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Abstract

Objective: The climate crisis poses a significant public health threat to current and future generations. Limited research has examined young

people’s perspectives about the role of social media for climate awareness, action, and policy change.

Methods: Qualitatively led online survey of n=500 young Australians (aged 15–24). Questions focused on the effectiveness of social media

platforms in communicating the need for climate action, with TikTok videos used to prompt about appeal strategies and campaigns. Data were

analysed using a reflexive approach to thematic analysis.

Results: Participants perceived that social media platforms were a powerful and inclusive communication mechanism for climate action. Social

media had the ability to reach diverse audiences and connect young people globally. Limitations included influencing key decision makers and

risks associated with misinformation and disinformation. Participants supported messages that highlighted the urgent need for action, trusted

celebrity and youth voices, and practical information to engage in action.

Conclusions: Social media presents a powerful opportunity for engaging young people in discussions and decisions made about the climate

crisis.

Implications for public health: The public health community should be guided by young people in developing a range of social media

mechanisms to empower them to have a seat at the table in public health responses to climate.
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Introduction
T
he climate crisis is one of the leading public health issues of

modern times,1 with the World Health Organization’s Director-

General Dr Tedros Adhanom Ghebreyesus highlighting the

disproportionate impact of the climate crisis on the health and

wellbeing of communities:
“Climate change is making millions of people sick or more
vulnerable to disease all over the world and the increasing
destructiveness of extreme weather events disproportionately affects
poor and marginalized communities.”2

The United Nations Development Program states that “meaningful

youth participation is a pre-condition for the success of climate action

while at the same time, ensuring ambitious and just climate action is an

enabling condition for youth wellbeing” [3, p. 9]. Researchers have
clearly demonstrated that the climate crisis impacts on all aspects of

adolescent health and wellbeing, with young people taking strong

leadership in framing and communicating the climate emergency.4,5
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This includes pioneering a rights-based approach to the climate crisis

that is urgently needed to compel governments to act.6

Researchers have argued that the public health community could do

more to engage and support young people to develop strategies and
mechanisms to be included in climate decision making arenas.4,7 This

involves moving beyond simply facilitating a ‘voice’ for young people,

towards advocating and implementing a range of structural changes

that are needed to ensure that they have a seat at the policy decision

making table.8–10 This includes increased efforts to engage young

people as political citizens so that their opinions and knowledge are

included when decisions are made about matters that impact young

people’s health and wellbeing.11

The importance of youth inclusion in climate decisionmaking has been

reaffirmed through efforts to include children and young people in

frameworks for climate action at both national12,13 and global levels.14

For example, children and young people are specifically noted in the

Action for Climate Empowerment (ACE) action plan15 which develops

on Article 6 of the UN Framework Convention on Climate Change and
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Article 12 of the Paris Agreement. ACE aims to empower all citizens to

become engaged in education, public awareness, training, public

participation, public access to information, and international

cooperation.15 Researchers have noted a number of specific

mechanisms that can be used to influence youth climate activism,
including educational school-based initiatives,16 engaging with youth-

led climate17 organisations, and highly visible advocacy initiatives such

as climate justice protests and relatedprotest activities.18While protests

involve powerful media images of young people marching the streets

to call for political and corporate action,7,19,20 social media and internet-

based mechanisms may provide an alternative way to engage young

people.21,22 Clark et al. [11, p. 617] argue that it is social media platforms

and online activism that “present catalytic opportunities to harness

young people's engagement”.

Social media can be a powerful strategy both for health promotion
and public health initiatives, but also in strengthening accountability

for action.23 Young people clearly value social media as an advocacy

tool.19,24–26 While there are growing concerns about the role of social

media platforms in the spread of mis/disinformation,27,28 it is also

clear that such platforms have had an unprecedented impact in

mobilising young people for social justice movements.25,29,30 Rousell

et al.31 argue that the complexity of the climate crisis warrants the

creative use of digital mediums to frame and discuss climate-related
issues, and to reimagine a future guarded from the crisis. Researchers

have started to investigate how social media may be used to facilitate

local climate justice initiatives and create a global network for youth

advocacy and awareness raising about climate-related issues.32–34

Some platforms such as TikTok have become particularly useful

mechanisms for young climate advocates to connect with other

members of the climate justice movement, as well as the public and

decision makers.17 While there has been significant research
conducted with young people who are active members of youth

climate movements,17,19,32,35 there has been less research with

broader groups of young people about whether social media

platforms can help to overcome barriers to participation and provide

a pathway to engage young people in climate advocacy and decisions

at a population level.

The following study aimed to develop on previous research by

exploring young people's opinions about the role that social media

can play in empowering and engaging youth in climate advocacy and

action. The study was guided by three questions:

1. How effective do young people think social media is in

communicating information and stimulating action about the

climate crisis?

2. What are the strengths and limitations of social media platforms in

youth responses to the climate crisis?

3. What strategies could be used to improve the credibility and

trustworthiness of messages about the climate crisis on social
media platforms?

Methods

Approach

The data presented in this paper were part of a broader online
qualitative study with n=500 young Australians aged 15–24 years,

which aimed to understand how young people interpreted information

about climate change, considered responsibility for climate action, and
perceived their own roles as environmental citizens in responding to

the climate crisis. Two other papers on young people’s perceptions of

the political10 and commercial36 determinants of the climate crisis have

beenpublished from this data. The data presented in this paper focused

on questions related to young people’s perspectives about the
strengths and limitations of social media as a mechanism for engaging

youth in climate action and advocacy.

The study took a critical approach to inquiry which “places the voices

of the oppressed at the centre of inquiry” and acknowledges the role of

power and inequity in health and social issues [37, p. 9]. This approach

aligns with the Geneva Charter38 which focuses on social justice,

human rights, and equity by considering the power imbalance in

decision making about climate action, particularly in relation to young

people’s lack of power and influence in this process. The authors’

positionality aligned with the principles of critical approach to inquiry,

for example, conceptualising the climate crisis and young people’s
lack of power to engage in climate decisions as requiring solutions

that involve structural rather than individual change. The authors also

took a public health position that recognised the importance of policy

responses and strategies to address the impact of the climate crisis on

population health.39 One of the authors was a young person under 25

at the time of the survey, which ensured that a young person’s

perspective was present in the conceptualisation, design, and

interpretation of the study.

Braun and Clarke40 discuss the potential for online qualitative surveys

to collect rich and in-depth data from a broad sample of participants,

as well as offering benefits in terms of accessibility, time completion

flexibility, and anonymity. They may be particularly useful for
engaging those who feel uncomfortable participating in interviews or

focus groups by helping to moderate potential perceived researcher-

participant power dynamics and provide participants greater freedom

to express their opinions without feeling as though they have to

please the researcher.40 These types of qualitative surveys have been

used with a range of population groups including young people,

gamblers, and broader community populations.7,10,36,41–45

Sample and recruitment

There is limited guidance about the appropriate sample size for online

qualitative surveys.40 With any qualitative study, the number of

participants required depends on the overarching aims and research
questions and the depth of information that can be collected.46,47

Because qualitative surveys collect smaller ‘chunks’ of data, a larger

number of participants is needed to ensure that there is enough

information to develop a conceptual analytic narrative. A sample size

of n=500 was chosen with an aim of collecting enough data to

examine a diverse range of perspectives from young people across

Australia and to provide enough qualitative insights to adequately

answer the research questions. Young people were recruited between
April and June 2022 via online software company Qualtrics, who were

provided with demographic inclusion criteria and standard

information about the study by the research team. This was used to

invite participation in the study through a number of external

research panel databases. A link to the survey was sent to interested

individuals who could then access the Plain Language Statement

which contained further details about the study. Participants then

confirmed their consent before completing the survey. Screening
questions (including age and whether they believed that climate

change was a genuine phenomenon) were used to ensure that young
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people met the eligibility criteria for the study. For young people

under 18 years of age, information was provided to parents who had

accounts with participating research panels. Parents were asked to

speak to the young person and facilitate access to the survey. Soft

quotas were used for age and gender to ensure a diversity of socio-
demographic characteristics.
Data collection

Data collection occurred simultaneously with the recruitment phase.

The survey took participants approximately 15 to 20 minutes to

complete. Participants were asked a set of questions regarding socio-

demographic factors such as age, gender, state or territory of

residence, geographical area, and highest level of education. Young

people were asked about how effective they thought social media
platforms were as a tool for communicating about climate change

and the need for climate action. Three TikTok videos, which included

different framings of the climate crisis, were then used to prompt

discussion about the role of different types of social media messages

in raising awareness and stimulating youth action on climate. We

chose these three videos to prompt discussion based on the elements

of ACE.15 The first video combined climate disaster footage with

dramatic music and voiceovers by notable climate activists including
Greta Thunberg and Leonardo DiCaprio; the second featured a young

person providing an overview of how advocacy movements create

meaningful climate change action, and the third video featured a

young person providing information and links to resources to help

individuals act on the climate crisis. Participants were asked broad

questions about their perceptions of the key messages in the videos,

whether they thought the videos were effective in communicating

the need for climate action, and what they thought should be
included in effective social media campaigns about climate action

which would specifically appeal to young people.
Data analysis

Socio-demographic characteristics were analysed and categorised

using descriptive statistics. Qualitative data interpretation utilised

Braun and Clarke’s approach to reflexive thematic analysis which is a

theoretically flexible approach to data analysis.48 Reflexive thematic

analysis involved six phases which sought to identify patterns and

construct themes from the dataset.48 Table 1 provides examples of
how these steps were practically applied to the study, with a specific

focus on the reflexive steps to ensure the trustworthiness and rigour

of data interpretation.

Results

Sample characteristics

The sample characteristics of participants are provided in Table 2. A

total of n=500 young people participated in the study. Participants

were aged between 15 and 24 years old (average age of 19.9 years).

Two thirds (n=321, 64.2%) of the sample were female, and most

participants resided in Australia’s three most populous states of
Queensland (n=135, 27.0%), Victoria (n=132, 26.4%), and New South

Wales (n=130, 26.0%). Over half of the participants lived in

metropolitan areas (n=294, 58.8%), and over a third (n=214, 42.8%)

had completed an education level above high school, such as a

university bachelor's degree, TAFE course, or diploma.
Five themes were constructed from the data. These themes and

subthemes are represented in Figure 1.

A powerful mechanism for awareness raising

Young people perceived that social media was a powerful mechanism

for communicating climate information because of the global reach of

different platforms. They stated that social media was something that

“everyone” sees and was accessible for most individuals across the

globe. Participants perceived that social media was a platform which

had the ability to help share a common message “anywhere in the

world” to a vast audience of “millions of people”. This included a

“wide audience” from different backgrounds and geographic
locations, which meant that "all ages from all parts of the world” could

be exposed to climate messages.

Some young people conflated the popularity of social media

platforms with the level of support for the messages that were given

on the platforms. For example, some participants implied that the

popularity of social media meant that any video uploaded could gain

the support of “millions” and become a successful advocacy initiative.
Others stated that social media increased transparency because it

enabled truthful information and real time footage to be

communicated about climate change to a global audience. This in

turn could bring people together to collectively experience, share,

and advocate for change:

“[Social media] brings people all over the world to experience the
true issue of climate change” - Female, 24, New South Wales.

Some also thought that the reach of messages was amplified because
they were seen “multiple times a day”. A few commented that

because young people were frequent users of social media

throughout the day, this contributed to an increased ability for

messages to reach them. Others stated that social media platforms

were the most effective mechanism for reaching and “educating the

younger generation”.

“Young people are spending hours and unlimited amounts of time
participating on social media platforms” - Male, 23, Victoria.

Participants attributed the ability of social media platforms to reach

young people to the accessibility of the messages that were

communicated on these platforms. Accessibility was framed in several

ways. First was that the format in which messages were communicated

were “easy to watch", “short and catchy”, “engaging”, and “easy to

digest”. Thismade information particularly accessible and appealing for

young people. Participants also claimed that the visual nature of the

content on someplatformswas a “great way to spread information” and
to bring attention to climate change through imagery. Second was the

temporal nature of socialmedia platformswhich allowedmessages and

content to be distributed instantaneously, thus spreading messages

“quickly” but also “effectively”:

“It allows people to make short engaging videos that can get their
opinion across effectively” - Female, 20, Victoria.

“A lot of people use TikTok, so it does spread awareness and is short
and simple enough to digest” - Female, 22, Victoria.

An inclusive platform to engage diverse youth audiences

Young people commented on the inclusivity of social media
platforms, stating that these could engage “all kinds of audiences”.

There was a strong message of civic empowerment and democracy in

relation to how young people perceived that everyday people could



Table 1: Application of the six steps of reflexive thematic analysis.48

RTA Step Application of each step

1 Familiarizing yourself
with the dataset

The data were read through multiple times by all authors to gain
an initial understanding of the responses. The first reading
focused on starting to get to know the responses, with
subsequent readings involving note taking and journaling to help
gather thoughts about the data.

We critically engaged with the data, often challenging and
debating our own assumptions and positions within the group.
We noted aspects of the data that were intriguing and discussed
these at regular team meetings.

2 Coding Coding of the data was led by authors one and four, with all
members of the team reviewing and actively engaging in
decisions that were made about the analysis.

The data were systematically coded with an initial focus on
semantic (or surface level meaning) and then moved towards
latent (or deeper meaning) as we became more familiar with the
patterns and nuanced meanings in the data. We noted where
there were relationships between different concepts.

We constantly revisited the literature and research questions
when writing systematic notes from the data. We were not
aiming for perfect codes at this stage, but rather broad ideas and
insights into the data. Our analytic interests also shifted during
the familiarisation with the data.

While we were initially interested in messaging and campaign
strategies, we started looking more broadly at how participants
conceptualised the role of social media in responses to the
climate crisis, as well as the strengths and limitations that social
media posed. This led us to slightly shift our research questions to
those that we eventually settled on for this paper.

3 Generating initial themes When our codes reflected the diversity of meaning and different
concepts, we moved to grouping different codes together to
construct themes from the data. We looked for patterns of
meaning that we could group together (for example, we found
that there were a range of concepts that linked with the concept
of ‘inclusivity’).

At this point, we merged codes together to construct a first set of
themes and also discarded other codes that did not fit with the
overall analytical narrative relating to the research questions.

4 Developing and
reviewing themes

This step involved ensuring that our themes were coherent and
made sense in terms of our research questions and the overall
‘story’ that we were telling from the data. We checked that the
themes were distinct from each other and had clear boundaries.
To do this, we wrote short abstracts about each potential theme
and listed the subthemes under each thematic heading.

5 Refining, defining, and
naming themes

Finally (and mostly during the write up of the results section of
this paper), we refined the names of our themes. We also went
back to the data to ensure that our themes represented the
meaning in the data. At this stage, we also developed Figure One
to ensure that the themes and subthemes that we had
constructed were logical and coherent.

6 Writing up Writing the report itself involved more back and forth between
the authors around the framing of the key points of analysis, and
the selection of appropriate illustrative quotes.

We approached the write up of the results and the discussion as
a key part of the analytic process. In particular we focused on the
thick description of the data. Where we were not able to provide
this for certain subthemes, we removed these subthemes from
the analysis at this stage.

At this stage, we also went back to the literature review to
ensure that we were fully contextualizing the different concepts
that we had focused on in the write up of the analysis.
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engage with the messages and information about climate on social

media platforms compared to those shared on traditional media sites.

For example, they perceived that the interactive nature of social
media platforms meant that individuals could not only immediately

share their thoughts and views about the information that was

shared, but that vast numbers of people could use the platforms to

advocate for action. Some stated that this could “inspire other young

people to do something about climate change” and convince others
about the need to engage with or implement action on climate:

“The reach of the videos is substantial, and millions of people can
see it and voice their opinions and convince others the need for
action on climate change” - Female, 19, Queensland.

Some social media platforms were seen as being easier and more

“fun” for young people to engage with than others. For example,
TikTok was often highlighted by participants as the social media

platform that they found the most accessible and enjoyable, including

as a source of education and information about various topics. A few

participants directly referred to their own enjoyment of learning,

stating that they “learn most things” from TikTok:

“We engage with this media multiple times a day and enjoy
learning from it, using platforms like TikTok is very effective and I
myself enjoy learning from it” - Female, 24, New South Wales.

Some participants perceived that social media platforms had the ability

to move discussions about climate change beyond awareness raising

to convince people to act on climate. There was a perception that social

media platforms had the most “influence” on young people compared

to other population groups and would be useful to “inspire other young

people to do something about climate change”. Social media platforms
were seen as being effective in stimulating action and enabling young

people to collaborate and share ideas and information. For example,

one participant highlighted how interactive features on social media

platforms could engage young people in different types of advocacy

and action beyond traditional protests. They spoke about the ability for

young people to actively “voice their opinion and exchange ideas and

beliefs”, build communities, and download videos that could be shared

widely with their social networks.

Limitations in reaching and influencing decision makers

While many young people saw the benefits of using social media,

some perceived that that its effectiveness was limited. This was

because it did little to reach the individuals who were responsible for

making decisions about action on climate. For example, although

young people had positive attitudes about the awareness raising

ability of social media platforms, there were clear and repeated

narratives in their responses about the power structures that

ultimately controlled the climate decision making process. Some
questioned whether social media would be able to influence

meaningful political action from those that they ultimately held

responsible for action, including “political parties”, “lawmakers”,

“higher powers” and “older people”:

“[Social media is] not reaching the audiences of people in power
[that] can really make a difference” - Female, 23, South Australia.

“… the lawmakers are typically not on these platforms” - Female,
20, Victoria.

Some also stated that this was because messages on social media

platforms were unable to gain enough “traction” to demand action. A

few described how social media could be used to help messages gain
traction among the public, such as “normalising taking action on

climate change”, given the influence of social media on “daily life”,

“trends” and “modern society”. However, the majority of participants



Table 2: Sample characteristics.
Characteristics n=500 %

Age
15 21 4.2

16 47 9.4

17 41 8.2

18 68 13.6

19 39 7.8

20 46 9.2

21 55 11.0

22 72 14.4

23 56 11.2

24 55 11.0

Gender
Female 321 64.2

Male 164 32.8

Non-binary 8 1.6

Prefer not to specify 5 1.0

Gender-fluid 2 0.4

State or Territory of residence

Queensland 135 27.0

Victoria 132 26.4

New South Wales 130 26.0

South Australia 42 8.4

Western Australia 38 7.6

Tasmania 11 2.2

Australian Capital Territory 10 2.0

Northern Territory 2 0.4

Geographical area

Metropolitan 294 58.8

Regional 158 31.6

Rural 48 9.6

Highest level of education
High school up to year 12 286 57.2

University degree or diploma 135 27.0

TAFE degree or diploma 79 15.8
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acknowledged the need for climate messages to reach and influence

those with decision making power:

“It is effectively spreading awareness, but I don't think they are
gaining the traction they need for it to implement changes” -
Female, 24, Queensland.

However, some believed that social media could still be used to

influence political spheres, including the ability of social media to

influence young people’s political decisions which then have wider

resonating impacts. Others identified the need for educational social
media campaigns to ensure that young people were equipped to

make informed political decisions that best served their goals for

climate policy action:

“Educate on voting and how this influences climate change and
which political parties are doing what and how this addresses or
fails to address climate change” - Female, 22, Tasmania

Building a sense of urgency and accountability

Participants reflected on a range of messages that could be used on

social media to appeal to and engage young people in climate action
and advocacy. Many stated that emotive techniques such as shock

tactics and confrontational imagery such as extreme flooding and
fires created a “sense of urgency” and depicted the “severity” of the

issue. Participants perceived that confronting viewers with these

climate impacts would be effective in eliciting a greater emotional

response. Shock tactics were commonly described as “frightening”

and “scary” but also were believed to prompt action:

“It gives a sense of urgency to start making changes” - Female, 19,
South Australia.

“It could scare people into realising how important it is to take
action” - Female, 24, South Australia.

While some stated that these types of messaging strategies would

inspire young people to take action, others stressed the importance of

following up such messages with practical ways that young people

could engage in action. These calls to action would then aim to
reduce young people’s feelings of anxiousness, concernedness, or

helplessness. Many participants perceived that informative videos

which included a “practical solution” would be most useful in climate

advocacy as they could provide a sense of action and hope moving

forward. Young people described the need for information that

provided “ways we can all help”, education to aid people to “realise

ways to help are closer than they think, easier than they think”, and

actions that could be incorporated “day-to-day". Participants also
suggested providing links to resources that would enable them to

take direct action. Examples included links to websites where young

people could learn more about youth-led climate action, sign a

petition, or join a collective. Participants also commented that

messaging strategies needed to engage and appeal to young people.

Some stated that informational videos provided important

information and facts about the climate crisis but were unlikely to cut

through amongst the hundreds of social media videos that young
people saw on a daily basis. Some participants also stated that, while

informative, such videos might make young people “keep scrolling as

it was boring”.

Utilising trusted voices to counter misinformation and
disinformation

Young people were cautious about misinformation and

disinformation on social media platforms. A key concern expressed by

a few participants was the potential for social media platforms to

“spread false information” about climate change. For example, they
were particularly sceptical as to whether TikTok was the best platform

to spread informative and factual messages. Some perceived that

there were limited restrictions on what could be posted and where

“any information is fair game”, with one participant stating that

“TikTok is good; however, it is full of misinformation”. Existing

mechanisms to ensure factual information on social media were not

always evident or perceived as effective, with some participants

stating that social media platforms had “no fact check” mechanisms
to ensure that credible scientific information was disseminated. Many

young people said that a way to increase the perceived credibility of

messages about climate action on social media was to include

“influential” celebrities and public figures who young people

respected. When identifying public figures who successfully appealed

to and lent credibility to the climate crisis and climate action for

young people, participants commonly mentioned Greta Thunberg,

Leonardo DiCaprio, and David Attenborough. While participants
responses may have been influenced by viewing these public figures

in the TikTok video prompts, they also described that these figures

were “well known” and generally liked among the public. David
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Attenborough was described as the most influential due to his

reputation as a “favourable” figure and credential as a biologist:

“David Attenborough's footage is also beneficial as he is highly
respected and credited and a well-known biologist” - Female, 18,
New South Wales.

However, a few young people stated that the most powerful

communicators of climate information were young people

themselves, arguing that campaigns should be “social media based

using young people to share messages and [be] engaging” or have

climate social media campaigns endorsed by “a compilation of young

famous people”.

Discussion

This study aimed to qualitatively explore young Australians’

perceptions about the role of social media in responses to the climate

crisis. The findings from this study raise a number of points in relation

to young people’s perceptions of the strength and limitations of social
media; the strategies that can be used to increase the trustworthiness

of messages about the climate crisis on social media, and the lessons

for public health in engaging young people in climate discussions and

decisions in a meaningful way.

Young people in this study described social media as a powerful tool

for climate advocacy and action due to its global reach, its ability to
engage a diversity of young people across a range of demographics,

and being an inclusive space. While Hilder and Collin [17, p. 804] state

that climate engagement strategies should recognise that young
people “live, learn, and hang out” in non-online contexts including

schools and other public spaces, researchers have also shown that

climate activities in these environments can be difficult for some young

people to engage in.7 Young people in this study described social

media as an inclusive platform for facilitating public advocacy and

action. While researchers have typically focused on young people with

an existing interest in or engagement with climate initiatives,19,32,35,49

the broader population focus of this study provides essential

information in meeting the aims of the ACE framework to engage all

citizens in climate information and action.15 Given the broad support

for climate information and action on social media platforms, further

research could explore mechanisms for using social media to facilitate

the aims of the ACE framework and encouraging population-level

youth engagement. Such an approach may also facilitate diversity and

inclusivity of youth perspectives and knowledge.

While young people were supportive of social media platforms for

raising awareness and action on climate, they were also aware of the
potential for misinformation and disinformation. Researchers have

highlighted the range of ways that climate disinformation may be

spread, including by those with vested interests and politicians,50,51 and

particularly via social media platforms.52 Young people recognised the

importance of countering misinformation and disinformation on social

media, utilising credible sources including trusted celebrities, scientists,

environmental activities, and young people themselves. One role for

public health and health promotion organisations might be to work
with young people to develop critical literacy skills to help them to

navigate climate misinformation, particularly from various political
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parties and climate industries. Groups such as Bite Back53 and the Truth

Initiative54 have developed powerful youth engagement programs to

counter industry misinformation and influence. With the increased

public health focus on Commercial Determinants of Health, there is a

clear role for the public health community to utilise their knowledge of
political and corporate misinformation and disinformation tactics, and

to work with young people to raise awareness about the corporate

strategies that may contribute to misinformation and disinformation.

This should include working with young people to develop campaigns

which not only give impactful and trustworthy messages about the

climate crisis but that also provides solution-based information to

engage young people, provide them with a sense of hope, and to

motivate them to take action.55,56

Despite having “soft power” to influence climate decisions [57, p. 1],

the biggest criticism of social media platforms by young people in this

study was that these still did not help young people to reach key

decision makers. Here we issue a call to the public health community

who has vast networks and links with decision makers at local,

national, and international levels to help youth overcome the
structural and institutional barriers that prevent them from

participating in responses to the climate crisis.58 We have also

observed an ongoing and noticeable lack of young people provided

with platforms to speak at public health and planetary health

conferences, with engagement at best tokenistic, and at worst

completely absent. This should be of particular concern to those

working in the commercial and political determinants of health. While

young people may find it difficult to travel to such conferences due to
schooling or other commitments, social media platforms can be used

to instantaneously integrate them into all levels of public health

decision making, raising the visibility of their perspectives, and

allowing them to share their lived experiences and suggestions for

action.58 The strengths of social media described by young people

provide a potential solution to these logistical barriers. The public

health community regularly hosts discussions and dialogues with

decisions makers about a range of health and social issues. Hosting
online forums or question and answer events between decision

makers and young people may help to overcome some of the

structural issues that young people say prohibit them from reaching

decision makers with their views and opinions. Further, online and

digital platforms have been used to develop relationships between

young people and stakeholders.59 This aligns with the goals of the

Geneva Charter, which highlights an important role of technology in

public health for “new opportunities for connection” [38, p. 4].

Limitations

There are some challenges associated with online qualitative surveys,

including that data are often less detailed than researchers may be

able to collect in qualitative interviews. Future research should also

consider that while conducting technology-based studies might help
increase accessibility to research opportunities, it may present a

barrier to those without access to the required technology.

Conclusion

There are a range of barriers that prevent young people from
meaningfully engaging in climate discussions and decision making.

While there are flaws associated with social media, it can provide a

powerful tool for climate advocacy and action at a population-level.
Public health and health promotion organisations must partner with

young people to develop a range of inclusive social media strategies

and mechanisms that reach a diverse community of young people

with varied knowledge and experiences. Social media presents an

extraordinary opportunity to engage young people in initiatives to
drive climate action, including facilitating remote participation in

discussions and decisions about the climate crisis.
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