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1.0 Executive Summary 

• Environment Canterbury’s ‘It’s Time, Canterbury’ campaign aims to foster discussion around 

climate change and an understanding of the effects of climate change in Canterbury.  

• Young people, aged 17 to 25, are an under-researched demographic. Environment Canterbury 

wishes to know how best to engage with young people on climate change. 

• The research aimed to identify the key messages and mechanisms that engage young people to be 

more climate active.  

• Social media, identities, narratives and language techniques were addressed.  

• 
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4.0 Methodology 

4.1 Survey 

An online survey constructed using Qualtrics software, was our quantitative data source (Clifford et al., 

2016). The survey consisted of 35 questions in three sections: ‘about me’, ‘climate change attitudes and 

behaviours’, and ‘climate change communication’. The questions were predominantly multiple-choice 

but also included matrix and rank questions. Prior to launching, the survey was piloted in order to test 

timing, question flow, and identify errors. The draft survey was adjusted accordingly. 

 
To avoid data from ineligible participants the ‘linkage’ Qualtrics function was utilised. Participants who 

did not consent, were outside our target age group (17 - 25) or did not live in Canterbury, were directed 
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5.0 Engagement with Mana Whenua 

Rangatahi Māori perspectives were an important consideration when investigating the key messages 

and mechanisms that encourage young people to be climate active. To do this we planned on engaging 

with rangatahi Māori in our survey and focus groups. We ensured that we underwent appropriate steps 

to engage with mana whenua by conducting our research in a culturally responsive, and sensitive way. 

 

With assistance from our College of Science kaiārahi, Dr Abby Suszko, we followed the Ngāi Tahu 

Consultation and Engagement Group (NTCEG) avenues by completing a ‘Māori Consultation Form’ 

(Appendix F).  We considered the significance of the information we would be asking for in our focus 

group, such as reference to tikanga and taonga. We also detailed our intentions to implement culturally-

responsive procedures, including: proper greetings, mihi, whakawhanaungatanga, the provision of kai, 

and if possible a koha, along with usual ethics procedures such as anonymity. The Māori Consultation 

Form was approved by Sarah Wiki-Bennett on behalf of the NTCEG. Thereafter, we developed potential 

focus group questions with our College of Science kaiārahi, to ensure they were culturally sensitive 

(Appendix E).  
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The survey also questioned participants on what kind of language would be most effective for 

engagement. This included how specific message framing techniques engaged youth on climate content. 

The results of the survey question “Rank from most effective (1) to least effective (4) the type of 

advertisement language you find most engaging” (Figure 3).  The mean rank value for ‘English language’ 

was the highest (1.78), indicating that this is what the participants thought would be most effective. This 

was followed by ‘Scientific language’ (2.45), ‘Slang’ (2.46) and ‘Te Reo and other languages’ (2.46).  

 
  

!"#$%&'*. Pie chart presenting the results of the most and least engaging climate change content. 

!"#$%&'+. The ranking of types of language, from most effective (1) to least effective (4).  



GEOG309-21S2 Engaging with Young People on Climate Change October 2021 
 

 13 

The focus groups had similar results to the survey relating to narratives and language: 

“...Want [the language] to be short and sweet.”  

- Female worker (25) 

 

The importance of concise text, whether it be for a post or image caption was a key point of discussion:  

"If you're adding text, it has to be bullet points, I'm not going to read paragraph after paragraph." 

 - Male university student (22) 

 

6.2 Social Media 

Instagram was ranked the most used platform for young people with an average of 3.06 on a ranking 

scale between 1 and 5, with 5 being the most used. This was followed by Snapchat (2.47), Facebook 

(2.09) and YouTube (2.07). We found that short media clips, under 1 minute, were most popular with 

just over 40% (n = 71) followed by long video clips (over 1 minute) with 18.3% (n = 32) then Instagram 

stories with 14.3% (n = 25), as seen in Figure 4. 

 

 

!"#$%&',. Bar chart demonstrating the types of social media content that participants find most 
engaging.  
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The average time spent on social media within a day was 3.45 hours. Also, 60% (n = 102) of survey 

participants were likely to follow a climate change related social media page/account.  

 
A key discussion point within the focus groups was how social media is considered accessible and 

addictive among youth,  thus is an effective means of communication to the age demographic 17-25: 

 
“Social media for sure seems like it has far reach, especially for our generation.” 

 - Male worker (21) 

 
Focus group participants felt that along with photos and videos, simplistic graphics would be a suitable 

option for social media posts: 

 
“A picture paints a thousand words, they just answer all the questions for you.” 

- Male tertiary student (22) 

 
And: 

“...Cartoons are simple, quick, and attention-grabbing.”  

- Female worker (22) 

 
And: 

“Instagram is pretty popular at the moment, and I’d say most of my mates use it a lot.”  

- Male worker (18) 

 

6.3 Identity 
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When asked ‘What type of role-model would most likely influence you to be more climate active?’ 

most participants (45%) answered ‘people [their] own age’. 

 

The theme of peers as role models was explored in the focus groups: 

“if I saw someone like me, another mum, I would be more inclined to get involved [in climate active 
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However, this tends to overestimate the strength of association. The Cramer’s V was 0.245 which shows 

a moderately strong relationship for variables with more than 4 categories.  

 
The relationship between Facebook posts and the ‘here and now’ approach is statistically more 

significant than predicted. Whereas, the relationship between longe
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7.0 Discussion  

7.1 Key Messages 

To answer our research question, we found key messages using concepts of narratives and language, 

which addresses our third objective. 

 

7.1.1 Narratives and Language 

As outlined in Section 3.5, narratives and language are important messaging techniques used to engage 

youth. The persuasive and factual approach was seen to be the most engaging to young people. This 

approach creates a sense of urgency which encourages young people to take action (Corner et al., 2014). 

Short messages such as simple facts and statistics about climate change are  attractive to young people 
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were considered the least effective language type. This is likely an effect of sampling. There were only a 

small proportion of Māori participants. 

 
As demonstrated in the results, ‘scientific language’ and ‘slang’ were both relatively important but had 

quite large variability among participants. Corner et al. (2014; 2015) stated that peer-to-peer 

conversations often removed stigma around controversial issues, so this likely relates to the use of slang 

in climate change content. Scientific language may be more effective for some participants in our results 

as 40% of the tertiary students who undertook the survey had studied environmental courses. Again, 

the variance in both ‘scientific language’ and ‘slang’ effectiveness highlights the importance that 

personalisation of the information has on engagement (Hodson et al., 2020).  

 

7.2 Key Mechanisms 

To answer the second component of our research question, regarding what the key mechanisms are 

that engage young people in climate action, we found that social media and identity should be 

considered. These two concepts address our first two research objectives. 

 

7.2.1 Social Media
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such as the ones on TikTok being rated more engaging than longer videos (Chen et al., 2021; Hodson et 

al., 2020). 

 

7.2.2 Identity 

One key objective that was explored in this research was the role that identity played in encouraging 

young people to be more climate active. This objective focused on the sub themes of role models, in-

group psychology and collective action. The results showed that the majority of participants viewed 

being a New Zealander as important or very important to their identity. The literature conveyed the 

importance of group identity in promoting climate active behavioural change (Wang & Lin, 2017; Rees 

& Bamberg, 2014). The more an individual is invested in the group’s identity the more likely they would 

be to alter their behaviour (Masson & Fritsche., 2014). Therefore, using other New Zealanders to 

encourage climate active behaviour in young people will promote a sense of community and trigger a 

higher investment in climate change. A similar approach was used by the New Zealand Government’s 

COVID-19 advertisement which used videos of New Zealanders supporting the COVID-19 vaccine to 

protect the “Team of 5 million” (Beattie & Priestley, 2021).  

 
Secondly, the results established that the most popular role models likely to encourage climate active 

behaviour in young people were people their own age. This may be explained by young people being 
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8.0 Strengths and Limitations of the Research 

8.1 Strengths 

We identified multiple strengths throughout this research project. Firstly, the quality of our survey was 

laudable as the data collated answered our research question. Despite the survey only running for 18 

days, we managed to receive 176 complete responses, which is a large sample size for the timeframe. 

Among these we achieved sufficient representation regarding workers. Another strength was our 

professional and efficient communications skills, between group members, our tutor and community 

partner. 

 

8.2 Time Limitation 

The most notable limitation of our research was the short timeframe of 12 weeks. This impacted our 

choice of sampling method and more notably our engagement with rangatahi Māori as we were unable 

to organise this focus group. Furthermore, these time restrictions were exacerbated due to COVID-19 

as we planned our survey and focus groups online. 

  

8.3 Sampling Method Limitation 

Convenience sampling has limited the usability of our results as it is not an accurate representation of 

the population of 17-25 year olds in Canterbury. This is due to our methods targeting our contacts, most 

of which were 20-22 years of age and university students. To minimise this limitation our group 

contacted Christchurch Girls’ High School and Hagley College year 13 students as well as the Youth Rōpū 

to attempt to sample the 17-18 age demographic. Moreover, our group made an effort to target 

students who were not known to study climate change related courses as we thought this may cause 

bias in our results. Since our results are not an accurate representation of the 17-25 population in 

Canterbury our findings lack transferability, making our results limited to our particular group of 

participants. 
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 8.4 Lack of Rangatahi Maori Perspectives 

Another limitation that arose from our sampling method was the lack of a rangatahi Māori voice. We 

attempted to organise a rangatahi Māori focus group intending to incorporate matauranga Māori into 

our report. Despite being unable to organise a rangatahi Māori focus group, several members from the 

focus groups were Māori, and 9.23% of our survey respondents identified as Māori. However, the survey 

and focus groups did not emphasize Te Ao Māori. 

 

  



GEOG309-21S2 





GEOG309-21S2 Engaging with Young People on Climate Change October 2021 
 

 25 

10.0 Conclusion 

This report has investigated the key messages and mechanisms that encourage young people (17-25) to 

be more climate active. Among these are the use of narratives, language, social media platforms and 

identities. These messages and mechanisms can assist ECan in the second stage of ‘It’s Time, 

Canterbury’, and ultimately encourage understanding of climate change effects, and climate action 

within this under-researched demographic. The recommendations made are a starting-point for ECan 

to engage with young people, but further research should be undertaken to address limitations in this 

study such as a lack of representation from rangatahi Māori.  
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Appendix B: Focus Group Information Sheet 

 
School of Earth and Environment 
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How will the results of the study be published? 
The results of this survey will be  published in an undergraduate project report, which you can access 
on the Geography Community Engagement Repository from November 2021.You will not be 
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Appendix C: Focus Group Consent Form 

 
School of Earth and Environment 
T: +64 3 369 0467 
kate.prendergast@canterbury.ac.nz 
6/09/21 

 
Engaging with young people on climate change. 

Consent Form for Participants 
 

□ I have been given a full explanation of this project and have had the opportunity to ask 

questions. 

□ I understand what is required of me if I agree to take part in the research. 

□ I understand that participation is voluntary and I may withdraw at any time without 
consequences. Withdrawal of participation will also include the withdrawal of any 
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Appendix D: Survey 

 
GEOG309 - Youth Climate Engagement 

 

Start of Block: Section 1 - About me 

  
School of Earth and Environment 
 T: +64 3 369 0467 
 kate.prendergast@canterbury.ac.nz 
 6/09/21 
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 Do you live in Canterbury? Select one. 

o Yes  (1)  

o No  (2) 
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Q5 What is your main occupation? Select one 

o High school student  (1)  

o Tertiary student (e.g., student at university or polytechnic)  (2)  

o Part-time worker  (3)  

o Full-time worker  (4)  

o Unemployed  (5)  

o Other, please specify:  (6) ________________________________________________ 
 
 

Display This Question: 

If What is your main occupation? Select one = Tertiary student (e.g., student at university or 
polytechnic) 

 
Q6 If a tertiary student, do you study climate related/environmental courses? 

o Yes  (1)  

o No  (2)  
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Q11 As an individual/on your own how likely are you to engage in climate action? (e.g., climate 
marches, beach clean-
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Q14 Do you expect people important to you to be climate active? 

o Yes  (1)  

o No  (2)  

o Unsure  (3)  
 
 

 
Q15 How much of your everyday behaviour (e.g., transport choices, diet, energy consumption 
consumer choices etc) do you think is climate-friendly? 

o None of my behaviour  (1)  

o Very little of my behaviour  (2)  

o Some of my behaviour  (3)  

o Most of my behaviour  (4)  

o All of my behaviour  (5)  
 
 

 
Q16 H





GEOG309-21S2 Engaging with Young People on Climate Change October 2021 
 

 46 

Q19 How frequently does the issue of climate change come up in conversation with your friends? 

o Never  (1)  

o Very rarely  (2)  

o Rarely  (3)  

o Occasionally  (4)  

o Frequently  (5)  

o Very frequently  (6)  
 
 

 
Q20 What motivates you or would motivate you to take climate-friendly behaviour or participate in 
climate action such as climate-strikes, beach clean-ups, tree planting etc? Choose the option that is 
most important to you. 

o Concern for the environment, biodiversity and/or the planet itself  (1)  

o Concern for family/whanau and/or my potential future children  (2)  

o Concern for future generations in general  (3)  

o Concern for currently vulnerable communities  (4)  

o The opportunity to be part of a movement  (5)  

o The chance to simply have my voice heard (e.g., the attention)  (6)  

o Other motivation, please specify:  (7) 
________________________________________________ 

 

End of Block: Section 2: Climate change attitudes and behaviours 
 

Start of Block: Section 3 - Climate change communication 
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4) Do you feel supported by current methods to be climate active / are there climate change resources 
readily available to facilitate behavioural change? Do you feel that there is currently an avenue for 
young people’s voices in the climate discussion? 

 
5)  Which social media platforms do you use most often, and why? 

 
6) Thinking about social media (e.g. Facebook and Instagram) what sorts of posts do you find most 

engaging and why? 
 
7) How much climate change related social media have you seen recently (within the past month)? 

And on what platforms? What did you like / not like about the messages? 
 

8) How could social media play a part in engaging people with climate action and climate change 
discussions? i.e., what would you want to see/should be seen? 
 

9) Do you think role models can play a part in promoting climate change? Why/why not?  
 

10) What kind of role model would encourage you to take climate action? How and why? Can be specific 
e.g., sports celebrity, parental, political, religious, someone own age 

 
11) Thinking about climate change communication, what messages have you heard? What do you like 

/ not like about these messages? Why? 
 
12) What climate change narratives do you think young people find most interesting/engaging? Why? 

* 
 
13) What do you think your role is (if any) as an individual, in addressing climate change? 

 
14) How important do you think a sense of community is for taking climate action, or environmental 

action? 
 
*Print narratives for discussion 
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