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Adaptation: Adjustments in response to climate change or its effects that moderate harm or 

exploit beneficial opportunities. 

Audience: Users and accounts that interact with digital content around climate. 

Climate change: Long-term shifts in temperatures and weather patterns. Human activities 
have been a main driver of climate change in the past century, primarily due to burning fossil 
fuels like coal, oil and gas. Natural processes can also contribute to climate change. 

Cognitive bias: Systematic errors in the way people process information that can impact 
decision-making.

Digital platforms: Electronic tools that allow to exchange information, including digital news 
websites, social media platforms, search engines, blogs, messaging apps.

Engagement of online conversation: Measure of how many people interact with a specific 
type of content, includes number of likes, reactions, comments, replies and shares/retweets.

Global warming: Long-term heating of Earth’s surface due to human activities, primarily 
fossil fuel burning, which increases heat-trapping greenhouse gas levels in the atmosphere.

Information behavior: How people approach and handle information.

Information gap: Missing information needed to inform decision-making.

Information need: Perception of lack or inadequate information.

Information seeking behavior: Act of actively looking for information to answer a specific 

question.

Misinformation: False information, regardless of intent to mislead.

Mitigation: Interventions to reduce or prevent emission of greenhouse gases.

Sentiment analysis: Process of identifying and categorizing text to determine attitude 

towards a specific topic (e.g. positive, negative, or neutral). Net sentiment is calculated as: 

(#positive posts - #negative posts) / (#positive posts + #negative posts).

Social and Behavior Change: SBC aims to empower individuals and communities, and 

lower structural barriers that hinder people from adopting positive practices and societies 

from becoming more equitable, inclusive, cohesive and peaceful. Drawing on various 

disciplines (from sociology and psychology, to communication and behavioral economics), 

SBC encompasses any set of strategies and interventions that influences drivers of change 

and supports local action towards better societies.

Social listening: Process of tracking, analyzing and synthesizing community inputs and 

conversations, both online and offline, to identify what circulates in a society.

Volume of online conversation: Number of posts or articles about a specific issue 

published online over a certain period of time.

Vulnerability: Propensity or predisposition to be adversely affected by climate change.
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Climate change is a global emergency that threatens the livelihood of hundreds of millions of 

people. Children are among the most vulnerable to the consequences of the climate crisis, 

as they face increased risk of malnutrition, water scarcity, infectious diseases, losses in 

education and collapse of health services. 

Children’s Climate Risk Index, UNICEF (2021)

Introduction

In 2022 alone, the Horn of Africa has been hit by the worst drought in 40 years, in 

Madagascar a series of storms and cyclones affected almost 1 million people, and severe 

flooding has impacted several countries including Madagascar, Malawi, Mozambique and 

South Africa. 

Rapid and systematic scale-up of climate resilient interventions and investments is one of 

the two flagship for UNICEF in ESAR, reflecting the urgency for affected communities and 

the voices of children and young people in the region, who have called for the prioritization of 

the climate change agenda.

The UNICEF Climate 

Change Risk Index  

indicates that all 

countries in Eastern and 

Southern Africa face 

medium to extremely high 

risk, meaning that 

children are significantly 

exposed and vulnerable 

to climate shocks. 
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Integrating the voices of children in climate action, innovation and programming is part of the 

change strategy for climate resilience, adaptation and children as identified in the ESA 

Regional Collaboration for Children 2022–2025. Among the actions recommended to 

accelerate of change, supporting youth participation in the climate public discourse is key to 

ensure that advocacy efforts are diverse and inclusive and centered on the needs of children 

and young people. 

Partnering with communities to lead the change process is a key aspect of Social and 

Behavior Change (SBC) work. Listening to and engaging with communities can not only 

serve specific social and behavior change outcomes (such as increasing awareness and 

knowledge on a certain issue) but more importantly creates ongoing dialogue and trust, 

which can in turn lead to lasting change. In a crisis context, mechanisms to understand 

community concerns, questions, and behaviors are important to inform rapid adaptation of 

change strategies and to evaluate interventions. 

This report applies one of the SBC implementing strategies, social 

listening (taking the pulse of public opinions), to provide insights on the 

digital discourse around climate change in ESAR. The overall goal is to 

explore which climate-related issues generate interest online, how digital 

users approach conversations regarding drivers, impacts and solutions 

to the climate crisis, and to what extent children’s rights are voiced. 

Ambovombe, Androy region, 

Madagascar, 2022
©UNICEF/UN0595862/Andrianantenaina
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Social listening refers to the tracking, analysis and synthesis of community feedback and 

conversations around a certain issue, with the goal to identify questions and queries, as well 

as concerns, complaints and suggestions. Insights from social listening, triangulated with 

other data sources such as primary research data, can contribute to social and behavioral 

sciences evidence. This approach can also help identify information gaps, rumours, meaning 

information that has not been verified, as well as false information (misinformation and 

disinformation).

As the digital divide narrows and online platforms increasingly become a part of the lives of 

many people in ESAR, it is important to monitor online conversations to complement the 

inputs gathered on the ground through community engagement efforts. Online platforms, 

including social media and instant messaging apps, have also been a key vehicle for spread 

of false information beyond digital settings. 

6

Digital Social Listening

Understand and change online information behaviors

Measure reach of life-saving information

Provide real-time insights into users’ questions

Identify and correct misinformation

Spot and fill information gaps

Types of insights from digital social listening

UNICEF ESARO SBC 🌐Digital insights on climate
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Insights on Climate

This analysis builds on information ecosystem mapping and social listening tools set up as 

part of the regional social listening strategy for COVID-19 RCCE. This report aims to provide 

insights on the digital discourse around climate in Eastern and Southern Africa. The specific 

research questions guiding the analysis include:

→ What kind of online information behaviors do users display in relation to climate?

→ Which climate-related issues are discussed online?

→ What do online users say when it comes to drivers, impacts, vulnerability, mitigation 

and adaptation to the climate crisis?

→ What do we know about the online user audience profile?

→ Which misinformation and cognitive biases affect the online conversation about 

climate? 

→ What are the key insights and recommendations for communication?

The report builds on different categories of online signals 

including search trends, social media content (posts, 

comments) and digital news articles. Social media and 

digital news platforms monitored include digital news 

outlets, Facebook, Twitter, and Instagram (TikTok and 

Telegram are included but not monitored systematically). 

Twitter and digital news are mainly monitored using the 

social listening tool Talkwalker. Facebook and Instagram 

are mainly monitored using the platform Crowdtangle. Data 

collected are analyzed to identify key issues, questions or 

concerns related to climate and are analyzed for volume, 

engagements generated, tone of conversation and user 

reactions, as well as themes. For Talkwalker, sentiment 

analysis is based on deep learning algorithms and 

advanced pattern recognition embedded in the tool. For 

Facebook, user reactions represent engagements to a post 

through the use of emojis. Search trends refer to user 

search interest on Google and YouTube that is related to 

climate. These are monitored using Google Trends.

METHODOLOGICAL NOTE
Social Listening Framework

Map & 
listen 

Monitor & 
analyze

Engage

👂

📈

🤝🏽
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Online Information Behaviors

Search trends

Information behaviors are related to how people approach and handle information. This 

includes information seeking such as using search engines, as well as information creation 

such as posting on social media, information sharing and engagement, such as forwarding a 

message on WhatsApp or putting a Like on a Facebook post, and information exposure, for 

example from sponsored content on social media. In these first paragraphs, we look at a 

series of online signals that can help understand how users in Eastern and Southern Africa 

approach and handle information about climate.

UNICEF ESARO SBC 🌐Digital insights on climate

An analysis of search trends on Google and YouTube between January and July 2022 

shows that peak of interest in climate issues for all countries for which data were available 

occurred in the third week of April 2022.This indicates that user interest around climate and 

related issues centered around Earth Day, which in 2022 took place on Friday April 22nd. 

Examples of popular search queries on Google and YouTube in 2022 in each country are 

presented in the next page. 

Search interest on “Climate” topic over time, Google

Source: Google Trends, Interest over time. The topic “Climate” is pre-set in the Google Trends dashboard to 

include various languages and account for spelling variations, as well as multiple names for the same thing. 

Numbers represent search interest relative to the highest point for a given country in the timeframe Jan-July 

2022. A value of 100 indicates the peak popularity for topic. Some ESAR countries were excluded from the 

analysis due to low search interest. Search results are normalized to the time and location of the query.
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Examples of popular search queries

Angola “Changement climatique”, “Alterações climáticas”, “O que é o clima”

Botswana “Climate change”, “Global warming”

Burundi “Changement climatique”

Ethiopia “What is climate change?”

Kenya “Effects of climate change”, “Causes of climate change”, “Modified 

equatorial climate”

Lesotho “Climate change”, “Global warming”

Madagascar “Climate change”

Malawi “Climate change”, “Causes of climate change”

Mozambique “Alterações climáticas”, “Mudanças climáticas”, “Fatores do clima”

Namibia “What is climate change?”

Rwanda “Changement climatique”, “Greenhouse gases”

Somalia  ”What is the climate?, “Climate change“ ,تغيُّر المناخ

South Africa “Impact of climate change”, “Climate change effects”, “Global warming 

effects”, “Drought prevention”, “KZN floods”, “Effects of flood”, “Strategies 

to prevent droughts”

Tanzania “Mabadiliko ya tabianchi”

Uganda “Changement climatique”, “What is global warming?”, “Causes of climate 

change”, “Causes of global warming”

Zambia “Causes of climate change”, “Greenhouse effect”

Zimbabwe “Problems caused by climatic hazards”, “Ways to prevent climate change”, 

“What is a drought?”

Search interest on “Climate” topic on Google and YouTube

Note: No data are available for rising and top search queries for Comoros, Eritrea, Eswatini and South 

Sudan. 

Queries were similar across countries, with most of the keywords being related to climate 

change, with users looking for information on what climate change and global warming are, 

their effects and causes. In South Africa, queries related to the flooding in the KwaZulu-

Natal region were also tracked, as well as searches around drought prevention. Queries 

related to the greenhouse effect were tracked in Rwanda and Zambia. 



In terms of behaviors related to information creation, volume and sentiment of the content 

posted on social media and other digital platforms are indicators that can guide 

understanding of how users approach climate-related issues. In this section we look at 

overall volume and sentiment. A total of 250 thousand posts and articles about climate 

originating from users and news outlets in Eastern and Southern Africa were tracked 

between January and July 2022. Higher volume was tracked during the month of April, with 

some of the increase sustained over the course of the following months. 
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Information creation and volume of digital content
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# social media posts and digital news articles over time

Note: Data include posts on digital news, blogs, forums, Twitter, Facebook and selected Instagram channels 

in the 21 countries in the ESA region.

The tone of the content around climate 

posted by users and news outlets in the 

region during the period January – July 

2022 trended negative according to 

sentiment data from an AI-powered social 

listening tool. Seventeen percent of total 

posts and articles identified were 

attributed negative sentiment, and 15% 

positive sentiment. Net sentiment, which 

can range from -100% to +100% (with 

higher percentage figures meaning more 

positive tone) was -5%.

Sentiment of content
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In this section we look at overall 

engagement with climate content and 

other information sharing behaviors, for 

a breakdown on specific subtopics see 

p.14. Posts and articles about climate 

originating from users and news outlets 

in Eastern and Southern Africa between 

January and July 2022 generated over 

20 million engagements. Most of the 

engagement tracked was on Facebook 

(72%), followed by Twitter (17%) and 

digital news (10%).
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Information sharing and engagement 
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Engagement by channel

Highest engagement was observed during the month of April, following increase in volume 

of content in part associated with Earth Day and the floodings in KwaZulu-Natal region in 

South Africa. Frequently shared content was related to the impact of climate change on 

wildlife and their habitats, floodings in South Africa and Uganda, and the drought in Eastern 

Africa. Among the most shared videos on Facebook were two videos by the World Health 

Organizations (“Air pollution causes 13 deaths per minute worldwide” and another titled 

“Rising temperatures increase the risk of extreme heat”), and videos of South Africa 

President addressing the nation after the floodings.

Engagement of social media posts and digital news articles over time

Note: Data include posts on digital news, blogs, forums, Twitter, Facebook and selected Instagram channels 

in the 21 countries in the ESA region.

Note: Breakdown by channel is in part a function of the 

accessibility of each platform by the social listening tools used. 
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https://www.facebook.com/WHO/videos/1019004811984144/
https://www.facebook.com/WHO/videos/1649178248807990/


The Ad Library is a tool that allows to search for ads that are running across Meta platforms, 

including Facebook, Instagram and Messenger. The analysis includes a sample of 993 paid 

advertisements mentioning “climate change” that were running in Kenya, South Africa, or 

Tanzania in 2022. In the sample, 9 ads had over 1 million impressions (number of times the 

ad is viewed on a screen) each across all regions where they were run (see next page). The 

advertisers were all pages based outside of ESA region (in the U.S., Germany, Denmark, 

Sweden, UK). In terms of volume (or number) of ads around climate change, the top five 

pages included U-Report Global (asking young people to share how the climate crisis is 

impacting them ahead of COP27) with 18 ads, ISPI (Italian Institute for International Political 

Studies, which was promoting a global event on climate and the economy) with 50 ads, and 

Future of Life Institute (a non- profit based in the US that focuses on AI, nuclear power and 

climate) with 12 ads.
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Exposure to sponsored content
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38%
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21%
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29%

6%  Love

 Wow

 Haha

 Angry
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 Care

Reactions to Facebook posts by type

Reactions on Facebook are designed as 

a way for users to engage with content 

by quickly expressing how they feel 

about a post on the platform. In the 

period considered, 38% of reactions to 

climate-related content classified as 

“love”, while 29% of reactions expressed 

sadness. Twenty-one percent of 

reactions were “haha” and the remaining 

12% was split between “care”, “wow” and 

“angry” reactions. 
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Climate related ads on Meta platform with over 1 M impressions
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Key Issues

Engagement by area

This section analyzes online engagement around climate-related issues by subtopics to 

understand which specific issues have been driving most interest among users and explore 

how conversations around drivers, impacts, mitigation and adaptation strategies are 

approached in digital spaces in Eastern and Southern Africa. The last paragraph analyzes 

the extent to which vulnerable groups and the social and economic impact on their livelihood 

are centered in online conversations.

UNICEF ESARO SBC 🌐Digital insights on climate

Using the Intergovernmental Panel on Climate Change framework, the following sections 

consider five areas of climate change issues and the extent to which they were mentioned in 

online conversations about climate in the region during the period January to July 2022: 

drivers, impacts, mitigation, adaptation and vulnerability. Overall, about 40% of the 

engagement generated by climate-related content on social media and digital news  

mentioned keywords related to the causes of the climate crisis, such as greenhouse gas 

emissions, pollution and deforestation. Conversations about mitigation and adaptation, and 

impacts of the crisis generated about 30% of engagements each.

Engagement by area

41%

31%

28%

Climate crisis - Causes

Climate crisis - Mitigation and Adaptation

Climate crisis - Impacts
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Conversations around drivers and impacts of  the climate crisis 
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While climate change is influenced by natural processes such as modification in solar and 

volcanic activity that occur over long periods of time, the current crisis is driven by 

unprecedented rapid warming due to human activities. Most of the engagement generated 

by content on the human causes of the climate crisis was related to fossil fuels and 

greenhouse gasses emissions (70%), while 30% of total engagement was related to posts 

and articles mentioning deforestation and other agricultural practices. 

Example issues discussed in relation to the causes of climate crises

Deforestation in Zimbabwe: reports that over 330 thousand hectares of natural woodland were 
lost in Zimbabwe in one year due to cultivation and energy use.

East African Crude Oil Pipeline (EACOP): climate activists in Uganda and Tanzania have been 
protesting against the pipeline saying that the project will pose a huge environmental risk and 
contribute to the climate emergency.

South African scientists condemn offshore oil and gas exploration plans: three scientists 
published a commentary on the SA Journal of Science saying that additional greenhouse gas 
emissions from the new oil and gas fields in the country will contribute to break the target 1.5° C 
set in the Paris Agreement. 

Role of plastics in climate crisis: Kenyan and South African activists have been raising the alarm 
over the impact of plastic waste, which is made from fossil fuels, on human health and the 
ecosystem.

Tobacco industry contributing to climate change: in occasion of World No Tobacco Day on May 
31, social media and digital news published content explaining how tobacco corporations worsen 
the climate crisis were tracked in Kenya, South Africa and Uganda. Key issues highlighted: 
contribution to deforestation, significant source of air and water pollution, high water 
consumption for cigarette production, post-consumption littering.

Responsibility for climate change: At a virtual meeting of the African Union Committee on 
Climate Change in February, South Africa President Ramaphosa said that Africans are the ones 
who are bearing the brunt and the cost of the climate crisis, although they are not responsible 
for it.

Both direct effects on the environment (e.g. extreme weather events) and social and 

economic impacts on humans (e.g. hunger) were discussed online. However, only around 

9% of content about impacts explicitly drew a link with the climate crisis by mentioning 

keywords such as “climate crisis”, “climate change” or relevant hashtags in conjunction with 

the specific effect mentioned. 
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Percentage engagement around climate by subtopic

Engagement vs reach vs volume, selected subtopics

Conversations around floodings accounted for less than 50% of total number of posts and 

reach but generated over 53% of engagement. Conversely, content about the drought 

accounted for 23% of total number of posts but generated less than 20% of engagement 

and reach. For the other subtopics reach, engagement and volume mostly aligned.

0% 10% 20% 30% 40% 50% 60%

Rising temperatures

Sea levels

Impact on health

Storms/Cyclones

Tornadoes/Damaging winds

Wildfires

Food crisis

Impact on wildlife

Droughts/Water scarcity

Floodings

Conversations around the impacts of the crisis that generated most engagements over the 

period considered were related to floodings. The second issue that drew most attention 

online was the drought and concerns around lack of water. Other issues such as impact on 

wildlife, wildfires, the impact of climate change on food, other environmental events like 

tornadoes and storms, rising sea levels and temperatures and impact on human health 

generated less than 10% of engagement per category. 
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Some examples of posts and articles about floodings and the drought that generated high 

engagement are shown below. Issues that generated most attention included the floodings 

in KZN, access to water and hunger in Kenya due to livestock dying because of the 

drought, and role of climate crisis on elephants’ ecosystem. 

Content about impacts with high engagement
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Conversations around mitigation and adaptation  
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Conversations around mitigation and adaptation measures were also tracked on social 

media and digital news. Mitigation means making the impacts of climate change less 

extreme, for example by reducing greenhouse gas emissions. Adaptation refers to strategies 

to prevent and cope with impacts that cannot be (or are not) avoided under different 

scenarios of climate change. The graphic below provides some examples of mitigation and 

adaptation measures discussed in online spaces in ESAR during the period considered. The 

next page shows some example posts and articles tracked. 

MITIGATION

ADAPTATION

Renewable 
energy ☀️

Sustainable 
mobility 🚎

Agricultural 
practices 🍅

Switch away from 
eucalyptus as plant of 

choice for reforestation in 
Kisii county in Kenya

Passenger electric 
buses in Kenya

Tree planting in Ethiopia, 
Kenya and Uganda

Reforestation 🌳

Conservation agriculture in 
Kenya

Crop diversification and 
climate-smart agriculture in 

Tanzania

Agricultural 
practices 🍅

Micro-dosing of 
fertilizer in Tanzania

Preparedness 🗂️

Evacuation plans in 
areas at risk of flooding 

in South Africa

Stores powered by wind 
and solar energy in South 

Africa

Solarization of healthcare 
facilities in Zimbabwe

Carbon tax 💵

Increase in Carbon 
Tax rate in South 

Africa

Examples of mitigation and adaptation strategies discussed online
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Example content on mitigation and adaptation
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Conversations around vulnerability
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Vulnerability refers to the propensity to be adversely affected by the climate crisis and can 

refer both to ecosystems and geographical areas or to segments of the population. About 

12% of total engagements was generated by climate-related posts that mentioned children 

and young people and less than 10% of total engagements mentioned women and girls. 

About 4% of engagement was from content mentioning both groups. Only about 1% of 

engagement was from posts mentioning migrants and refugees.

Sagalo village, Somali region, 

Ethiopia, 2022 - ©UNICEF Ethiopia

Top content included:

🔵 Story of two sisters unable to continue their studies due economic challenges 

deriving from the drought – Kenya, June 2022, Standard Media (link), 30k 

engagements and 4.4 million reach

🔵 12 people, including several children, died of hunger in Guji, Ethiopia, due to the 

devastation caused by the drought – Ethiopia, July 2022, Addis Standard (link), 3.3k 

and 200k reach 

🔵 Post from a climate activist: “200,000 people are dying of hunger In Garrisa Kenya. 

Livestock starving due to lack of water. Children and women walking long 

distances to fetch water.” – Kenya, May 2022, Twitter (link), 9k engagements and 9k 

reach

🔵 Post from Zambia’s Vice President about teaching to children in one of the camps 

set up for families who lost their house during the floodings – Zambia, February 

2022, Facebook (link), 27k engagements and 200k reach

🔵 Department of Education in KZN announced that at least 7 students died in the 

floods – South Africa, April 2022, Facebook (link), 7k engagements and 500k reach

https://www.standardmedia.co.ke/coast/article/2001446018/two-bright-sisters-from-kilifi-fail-to-join-form-one-over-lack-of-fees?fbclid=IwAR1m7cbjt7F22DlanJ99Pwth5WlrAbBrTIv7_V_3YQGNjpLFcr5EGDGt35g
https://addisstandard.com/news-at-least-12-people-die-from-hunger-in-drought-ravaged-guji-zone-says-official-residents-put-figure-at-20/
https://twitter.com/WakioDorcas/status/1520838107280592896
https://www.facebook.com/nalumangomutale/posts/pfbid02VQRsuJPxbQ7tTy9SJsEtqb4W9cgvAhSJx8ixDPDsWnKzxui7tGUjHzBFP7ybgkxol
https://www.facebook.com/1470345243209060/posts/3144327885810779
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About 5% of content around climate also mentioned COVID-19. In several instances, 

popular content mentioned both the pandemic and the climate crisis as two of the many 

shocks affecting the lives of people in the region. Some posts discussed flood relief funds in 

South Africa, making comparisons with the management of COVID-19 response resources. 

Questions on how recycle masks were also tracked in South Africa after mask mandates 

were removed. 

Example content mentioning COVID-19

Climate crisis and COVID-19
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Audience profile 

This section analyzes available data on the demographics of users that engaged in climate-

related conversations in ESAR and an overview of accounts that were influencing the 

conversation during the period considered. 

UNICEF ESARO SBC 🌐Digital insights on climate

Data on user gender and age were available only 

for 670k Twitter results over the period January 

to July 2022. Around 63% of climate-related 

content was posted by male users, compared to 

37% from female users. Users between the age 

of 25 and 34 represented around half of the 

audience on Twitter. Young adults aged 18-24 

represented around 30% of the total.  

User content by gender, Twitter

User gender and age

Male
63%

Female
37%

Male Female

User content by age group, Twitter

29%

47%

17%

5%
2% 0%

18-24 25-34 35-44 45-54 55-64 65+
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Influencers

Most active and influential authors posting content using climate-related hashtags on Twitter 

were Dr. Richard Munang, Deputy Director at UNEP Africa, with 420 posts between January 

and June 2022, and the UNEP official account, with over 52k engagements. The top 10 

most influential accounts (generating highest engagement) on Twitter featured three youth 

activists and one woman, UNEP Executive Director Inger Andersen. On Facebook top 10 

most active accounts included eNCAnews, African Farm Resource Center, News24 and 

Citizen TV Kenya. Most influential accounts included Sheldrick Wildlife Trust, African Farm 

Resource Center, and NTV Kenya. The graphic below shows the network of accounts that 

created and/or amplified climate-related content on Twitter during the period considered. 

The network appears quite fragmented, suggesting an opportunity for more coordinated 

action and amplification of messages.  

Network of influential Twitter accounts using climate-related hashtags 

https://twitter.com/RichardMunang
https://twitter.com/UNEP
https://twitter.com/andersen_inger


24

Cognitive biases and misinformation

Despite consensus on the importance of urgent intervention to address the climate crisis, 

cognitive biases, meaning systematic errors in the way people process information that can 

impact decision-making, can hinder climate actions. Cognitive biases can also make people 

more susceptible to misinformation and it can be difficult to distinguish genuinely held 

misconceptions from intentional disinformation. The analysis shows persistence of some 

types of cognitive biases and misinformed claims in climate-related conversations in ESAR. 

Commonly tracked misinformation claims included denial that climate change is real, that it’s 

not man-made but a natural process, that floodings are caused by “weather manipulation” 

and that nothing can be done to solve the crisis. 

UNICEF ESARO SBC 🌐Digital insights on climate

Confirmation bias

Tendency to look for information that confirms prior beliefs or discounting information that 

contradicts them.

Example: Distorting or selectively using information to argue that switch to renewable energy 

will have dangerous impacts

Example: Claiming that floodings are the results of weather manipulation by cherry picking 

information about the High-frequency Active Auroral Research Program (HAARP)

Recall bias

Bias caused by inaccurate or incomplete recollection of events.

Example: Falsely recalling the climate crisis to be less severe than it is and a normal natural 

phenomenon

Present bias

Priority given to issues that are close in terms of time and space than more distant ones

Example: A large part of the online conversation and engagement in ESAR has been driven 

by users discussing events currently being experienced like droughts and floodings.

Pseudo inefficacy 

False sense that actions are not helping in solving the problem

Example: Claiming that it’s already too late to do anything about the climate crisis

Type of biases and examples 



25

UNICEF ESARO SBC 🌐Digital insights on climate

Examples of misinformation
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Examples of misinformation
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Recommendations
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Only around 9% of content about impacts explicitly drew a connection with the climate crisis by 

mentioning keywords such as “climate crisis” or “climate change” in conjunction with the specific 

effect mentioned. 

✅While this doesn’t necessarily mean that the users are not aware of the causality link, 

encouraging use of hashtags such as #climatechange or #climatecrisis when discussing events 

such as floodings or droughts can help raise awareness on the connection between climate action 

and response to these emergencies. 

In the sample of sponsored content analyzed through Facebook Ad Library, nine ads had over 1 

million impressions and the advertisers were all pages based outside of ESA region and only one 

was a UN agency. 

✅ This suggests opportunity for more systematic and strategic use of paid advertisement on 

social media to increase reach of climate-related content by UNICEF and partners.

A large part of the online conversation and engagement in ESAR has been driven by users 

discussing events currently being experienced like droughts and floodings, with less focus on the 

long-term impact of climate change. 

✅ This suggest that there is a bias towards issues that are close in terms of time and immediate 

impact and that there is a need to draw the attention also towards the future devastating 

consequences of the crisis and how we can mitigate them and adapt.

About 12% of total engagements was generated by climate-related posts that mentioned children 

and young people and less than 10% of total engagements mentioned women and girls. About 4% 

of engagement was from content mentioning both groups. Only about 1% of engagement was from 

posts mentioning migrants and refugees.

✅ Raise awareness on the role of the climate crisis in exacerbating inequality by amplifying 

content that highlights how it affects the livelihood of key groups such as children, women, migrants 

and refugees. 

The analysis of the audience profile shows that about 30% of climate-related content was posted 

by young adults aged 18-24 and that some young activists appear among the most influential 

accounts on social media. However, the network of accounts that created and/or amplified climate-

related content on Twitter appears quite fragmented, suggesting an opportunity for more 

coordinated action to amplify the voices of young climate activists in the region. Most users were 

identified as male (63%) and underrepresentation of women was also observed among the top 

influencers. 

✅ Empower young people, particularly young women, as activists in climate-related 

conversations, by amplifying their voices online and working with partners to provide opportunities 

for skills building and leadership.  

Commonly tracked misinformation claims included denial that climate change is real, that it’s not 

man-made but a natural process, that floodings are caused by “weather manipulation” and that 

nothing can be done to solve the crisis.

✅ Inoculate people against false climate claims and use targeted visualizations to address 

specific incorrect assumptions and biases to show human contribution to the climate crisis and 

possible impact of specific climate actions.
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