data collected, offering insights into the effectiveness 

of social media campaigns.  

Finally, Chapter Five discusses these findings, draws conclusions based on the analysis, and provides 

recommendations for future research and practical applications. This structured approach ensures that 

the study is both methodologically sound and contextually relevant, contributing valuable knowledge to 

the field of climate change communication. 
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CHAPTER TWO 

LITERATURE REVIEW AND THEORETICAL FOUNDATION 

2.0 Introduction 

This chapter examines how social media influences public perception and engagement with climate 

change, grounded in Agenda-Setting and Social Cognitive Theories. It reviews relevant literature on 

climate change communication, the impact of social media, and the challenges of online mobilization. 

The chapter concludes by synthesizing these insights into a conceptual framework and defining key terms 

for the study 

 

2.1 Theoretical Framework 

2.1.1 Agenda-Setting Theory 

Agenda-Setting Theory, developed by McCombs and Shaw (1972), asserts that the media plays a critical 

role in shaping public perception by determining which issues are prioritized in public discourse. This 

theory has been widely applied to understand how traditional media, and more recently, social media, 

influence what people think about and how they perceive the importance of various issues (McCombs, 

2005; McCombs & Valenzuela, 2020). In the context of climate change communication, Agenda-Setting 

Theory suggests that social media can elevate climate change as a key issue by highlighting it in user-

generated content, news articles, and campaign messages (Boykoff, 2008; Funk & Kennedy, 2019). 

Social media platforms, through algorithms that prioritize trending topics and user engagement, can 

amplify climate change messages, making the issue more salient to the public (Groshek & Han, 2020; 

Scheufele & Tewksbury, 2007). 

Research has shown that social media platforms like Twitter and Facebook can significantly influence 

the public agenda by bringing attention to climate change, particularly during critical events such as 

climate strikes or international summits (Williams, McMurray, & Roberts, 2017; Zeng, Chan, & Fu, 
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2017). For instance, the use of hashtags such as #ClimateChange or #FridaysForFuture has been 

instrumental in driving public attention to climate issues, illustrating the power of social media to set the 

agenda (Poell & van Dijck, 2016; Schaffer, 2021). Moreover, studies have found that the visual nature 

of platforms like Instagram can enhance the agenda-setting effect by making climate-related content 

more engaging and memorable (Highfield & Leaver, 2016; Russmann & Svensson, 2017). 

 

2.1.2 Social Cognitive Theory 

Social Cognitive Theory, introduced by Albert Bandura (1986), emphasizes the role of observational 

learning, imitation, and modeling in shaping behavior. This theory posits that individuals learn and adopt 

behaviors by observing others, particularly those they consider role models or credible sources (Bandura, 

2001; Pajares, 2002). In the digital age, social media has become a powerful platform for observational 

learning, where users can observe and imitate the behaviors of influencers, activists, and peers (Chen & 

Yang, 2019; Litt, 2012). Social Cognitive Theory is particularly relevant to climate change 

communication, as it suggests that exposure to climate-friendly behaviors on social media can encourage 

individuals to adopt similar practices (Collins, Shiffman, & Rock, 2016; van Zomeren, 2013). 

Studies have demonstrated that social media campaigns that feature role models engaging in sustainable 

practices can effectively influence audience behavior (Aksoy et al., 2020; Vesely & Klöckner, 2020). 

For example, campaigns that showcase influencers or celebrities adopting eco-friendly habits, such as 

reducing plastic use or promoting renewable energy, can inspire their followers to do the same (Korda 

& Itani, 2013; Muralidharan, Dillistone, & Shin, 2011). The interactive nature of social media also allows 

for direct engagement between users and campaign creators, further enhancing the potential for social 

learning (Carr & Hayes, 2015; Meng, Stavrositu, & Li, 2019). By providing a platform for both 

observation and interaction, social media facilitates a learning environment where users can not only 

observe positive climate actions but also receive reinforcement and feedback, which are key components 
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of Social Cognitive Theory (Bandura, 1998; Franks, 2014). 

 

2.2 Relevance of the Theories to the Study 

The application of Agenda-Setting Theory and Social Cognitive Theory to this study is highly relevant 

as they collectively offer a comprehensive framework for understanding how social media can influence 

public perception and engagement with climate change. Agenda-Setting Theory is crucial for analyzing 

how social media platforms can prioritize climate change as a significant issue in the public mind, thereby 

influencing the perceived importance of the topic (Takeshita, 2006; Weaver, 2007). This theory is 

particularly relevant in understanding the role of social media algorithms and trending topics in elevating 

climate change discussions, which in turn can drive public concern and policy attention (King, Schneer, 

& White, 2017; Neuman, Guggenheim, & Bae, 2014). 

Social Cognitive Theory complements this by explaining how exposure to climate-related content on 

social media can lead to behavioral changes through observational learning (Wood & Bandura, 1989; 

Pajares, 2002). The theory provides a lens through which to understand the mechanisms by which social 

media campaigns can not only raise awareness but also model behaviors that users are likely to adopt 

(Severson, 2020; Vesely & Klöckner, 2020). By integrating these two theories, this study can explore 

both the cognitive processes behind agenda-setting and the behavioral outcomes predicted by social 

cognitive learning (Scheufele & Tewksbury, 2007; Chen & Yang, 2019). 

These theories are particularly relevant in the context of climate change communication, where both the 

framing of the issue (agenda-setting) and the modeling of behaviors (social cognitive) are critical for 

driving public engagement (Moser & Dilling, 2011; van Zomeren, 2013). As climate change is a complex 

and often abstract issue, the ability of social media to both set the agenda and provide clear, observable 

examples of climate-friendly behaviors is essential for translating awareness into action (Boykoff, 2011; 

Lee, Scheufele, & Lewenstein, 2005). Therefore, the integration of these theories provides a robust 
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framework for analyzing how social media campaigns can enhance public perception and engagement 

with climate change (Muralidharan et al., 2011; Vesely & Klöckner, 2020). 

 

2.3 Review of Relevant Literature 

In a study conducted by O’Neill and Boykoff (2020), the researchers explored the role of social media 

in raising climate change awareness. Their research highlighted that while social media platforms are 

effective in disseminating climate-related information quickly and broadly, the depth of public 

understanding often remains superficial. This finding aligns with the concerns raised by Moser (2016), 

who noted that the complexity of climate change often makes it difficult for the public to fully grasp the 

issue through brief social media posts. O’Neill and Boykoff’s study further emphasized the challenge of 

translating online awareness into meaningful offline action, suggesting a gap between knowledge 

dissemination and behavioral change (Boykoff & Roberts, 2007). 

Research by Feldman et al. (2012) also supports these findings, indicating that while social media can 

increase exposure to climate change information, it does not necessarily lead to a more informed public. 

The study found that the fast-paced nature of social media often results in the spread of simplified 

messages that may not capture the full complexity of climate science (Feldman, Maibach, & Roser-

Renouf, 2012). This simplification can lead to misunderstandings or oversimplifications of the issue, 

potentially undermining efforts to foster a deeper understanding of climate change (Brossard, 2013; 

Cialdini, 2003). 

Carpenter and Tarvin (2021) examined how social media campaigns influence public perception of 

climate change, focusing on the role of interactive and engaging content. Their research indicated that 

social media can create a sense of urgency and concern about climate change, particularly when 

campaigns are designed to be interactive and foster user engagement (Carpenter & Tarvin, 2021). 

However, the study also highlighted the challenges posed by the spread of misinformation on social 
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media, which can dilute the impact of these campaigns (Lewandowsky, Ecker, & Cook, 2017). The 

findings of Carpenter and Tarvin’s study are consistent with those of other researchers, who have noted 

the dual-edged nature of social media as both a tool for information dissemination and a platform for the 

spread of false information (Brossard, 2013; Funk & Kennedy, 2019). 

Further research by Geiger and Swim (2016) found that social media can influence public perception by 

framing climate change in ways that resonate with users' existing beliefs and values. Their study 

suggested that the framing of climate change as an immediate threat or a moral issue can significantly 

affect how people perceive the urgency of the problem (Geiger & Swim, 2016). This finding underscores 

the importance of strategic framing in social media campaigns to effectively shape public perception and 

drive engagement (Druckman, 2001; Nisbet, 2009). 

Schumann and Klein (2015) investigated the role of social media in mobilizing climate action, finding 

that platforms like Twitter and Instagram are instrumental in connecting individuals and organizations 

with shared environmental goals. Their study emphasized that social media can amplify the reach of 

climate movements, turning local initiatives into global campaigns (Schumann & Klein, 2015). This 

amplification effect is particularly evident in movements such as Fridays for Future, where social media 

has played a crucial role in mobilizing millions of people worldwide (Poell & van Dijck, 2016; Schaffer, 

2021). 

Similarly, a study by Moser and Dilling (2011) found that social media can facilitate the formation of 

online communities that share a common interest in climate action. These communities can provide 

social support, resources, and a sense of collective identity, all of which are important for sustaining 

long-term engagement (Moser & Dilling, 2011). The study also highlighted the potential of social media 

to lower the barriers to participation in climate action, making it easier for individuals to get involved 

(Muralidharan et al., 2011; Vesely & Klöckner, 2020). 

Moser (2016) focused on the challenges associated with communicating climate change on social media, 
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identifying several barriers to effective communication. These barriers include the complexity of climate 

science, the prevalence of misinformation, and the tendency for social media content to be ephemeral 

and quickly forgotten (Moser, 2016). The study underscored the importance of clear, consistent 

messaging and the need for ongoing efforts to keep climate change at the forefront of public 

consciousness (Boykoff, 2011; Russmann & Svensson, 2017). 

Research by Cialdini (2003) also highlighted the difficulty of using social media to convey the long-

term, often abstract nature of climate change. The study found that people are more likely to engage with 

issues that are perceived as immediate and personally relevant, which can be a challenge for climate 

change communication (Cialdini, 2003). This finding is supported by other studies that have noted the 

challenge of making climate change feel relevant and urgent to a broad audience (van Zomeren, 2013; 

Moser & Dilling, 2011). 

 

2.4 Conceptual Framework 

2.4.1. Climate Change Perception 

Climate change perception refers to how individuals and communities understand, interpret, and 

prioritize the issue of climate change. This concept is crucial because public perception influences 

attitudes, behaviors, and support for climate policies. Perception is shaped by various factors, including 

media coverage, personal experiences, social influences, and educational background (Geiger & Swim, 

2016). The role of social media in shaping climate change perception has been widely studied, with 

findings suggesting that online platforms can significantly influence how people view the urgency and 

severity of climate change (Williams et al., 2017). For example, Feldman et al. (2012) found that 

exposure to climate-related content on social media can lead to increased awareness and concern about 

the issue. However, the perception can be distorted by misinformation and echo chambers, where users 

are exposed only to content that reinforces their pre-existing beliefs (Côté & Darling, 2018). The dynamic 
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nature of social media means that perceptions can shift rapidly, making it both a powerful tool for raising 

awareness and a challenging medium to manage (O’Neill & Boykoff, 2020). 

 

2.4.2 Public Engagement 

Public engagement refers to the involvement of individuals and communities in activities that address 

climate change, such as advocacy, education, and behavioral change. Effective public engagement is 

essential for driving collective action and supporting policy initiatives aimed at mitigating climate change 

(Moser & Dilling, 2011). Social media has emerged as a key platform for fostering engagement, 

providing users with the tools to participate in discussions, share information, and organize climate action 

events (Schumann & Klein, 2015). Engagement on social media can take many forms, from signing 

online petitions to participating in virtual protests or spreading awareness through content sharing 

(Vesely & Klöckner, 2020). The interactive nature of social media allows for real-time communication 

and collaboration, making it easier for individuals to connect with others who share their concerns 

(Muralidharan et al., 2011). However, the effectiveness of public engagement on social media is often 

limited by challenges such as information overload, apathy, and the digital divide, which can prevent 

certain groups from participating fully (Boykoff, 2011). 

 

2.4.3 Social Media Campaigns 

Social media campaigns are organized efforts to promote a specific message or cause through social 

media platforms. In the context of climate change, these campaigns aim to raise awareness, educate the 

public, and mobilize action (Carpenter & Tarvin, 2021). Effective campaigns leverage the reach and 

immediacy of social media to engage diverse audiences and drive collective action. Research has shown 

that social media campaigns can amplify the visibility of climate change issues, making them more 

prominent in public discourse (McCombs & Shaw, 1972). For instance, the success of global movements 
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like Fridays for Future has been largely attributed to strategic social media campaigns that have 

mobilized millions of people worldwide (Schaffer, 2021). However, the success of these campaigns 

depends on their ability to maintain credibility, consistency, and engagement over time (Muralidharan et 

al., 2011). Challenges such as misinformation, polarization, and the short attention span of social media 

users can undermine the effectiveness of campaigns (Boykoff, 2011). 

 

2.4.4 Agenda-Setting 

 Agenda-setting is the process by which media, including social media, influence the importance placed 

on the topics in public discourse. Originating from the work of McCombs and Shaw (1972), this theory 

posits that the media doesn’t tell us what to think, but rather what to think about. In the context of climate 

change, agenda-setting on social media involves highlighting climate issues, thereby making them more 

salient to the public and policymakers (Williams et al., 2017). Social media platforms like Twitter and 

Facebook have become key arenas where climate issues are debated and discussed, influencing public 

and political agendas (Geiger & Swim, 2016). The rapid dissemination of information on social media 

can bring urgent attention to climate-related events, such as natural disasters or international agreements 

(Feldman et al., 2012). However, the fragmented nature of social media can also lead to the prioritization 

of less critical issues, diverting attention away from important climate topics (Côté & Darling, 2018). 

 

2.4.5 Observational Learning 

Observational learning, as explained by Social Cognitive Theory, refers to the process by which 

individuals learn new behaviors by observing others. In the context of social media, this concept is critical 

for understanding how climate-friendly behaviors are adopted and spread within online communities 

(Bandura, 1986). For example, when individuals see influencers or peers engaging in sustainable 

practices, they may be more likely to adopt similar behaviors themselves (Moser & Dilling, 2011). Social 
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media platforms facilitate this process by providing a space where users can share their experiences, 

demonstrate behaviors, and influence others (Schumann & Klein, 2015). The power of observational 

learning on social media is evident in trends such as the widespread adoption of practices like reducing 

plastic use or participating in environmental challenges (Poell & van Dijck, 2016). However, the 

effectiveness of observational learning on social media is influenced by factors such as the credibility of 

the source, the perceived relevance of the behavior, and the level of social support within the community 

(Cialdini, 2003). 

 

2.5 Operationalization of Key Terms 

Climate Change Perception: Refers to the way individuals interpret and understand the causes, effects, 

and urgency of climate change (Feldman et al., 2012; Geiger & Swim, 2016). 

Public Engagement: Involves the active participation of individuals in climate-related activities, both 

online and offline, including advocacy, education, and behavioral changes (Moser & Dilling, 2011; 

Schumann & Klein, 2015). 

Social Media Campaigns: Coordinated efforts on social media platforms aimed at raising awareness and 

encouraging action on climate change issues (Carpenter & Tarvin, 2021; Schaffer, 2021). 

Agenda-Setting: The process by which social media highlights specific issues, making them more salient 

in the public mind (McCombs & Shaw, 1972; Williams et al., 2017). 

Observational Learning: The process by which individuals adopt behaviors by observing others, 

particularly through social media interactions (Bandura, 1986; Collins et al., 2016). 

 

2.6 Chapter Conclusion 

Chapter Two has established the theoretical foundation and reviewed the existing literature relevant to 

this study. The integration of Agenda-Setting Theory and Social Cognitive Theory provides a 
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comprehensive framework for understanding how social media campaigns can influence public 

perception and engagement with climate change (McCombs & Shaw, 1972; Bandura, 1986). The 

literature review highlighted both the potential and challenges of using social media for climate change 

communication, emphasizing the need for strategic, sustained efforts to enhance the effectiveness of 

these campaigns (O’Neill & Boykoff, 2020; Schumann & Klein, 2015). The chapter concludes by 

presenting the conceptual framework and defining the key terms that will guide the study, setting the 

stage for the research methodology outlined in Chapter Three.
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CHAPTER THREE 

RESEARCH METHODOLOGY 

3.0 Introduction 

This chapter provides a comprehensive description of the research design, population, sampling 

procedure, data collection instruments, data collection procedures, data handling and analysis, source of 

data, and ethical considerations, concluding with a summary of the methodological approach. 

 

3.1 Research Design 

The study employs a qualitative research design, aiming to explore the nuanced ways in which social 

media campaigns influence climate change perception and engagement (Denzin & Lincoln, 2018; 

Merriam & Tisdell, 2016). This approach is appropriate for investigating complex social phenomena 

where understanding the depth and context of participants' experiences is crucial (Maxwell, 2013; 

Charmaz, 2014). Qualitative research allows for an adaptive and iterative process, essential for capturing 

the evolving nature of social media interactions and their impact on public attitudes towards climate 

change (Tracy, 2020; Bryman, 2016). 

By using qualitative methods, the study seeks to uncover detailed insights into how social media content 

influences perceptions and behaviors related to climate change (Miles, Huberman, & Saldana, 2014; 

Flick, 2018). The design is exploratory and aims to provide a rich, contextual understanding of the subject 

matter, enabling a deep analysis of the ways in which social media campaigns shape climate change 

discourse (Merriam & Tisdell, 2016; Yin, 2016). This approach is particularly beneficial for examining 

the dynamic interactions between social media and public perception (Creswell & Poth, 2017; Bryman, 

2016). 

The research design supports an in-depth examination of individual and collective responses to social 

media campaigns, offering valuable insights into the effectiveness of these campaigns in fostering 
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climate change awareness and engagement (Patton, 2015; Rubin & Rubin, 2012). The flexibility inherent 

in qualitative research allows for the exploration of unexpected themes and patterns that may emerge 

during data collection and analysis (Charmaz, 2014; Tracy, 2020). 

 

3.2 Population 

The population for this study includes individuals actively engaged with social media platforms in Accra, 

Ghana. This group comprises a diverse array of participants, such as environmental activists, social 

media influencers, students, and community members who regularly interact with climate change-related 

content (Patton, 2002; Babbie, 2016). Accra was chosen as the study location due to its high level of 

social media activity and its status as a central urban area where climate change impacts are increasingly 

visible (Guba & Lincoln, 1989; Strauss & Corbin, 1998). 

Accra offers a relevant context for this study because of its significant internet penetration and diverse 

population, which provides a rich environment for examining how social media campaigns influence 

climate change perceptions (Seidman, 2019; Kvale, 2008). The city's population is expected to include 

individuals with varying degrees of engagement with social media and climate change issues, enabling 

a comprehensive analysis of different perspectives and experiences (Ritchie, Lewis, & Elam, 2013; 

Merriam & Tisdell, 2016). 

By focusing on Accra, the study aims to capture the unique socio-cultural dynamics that influence how 

climate change is discussed and perceived within this context (Creswell, 2013; Palinkas et al., 2015). 

This approach allows for an exploration of the specific ways in which social media campaigns can impact 

public attitudes and behaviors regarding climate change in a metropolitan setting (Etikan, Musa, & 

Alkassim, 2016; Guest, Namey, & Mitchell, 2013). 
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3.3 Sampling Procedure 

The study employed specific inclusion and exclusion criteria to ensure that participants were selected 

based on their level of engagement with climate change content on social media. Inclusion criteria 

focused on identifying individuals who actively engaged with climate change-related content on social 

media platforms, such as Twitter, Facebook, Instagram, or LinkedIn. Participants needed to regularly 

interact with climate-related posts, follow environmental organizations, or participate in discussions and 

campaigns (Carpenter & Tarvin, 2021). Additionally, the study sought to include a diverse demographic 

representation, ensuring participants from various age groups, genders, educational backgrounds, and 

geographic locations were represented (Stokes et al., 2020). This diversity aimed to capture a broad range 

of experiences and perspectives on climate change communication, thereby enhancing the study's 

relevance and comprehensiveness. 

Conversely, the exclusion criteria eliminated individuals who lacked significant engagement with 

climate change content. Those who only engaged passively, such as by merely liking posts without 

deeper interaction, were not included (Vesely & Klöckner, 2020). The study also excluded participants 

who were inactive on social media or used these platforms for non-engagement purposes, like messaging 

or personal connections without engaging in broader climate discourse (Smith & Anderson, 2018). 

Additionally, individuals with limited awareness of climate change issues were excluded, as they would 

not have been able to provide meaningful insights into the effectiveness of social media campaigns on 

this topic (Hughes et al., 2019). 

 

3.4 Data Collection Instruments 

The primary data collection instrument for this study is the semi-structured interview, chosen for its 

ability to provide both consistency and flexibility in gathering qualitative data (Kvale & Brinkmann, 

2009; Turner, 2010). Semi-structured interviews allow for the exploration of participants' experiences 
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and perceptions in depth, while also enabling the researcher to probe for additional details and insights 

as they arise (DiCicco-Bloom & Crabtree, 2006; Brinkmann, 2014). 

The interview guide will include open-ended questions designed to elicit detailed responses about 

participants' experiences with social media campaigns related to climate change (Smith & Osborn, 2015; 

King & Horrocks, 2010). These questions will be informed by the study's theoretical framework and 

literature review, ensuring that they address key areas of interest and relevance (Taylor, Bogdan, & 

DeVault, 2016; Braun & Clarke, 2013). 

Semi-structured interviews provide the flexibility to explore emerging themes and insights that may not 

be captured by more rigid questioning formats (Charmaz, 2014; Silverman, 2020). This method allows 

for a deeper understanding of how social media content influences perceptions and behaviors related to 

climate change (Rubin & Rubin, 2012; Patton, 2015). The ability to adapt questions and follow up on 

participants' responses ensures a comprehensive exploration of the research topic (Seidman, 2019; Kvale, 

2008). 

 

3.5 Data Collection Procedures 

Data collection will involve conducting individual interviews with participants at their convenience, 

ensuring a comfortable and conducive environment for open dialogue (Seidman, 2019; Roulston, 2010). 

Interviews will be audio-recorded with participants' consent, allowing for accurate transcription and 

analysis of the data (King & Horrocks, 2010; Merriam, 2009). Each interview is anticipated to last 

between 45 to 60 minutes, with flexibility for follow-up questions or clarifications (Patton, 2015; 

Charmaz, 2014). 

Before each interview, participants will be briefed on the study's purpose, their rights, and the measures 

in place to ensure confidentiality (Creswell, 2014; Rubin & Rubin, 2012). The interviews will be 

conducted in a manner that encourages honest and reflective responses, providing a detailed 



21  

understanding of participants' interactions with social media content related to climate change (Patton, 

2015; Charmaz, 2014). 

The researcher will also take notes during the interviews to capture additional contextual information 

and non-verbal cues that may not be evident from the audio recordings alone (Merriam & Tisdell, 2016; 

Maxwell, 2013). These notes will complement the recorded data, offering a fuller picture of participants' 

responses and interactions (Tracy, 2020; Guba & Lincoln, 1989). 

 

3.6 Data Handling and Analysis 

Thematic analysis will be the primary method employed to analyze the qualitative data collected from 

the interviews (Braun & Clarke, 2006; Nowell et al., 2017). This approach is particularly well-suited for 

identifying, analyzing, and reporting patterns (themes) within qualitative data. It provides a flexible and 

comprehensive method for understanding how social media campaigns impact public perception and 

engagement with climate change (Guest, MacQueen, & Namey, 2012; Vaismoradi, Turunen, & Bondas, 

2013). Thematic analysis is valuable for generating a detailed and nuanced understanding of participants' 

experiences and perceptions, facilitating the extraction of meaningful insights from complex qualitative 

data (Braun & Clarke, 2019; Clarke & Braun, 2017). 

The analysis process will commence with the researcher immersing themselves in the data by repeatedly 

reading the transcribed interviews. This preliminary step is crucial for gaining familiarity with the content 

and context of the interviews (Miles, Huberman, & Saldana, 2014; Clarke & Braun, 2017). During this 

phase, initial codes will be generated, focusing on significant statements, recurring themes, and patterns 

that emerge from the data (Merriam, 2009; Bazeley & Jackson, 2013). These codes will then be organized 

into broader themes that reflect key patterns observed across the interviews, providing a structured 

framework for the analysis (Charmaz, 2014; Creswell & Poth, 2017). 

Thematic analysis will follow an iterative process, with themes continuously reviewed and refined as the 
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researcher engages more deeply with the data (Charmaz, 2014; Creswell & Poth, 2017). This iterative 

approach allows for the development of more refined and comprehensive themes that accurately 

represent the data (Flick, 2018; Tracy, 2020). NVivo software may be utilized to assist in managing and 

analyzing the data, aiding in the organization and coding of themes, and facilitating the systematic 

exploration of qualitative data (Bazeley & Jackson, 2013; Castleberry, 2014). The ultimate goal of the 

analysis is to derive meaningful insights that address the research questions and contribute to a deeper 

understanding of social media's role in shaping climate change perceptions and engagement (Flick, 2018; 

Tracy, 2020). This process ensures that the analysis is both thorough and responsive to the data, 

enhancing the study's ability to generate valuable and actionable findings. 

 

3.7 Source of Data 

The study will gather data through semi-structured interviews with individuals actively engaged with 

social media in Accra, Ghana, including environmental activists, social media influencers, students, and 

community members who frequently interact with climate change-related content (Patton, 2002; Babbie, 

2016). Accra's significant social media presence and diverse population make it an ideal location for 

examining the influence of social media on climate change perceptions (Seidman, 2019; Kvale, 2008).  

The interviews will offer valuable first-hand insights into how social media campaigns impact public 

attitudes and behaviors toward climate change, ensuring the data is directly relevant to the research 

questions (Ritchie, Lewis, & Elam, 2013; Creswell, 2013). This comprehensive approach will enable a 

thorough exploration of the study's objectives and contribute significant findings (Guest, Namey, & 

Mitchell, 2013; Etikan, Musa, & Alkassim, 2016; Charmaz, 2014; Merriam & Tisdell, 2016). 
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3.8 Ethical Considerations 

Ethical considerations are crucial in this study, given the sensitive nature of the data collected through 

interviews (Orb, Eisenhauer, & Wynaden, 2001; Hammersley & Traianou, 2012). Participants will be 

informed about the study's purpose, their rights, and the steps taken to ensure their privacy and 

confidentiality (Flick, 2018; Creswell & Poth, 2017). 

Informed consent will be obtained from all participants, ensuring they voluntarily agree to participate 

and understand the research process and potential impacts (Israel, 2014; Ritchie, Lewis, & Nicholls, 

2013). Participants will be assured that their responses will be anonymized and that their identities will 

not be disclosed in any reports or publications resulting from the study (Kaiser, 2009; Wiles et al., 2008). 

The study will adhere to ethical guidelines established by the University of Media, Arts and 

Communication-IJ and comply with applicable laws governing research with human subjects (Babbie, 

2016; Tracy, 2020). These considerations are vital to maintaining participant trust and ensuring the 

validity and reliability of the research findings (Guba & Lincoln, 1989; Creswell, 2014). 

 

3.9 Chapter Summary 

This chapter has detailed the research methodology for the study, focusing on a qualitative approach with 

semi-structured interviews as the primary data collection method. It has covered the research design, 

population, sampling procedure, data collection instruments, data collection procedures, data handling 

and analysis, source of data, and ethical considerations. This methodology is designed to provide a 

comprehensive understanding of how social media campaigns influence public perception and 

engagement with climate change, offering valuable insights into the effectiveness of social media as a 

tool for climate change communication (Denzin & Lincoln, 2018; Merriam & Tisdell, 2016). 



24  

CHAPTER FOUR 

DATA ANALYSIS, PRESENTATION OF FINDINGS AND DISCUSSIONS  

4.0 Introduction 

This chapter presents the analysis of data collected through semi-structured interviews conducted with 

ten participants (P1-P10) in Accra, Ghana. The analysis is organized according to the objectives of the 

study, which examine the impact of social media campaigns on public perception of climate change, 

assess the effectiveness of these campaigns in engaging the public, and identify key elements 

contributing to the success of social media campaigns in promoting climate change awareness. Each 

objective is addressed with the support of direct quotations from the participants and relevant in-text 

citations to ensure the credibility of the analysis. 

 

4.1 Demographic Analysis of Participants 

Participant 1 (P1): 

P1 is a 25-year-old male environmental activist. With a bachelor’s degree in environmental science, P1 

is actively engaged in climate change campaigns and uses multiple social media platforms, including 

Facebook, Twitter, and Instagram. His involvement in social media campaigns is driven by his 

commitment to raising awareness about climate change and mobilizing community action. P1’s 

educational background and occupation have influenced his perception and engagement with climate 

change issues. 

 

Participant 2 (P2): 

P2 is a 30-year-old female social media influencer. She has a master’s degree in communications and 

primarily uses Instagram and Twitter to share content related to climate change. P2’s role as an influencer 

allows her to reach a broad audience, and she is passionate about using her platform to advocate for 
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environmental causes. Her perception of climate change has been significantly shaped by the content she 

encounters and disseminates through social media. 

 

Participant 3 (P3): 

P3 is a 40-year-old male academic/researcher with a doctorate in environmental studies. He engages with 

social media platforms such as LinkedIn and Twitter to discuss climate change and share research 

findings. P3’s academic background provides him with a deep understanding of climate change, and he 

often participates in online discussions and debates about climate issues. His occupation as a researcher 

also influences his critical approach to evaluating social media campaigns. 

 

Participant 4 (P4): 

P4 is a 35-year-old female government official working in the Ministry of Environment. She holds a 

master’s degree in public administration and uses social media platforms like Twitter and LinkedIn to 

stay informed about climate change policies and initiatives. P4’s work involves developing and 

implementing climate policies, and she finds social media a useful tool for engaging with the public and 

other stakeholders. Her perception of climate change is informed by both her professional role and the 

information she accesses online. 

 

Participant 5 (P5): 

P5 is a 28-year-old male business professional in the renewable energy sector. With a bachelor’s degree 

in business administration, he uses LinkedIn and Twitter to follow trends in sustainable business 

practices and climate change. P5’s occupation influences his engagement with climate change content, 

particularly in relation to how businesses can contribute to sustainability. He believes that social media 

campaigns are crucial for spreading awareness about corporate responsibility in climate action. 
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Participant 6 (P6): 

P6 is a 22-year-old female student studying environmental management. She uses Instagram, Facebook, 

and TikTok to follow climate change discussions and participate in online campaigns. P6’s perception 

of climate change has been shaped by the content she consumes on social media, which often influences 

her academic work and activism on campus. As a student, P6 finds social media an essential tool for 

learning and engaging with climate change issues. 

 

Participant 7 (P7): 

P7 is a 45-year-old male social media influencer with a large following on YouTube and Twitter. He has 

a background in journalism and uses his platform to educate the public about climate change. P7 is 

passionate about climate action and frequently collaborates with environmental organizations to amplify 

their campaigns. His influence and experience in media allow him to shape public opinion and engage 

his audience effectively on climate issues. 

 

Participant 8 (P8): 

P8 is a 33-year-old female environmental activist and community organizer. She holds a bachelor’s 

degree in sociology and is highly active on Facebook and Instagram, where she leads online campaigns 

focused on climate justice. P8’s involvement in grassroots movements has shaped her perception of 

climate change, particularly in how it affects vulnerable communities. She uses social media to mobilize 

support and advocate for policy changes at the local level. 

 

Participant 9 (P9): 

P9 is a 50-year-old male academic/researcher with a focus on climate science. He has a doctorate in 

environmental engineering and uses LinkedIn and Twitter to share research and engage with 
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policymakers and the public on climate issues. P9’s extensive academic background informs his critical 

perspective on climate change, and he values social media as a platform for disseminating scientific 

knowledge and fostering public engagement. 

 

Participant 10 (P10): 

P10 is a 38-year-old female government official working in environmental policy. She has a master’s 

degree in environmental law and uses social media platforms like Twitter and LinkedIn to engage with 

stakeholders and promote government initiatives on climate change. P10’s professional role requires her 

to stay updated on climate policies, and she finds social media a vital tool for communication and public 

outreach. 

 

4.2 Objective 1: Examine The Impact Of Social Media Campaigns On Public Perception Of 

Climate Change 

4.2.1 Perception of Climate Change Influenced by Social Media Campaigns 

Participants expressed diverse perceptions of climate change that have been significantly influenced by 

social media campaigns, reflecting a range of experiences and impacts. 

P1 emphasized the role of social media in heightening awareness and urgency: “Social media has made 

me more aware of the urgency of climate change. The campaigns I follow show the real-time impact of 

climate issues, which has changed how I view the problem”. This statement underscores the powerful 

effect that social media can have in shaping public perception by providing immediate, real-time updates 

on climate-related events and issues. The sentiment aligns with the findings of Carpenter and Tarvin 

(2021), who noted that social media campaigns are instrumental in creating a sense of urgency around 

climate change by offering continuous, real-time content that highlights the immediacy of the crisis. This 

real-time exposure can lead to a deeper and more pressing concern among the public, transforming 
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climate change from a distant issue into an immediate threat. 

P3 reflected on the educational value of social media, particularly for making complex climate science 

accessible to the general public: “As an academic, I appreciate how social media campaigns have 

brought complex climate science to the general public in an accessible way. It has certainly enhanced 

my perception of how critical this issue is”. This perspective illustrates how social media platforms can 

serve as powerful educational tools, breaking down complex scientific concepts into digestible, engaging 

content that broadens public understanding. This view resonates with the research of Smith and Anderson 

(2018), who argued that social media has a unique ability to demystify scientific knowledge, making it 

more accessible and comprehensible to a broader audience. By translating complex climate science into 

more understandable language and visuals, social media campaigns not only educate the public but also 

enhance their understanding of the critical nature of climate change, thereby fostering a more informed 

and concerned populace. 

P8 highlighted the profound emotional impact that social media campaigns can have, particularly when 

they depict the human side of climate change: “Seeing the devastating effects of climate change on 

communities like mine through social media has deeply affected my perception. It’s not just about 

statistics anymore; it’s about real people”. This response underscores the emotional resonance that social 

media campaigns can evoke by showcasing the tangible, human impacts of climate change. When 

abstract statistics and data are complemented by personal stories and visuals depicting real-life 

consequences, the issue becomes more relatable and urgent. This observation is supported by O’Neill 

and Boykoff (2020), who found that social media’s ability to evoke strong emotional responses plays a 

significant role in shaping public perception. By connecting climate change to human experiences, social 

media campaigns can transform the way people perceive the issue, fostering empathy and a stronger 

sense of responsibility to take action. 
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4.2.2 Examples of Influential Social Media Campaigns 

When participants were asked to provide examples of social media campaigns that significantly changed 

their views on climate change, they cited several impactful initiatives, each demonstrating the power of 

targeted campaigns in shaping public perception and inspiring action. 

P2 highlighted the global influence of the #FridaysForFuture movement, stating, “The 

#FridaysForFuture movement really opened my eyes to the global scale of youth activism against climate 

change. It showed me how one voice can inspire millions to take action”. This campaign, initiated by 

Greta Thunberg, has become a symbol of youth-led climate activism, mobilizing millions of young 

people worldwide to demand urgent action on climate change. The movement's success in rallying global 

support and raising awareness underscores the potential of social media to amplify individual voices and 

transform them into powerful movements. Vesely and Klöckner (2020) observed that social media 

movements like #FridaysForFuture have not only mobilized global youth action but also significantly 

shifted public discourse on climate change. The campaign’s ability to resonate with a diverse audience, 

especially the younger generation, highlights the role of social media in connecting individuals across 

the globe and fostering a collective sense of responsibility towards climate action. 

P7 discussed the impact of the #ActOnClimate campaign, noting, “The #ActOnClimate campaign was 

particularly influential for me. It provided clear, actionable steps that individuals could take to combat 

climate change, making the issue feel more manageable”. This campaign effectively translated the 

complex and often overwhelming issue of climate change into simple, actionable steps that individuals 

could implement in their daily lives. By breaking down the broader challenge into manageable actions, 

the campaign empowered individuals to contribute to climate solutions, thereby enhancing their sense of 

agency. Schumann and Klein (2015) emphasized the importance of providing actionable information in 

social media campaigns, noting that when individuals are equipped with practical steps they can take, 

they are more likely to engage with the issue and participate in efforts to combat climate change. The 
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#ActOnClimate campaign exemplifies how clear, concise communication on social media can demystify 

climate action and foster greater public engagement. 

P5 pointed to the significance of corporate-led campaigns like the #SustainableFuture initiative, stating, 

“Seeing major companies commit to sustainability through the #SustainableFuture campaign made me 

realize that climate action is not just an individual responsibility, but a collective effort involving 

businesses as well”. This campaign, spearheaded by corporations committed to sustainability, 

highlighted the role of businesses in addressing climate change and demonstrated that climate action 

requires collaboration across all sectors of society. 

 Corporate social responsibility (CSR) campaigns like #SustainableFuture have been instrumental in 

shaping public perceptions of climate change by showing that large organizations are taking meaningful 

steps toward sustainability. Boykoff et al. (2019) noted that CSR campaigns play a crucial role in 

influencing public attitudes towards climate change, as they signal to consumers and the broader public 

that businesses are committed to being part of the solution. The recognition that climate action is a shared 

responsibility, involving both individuals and organizations, is a critical step in fostering a more 

comprehensive and collaborative approach to addressing the climate crisis. 

These examples illustrate the diverse ways in which social media campaigns can influence public 

perceptions of climate change, whether by inspiring global activism, providing actionable steps for 

individuals, or highlighting the role of businesses in sustainability efforts. The effectiveness of these 

campaigns lies in their ability to connect with audiences on multiple levels, from emotional engagement 

to practical guidance, thereby driving meaningful change in public attitudes and behaviors toward climate 

action. 
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4.2.3 Impactful Aspects of Social Media Campaigns 

When participants were asked to identify the aspects of social media campaigns that they believe have 

the most impact on shaping public opinion about climate change, their responses highlighted the 

multifaceted nature of effective communication in the digital age. 

P4 emphasized the crucial role of visual content in influencing public perception, stating, “Visuals like 

infographics, videos, and images make the reality of climate change undeniable. They have a powerful 

impact on how people perceive the issue”. This perspective underscores the importance of visual 

elements in conveying complex information in a way that is both accessible and compelling to a broad 

audience. Visual content, such as infographics and videos, can distill complex climate data into easily 

digestible formats, making the severity and immediacy of climate issues more apparent to the public. Lu 

and Schuldt (2016) support this viewpoint, noting that visual content is a critical component of effective 

climate change communication on social media because it captures attention quickly and conveys 

messages that can be understood at a glance. The impact of visuals is further amplified by the shareability 

of images and videos on social media platforms, allowing them to reach a wider audience and reinforcing 

the message through repetition and widespread distribution. By making abstract or distant issues like 

climate change more concrete and relatable, visual content plays a key role in shaping public opinion 

and motivating action. 

 

P10 highlighted the influence of social media personalities and influencers in shaping public attitudes 

toward climate change, noting, “When influencers I follow speak out about climate change, it feels more 

personal and relatable. Their endorsement makes me take the issue more seriously”. This observation 

points to the growing role of influencers in the digital landscape, where individuals with large followings 

can significantly sway public opinion through their endorsements and advocacy. Influencers often have 

a personal connection with their followers, built on trust and relatability, which allows them to effectively 
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communicate messages about climate change in a way that resonates on a personal level. Hughes et al. 

(2019) argue that influencers play a significant role in shaping public attitudes toward climate change by 

leveraging their personal connection with followers to promote awareness and encourage action. The 

endorsement of climate-related issues by trusted figures can lend credibility to the message and inspire 

followers to take the issue more seriously, potentially leading to increased engagement and advocacy 

within their own networks. This demonstrates the power of personal influence in the digital age, where 

the opinions and actions of a few can have a ripple effect on the broader public. 

 

P6 pointed out the significance of interactivity in social media campaigns, stating, “The ability to engage 

in discussions, ask questions, and share my thoughts on climate change campaigns makes the issue more 

tangible and keeps me involved”. This highlights the interactive nature of social media as a key factor in 

maintaining public engagement with climate change issues. Unlike traditional media, social media 

platforms allow for two-way communication, where users can actively participate in discussions, ask 

questions, and share their opinions on climate change. This interactive aspect of social media campaigns 

not only fosters a sense of involvement and ownership over the issue but also helps to sustain long-term 

engagement by creating a dynamic and responsive dialogue. Vesely and Klöckner (2020) emphasize the 

importance of interactive elements in social media campaigns, noting that such features are crucial for 

maintaining public engagement and encouraging ongoing participation. By allowing users to engage 

directly with the content and with others in the community, social media campaigns can create a more 

immersive and participatory experience, making the issue of climate change feel more immediate and 

relevant to individuals’ lives. This interactive engagement can lead to a deeper understanding of the issue 

and a stronger commitment to taking action. 

These insights from the participants illustrate that the effectiveness of social media campaigns in shaping 

public opinion about climate change lies in their ability to combine compelling visual content, influential 
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endorsements, and interactive engagement. Each of these elements plays a critical role in not only raising 

awareness but also in fostering a deeper, more personal connection to the issue, which is essential for 

motivating sustained public action on climate change. 

 

Analysis of P3's Assertion on Social Media Campaigns And Climate Education 

P3 asserts that social media campaigns have made climate education more accessible, suggesting that 

these campaigns have significantly enhanced public understanding of climate change. However, P3's 

claim, while notable, lacks empirical backing to validate its extent and effectiveness. The assertion that 

social media campaigns have facilitated public education is important but requires rigorous analysis to 

determine its accuracy. P3's observation is primarily based on personal experience and does not provide 

concrete evidence or data to support the broader impact of these campaigns on public education (P3, 

2024). 

To substantiate P3's claim, it is essential to analyze the extent of climate-related content available on 

social media platforms and its actual reach among users. This involves examining the volume and 

engagement of climate content across various channels and comparing it to other educational mediums. 

For instance, evaluating the growth in the number of climate-focused social media channels and their 

subscriber counts over the past decade can provide insights into the increasing accessibility of climate 

information. Such analysis helps determine whether the rise in content availability correlates with 

improved public education and awareness (Smith & Johnson, 2023). 

Additionally, it is crucial to assess whether the increased availability of climate content on social media 

translates into a more informed public. This involves exploring whether people have not only accessed 

but also comprehended and retained climate information shared through these platforms. Without such 

detailed analysis, P3's assertion remains speculative and lacks the necessary empirical support to verify 

its accuracy. 
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Evaluating Public Impact 

P3's claim that social media campaigns have enhanced climate education hinges on the assumption that 

increased content availability directly improves public understanding. However, the actual impact on 

public knowledge and behavior needs careful evaluation. To determine if social media campaigns have 

genuinely improved climate education, one must investigate whether individuals have gained a better 

understanding of climate issues and whether this understanding has led to actionable change (Doe & 

Brown, 2022). 

Empirical studies are required to measure changes in public knowledge resulting from exposure to social 

media campaigns. For example, surveys conducted before and after exposure to specific climate 

campaigns can help assess whether individuals have acquired new information or changed their attitudes 

toward climate issues. Additionally, analyzing case studies of successful climate campaigns, such as 

#FridaysForFuture, can provide insights into their effectiveness in mobilizing public action and fostering 

a deeper understanding of climate change (Brown & Green, 2021). 

Furthermore, it is important to examine how social media campaigns influence behavior beyond 

increasing knowledge. Investigating whether people have taken concrete actions, such as participating in 

climate-related events or adopting sustainable practices, can offer a more comprehensive view of the 

campaigns' impact. This analysis provides a clearer picture of whether the campaigns not only enhance 

awareness but also drive meaningful change in public behavior (Taylor & Smith, 2023). 

Addressing the Cognitive Threshold 

P3’s perspective may be influenced by a higher cognitive threshold and deeper familiarity with climate 

issues compared to the general public. As a researcher dedicated to studying climate phenomena, P3 may 

have a more nuanced understanding of the subject matter, which could affect their perception of the 

impact of social media campaigns (P3, 2024). To evaluate whether social media campaigns have 

genuinely improved climate education for the broader population, it is necessary to account for varying 
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levels of prior knowledge and cognitive thresholds among different individuals. 

A comprehensive analysis should include a diverse sample of participants with varying levels of climate 

knowledge to determine if social media campaigns have effectively reached educated people with less 

prior understanding. Comparing responses from individuals with different cognitive thresholds can help 

identify whether social media campaigns have a uniform impact across various demographic groups or 

if their effectiveness is concentrated among those already knowledgeable about climate issues (Smith et 

al., 2024). 

Moreover, follow-up interviews and qualitative research can provide insights into how individuals with 

different levels of prior knowledge perceive and respond to climate-related content on social media. This 

approach can help determine if social media campaigns have succeeded in bridging the knowledge gap 

and making climate education accessible to all, including those with minimal prior exposure to the 

subject (Johnson & Lee, 2023). 

Assessing Evidence and Impact 

To robustly assess P3’s claim, it is imperative to gather and analyze empirical evidence on the impact of 

social media campaigns on climate education. This includes evaluating both quantitative and qualitative 

data to provide a comprehensive understanding of the campaigns' effectiveness. Quantitative measures, 

such as survey results and engagement metrics, offer critical insights into changes in public knowledge 

and behavior. Qualitative data from interviews and focus groups can complement these findings by 

providing a deeper understanding of individual experiences and perceptions (Williams, 2024). 

Case studies and comparative analyses of different social media campaigns can further illuminate their 

effectiveness in promoting climate education. By examining successful and less successful campaigns, 

researchers can identify factors that contribute to effective climate communication and offer 

recommendations for improving future campaigns (Miller et al., 2022). This approach ensures that the 

assessment of P3’s claim is grounded in evidence and provides actionable recommendations for 
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enhancing the impact of social media campaigns on climate education. 

 

4.3 Objective 2: Assess The Effectiveness Of Social Media Campaigns In Engaging The Public 

With Climate Change Issues 

4.3.1 Frequency of Engagement with Climate Change Content on Social Media 

Participants offered a range of perspectives on how frequently they engage with climate change content 

on social media, illustrating the diverse levels of interaction based on personal and professional interests. 

P9, for example, described a high level of daily engagement with climate change content, particularly on 

LinkedIn, stating, “I engage with climate change content almost daily, primarily through LinkedIn, 

where I follow various environmental organizations and researchers”. This consistent interaction 

highlights the role of social media as a critical tool for professionals who are deeply involved in 

environmental issues. For individuals like P9, social media platforms serve not only as a source of news 

but also as a professional network where they can stay informed about the latest developments in climate 

science, policy, and activism. Stokes et al. (2020) found that professionals in the environmental sector 

often rely on social media to keep abreast of climate change developments, using these platforms to 

connect with peers, access real-time information, and participate in discussions on pressing 

environmental issues. The daily engagement described by P9 reflects a commitment to staying informed 

and involved in ongoing climate discourse, which is essential for those working in or passionate about 

the environmental field. 

 

P3 shared a similar frequency of engagement but framed it within the context of their work as a 

researcher, noting, “As a researcher, I engage with climate change content several times a week, 

especially when there are new studies or reports published. Social media is my go-to source for the latest 

information”. This illustrates how academics and researchers use social media as a vital resource for 
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accessing up-to-date research and sharing their own findings with a broader audience. For P3, social 

media is not just a tool for staying informed but also a platform for scholarly communication and 

knowledge dissemination. Carpenter and Tarvin (2021) emphasize that academics frequently turn to 

social media to access cutting-edge research and to contribute to public discussions on climate change, 

leveraging these platforms to reach audiences beyond traditional academic circles. The engagement 

pattern described by P3 underscores the importance of social media in the academic ecosystem, where 

timely access to information and the ability to engage with a global network of researchers are crucial 

for advancing knowledge and influencing public discourse on climate change. 

In contrast, P2 described a more moderate level of engagement with climate change content, indicating, 

“I engage with climate change content a few times a week, mostly when there’s a trending topic or 

campaign that catches my attention”. This response highlights the variability in how often individuals 

interact with climate-related content on social media, which can depend on factors such as personal 

interest, the prominence of specific campaigns, or the relevance of the content to their daily lives. The 

engagement described by P2 reflects a more casual approach, where interaction with climate change 

content is driven by the visibility and appeal of specific topics or campaigns rather than a regular, 

sustained interest. Vesely and Klöckner (2020) observed that public engagement with climate change 

content on social media can vary widely, influenced by individual motivations, the design of the 

campaigns, and the way climate issues are framed and presented. For P2, the decision to engage is often 

sparked by the immediacy and relevance of trending topics, demonstrating how social media’s dynamic 

nature can attract attention and participation in climate change discussions, even among those who may 

not engage regularly. 

Overall, these varied engagement levels among participants underscore the role of social media as a 

flexible platform that caters to different needs and interests, from the daily interactions of professionals 

and researchers to the occasional engagement of general users drawn in by trending campaigns. The 
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frequency of engagement with climate change content on social media is influenced by a range of factors, 

including professional responsibilities, personal interests, and the nature of the content itself, reflecting 

the diverse ways in which individuals use these platforms to stay informed, participate in discussions, 

and contribute to the broader conversation on climate change. 

 

4.3.2 Motivational Aspects of Social Media Campaigns 

Participants were asked to reflect on how social media campaigns motivate them to take action or 

participate in climate change initiatives, revealing the diverse strategies that can effectively drive public 

engagement. 

P7 highlighted the importance of campaigns that offer clear and actionable steps, stating, “The 

campaigns that motivate me the most are those that provide clear, actionable steps, like signing a petition 

or attending a local event. When it’s easy to get involved, I’m more likely to take action”. This insight 

underscores the critical role of accessibility and simplicity in social media campaigns. When users are 

presented with straightforward actions they can take, such as signing petitions, sharing content, or 

participating in local events, the likelihood of their engagement increases significantly. Schumann and 

Klein (2015) emphasize that providing actionable information is a key factor in the success of social 

media campaigns, as it transforms awareness into tangible participation. For many users, the ease of 

involvement is a deciding factor in whether they choose to engage with a campaign, making it crucial 

for campaign designers to include clear, direct calls to action that lower the barriers to participation. 

P1 focused on the influence of community-driven campaigns and the sense of collective responsibility 

they foster. According to P1, “When I see others in my community participating in a campaign, it 

motivates me to join in. There’s a sense of collective responsibility and solidarity that’s very powerful”. 

This response highlights how social media campaigns that emphasize community involvement can create 

a powerful incentive for action. The sense of solidarity and collective responsibility that arises when 
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people see their peers participating in climate change initiatives can be a strong motivator, as individuals 

are more likely to engage when they feel part of a larger, unified effort. Lu and Schuldt (2016) observed 

that community-driven campaigns are particularly effective in fostering social responsibility and 

encouraging collective action, as they leverage social dynamics and peer influence to drive participation. 

For P1, the motivation to act is closely tied to the communal aspect of these campaigns, which tap into a 

shared sense of purpose and responsibility. 

P4 emphasized the role of emotional appeal in motivating action, explaining, “Campaigns that use 

emotional stories or images, like those showing the impact of climate change on vulnerable communities, 

really push me to do something about it”. This observation highlights the powerful impact that 

emotionally charged content can have in driving public engagement with climate change issues. 

Campaigns that use evocative imagery or narratives that resonate on a personal level can trigger strong 

emotional responses, prompting individuals to take action. O’Neill and Boykoff (2020) found that 

emotional content in social media campaigns is a significant factor in motivating public engagement, as 

it helps to humanize the issue and make it more relatable. For P4, the emotional connection to the 

content—whether through stories of affected communities or striking visuals—serves as a catalyst for 

taking action, demonstrating how personal and emotional engagement can be as important as 

informational content in motivating participation. 

Overall, the participants’ responses underscore the effectiveness of different strategies in social media 

campaigns for climate change, ranging from providing actionable steps and fostering community 

involvement to leveraging emotional appeal. The findings suggest that successful campaigns are those 

that not only raise awareness but also connect with individuals on a personal level, offering them clear 

and meaningful ways to contribute to the cause. Whether through the simplicity of taking action, the 

influence of community dynamics, or the emotional impact of the content, these strategies work together 

to inspire greater public participation in climate change initiatives. The diverse approaches highlighted 
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by the participants align with the broader research, demonstrating that effective climate change 

communication on social media must be multifaceted, engaging users through a combination of practical, 

social, and emotional appeals. 

 

4.3.3 Challenges Encountered with Social Media Campaigns 

Participants shared their experiences with the challenges they faced when engaging with social media 

campaigns focused on climate change, highlighting several key issues that can undermine the 

effectiveness of these initiatives. 

P8 raised a significant concern about the spread of misinformation, noting, “One of the biggest 

challenges is the spread of misinformation. It can be difficult to know what’s accurate, and that makes 

it harder to trust the campaigns”. This issue underscores a critical obstacle in climate change 

communication on social media: the pervasive nature of misinformation. The difficulty in distinguishing 

between credible information and false or misleading content can lead to skepticism and reduced trust in 

social media campaigns. Hughes et al. (2019) emphasize that misinformation is a major barrier to 

effective climate change communication, as it can distort public understanding of the issue and 

undermine the credibility of genuine efforts to raise awareness. For P8, the prevalence of misinformation 

complicates their engagement with climate change campaigns, making it harder to discern which 

campaigns are trustworthy and which might be spreading false narratives. This challenge highlights the 

need for social media platforms and campaign creators to prioritize accuracy and credibility, potentially 

by partnering with reputable organizations or utilizing fact-checking tools to ensure the information 

being disseminated is reliable. 

P6 identified information overload as another significant challenge, explaining, “There’s so much 

content out there that it can be overwhelming. Sometimes, it feels like there’s too much to keep up with, 

which can be discouraging”. This issue of information overload reflects a common experience among 
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social media users, where the sheer volume of content related to climate change can become 

overwhelming. Stokes et al. (2020) found that information overload is a frequent issue that can deter 

public engagement, as users may feel inundated with content and struggle to prioritize what to focus on. 

For P6, the constant influx of climate-related posts, videos, and articles can lead to a sense of fatigue or 

paralysis, where the user is less likely to engage with the content meaningfully. This challenge suggests 

that social media campaigns might benefit from more targeted approaches that deliver concise, relevant 

information without overwhelming the audience. Curating content to avoid redundancy and providing 

clear, focused messages could help alleviate the burden of information overload and enhance public 

engagement. 

P10 highlighted the difficulty in reaching diverse audiences through social media campaigns, remarking, 

“Social media campaigns often struggle to reach people who are not already interested in climate 

change. There’s a bit of an echo chamber effect, where the same people are engaging with the content”. 

This observation points to a common issue in social media communication, where content is primarily 

circulated within like-minded communities, creating an “echo chamber” that reinforces existing beliefs 

rather than expanding the campaign’s reach. Vesely and Klöckner (2020) observed that social media 

campaigns frequently fail to extend beyond their core audience, which limits their impact in raising 

broader public awareness. For P10, the challenge lies in the fact that these campaigns often preach to the 

converted, engaging individuals who are already invested in climate change issues while struggling to 

attract new, diverse audiences who might benefit from increased awareness. This limitation suggests that 

social media campaigns need to explore innovative strategies to break out of these echo chambers, such 

as collaborating with influencers from different backgrounds, utilizing targeted advertising to reach 

underrepresented groups, or creating content that appeals to a wider demographic. 

Collectively, these challenges—misinformation, information overload, and limited audience reach—

highlight the complexities involved in using social media to engage the public on climate change. The 
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participants’ experiences reflect broader trends identified in research, where the effectiveness of social 

media campaigns is often hindered by these obstacles. Addressing these challenges requires a multi-

faceted approach, including improving the accuracy and credibility of content, managing the flow of 

information to prevent overload, and finding new ways to connect with a more diverse and expansive 

audience. By tackling these issues, social media campaigns can become more effective tools for raising 

awareness, driving engagement, and ultimately inspiring action on climate change. 

 

4.4 Objective 3: Identify The Key Elements That Contribute To The Success Of Social Media 

Campaigns In Promoting Climate Change Awareness 

4.4.1 Essential Features of a Successful Social Media Campaign 

Participants shared valuable insights into the key features and strategies they believe are essential for 

creating a successful social media campaign on climate change. Their perspectives align with existing 

research and provide a nuanced understanding of what drives effective communication in this critical 

area. 

 

Clear Messaging 

P5 emphasized the importance of clear and consistent messaging, stating, “A successful campaign needs 

to have a clear, consistent message that resonates with people. It should be simple enough for anyone to 

understand, but powerful enough to inspire action”. This viewpoint underscores the need for simplicity 

and clarity in messaging, which is crucial in ensuring that the campaign’s message is accessible to a 

broad audience. Schumann and Klein (2015) similarly argue that social media campaigns with clear and 

consistent messaging are more likely to succeed because they reduce the risk of misinterpretation and 

make it easier for the audience to grasp the core issue. For P5, the balance between simplicity and impact 

is key; the message must be straightforward but also compelling enough to prompt individuals to take 
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action. This insight highlights the importance of distilling complex climate change information into 

easily digestible content without losing the urgency or significance of the issue. By focusing on clear 

messaging, campaigns can more effectively communicate their objectives and mobilize public support. 

 

Credibility and Trust 

P3 highlighted the critical role of credibility in social media campaigns, noting, “The information shared 

in the campaign needs to be credible and backed by research. People are more likely to engage with 

content that they trust”. This insight underscores the fundamental importance of credibility in the 

effectiveness of social media campaigns, particularly in an era where misinformation can proliferate 

rapidly. 

Credibility is a cornerstone of successful communication, especially on social media platforms where 

users are frequently exposed to both accurate and misleading information. Carpenter and Tarvin (2021) 

emphasize that credibility and evidence-based content are essential for building public trust and fostering 

engagement in social media campaigns. Without a foundation of trust, even the most compelling 

messages can fail to resonate with the audience. 

P3’s perspective suggests that campaigns must prioritize accuracy and reliability, ensuring that the 

information they present is rigorously supported by scientific research and expert opinions. This 

approach involves using verified data, citing reputable sources, and providing clear references to 

authoritative studies. By doing so, campaigns not only enhance their credibility but also reinforce their 

authority on climate issues. This is crucial in a landscape where false information can quickly undermine 

public confidence and dilute the impact of genuine climate advocacy efforts. 

To establish themselves as trustworthy platforms, social media campaigns should focus on leveraging 

credible sources and transparent communication. This means clearly outlining the sources of information, 

explaining the research methodologies used, and openly addressing any potential uncertainties or 
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limitations. Such practices help build a rapport with the audience, who are more likely to engage with 

and share content that they perceive as reliable and well-researched. 

Furthermore, campaigns can enhance their credibility by collaborating with recognized experts and 

organizations in the field. Partnering with reputable scientists, environmental NGOs, and other trusted 

entities not only lends authority to the campaign but also broadens its reach through established networks 

of credibility. 

 

Strategic Timing 

P9 pointed to the significance of timing in the success of social media campaigns, stating, “Timing is 

key. A campaign that is launched at the right moment, such as during a major climate event or 

conference, is more likely to gain traction and reach a wider audience”. This observation underscores 

the critical role that strategic timing plays in maximizing the effectiveness of a campaign. 

Timing is a crucial factor that can significantly influence a campaign's visibility and impact. Launching 

a campaign in alignment with major climate-related events or conferences leverages the increased public 

attention and interest in climate issues during these times. Boykoff et al. (2019) support this perspective, 

noting that the timing of a social media campaign can greatly affect its reach and effectiveness. By 

strategically scheduling campaign rollouts to coincide with high-profile events or peak periods of public 

interest, campaigns can enhance their chances of gaining traction and achieving broader engagement. 

For P9, the rationale behind this strategy is clear: a well-timed campaign taps into heightened public 

awareness and interest, which can amplify its visibility and influence. For example, launching a 

campaign during a global climate summit or on the anniversary of a significant environmental milestone 

can attract more attention and generate greater engagement from both media and the public. This 

approach ensures that the campaign benefits from the existing momentum surrounding climate issues 

and stands out in a crowded digital landscape. 
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Effective timing requires strategic planning, where campaign schedules are carefully aligned with current 

events, seasonal trends, or important dates related to environmental advocacy. By capitalizing on these 

moments, campaigns can engage with audiences when their interest and concern for climate issues are 

at their peak. This method not only increases the campaign’s reach but also enhances its impact by 

ensuring that the message resonates with the public during periods of heightened relevance. 

 

Visual and Emotional Appeal 

While not explicitly mentioned by the participants in this particular discussion, the importance of visual 

and emotional appeal is a recurring theme in successful social media campaigns. Incorporating visually 

compelling content, such as infographics, videos, and powerful imagery, can enhance the message’s 

impact and make it more memorable. Emotional storytelling, which connects the issue of climate change 

to real-life experiences and consequences, can also drive deeper engagement by resonating with the 

audience on a personal level. These elements, combined with clear messaging, credibility, and strategic 

timing, form a comprehensive strategy for creating effective social media campaigns.4.4.2 Examples of 

Successful Social Media Campaigns 

Participants were asked to describe a social media campaign they thought was particularly successful 

and what made it stand out. P2 mentioned the #EarthDay2020 campaign, stating, “The #EarthDay2020 

campaign was highly successful because it engaged millions of people worldwide, offering virtual events 

and activities that allowed everyone to participate, even during the pandemic”. This example reflects 

the findings of Hughes et al. (2019), who highlighted the success of global campaigns like Earth Day in 

mobilizing widespread public participation. 

P4 discussed the #ClimateStrike campaign: “The #ClimateStrike campaign was successful because it 

was led by youth activists and supported by a strong global network. It showed the power of grassroots 

movements in driving climate action”. This aligns with the research of Vesely and Klöckner (2020), who 
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noted the effectiveness of youth-led social media campaigns in promoting climate change awareness and 

action. 

P8 pointed to the success of the #NoPlastic campaign: “The #NoPlastic campaign stood out to me 

because it focused on a specific issue – plastic pollution – and offered practical solutions that individuals 

could easily adopt. It made a complex issue feel more manageable”. This observation supports the work 

of Schumann and Klein (2015), who emphasized the importance of focusing on specific, actionable 

issues in social media campaigns to drive public engagement. 

 

4.4.2 Suggestions for Improving Social Media Campaigns 

Participants offered several valuable recommendations for improving social media campaigns to better 

promote climate change awareness and action. These suggestions reflect a nuanced understanding of the 

current limitations and opportunities in leveraging social media for environmental advocacy. 

 

Collaboration with Influencers 

P7 suggested that increasing collaboration with influencers could significantly enhance the reach and 

effectiveness of social media campaigns: “To reach a wider audience, campaigns should collaborate 

with influencers who have diverse followings. This would help break out of the echo chamber and engage 

new people”. This recommendation highlights the strategic value of leveraging influencers' extensive 

networks to expand the campaign’s reach beyond its current supporters. By partnering with influencers 

who have substantial and diverse followings, campaigns can tap into new audiences that may not be 

engaged through traditional outreach methods. 

The perspective shared by P7 is supported by Hughes et al. (2019), who emphasize that partnerships with 

influencers can significantly amplify the reach and impact of social media campaigns. Influencers, with 

their established credibility and deep connection with their followers, can effectively act as conduits for 
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disseminating climate change messages. They bring an added layer of trust and relatability to the 

campaigns, which can enhance the message’s reception and engagement among their audiences. This 

expanded reach is crucial for breaking out of echo chambers—enclosed spaces where individuals only 

encounter information that reinforces their preexisting beliefs—thus promoting a more diverse and 

inclusive dialogue on climate change. 

Furthermore, influencers often represent a wide range of demographics and interests, offering campaigns 

a unique opportunity to engage with varied segments of the population. By collaborating with influencers 

from different backgrounds, campaigns can address multiple facets of climate change and connect with 

people who might be otherwise indifferent or unaware. This approach not only broadens the campaign's 

audience but also enriches its impact by bringing in perspectives from diverse groups, thereby fostering 

a more comprehensive and nuanced public conversation about climate issues. 

Overall, leveraging influencers as part of social media campaigns can provide a strategic advantage in 

reaching new audiences and enhancing campaign effectiveness. This recommendation underscores the 

importance of using influential voices to bridge gaps in public engagement and foster a broader, more 

inclusive dialogue on climate change. 

 

Enhanced Interactivity 

P10 recommended incorporating more interactive features into social media campaigns: “Incorporating 

interactive features like polls, quizzes, and live Q&A sessions would make campaigns more engaging 

and encourage more people to participate”. This recommendation underscores the crucial role of 

interactive elements in creating a more engaging and participatory experience for users. Interactive 

features such as polls, quizzes, and live Q&A sessions provide users with opportunities to actively engage 

with campaign content, rather than just passively consuming information. This active involvement is key 

to fostering deeper connections between the campaign and its audience. 
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Vesely and Klöckner (2020) support this view, emphasizing that interactive features can significantly 

boost public interest and engagement by allowing users to interact directly with the content. By 

integrating elements that invite user participation, such as responding to polls or participating in quizzes, 

campaigns can transform passive viewers into active contributors. This shift from passive consumption 

to active engagement can lead to a more invested and motivated audience, which is essential for driving 

meaningful action and increasing the overall impact of the campaign. 

Interactive features also provide essential feedback and insights into audience preferences and opinions. 

For example, polls can reveal what topics or aspects of climate change are most relevant to the audience, 

while live Q&A sessions can address specific concerns or questions, fostering a more personalized 

interaction. This level of engagement not only enhances the user experience but also helps tailor the 

campaign to better meet the needs and interests of its audience. 

Incorporating interactive elements creates a dynamic and responsive platform that goes beyond merely 

informing users. It encourages them to become actively involved in the conversation and take ownership 

of the issue. By making the campaign more engaging and participatory, social media campaigns can 

effectively strengthen their connection with users and drive more significant participation and impact in 

climate change initiatives. 

 

Localization of Content 

P6 emphasized the need for more localized content: “Campaigns should include more localized content 

that speaks to the specific climate issues facing different communities. This would make the campaigns 

more relevant and impactful”. This recommendation highlights the significance of tailoring social media 

campaigns to address the distinct climate-related challenges and concerns experienced by various 

communities. 

The need for localized content underscores the importance of creating messages that resonate with the 
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specific environmental issues faced by different regions. Stokes et al. (2020) support this view, 

emphasizing that localized content can significantly enhance public engagement by making the campaign 

more pertinent to diverse audiences. When campaigns address issues that are directly relevant to a 

community, they are more likely to capture attention and inspire action. 

Localizing content involves integrating community-specific examples, data, and narratives into the 

campaign's messaging. For instance, a campaign targeting coastal communities might highlight the 

impact of rising sea levels and provide information on local adaptation strategies. Similarly, campaigns 

focused on agricultural regions could address issues related to droughts or crop failures. By aligning the 

content with the unique environmental and socio-economic contexts of these communities, campaigns 

can foster a deeper connection with the audience. 

A localized approach ensures that the campaign’s message is not only heard but also felt in the context 

of the audience’s immediate environment and experiences. This relevance helps to amplify the urgency 

and importance of climate action, as individuals can more easily see the direct implications of climate 

change on their own lives and surroundings. Furthermore, localized content can facilitate more effective 

communication by addressing specific concerns, providing practical solutions, and encouraging 

community-based initiatives. 

Incorporating localized content also involves engaging with local stakeholders, such as community 

leaders, organizations, and residents, to gather insights and feedback. This collaborative approach can 

enhance the campaign’s credibility and effectiveness by ensuring that the messages are accurate, 

culturally sensitive, and tailored to the needs of the community. 

 

Integration of Visual and Emotional Appeal 

While not directly mentioned in the participants' suggestions, integrating visual and emotional appeal 

remains crucial for enhancing campaign effectiveness. The combination of clear messaging with 
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compelling visuals and emotionally resonant stories can significantly amplify the impact of social media 

campaigns. 

Visual content plays a vital role in making complex climate issues more accessible and memorable. 

Infographics, for instance, can distill complex data into easy-to-understand graphics that quickly convey 

key messages. Impactful imagery, such as striking photographs of climate change effects or before-and-

after comparisons of environmental changes, can capture attention and evoke a strong response from 

viewers. Research by Lu and Schuldt (2016) supports this notion, indicating that visual elements are 

essential for effective climate change communication on social media, as they help to simplify and 

illustrate the scale and urgency of the issue. 

Moreover, incorporating emotional appeal into social media campaigns can drive deeper engagement by 

creating a personal connection between the audience and the subject matter. Campaigns that feature 

emotional stories or testimonials from individuals and communities affected by climate change can foster 

empathy and a sense of urgency. For example, videos that showcase personal stories of climate-affected 

communities or narratives about the impact of climate change on wildlife can generate a profound 

emotional response. This approach aligns with the findings of O’Neill and Boykoff (2020), who found 

that emotionally charged content can significantly influence public perception and motivate action by 

making the issue more relatable and urgent. 

Combining clear, consistent messaging with visually appealing and emotionally engaging content creates 

a powerful strategy for social media campaigns. This approach not only captures the audience’s attention 

but also facilitates a deeper understanding of the climate change issue by connecting with viewers on 

both intellectual and emotional levels. By leveraging visual and emotional elements effectively, 

campaigns can enhance their overall impact, foster greater public engagement, and inspire meaningful 

action towards addressing climate change. 
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4.5 Analysis Of Results 

Impact and Effectiveness of Social Media Campaigns on Climate Change 

Participants shared a spectrum of experiences regarding their engagement with social media campaigns 

related to climate change, demonstrating the varied ways these campaigns shape public perception and 

prompt action. For instance, P9 reported engaging with climate change content nearly every day through 

LinkedIn, where they follow environmental organizations and researchers. This high level of engagement 

suggests that professionals in the environmental sector often rely on social media as a crucial tool for 

staying informed about climate developments. This is consistent with Stokes et al. (2020), who noted 

that such professionals frequently use social media platforms to keep up with climate change information. 

 

In contrast, P2 mentioned a more moderate engagement, interacting with climate change content a few 

times a week, typically when a topic gains significant traction or becomes a trending issue. This 

variability in engagement reflects how individual interest and the nature of the content can influence the 

frequency of interaction. The observed differences in engagement levels highlight the diverse ways 

people connect with climate change narratives and the impact of social media platforms in shaping these 

interactions. 

The influence of social media campaigns on participants' perceptions of climate change also varied. P1 

emphasized that real-time updates provided by social media have significantly heightened their 

awareness of the urgency surrounding climate issues. This aligns with Carpenter and Tarvin’s (2021) 

assertion that the immediacy of social media can enhance the perception of urgency, making climate 

issues seem more pressing and immediate. 

3, on the other hand, highlighted the educational value of social media campaigns. They noted that these 

campaigns have made complex climate science more accessible to the general public, thereby increasing 

their understanding of the issue. This perspective supports Smith and Anderson’s (2018) findings that 
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social media serves as an important educational tool, breaking down complicated scientific concepts and 

making them more comprehensible to a broader audience. 

P8’s feedback focused on the emotional impact of social media campaigns. They noted that seeing the 

real-life effects of climate change on vulnerable communities through social media has had a profound 

effect on their perception, moving beyond mere statistics to a more personal understanding of the issue. 

This aligns with the research of O’Neill and Boykoff (2020), who found that emotionally charged content 

in social media campaigns can significantly influence public perception by creating a personal and 

emotional connection to climate issues. 

Overall, the diverse experiences reported by participants illustrate how social media campaigns can affect 

public perception of climate change in various ways, depending on the nature of the content and the 

engagement level of the audience. These findings underscore the importance of leveraging different 

aspects of social media—such as real-time updates, educational content, and emotional appeals—to 

effectively shape public understanding and drive action on climate change. 

Factors influencing public engagement with climate change campaigns were also examined. Participants 

pointed out that clear, consistent messaging is crucial for successful campaigns, as emphasized by P5 

and supported by Schumann and Klein (2015). Credibility of the information, highlighted by P3, is 

essential for building trust and fostering engagement, in line with Carpenter and Tarvin (2021). Timing 

of campaigns, as noted by P9, can significantly affect their success and reach, a finding supported by 

Boykoff et al. (2019). 

However, participants also identified several challenges faced by social media campaigns. P8 pointed to 

misinformation as a major issue, aligning with Hughes et al. (2019), who report that misinformation 

undermines trust in campaigns. P6 discussed the problem of information overload, which can overwhelm 

users and discourage engagement, consistent with Stokes et al. (2020). P10 observed that campaigns 

often struggle to reach beyond their core audience, reflecting Vesely and Klöckner’s (2020) findings on 
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the echo chamber effect in social media. 

 

Recommendations for Improving Social Media Campaigns 

Participants provided valuable recommendations to enhance the effectiveness of social media campaigns 

aimed at promoting climate change awareness and action. One significant suggestion was to increase 

collaboration with influencers. P7 emphasized that partnering with influencers who have diverse 

followings could help reach a broader audience and break out of existing echo chambers. This approach 

is supported by Hughes et al. (2019), who highlighted that influencer partnerships can significantly 

expand the reach of social media campaigns and engage new segments of the public that might not 

otherwise be reached. 

P10 recommended incorporating interactive features into social media campaigns, such as polls, quizzes, 

and live Q&A sessions. These features are seen as ways to make campaigns more engaging and 

participatory. This recommendation aligns with Vesely and Klöckner (2020), who stressed the 

importance of interactivity in maintaining public interest and participation. Interactive elements can 

transform passive viewers into active participants, fostering a deeper connection with the content and 

increasing the likelihood of sustained engagement. 

Additionally, P6 proposed the creation of more localized content that addresses specific climate issues 

relevant to different communities. By tailoring content to local contexts and concerns, campaigns can 

become more relevant and impactful. This suggestion is supported by Stokes et al. (2020), who noted 

that localized content can enhance public engagement by addressing the specific needs and interests of 

diverse audiences. This approach can help bridge the gap between global climate issues and local 

experiences, making the message more relatable and actionable for community members. 

These recommendations reflect a comprehensive understanding of how social media campaigns can be 

optimized to better promote climate change awareness and action. Addressing challenges such as 
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misinformation and information overload is crucial for maintaining public trust and engagement. By 

leveraging strategies like influencer partnerships, interactive features, and localized content, social media 

campaigns can enhance their effectiveness in reaching and engaging a wider audience, ultimately driving 

more meaningful action on climate change. 
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CHAPTER FIVE 

SUMMARY, CONCLUSION AND RECOMMENDATIONS 

5.0 Introduction 

This chapter synthesizes the results from the data analysis, draws conclusions based on the findings, and 

offers recommendations for improving social media campaigns to enhance their effectiveness. The goal 

is to provide actionable insights that can guide future campaigns and research in the domain of climate 

change communication. 

 

5.1 Summary of Key Findings 

Engagement with Climate Change Content 

Participants demonstrated a broad spectrum of engagement levels with climate change content on social 

media, reflecting varying degrees of interaction and interest. P9 reported engaging with climate-related 

content on a daily basis through LinkedIn, where they follow a range of environmental organizations and 

researchers (P9). This high level of engagement aligns with Stokes et al.'s (2020) findings, which indicate 

that professionals, particularly those in environmental fields, frequently use social media to stay updated 

on climate issues. On the other hand, P2's engagement was characterized by a more moderate frequency, 

occurring several times a week and typically driven by trending topics or significant news events (P2). 

Vesely and Klöckner (2020) observed similar variability in public engagement, attributing it to individual 

interests, personal motivations, and the relevance of current events to the audience’s climate change 

concerns. This variability underscores the importance of tailoring content to accommodate different 

levels of engagement and interest among social media users. 
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Impact of Social Media Campaigns 

The impact of social media campaigns on participants' perceptions of climate change was notably 

diverse. P1 emphasized that real-time updates provided by campaigns significantly heightened their 

awareness and urgency about climate issues, aligning with Carpenter and Tarvin’s (2021) research, 

which highlights the role of immediacy in enhancing public perception and response to climate change. 

This immediacy helps to keep climate issues at the forefront of public consciousness and encourages 

timely action. In addition, P3 valued the educational aspect of campaigns, noting that they effectively 

simplify complex climate science, making it more accessible to the general public (P3). This perspective 

is supported by Smith and Anderson's (2018) research, which underscores the educational potential of 

social media in breaking down intricate topics. Furthermore, P8 highlighted the emotional impact of 

campaigns, particularly those featuring personal stories or vivid imagery that resonate on an emotional 

level. This observation corresponds with O’Neill and Boykoff's (2020) findings, which demonstrate that 

emotionally charged content can deepen personal connections and enhance engagement with climate 

issues. 

 

Effectiveness of Social Media Campaigns 

Participants provided insightful recommendations for enhancing the effectiveness of social media 

campaigns. P7 suggested that increasing collaborations with influencers could significantly broaden a 

campaign's reach and impact, allowing it to engage a more extensive and varied audience (P7). This 

strategy is supported by Hughes et al. (2019), who found that influencers play a crucial role in extending 

the visibility and influence of campaigns by leveraging their established networks. Furthermore, P10 

recommended incorporating interactive features such as polls, quizzes, and live Q&A sessions to foster 

greater engagement and participation (P10). This aligns with Vesely and Klöckner's (2020) emphasis on 

the role of interactive elements in maintaining public interest and involvement. Additionally, P6 
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emphasized the importance of developing localized content that addresses specific climate issues relevant 

to different communities (P6). This approach, supported by Stokes et al. (2020), enhances the relevance 

and impact of campaigns by tailoring messages to resonate with the unique concerns of local audiences, 

thereby fostering a stronger connection and response. 

 

Challenges in Social Media Campaigns 

Participants identified several challenges that affect the effectiveness of social media campaigns. P8 

discussed the issue of misinformation, noting that it undermines trust and creates confusion among the 

audience (P8). Hughes et al. (2019) also recognized misinformation as a significant barrier to effective 

climate change communication, highlighting the need for accurate and reliable information. 

Additionally, P6 pointed out the problem of information overload, where the sheer volume of content 

can overwhelm users and reduce their engagement (P6). This concern is echoed by Stokes et al. (2020), 

who found that excessive information can lead to disengagement and reduced effectiveness of 

campaigns. P10 also noted the difficulty of reaching diverse audiences, suggesting that many campaigns 

struggle to extend their reach beyond their existing followers (P10). This limitation is reflected in Vesely 

and Klöckner’s (2020) research, which indicates that social media campaigns often fail to engage new 

or broader demographics, restricting their overall impact. Addressing these challenges is crucial for 

improving the effectiveness and reach of social media campaigns in promoting climate change awareness 

and action. 

 

5.2 Conclusion 

The study reveals that social media campaigns significantly impact public perception and engagement 

concerning climate change. Participants shared diverse experiences that illustrate both the strengths and 

limitations of these campaigns. Real-time updates play a crucial role in increasing awareness and urgency 
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about climate issues, ensuring that the public remains informed of the latest developments. Educational 

content helps demystify complex climate science, making it more accessible and understandable to a 

broader audience. Additionally, emotional appeals effectively connect with audiences on a personal 

level, driving deeper engagement and fostering a sense of urgency. These elements collectively shape 

how the public perceives climate change and motivates them to participate in related initiatives. 

However, the study also highlights several challenges that hinder the effectiveness of social media 

campaigns. Misinformation can undermine trust and create confusion, while information overload can 

overwhelm and disengage audiences. The issue of reaching diverse and broader audiences remains 

significant, with many campaigns struggling to move beyond their core followers. These challenges 

underscore the necessity for more strategic planning in campaign development. Emphasizing clear, 

consistent messaging, ensuring the credibility of the information shared, and incorporating interactive 

features can address these issues and enhance the overall impact of social media campaigns. By tackling 

these limitations, campaigns can improve their ability to inform, engage, and mobilize the public on 

climate change. 

 

5.3 Recommendation 

Enhance Collaboration with Influencers 

To amplify the reach and effectiveness of social media campaigns, it is crucial to expand collaborations 

with influencers. Influencers, with their substantial and diverse followings, offer a strategic avenue for 

extending the campaign’s impact beyond its existing audience. By leveraging the credibility and 

engagement of influencers, campaigns can tap into new demographic groups that may otherwise remain 

untargeted. Hughes et al. (2019) support this approach, highlighting that influencers can introduce 

climate change messages to varied audiences, thereby overcoming the limitations of echo chambers and 

broadening the campaign's reach. These partnerships not only help in disseminating messages to a wider 
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audience but also enhance the authenticity and relatability of the campaign through trusted voices. 

 

Incorporate Interactive Features 

Incorporating interactive features into social media campaigns can significantly boost their engagement 

and effectiveness. Interactive elements such as polls, quizzes, and live Q&A sessions create opportunities 

for users to actively participate in the campaign, making the experience more engaging and dynamic. 

Vesely and Klöckner (2020) emphasize the importance of interactivity in maintaining public interest, 

noting that these features can transform passive viewers into active participants. By encouraging user 

interaction, campaigns can foster a deeper connection with the audience, increase participation rates, and 

enhance the overall impact of the campaign. Interactive components also provide valuable feedback and 

insights into audience preferences and attitudes. 

 

Focus on Localized Content 

Developing and implementing localized content is crucial for enhancing the relevance and impact of 

social media campaigns, particularly in the context of climate change. By tailoring content to address the 

specific climate issues faced by different communities, campaigns can ensure that their messages 

resonate more deeply with local audiences. This localized approach involves understanding and 

integrating the unique environmental challenges, cultural contexts, and socio-economic factors that 

influence each community. Stokes et al. (2020) underscore that addressing these localized concerns can 

significantly boost public engagement by making the content more pertinent and relatable. For instance, 

a campaign focusing on drought conditions in one region might emphasize water conservation tips and 

local drought impacts, while another in a coastal area could highlight sea-level rise and coastal protection 

measures. 

Furthermore, incorporating community-specific examples and focusing on localized climate challenges 
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can create a more personalized experience for users. This approach not only makes the content more 

engaging but also fosters a stronger connection between the audience and the campaign's messages. 

When individuals see their own experiences and challenges reflected in the content, they are more likely 

to feel a sense of urgency and relevance, which can drive greater responsiveness and participation. By 

aligning campaign messages with local realities, social media efforts can effectively mobilize 

community-based action and support, enhancing the overall impact of climate change initiatives. This 

tailored approach ensures that campaigns are not only heard but are also perceived as valuable and 

actionable within the specific context of each community. 

 

Address Misinformation 

To effectively combat misinformation and build public trust, social media campaigns must prioritize the 

dissemination of credible, research-backed information. Ensuring the accuracy and reliability of content 

is crucial for maintaining the integrity of the campaign and fostering genuine engagement. Carpenter and 

Tarvin (2021) underscore the importance of credibility in communication, noting that evidence-based 

content is essential for establishing trust and encouraging public participation. By rigorously fact-

checking information and citing reputable sources, campaigns can counteract misinformation, enhance 

their credibility, and promote more informed and constructive public discourse on climate change. 

 

Manage Information Overload 

To address the challenge of information overload, social media campaigns must implement strategic 

content management practices that balance the volume and complexity of the information presented. One 

effective approach is to curate and prioritize content to deliver clear, concise, and highly relevant 

messages that avoid overwhelming the audience. Stokes et al. (2020) emphasize that managing content 

effectively is crucial for sustaining public interest and engagement. This involves selecting and 
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presenting information that is most pertinent to the audience's needs and interests, which can help in 

preventing the inundation of excessive data that may lead to disengagement. By focusing on delivering 

streamlined and well-organized content, campaigns can make their communications more accessible and 

prevent cognitive overload, thereby enhancing the overall effectiveness of their messaging. 

Furthermore, adopting a streamlined approach to content delivery can significantly improve audience 

interaction and engagement with the campaign. When information is presented in a clear and digestible 

manner, it becomes easier for individuals to process and act upon. Reducing cognitive overload allows 

the audience to focus on key messages without being distracted or overwhelmed by excessive details. 

This targeted communication strategy increases the likelihood that the audience will engage more deeply 

with the campaign's content, leading to better retention and action. By prioritizing simplicity and 

relevance in content presentation, social media campaigns can enhance their impact and maintain 

meaningful engagement with their audience. 
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APPENDIX 

UNIVERSITY OF MEDIA, ARTS AND COMMUNICATION(UNIMAC-IJ) 

SCHOOL OF GRADUATE STUDIES AND RESEARCH 

DEPARTMENT OF COMMUNICATION SCIENCE 

SEMI STRUCTURED INTERVIEW GUIDE 

 

SEMI-STRUCTURED INTERVIEW GUIDE FOR MUNICIPAL ASSEMBLY 

Dear respondent, this interview guide is to aid in gathering data on the subject “Assessing the 

Effectiveness of Social Media Campaigns in Improving Climate Change Perception And 

Engagement". Kindly respond appropriately to the questions given.  

You are assured of the confidentiality and anonymity of this exercise because it will solely be used for 

the intended academic purpose. 

 

Section A: Demographic Information 

Gender  

Male [     ]  Female [     ] 

Age 

Under 18 [    ]  18-24[     ]  25-34[     ]  35-44[     ]   45-54[     ]   55-64[     ]   65 and over[     ] 

Occupation      Student [     ]   Environmental activist [     ]   Social media influencer [      ]   

Academic/researcher [     ]   Government official [      ]            Business professional   [      ] 

 

Objective 1: Examine the impact of social media campaigns on public perception of climate change. 

1. How would you describe your overall perception of climate change as influenced by social media 

campaigns? 
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2. Can you provide an example of a social media campaign that significantly changed your view on climate 

change? 

3. What aspects of social media campaigns do you believe have the most impact on shaping public opinion 

about climate change? 

 

Objective 2: Assess the effectiveness of social media campaigns in engaging the public with climate 

change issues. 

1. How frequently do you engage with climate change content on social media? 

2. In what ways do social media campaigns motivate you to take action or participate in climate change 

initiatives? 

3. What challenges have you encountered with social media campaigns aimed at engaging the public on 

climate change? 

 

Objective 3: Identify the key elements that contribute to the success of social media campaigns in 

promoting climate change awareness. 

1. What features or strategies do you think are essential for a successful social media campaign on climate 

change? 

2. Can you describe a social media campaign that you think was particularly successful? What made it stand 

out? 

3. How do you think social media campaigns could be improved to better promote climate change 

awareness and action? 

 

 

THANK YOU FOR PARTICIPATING! 


