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Introduction

An April 2019 survey by Ipsos of 19,519 online adults aged 16-74 across 27 countries 
asked, “How does the world perceive our changing environment?” The survey results1 are 
telling; however, what conversations occur around climate change and environmental 
issues when no one is asking?

To further analyze the feelings and concerns of individuals, we must comb through 
social networks, online communities, blogs, and forums. Using the latest social 
listening technologies, we were able to identify which conversations are the loudest 
and where. We gained insight into how consumers are reacting to the environment 
around them by observing people’s feelings about our changing climate. Our data 
included all mentions between March and September 2019 and provided insightful 
demographic data about the people engaging in these conversations. Below, we see 
a global map of where climate change conversations are occurring the loudest.



As an example, here is a 
snapshot of images and 

videos from across the web 
that are associated with 
climate change topics.
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Causes

Journalists come out with content nearly every day, which is retweeted and shared 
thousands of times by concerned online communities and users. For example, Forbes 
article “We Have Five Years to Save Ourselves from Climate Change, Harvard Scientist 
Says” 2 was shared virally by Twitter users in June of 2019 with over 500 retweets.

We created a social listening dashboard and sifted through millions of conversations 
online about climate change. Using this data, we analyzed what people had to say 
about the human activity that leads to the rampant creation of greenhouse gases.

When monitoring conversations happening online regarding the causes of climate 
change, there was a clear distinction in the age group of people having the most 
online discussions.
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A more significant proportion of young people between 18-25 and 25-35 are the leaders 
of meaningful discourse surrounding human contributions to climate change. Combined, 
these age groups account for more than six times the amount of conversations happening 
between any other age group online. Perhaps younger generations feel the mounting 
ecological pressure more than their predecessors because the threat was not as widely 
reported on, discussed, or thoroughly proven until recently.

Using automated trend detection, combined with artificial intelligence, we pulled out the 
most critical insights so that a human didn’t have to sift through mountains of information to 
find meaningful connections. Among the millions of mentions collected, there was a massive 
correlation in the evolution of mentions between greenhouse gases and human activity.
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Next, we compiled a list of the top climate change-related hashtags used on social 
media. The top ten hashtags used were telling of the loudest conversations. We found 
that people who used #ClimateCrisis, #ClimateAction, and #ClimateEmergency were 
more likely to believe in climate change and think that change needs to be made to 
combat it. It is also worth noting that #Drought and #RenewableEnergy are two specific 
topics that come up in the top ten hashtags for this period. This gives us great insight 
into which effects and solutions are being talked about the most.  

The graph above shows the evolution of the topics over time and serves as a poignant 
visual of how online audiences closely relate the two topics over a six month period.
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Is Climate Change "Fake News"?
In spite of the scientific evidence, there is still a significant and loud group of people 
who vehemently deny that climate change exists. We wanted to take a closer look at 
the people who do not believe climate change is a significant threat. By querying our 
social listening data for keywords frequently associated with climate change, including 
“hoax,” “conspiracy,” and “myth,” interesting insights surfaced.

According to a report by Ipsos conducted in 2016, 22% of American individuals do not 
believe that human activity causes global warming. Even though there has been a drop 
in non-believers in the past two years, the U.S. still possesses the highest percentage 
of respondents that disagree. This volume timeline highlights the constantly shifting 
nature of American public opinion.

This general downward shift in statistics is reflective of the American population’s 
changing perspective and awareness about climate change in recent years. However, 
it still takes into account the high level of misinformation and climate change deniers 
who cause a racket online.

As it turns out, the vast majority of people discussing climate change in the context of 
it being a hoax or conspiracy are middle-aged, between 45 and 55 years old. This age 
group is a stark difference compared to the typical age of individuals who believe in 
climate change who range between 18 and 35 years old.

A stunning 78% of users who associated climate change with the words “hoax,” 
“conspiracy,” or “myth” were male.
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6 Major Effects of Climate Change
Due to the sheer volume of online conversation surrounding the effects of climate change, in 
order to narrow our scope, we decided to focus on a couple of relevant case studies for each 
of the six critically affected areas designated by the World Wildlife Fund (WWF):

As shown in the graph below, over six months, the total volume of interactions about these 
selected subtopics has grown significantly. Conversations fluctuate back and forth but 
generally show a trend of growth. It is important to note that the conversation skews heavily 
toward the “climate” subtopic. The 68% volume reported is due to the prevalence of more 
common keywords in social posts for the subject such as climate itself. 

Effects

Wildlife

Forests Oceans

FoodExtreme Weather (Climate)

Freshwater
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Looking at the volume of the effects subtopics without climate included, we can drill down 
into the other subtopics. The reader can see jumps in conversation based on specific events. 
For example, the rise in discussions about forests in mid-August was due to increased press 
about the Amazon rainforest fires.
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These six areas cannot possibly encompass all of the social, political, economic, and 
environmental effects of global warming. However, in focusing on a few zones of 
irreversible damage to our Earth, we aim to highlight where the conversations are the 
most intense and polarizing. Nearly all of the environmental effects of climate change 
interconnect. For example, severe weather like hurricanes can destroy forests and 
wildlife habitats, while wiping out clean drinking water and food sources for human 
populations in the area.

Weathering the Storms
Hurricane Katrina made landfall in the Mississippi Gulf in 2005 as a Category 3 
hurricane. It caused over 100 billion dollars worth of damage, making it the costliest 
natural disaster in the history of the United States. Fourteen years later, hurricanes 
and dangerous tropical storms have increased in intensity and frequency.

Hurricane Dorian was the most recent. It began as a Category 4 hurricane on Friday, 
August 30th 2019, before reaching Category 5 — the most severe designation — over 
Labor Day weekend. Dorian made its way through the Caribean, to the southeastern 
United States, before finally finishing in Canada. It destroyed the Bahamas along the 
way.

It was the first Atlantic storm to reach this most severe status in 2019. Our data shows 
that there is a sharp increase in media coverage around the time of the storm.
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Thanks to the constant coverage of the news media and responses on web-based social 
media, people were able to keep up with important storm watch updates and prepare 
to the best of their abilities for the disaster to come. Nearly every news outlet, from 
the New York Times and the Wall Street Journal, to CNN and the Associated Press, had 
dedicated teams covering live updates regarding Hurricane Dorian.

Responses and calls-to-action from the online community revealed an outpouring of 
support for those affected and the strength of an online voice. One particular post on 
social media highlighted a woman who took 97 stray rescue dogs into her Bahamas 
home to protect them from the elements of the hurricane.

Our monitoring of online conversations showed chatter about 
everything from storm preparedness to dismay over ruined 
Labor Day weekend plans. 25% of the share of media was 
from general news and magazine sources instead of social 
networks such as Twitter.
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When reaching out for financial support for her cause, there was a surge in donations, 
helping her raise more than $80,000, reaching more than four times her original fundraising 
goal of $20,000.

When querying for the word “hurricane,” the sentiment word cloud analysis picked up 
on interesting related words. These tell us a lot about the thought process that people go 
through during emergency weather situations.
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A few that stood out were “climate change,” “global warming,” “extreme,” and “flooding.” 
There is an association between climate change trends and the dangers of the outcome. 
In recent years, hurricanes have become more and more severe, likely due in part to the 
changing nature of our global climate. Reports by the National Climate Assessment (NCA) 
explained that although global warming is not increasing the total number of hurricanes, 
it is making those storms stronger. 3 Stronger hurricanes subsequently produce much 
more rain and cause more damage to affected areas.

Social media is an incredibly powerful channel on which to tell stories. The actual value 
lies in the ability of anyone, anywhere to get their message out to the world. Relief efforts 
were amplified significantly by the visual devastation that was shared online. Videos of 
airport flooding, people wading through chest-high water with their dogs under their 
arm, and the destruction of homes got people’s attention. The nature of the Internet 
means that even for people not physically experiencing the disaster, they can feel the 
emotion and desperation almost as if they were experiencing it themselves.

Renewable Energy Charges Up
The most fast-acting and viable concrete solution to climate change is implementing 
renewable energy sources such as solar panels, hydropower capabilities, and wind 
turbines.

We saw tremendous growth in the amount of conversation online about renewable 
energy, as shown by the graph below.
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In sorting through the information that our platform pulled when querying for renewable 
energy solutions, the top ten keywords highlighted what audiences were talking about 
the most. “Solar” has the highest volume in online conversations, followed by “wind.” Our 
third queried renewable, hydropower, does not show up in the top ten keywords. This 
admission indicates that it is not part of the hottest discussion.
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Also, we detected twice as many positively coded mentions of renewable energy than 
negative from the past year. For the U.S. this bodes well for continued growth in clean 
energy practices.
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Food for Thought
With an increasing human population, there exists a greater need for food, yet there is 
less land on which to produce it.

As we have learned, over the past 30 years, natural disasters have become increasingly 
common. Unstable weather patterns can lead to drought – for example, the shifting 
climate conditions that surfaced from El Niño in 2016 were responsible for severe 
food scarcity for 20 million people. 4 On the other extreme, more powerful hurricane 
and cyclone seasons have more potential to do damage to livelihoods, agricultural 
production, and local market prices, in countries in the Caribbean and Asia. 5

We uncovered some intriguing conversations generating many mentions online. 
This post from Inside Climate News uses some popular hashtags like #foodsecurity, 
#drought, and #climatecrisis to reach the right audiences.
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This post by The New York Times garnered over 27,000 interactions within online 
communities. It both attracted people to learn about the cause, and also to comment 
on what they should do, and how they can help.
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Clean Plate Club
Food waste is a massive topic of conversation online, clocking in tens of thousands of 
mentions in the past six months only. A popular post identified was from Global Citizen. 
This particular post generated a large volume of interactions and helped produce some 
great ideas on how to become more sustainable. Some of these solutions include 
shopping more efficiently for only what you need, dating your food, reducing picky 
standards for produce, and being smarter about food storage.
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Some companies and individuals are coming up with innovative and entrepreneurial 
ideas as a response to food waste. Almost half of the food grown by farmers in the 
United States never sells, but eating healthy keeps getting more expensive. Some 
consumers have chosen to purchase smart home appliances such as fridges infused 
with new artificial intelligence software.
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Everyone is guilty of buying produce, meat, or dairy products and forgetting about 
them until they’ve gone bad. Monitoring and being mindful of food waste, expiration 
dates, and consumption, have come to the forefront of consumer trends. When 
querying for the phrase “food waste,” highly correlated words such as “reduce” and 
“sustainable” suggest the growing desire for individuals to do something about their 
potentially harmful habits.
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To highlight one particularly innovative company, Misfits Market is a subscription box 
service delivering misfit fruits and vegetables to your door. A misfit fruit or veggie 
is oddly sized, blemished cosmetically, or in need of a couple of days to ripen, but 
otherwise is perfectly fine. However, consumers are unlikely to purchase produce 
that looks less than perfect.

Companies like this are unequivocally part of the solution. This company helps in reducing 
food waste in supermarkets and lowering costs for healthy eating.
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Taming the Wildlife Extinction Crisis
Human beings have notoriously been speeding up the process of extinction with 
the reckless use of natural resources and treatment of the native habitats that 
many animals call home. The Earth is straining to support the entirety of the human 
population, which has grown to over 7 billion people today. Human activities such 
as farming, logging, poaching, fishing, and mining advance our society but harm the 
natural world in previously unprecedented ways.
 
Diving into what people are saying online is very telling as to why a stance on wildlife 
conservation is essential for both individuals and businesses. Tracking the hashtags 
#StopExtinction and #ExtinctionRebellion, there is no shortage of data highlighting the 
way that people are talking about this topic online.

Along with the hashtags #StopExtinction and #ExtinctionRebellion, the 20 most closely 
related words had positive connotations, like “action,” “possible,” and “activists,” but 
also negative ones such as “police,” “arrested,” and “protest.”
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Companies like this are 
unequivocally part of the 

solution. This company helps 
in reducing food waste in 

supermarkets and lowering 
costs for healthy eating.
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When taking a peek at the word cloud of the most common words in posts about 
endangered wildlife, the words that stand out are “conservation,” “threatened,” “U.S. 
protection,” “federal,” and “Trump.”
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This word cloud is accurate considering posts by users outraged about the Trump 
administration’s pledge to roll back portions of the Endangered Species Act on August 
12th, 2019.

The most effective way to combat the endangerment of species is with specifically 
targeted policies that prevent the further destruction of habitats and populations due 
to hunting and fishing.

Activism and Nature Documentaries:  
Wildlife in the Limelight 
There is a significant movement that has been catalyzed online through awareness 
and activism through figureheads such as 16-year-old Greta Thunberg from Sweden. 
She made a poignant statement by sailing across the Atlantic in a zero-carbon boat in 
August 2019 to attend the UN Climate Summit in New York.

The web is an incredibly effective way to organize individuals to rally around a cause, 
with social media acting like a megaphone.

Young activists like Thunberg have catalyzed many young people to march all over the 
world in support of climate change activism. However, a lot of awareness for young 
people is also occurring through entertainment media. Platforms like Netflix have put 
out many nature documentaries, including the series “Planet Earth” and “Our Planet.” 
When people watch these documentaries and see all of the beautiful creatures that are 
in danger due to climate change, they are more likely to act. Even corporate companies 
like Patagonia have released documentary films such as “Artifishal: The Road to 
Extinction is Paved with Good Intentions. 6” 
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This film has received a lot of attention while educating individuals on the current 
unsustainability of fisheries around the world. 

Looking at online mentions of nature documentaries does indeed show a correlation 
between watching these films and wanting to take action. Below is a graphic of the top 
ten keywords in conversations about nature documentaries, which highlights this fact.

The Future of Our Forests Up In Smoke
Forests are home to over 80% of the Earth’s biodiversity, most of which cannot live 
anywhere else. Each year, the amount of forested land that is cleared releases the 
emissions equivalent of driving 600 million cars. Growing demand for pasture land for 
cattle is one of the main reasons for these changes. Over five gigatons of greenhouse gas 
emissions are released each year from deforestation and other land-use changes such 
as draining peatlands to create more farmland. This practice is especially common in 
countries like Malaysia and Indonesia to make room for palm oil plantations.

The big talk in August and September 2019 was the wildfires occurring in the Amazon 
rainforest which caused deforestation at an unprecedented rate. Fires are happening all 
over the world, from the dry American West to the icy tundras of Siberia. The growing 
intensity of wildfires and their spread to new corners of the globe raises fears that 
climate change is making this problem worse than ever expected.
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Our platform picked up on a significant increase in conversations about forests in light 
of the recent revelations surrounding the Amazon.

It was particularly illuminating to take a look at the top ten keywords that people were 
using in their online discussions of the Amazon rainforest fires.
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We used automated sentiment analysis on the conversations happening about 
forests, particularly tracking the hashtag #PrayForAmazonia, and the keywords 
“deforestation” and “forest fires.” There was overwhelming evidence of negative 
sentiment related to these words.

41% of Twitter posts in the last six months discussing forests proved to be negative. 
Additionally, 54% of comments and posts on forums such as Reddit coded as unfavorable, 
which is staggering when considering that a typical social listening dashboard has mostly 
neutral comments.

These conversations generated a ton of buzz, reaching a massive amount of people in 
different online communities. Posts from outraged individuals about the loss of life in the 
Amazon before mainstream media picked up on the story flooded the web.



The apparent peak of 
interactions that we see is in 
direct response to the efforts 

seen on social channels.

Soon after the growth of conversation on social channels, TV and news outlets began 
covering the fires with determination. The outrage on social media over the lack of 
coverage of the fires sparked a tremendous amount of journalism. The nation’s most 
reputable sources picked up on the conversation and helped get a broader range of 
individuals aware of the crisis.

So what do we know about these people who are passionate about raising awareness 
for the Amazon fires? First off, we can see in the chart below that the majority of users 
discussing forest fires are between the ages of 18-25, with a sharp drop for users in 
older age groups. We also know that 64% of these users identify as male, and 36% 
identify as female.
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This age range is likely because younger audiences are more likely to use social media. 
They happen to be more aware of global trends thanks to their near-constant connection 
to a vast network of individuals across the world.

It’s instrumental for nonprofits to know this demographic data when reaching out for aid 
from engaged individuals. Knowing this information about online users helps immensely 
in honing in on where to target specific audiences.

Can Eating Less Meat Save the Amazon?
Many corporations came out on social media condemning the inaction of the Brazilian 
government and lack of immediate aid from other countries to combat the devastating 
fires in the Amazon. It has come out that the root causes of the fires stem from clearing 
forests to make room for cattle farms. Brazilian government’s pro-business agenda has 
spurred large-scale deforestation by loggers and cattle farmers with little in place to stop 
it. At this point, the consumer must choose to vote with their money. While donations 
to organizations promising to aid the Amazon are helpful, some activists are adamantly 
encouraging people to eat less meat. Theoretically, less meat consumption would slow 
down Brazil’s major beef-packing industry.

However small the dent may be for one person to eat less meat, beef is still the most 
unsustainable meat to produce. Diet trends such as vegetarianism and veganism have 
grown in popularity in recent years as personal solutions to sustainability. We can 
see in the word network below that related words include “footprint,” “impact,” and 
“consumption,” all of which allude to climate-related reasons for dietary changes.
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For some people, giving up meat is difficult. Enter innovative companies such as  
Beyond Meat and Impossible Burger. The fake meat trend is growing in popularity in 
part because of its much more sustainable, plant-based nature. Companies like this have 
become successful due to their cognizance of the increased importance of sustainability 
to consumers. When querying for “beyond meat,” “impossible burger,” and “fake meat,” 
our platform picked up on a remarkable increase in volume over the course of the year.



Ocean Plastics Hit a High Tide

Today, our oceans are in trouble. Plastic fills the ocean, which 
breaks down and becomes nearly invisible microplastics but 
never really goes away. This garbage concentrates in giant soupy 
patches that trap marine life and fill their bellies with plastic. This 
threat has the potential to disrupt the entire marine food chain. 
The Great Pacific garbage patch is one example of the severe 
consequences of humankind’s reckless and growing plastic 
usage over the years. This enormous problem has been a big 
focus for environmental groups who want to make a difference.
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Beyond Meat markets 
their products as “Meat 
that’s made from plants, 
made for meat lovers.” 
Even a small contribution, 
such as eating less meat, 
can make a difference 
in market demand 
and trends. Even 
large corporations like 
McDonald’s are beginning 
to offer plant-based 
burger options to avoid 
being left behind.
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Social posts including 
startling photos of the 
damage have gotten a ton 
of traction online like the 
one seen below, gathering 
thousands of retweets, 
likes, and comments.
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Of the millions of mentions about plastics that we analyzed over the past six months, 
41% of them have come from Twitter. Digging into the tweets, we found a hotbed 
of discussion on how individuals can personally make a difference in a problem that 
seems almost too big to solve. Users on Twitter have covered pollution in our oceans 
much more than other public media sources. This action serves to highlight the 
personal initiative that individuals are taking to make a difference.

Looking at a Twitter heat map of where people are talking about plastics, and their 
impact on oceans, the clear stand-outs are the U.S., U.K., and Canada; followed by 
Australia and India.
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Being able to see where conversations are the loudest is vital because it can give 
businesses valuable insight into consumer behaviors and buying habits.

Most people talking about plastics online are younger than 35, as we can see the big 
jump in conversations occurring between people 18-25 years old.

This age information holds steady with our other findings regarding age demographics. 
Younger people are generally more interested in sustainability and talk about it much 
more vocally online. Comparably, previous generations did not grow up with messages 
about eco-friendly products and actions, nor did they have social media.
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A New Wave: From Straws to Sneakers
Much of the plastic we throw away ends up in the oceans, with the effects spreading 
to every corner of the globe. Plastics enter the food chain, kill marine life, destroy 
environments, and even affect our climate. There is nowhere on Earth, or in our 
oceans, that is not affected by plastic pollution.

A hot topic of discussion is the environmental impact of plastic straws. Consumers 
have become more aware that plastic straws are not recyclable and end up for the 
most part in landfills. In response, there has been a massive outcry from people 
denouncing plastic straws and vowing never to use one again. When querying for 
“plastic straws” and “single-use plastics” in our dashboard interface, you can see a 
clear trend. The plastic straw craze has a peak in May of 2019 and then continues to 
grow again.
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Sales of reusable metal straws soared in the spring, and mindful corporations were sure 
to hop on the trend. Companies quickly replaced their plastic straws with paper ones — 
or no straws at all — in fear of being viewed as not eco-friendly by customers.

Taking a look at the word cloud generated when querying for “straws,” the sentiment 
was mostly negative, with themes such as boycotting straws to save the oceans.
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About 57% of people talking about plastic straws online are young females. 44% of the 
conversation is happening on forums and Reddit.
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As we saw above, trends like this gain virality on social networks like Twitter, but then 
have the potential to fade as the next big thing grabs everyone’s attention.

However, there is also a significant contingent of people saying that banning straws in 
favor of metal or paper ones is just a trend that will pass. While it’s a good start to raise 
awareness about plastic use, it’s not nearly enough to make a meaningful dent in the 
damage already done. Exploring increased consciousness and mindfulness of single-use 
plastics is just the beginning of what must happen if we want to make a difference in 
cleaning up our oceans.
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Other solutions include innovative companies such as Terracycle, a waste management 
company that reuses, upcycles, and recycles waste instead of incinerating or landfilling 
it. Instead of garbage moving on a linear system, Terracycle aims to make it a circular 
one, allowing it to keep cycling it in our economy. Popular brands like Adidas have also 
made efforts to upcycle plastics. By using plastic trash collected from remote beaches 
and coastal communities as the raw material for an entire range of sportswear, Adidas 
is making a meaningful splash in the world’s plastic problem. Brands participating in 
this sustainable practice of upcycling have received incredibly positive responses from 
online consumers.

Fresh Thoughts on Freshwater
Water is one of the most precious resources on our planet and is taken for granted 
continuously. Only 2.6% of the Earth’s water is pure and drinkable and carries the 
immense load of supporting nearly every living thing on the planet. According to the 
WWF, 1.1 billion people worldwide lack access to clean drinking water, and up to 2.7 
billion are water-scarce for at least one month out of the year. Improperly sanitized 
water is also a problem for about 2.4 billion people, exposing them to deadly diseases.
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Many water systems globally — the same ones that fuel our exponentially growing 
human population and ecosystems — have been compromised. Accessible locations 
such as rivers, lakes, and underground aquifers are either drying up or are too polluted 
to use safely. Farmers need to use more water for agriculture to feed more people, 
which poses a problem due to the often inefficient use of water. Climate change is 
fundamentally changing weather patterns and the nature of water globally, causing 
some areas to flood and others to experience droughts.

In the western United States, California has had a long-lasting drought that has forced 
people to do way more than think about being more water conscious. The city of Los 
Angeles declared a state of emergency between 2011 and 2019 and was forced to 
roll out the strictest water usage rules in California state history. In India, thousands 
have been forced to flee their villages as temperatures reach as high as 122 degrees 
Fahrenheit (50 degrees Celsius). Drought isn’t just a distant threat anymore, it’s a reality 
that many people face daily.

So who’s talking about drought and clean water resources online? We dove into the 
data to find out.

The interactions about freshwater grew steadily until August 2019, when the fires 
in the Amazon rainforest sparked online outrage on many climate-related topics, 
including dwindling natural resources.

When looking at the demographics of people talking about freshwater resources online, 
there is remarkably more diversity in the age ranges compared to some of the earlier 
examples. While the conversation is still concentrated among 18-35 year-olds, the variety 
of ages in this chart shows that freshwater scarcity can affect any person, anywhere.
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Interestingly, 64% of people discussing freshwater online are male, while only 36% 
are female.

When searching for relevant correlations, the technology signaled that the topics 
“climate” and “freshwater” evolved nearly the same over time. Climate change and 
freshwater are inextricably tied to one another.

Growing New Roots in Hydroponics & Aquaponics
Agriculture is by far the largest consumer of water resources, requiring over 100 times 
what people use for personal needs. With agriculture being necessary for human life, yet 
ultimately unsustainable for the environment, researchers have been hard-pressed to 
find more eco-friendly ways to grow produce. Innovative farmers have developed quickly 
growing markets to change this.
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Two forms of alternative farming have 
emerged and become rapidly growing 
industries. There is hydroponics, in which 
plants grow with their roots directly in 
water infused with nutrients that recycle 
throughout the system, and aquaponics, 
a similar method which fertilizes the 
plants using fish waste from an attached 
harvestable tank.

These farms can be established even in 
dry climates where water may be scarce, 
and provide fresh produce to residents. 
Additionally, underwater farms are 
being developed in oceans to harvest 
seaweed for its high nutritional content. 
When querying for “hydroponics” and 
“aquaponics” in our database, here are 
the top ten keywords all tied to the future 
of sustainable farming in response to 
climate change.

With over 70% of total freshwater usage 
already being delegated to agriculture 
and irrigation, it is clear that we must 
use it more effectively.
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Conversations about climate change are moving at light speed. Practically every 
day, global warming rattles new places, people, and living things — and people talk. 
The rate of occurrence of natural disasters and geopolitical events catalyzes nearly 
endless conversations on social media. By the time any actual data can be collected 
and synthesized, the Internet has moved on to the next trend.

By using social listening techniques, we were able to get a good overview of the 
landscape. We analyzed six significant impacts of climate change; looking particularly 
at extreme weather, food, wildlife, forests, oceans, and freshwater. For each of these 
topics, we highlighted an example of a business or industry doing a particularly 
commendable job in taking environmental concerns of consumers into account.

Public pressure has pushed big businesses to reach a tipping point where they need 
to pursue a sustainable business strategy or risk being left behind. Social media data 
can provide business insights on what consumers care about, which can inform a 
company’s roadmap and investment decisions. Conversely, nonprofit organizations 
have the opportunity to boost awareness and fundraising opportunities through a 
robust social media presence.

Conclusion



44

While this report does not claim to discuss every topic of interest, audience, or venue 
where these climate change conversations are happening, it does provide a wide-
reaching overview of the landscape.

When compiling this report, we first began by doing extensive research on the topics 
of climate change that are the most talked about in recent news and reports. After 
getting a thorough understanding of the landscape of climate change discourse, we 
used unique social listening insights to add a different perspective to those findings. 
The Synthesio Social & Consumer Intelligence Platform provided insights about 
people’s online lives related to climate change.

We set up one social listening dashboard to aggregate the data that we pulled in 
from all corners of the internet. We segmented our data into three topics: Causes, 
Effects, and Solutions. We then divided each topic into subsequent subtopics that 
helped distill the data further. Next, we split the Causes section between human 
activity and greenhouse gases. There were six subtopics for effects; Extreme 
Weather, Food, Wildlife, Forests, Oceans, and Freshwater. Finally, we focused on 
renewable energy sources, nonprofit action, and government policies.

Each section in this report was conceived through an informed understanding of the 
loudest conversations online. Individual peaks in volume would appear on a timeline, 
and when we clicked on the insight to see more, a detailed report explained as to 
why the jump in interactions had happened when it did. For example, a spike in 
interactions happened for the Forests subtopic in late August 2019, when the press 
was most heavily covering the wildfires in the Amazon rainforest.

By bolstering the critical press coverage of climate change topics with social 
listening data, we were able to add a new dimension to the conversation. Seeing 
people’s interactions online without any prompting allowed us to view more 
accurate representations of which individuals and businesses are passionate 
about environmental topics. We then dug into the data to analyze what influences 
consumer buying habits.

By following relevant keywords, hashtags, and spikes in conversation, we were able 
to identify particular brands that have been enjoying success due to their stances on 
environmentalism.

Methodology



45

1. https://www.ipsos.com/en/2018-ipsos-climate-change-report
2. https://nca2018.globalchange.gov/chapter/2/
3. http://www.fao.org/3/i9553en/i9553en.pdf
4. http://www.fao.org/3/a-i5128e.pdf
5. https://www.patagonia.com/artifishal.html
6. https://www.patagonia.com/artifishal.html

To learn how to surface insights 
like these for your industry and 

company, request a demo at 
synthesio.com/demo
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