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Abstract
Climate change is one of the greatest threats faced in the 21st Century. Manchester is leading
the way in terms of mitigation plans. The Manchester Climate Change Agency outline the
monument challenge of making the city ‘zero carbon’ in their 2017-50 climate change
strategy. In order to achieve this the citizens of Manchester need to take action. Manchester
needs a motivated, engaged and ‘carbon literate’ society, that carry out continuous
sustainable action. In order to test a pilot study of a social media campaign using Twitter,
‘Sustainable Manchester: Five Sustainable Actions’ campaign, targeting students, was set up.
It urges web users, particularly students to take part in a week long challenge completing at
least five sustainable actions, posting photos of their actions whilst nominating friends. Using
a social media campaign the aim is to highlight barriers citizens would face when trying to
create and become motivated, ‘soft leaders’ of sustainability. Using twitter ‘impressions’ and
interactions (retweets, likes and replies) with the site we were able to measure how many
people the campaign informed and engaged.
Overall, people were receptive to our campaign but we faced a number of barriers including
the loss of momentum over time. In order to create a more effective, sustained campaign it
needs more time, potentially partnerships and funding to facilitate up scaling the operation.
This will help the campaign reach a wider audience.
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Introduction: The role of social media in taking action
towards Manchester’s Climate Change Strategies
This report has been produced to address Manchester’s climate change objectives and tests
our ability to create our own measurable contribution to these objectives, a challenge set by
Manchester’s Climate Change Agency. In 2017 Manchester’s Climate Change Strategy was
released which outlined numerous objectives, see in figure 1, which help to make Manchester
more sustainable, resilient and eventually a ‘zero carbon’ city by 2050. The success of these
objectives rest on the ability for locals to become motivated, participating citizens.
In this report we have designed and created a week long pilot study of a social media
campaign. We utilize social media (Twitter) to create a platform to try to inform and engage,
as well as invoking physical and behavioural change. The aim of our campaign ‘Sustainable
Manchester: Five Sustainable Actions’ was to complete one of a list of five sustainable actions
each day whilst the campaign ran. Participants were encouraged to interact with our
messages and send in photographs and to nominate a friend who would then join the
challenge.
We faced a number of barriers whilst conducting our study however within this report we
have suggested how Manchester Climate Change Agency can overcome these barriers if they
wanted to allow citizens to scale up their efforts and create a significant and effective
campaign.
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Context: Where does our study stand in existing literature?
Climate Change and Targets
Climate change is one of, if not, the biggest threat facing the 21st Century. Its numerous
impacts, ranging from environmental to economic, are increasingly being experienced across
the globe and scientists are 95% certain human activity is the principal instigator (IPCC, 2014).
Hence its effects can be exacerbated, and similarly mitigated, depending upon targets and
policy implementation aimed at reducing greenhouse gas emissions (Moss et al, 2010).
Globally, cities are partaking in preventative action to help restrain temperature increase
below the agreed 2°C in the UNFCC Paris Agreement (Rogelj et al, 2016). The United Kingdom,
Manchester in particular is leading the way in terms of mitigation targets. The creation of the
Manchester Climate Change Agency committed to make Manchester a ‘carbon zero’ city by
2050 (Manchester Climate Change Agency, 2016). However, these aforementioned visions of
a carbon zero city are unachievable without motivated citizens, maintaining a continual effort
to be sustainable in all aspects of their lives.

Citizenship Transformation and Technology
Throughout recent years there has been concern regarding the growing disengagement,
particularly from millennials, with dominant forms of government and political discourses
(Bennett, 2008). This disconnect could be a direct result of the ‘Time Displacement
Hypothesis’, whereby citizens engrossed with popular forms of entertainment have
withdrawn from their communities and fostered a general distrust of one another (Putnam,
1995). However, this distrust does not necessitate a lack of concern or interest with general
affairs. Youths have instead found alternative methods to voice their opinions and concerns,
focusing on innovative ways rather than tradition, to engage with popular discourses. The
growth of the science and technology sectors has led to increased utilization of the online
realm. The online forum has facilitated a shaped of equilibrium, balancing the hierarchy and
giving a voice to those who had previously felt unheard within the traditional discourses.
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Social Media and Collective Action
This last decade has seen a swift rise in popularity of numerous social media sites from
Facebook to Twitter. Social media became a platform for knowledge and information from a
variety of sources, replacing traditional newspapers and mail (Gerbaudo, 2012). Technooptimism has thus developed into a growing body of literature, with the likes of Shirky (2011)
celebrating the ease and rapid nature of online communication. Social media facilitates the
removal of typical barriers to collective action, it reduces costs and allows real time
communication and access to knowledge, this increases participation and engagement with
collective action (Gerbaudo, 2012). However, the digital divide remains and some parts of civil
society are increasingly isolated from this growing online community. Morozov (2009) and
Gladwell (2010) as techno-pessimists rebuked the idea of social media as path of mobilization,
they emphasize the need for strong ties and networks for collective action to be successful.
Instead they stress ‘slacktivism’, superficial activism without real social impact (Morozov,
2009).

Leadership and Emotion
Social media sites have empowered ordinary citizens to become motivated leaders. Rather
than developing ‘swarms’ of horizontal leadership, they form a body of perhaps reluctant but
present ‘anti leaders’ (Gladwell, 2010). These ‘soft leaders’ stimulate emotions, using the
content they post, to help create a sense of commonality which binds together likeminded
citizens and encourages action. The emotions roused by admins increases the likelihood of
engagement with mass media campaigns, which facilitates behaviour and decision
transformations whilst remove obstacles to change (Wakefield, 2010). With leadership and
committed participation social media is therefore able to develop well-structured networks
which permit effective collective action.
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Methodology: How did we create a social media campaign?
The main aim of the research strategy for this study was to test our capacity to create a pilot
social media campaign on Twitter. The purpose of the campaign would be to make a
measurable difference to the behavior and actions of citizens within Manchester in order to
meet the MCCA 2017-50 objectives outlined in figure 1. An overview of the research strategy
in figure 2.

Initially, a mind map (figure 3) was developed in order to identify the keys sectors where
action needed to be implemented. From here we were able to brainstorm potential thematic
activities which addressed to the aforementioned sectors. Due to the sheer scope of potential
activities, a focus group was conducted to help identify which activities students would be
most receptive to. The focus group helped us ascertain the importance of selecting a simple,
straight forward campaign that had a clear, concise theme running throughout but was still
interesting, as seen in appendix 1.
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We then created a Twitter page and developed the ‘Sustainable Manchester: Five Sustainable
Actions’ campaign, a sustainable alternative to the National Health Service’s ‘5 a Day’
campaign. For each day of the pilot study a different activity, in figure 4, would be promoted.
To see our Twitter page go to: https://twitter.com/SustainableMCR
Simple yet appealing posters were produced, as seen in figure 4 and accordingly distributed on
Twitter each day. People were encouraged to upload a picture and then nominate a friend to
take part. Whilst this limits our ability to deeply form an educational campaign focused on one
sector, the idea is that by slowly introducing the simple activities into daily routines, eventually
they will become habitual and people will carry them out without needing prompting.

Page 11

Figure 3: Mind Map of key sectors and potential
campaign ideas

In order to generate initial interest, posters were created and selectively distributed across
campus. Limitations arose as we were confined to only student notice boards, this excluded
the main library where the highest footfall and most diverse mix of students in terms of
discipline studied. Due to limited resources, buildings were selected according to the schools
they hosted, as seen in figure 5. Targeting students with a predisposed understanding of
climate change and sustainability would hopefully result in an increased chance of
participation. However, this limited our audience and with more funds and a larger taskforce
we would be able to increase the scope of the campaign.
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Using social media and by nominating a friend we were able to introduce a social aspect to the
campaign, this would create a snowball effect by spreading the campaigns messages using
minimum resources. Framing the campaign as a challenge was a concise decision in order to
make it more fun and on trend with past movements of social media that notoriously gained a
large following by going viral. It also allows analysis of interaction and engagement by looking
at retweets and interactions which are monitored on the site. We also created hashtag
‘SusMCR’ to create an easy to follow narrative of our campaign, this enables participants to
see the campaign in action and engage in discussion which would help foster collective action.

Research Questions:
1. To what extent can social media inform and engage the public in the policies of
Manchester Climate Change Agency?
2. What barriers were you faced with during your campaign?
3. How can you overcome these barriers in order to scale up your campaign?
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Findings: Can social media campaign be an effective platform in
informing and engaging the public?
Chapter 4.1: To what extent can social media inform and engage the public in
the policies of Manchester Climate Change Agency?
After a week of campaigning on Twitter we had 1,249 followers and on some days over 5000
interactions. Also examining Figures 7 and 8 we can see graphs that show the amount of
retweets, likes, replies and interactions received each day and the results are staggering for a
week long pilot study. This shows that the campaign was effective in engaging the public. We
urged individuals to take up our challenge and reply and tweet pictures of them doing the
challenges and we got at least one reply a day. Figure 6 shows example of tweets we sent out
every day and Figure 9 shows examples of the replies we got. Social media is transforming
web users of Manchester from a passive audience into active participants (Ketter and
Avraham, 2012).
Figures 7 and 8 however demonstrate how the different days received different amount of
responses, for example the first day had by far the most interactions. This could be due to it
being the introduction of our campaign. However, Thursday’s ‘Meat Free Meals’ had a larger
number of respondents than when we were promoting ‘Switch It Off’ on Monday. One
explanation for this could be that some ideas are more popular in the public discourse than
others, as it seems in this generation being a vegetarian is modern and advertised more as a
stylish thing to do (Riley, 2004). This could there be why this area of our campaign sparked
more interest. This analysis highlights areas of our campaign that may be deemed less
interesting, it allows us to focus efforts on making it more exciting by retweeting more
information about the topics and finding fun tasks for participates to complete. We can also
harness the fact that other subjects are more popular- such as veganism and recycling- and
use them to advertise and spearhead our campaign.
Our results show that overall we had significantly more impressions than actual interactions.
Whilst did get some replies and interactions many people had viewed our tweets but not
interacted with them. A vital component of our campaign was to get people to complete the
actions and then nominate a friend, however a lot of people forgot to do this, if we were carry
out this campaign it would be ideal to make the idea of nominating a friend more prominent.
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Hopefully this would also increase the amount of interactions we received rather than just
impressions.
Yet, by looking at these results it is evident that social media can play a huge role in informing
and engaging the public. By interacting with these tweets individuals have come together to
be educated in sustainability whilst simultaneously taking on action themselves. This shows
how social media can coordinate and mobilises a networked population to undertake
collective action (Shirky, 2011; Yuce et al, 2014). We created our own hashtags ‘#SusMCR’ and
used ones already in use ‘#Sustainability’ so that we could get our message deeper in to the
intricate internet population as hashtags allow people who weren’t following us to see our
tweets and allowed our tweets to enter a larger discussion on the topic (Yuce et al, 2014;
Blaszka et al, 2012).
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Figure 6: Example of tweets sent out every day.

Wednesday- Introduction

Friday- Walk to Work

Sunday- Dispose of Disposables
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Thursday- Meat Free Meals

Saturday- Pick it up

Monday- Switch it off

Figure 7: Graph showing number of
interactions (people who retweeted, liked or
replied) from our tweets each day.
Figure 8: Graph showing the overall
impressions (people who saw them) on our
tweets each day.
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Figure 9: Examples of replies we got from individuals
taking part in the challenge
Walk to Work

Meat Free Meals

Pick it up

Dispose of Disposables

Switch it off
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4.2: What barriers were you faced with during your campaign?
The main barrier of this campaign was that this was a week-long pilot study. As a result, we
didn’t have much time to reach as many people as we would have liked because social media
campaigns become successful by prolonged exposure in the network so that it can reach more
individuals, who then have longer to process the information given to them (Rice and Atkin,
2012). With more time we would be able to entice a larger following which would mean our
tweets would be distributed further with more interactions, this would have knock on effect
as our campaign would inevitably get larger and more successful. Leading on from this is the
problem that we didn’t have enough time to involve likeminded local and internet
organisations who could promote our campaign. Figure 10 shows messages and emails sent to
numerous different organisations to get their support however no replies were received. If
popular, compatible organisations on twitter retweeted or interacted with us on twitter it
would significantly increase the page’s footfall and interaction so more people would get
involved.
One other significant barrier that we faced was the decrease in interest over the week. Figures
7 and 8 show that over the course of the week a dramatic drop in interactions and
impressions occurred, with over 35 retweets and 5,000 impressions on the first day to less
than 5 retweets and 300 impressions on the last day. In order to have a successful campaign
momentum needs to be maintained which attracts more people and sustains the interest of
existing participants. It is these barriers that an organisation would have to overcome when
scaling up this campaign.
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Figure 10: Examples of emails and twitter messages sent to
organisations to get them to support our campaign.

4.3: How can you overcome these barriers in order to scale up your campaign?
By analysing the barriers that we faced in our pilot study it seems that most of them can be
overcome by a larger timescale, resources and bigger taskforce. A media campaign can only
be effective if the target audience is frequently exposed to and understands its message (Elder
et al, 2004). When scaling up in partnership with an organisation you would have more
funding and a larger taskforce so could spend more money on advertising throughout twitter
and other social media meaning it would be more likely that the message would spread and
catch on. Not only this but with more time you could contact other organisations and set up
meetings to properly showcase your ideas in order to get them on board to promote your
campaign. When organisations start to get involved this can lead to others catching on which
has a snowball effect. This overall could be what overcomes the barrier of declining interest
overtime as instead it would be the opposite effect, where more people would be informed
and engaged as more organisations get involved. With more time an organisation can analyse
their results and figure out what parts of their campaign are working and what parts need
rethinking. Linking back to Wakefield (2010) if time, effort and emotion is spent on mass
media campaigns, this can effect decisions, remove obstacles and help achieve the aims of the
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campaign whilst engaging the public. Overall the main way to overcome these barriers is time
and effort, if we could do this study in a week with only two people involved and get as many
people involved on twitter as we did, with more time and a larger traditional, bureaucratic
effort you can reach a plethora of people on social media.
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Conclusion: The transformation of a pilot study into a larger scale
campaign for Manchester’s Climate Change Agency- Can it be
done?
By taking action and creating a social media campaign which informed and engaged the public
we started to make a measurable contribution to Manchester’s climate change objectives.
Developing the ‘Five Sustainable Actions’ challenge allowed us to educate and engage the
public without scaring them away with traditional bureaucratic jargon.
‘Manchester’s Climate Change Strategy’ (2017) and ‘A Certain Future’ focus on reducing
carbon output and eventually become a ‘zero carbon city’, they stress the importance of
creating a ‘carbon literate’ society as key to achieving the aforementioned goals. Within our
campaign we focus on the actions of reducing carbon within the daily routine by decreasing
meat consumption, energy and transportation usage and waste disposal. However, social
media as a tool facilitates the spread of knowledge via informative retweets and conversation.
Analysing the successes and barriers of our pilot study is vital if citizens are to produce their
own effective campaigns. More time, resources and funding is vital to reach a wider audience
and constant updates will keep the campaign fresh and ensure sustained interest.
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Appendix
Appendix 1: Extract from Transcript:
Participants: 5 geography students, aged between 19-22
Date of Focus Group: 24/04/2017
Time of Focus Group: 14:00
Location: Arthur Lewis Building
Background Information: I posted flyers in the Arthur Lewis Building asking for students
interested in climate change and sustainability to get in contact and to be apart of focus group
to come up with a campaign idea for a new sustainable movement.

Interviewer: What is a barrier to you taking part in sustainable actions everyday?
Student 1: I don’t really have the time to be honest, I have exams and coursework and I like to
relax too.
Student 2: Yeah I agree, if I was going to do something it would have to be something easy,
that fits in with my daily routine. I don’t really have the time to go out of my way to do
something new.
Student 3: For me, it has to be interesting, I don’t mind spending time on something if its fun
or Ill enjoy it.
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