
Citizens’ Climate Lobby Social Media 
Communication Analyis

IntroductIon
This report thoroughly analyzes the social 
media presence of the environmental lob-
bying group Citizens’ Climate Lobby (CCL). 
This analysis will specifically focus on the 
Instagram, Twitter, and Facebook accounts 
of CCL. This advocacy group works on na-
tional and local levels to “empower everyday 
people to work together on climate change 
solutions,” (Citizens’ Climate Lobby Meth-
odology, 2019). They focus on providing 
non-partisan information and pitches for 
sustainable legislation at all government 
levels. They work to communicate with con-
stituents on how to lobby for comprehensive 
climate change legislation. In many ways, 
they mediate the relationship between citi-
zens and legislators. 
As of March 2019, Citizens’ Climate Lobby is 
focusing on gathering support for the Energy 
Innovation and Carbon Dividend Act. This 
policy imposes a fee on non-renewable en-
ergy sources like coal and oil. The fee starts 
small but grows over time, eventually mak-
ing it impossible to profit from using fossil 
fuels. The fee is then pooled and distributed 
equally to each citizen as a dividend. None of 

the profits are kept by the government (Time 
to put a Price on Pollution, 2019). The work 
of Citizens’ Climate Lobby helped pass this 
bill in Canada in October 2018. The policy 
has been in effect in Canada since the first of 
the year. Going forward, CCL is working to 
implement the same legislation in the Unit-
ed States. The bill is currently (as of March 
2019) being debated the national House of 
Representatives, brought forth by 7 house 
members that are working with CCL.
This report will analyze the communication 
strategies of Citizens’ Climate Lobby via their 
social media with constituents and politi-
cians. Specifically, it will analyze how their 
social media reaches out regarding the En-
ergy Innovation and Carbon Dividend Act. It 
will compare and contrast the social media 
communication on this issue and previous 
issues they have lobbied for. 



current SItuatIon
Instagram
Citizens’ Climate Lobby’s Instagram page is 
their least active social media account. The 
account posts with no regularity, there are 
gaps from two days to two weeks in their ac-
tivity. Although they have nearly 4,000 fol-
lowers, there is little engagement on the page. 
The posts rarely break 200 likes and average 
about 10 comments per photo. The photos 
vary by day, showing no real continuity. It fea-
tures pictures of local and national politicians, 
college students that run climate chapters at 
their university, protest imagery, and nature 
photography. When questions are raised on 
the page, the administrators of the account 
quickly respond with cordial, non-threatening 
conversation (Citizens’ Climate, Sept. 2018). 
The page also features reposts from CCL vol-
unteers and politicians advocating for climate 
policy like Rep. Ocasio-Cortez (Citizens’ Cli-
mate, Feb. 2019). 



Facebook
The Citizens’ Climate Lobby Facebook page is 
organized with an about section, events sec-
tion, photos, videos, and a community tab. 
There is a large donate button that follows the 
reader all the way down the page. The pinned 
post on this Facebook page is the announce-
ment that the bipartisan Energy Innovation 
and Carbon Dividend Act has been reintro-
duced in the U.S. House of Representatives 
as of January 2019 (Citizens’ Climate Lobby, 
January 2019). There are over 1,300 shares on 
that post which is much higher than their usu-
al engagement which is much lower. Despite 
having over 33,000 followers, the posts rare-
ly break 150 likes or 90 shares. The majority 
of the posts on this account are links to news 
stories about successes within their lobbying 
campaigns. They use the hashtag #Bipartisan-
Climate on most posts. 

Twitter
The Citizens’ Climate Lobby Twitter page is 
similar in layout to their Facebook page. They 
have the same article about the Energy Inno-
vation and Carbon Dividend Act pinned to 
the top of their Twitter Profile (CitizensCli-
mateLobby, Jan. 2019). On Twitter, the post 
has much less engagement. Despite having 
over 30,000 followers, this breaking news 
tweet only received 178 retweets. Their aver-
age tweet is a link to a news story, much of the 
same content on their Facebook. Engagement 
is extremely low on this account. Most posts 
receive no more than 30 likes and no replies. 
They retweet videos and tweets from legisla-
tors they work with, giving equal coverage to 
Republican and Democratic politicians.

current SItuatIon analySIS

Instagram
The CCL Instagram page needs the most im-
provement. Out of the main social media gi-
ants, Instagram has been used the least in 
political communication in recent history 
(Bossetta, 2018). In the 2016 election cycle, 
none of the major candidates posted more 
than 65 times throughout their entire cam-
paign. This is entirely dismissive of the com-
munication potential Instagram has. Citizens’ 
Climate Lobby seems to have a view of Insta-
gram similar to that of the 2016 presidential 
candidates. Humans understand visual com-
munication better than any other form, and a 
platform specifically meant to communicate vi-
sually is an invaluable resource (Corner 2016).  



The main improvement that can be made in 
this area is providing higher quality images. 
Additionally, the page is oversaturated with 
staged pictures of politicians and protests. 
Both of these are delicate strategies that should 
not be used in excess (Corner 2016). Many of 
the photos on the Instagram account have low 
resolution which is immediately off-putting. 
Even the picture of Prime Minister Trudeau 
announcing the news that the Carbon Fee and 
Dividend proposal was made law in Canada 
was pixelated and blurry. This is a simple issue 
that can be easily resolved. The most effective 
tactic used on the CCL Instagram page is the 
use of hashtags. “Hashtags connect interested 
people and networks them into one discussion 
through social media networks, such as Ins-
tagram,” (Buarki 2018). Throughout the page, 
CCL implements various hashtags. There is no 
limit to the number of hashtags an account can 
use, and no character limit. So, after the main 
block of text in the Instagram caption, the ac-
count administrators use several hashtags to 
make their post more searchable. Hashtags 
like “#climatechange,” “#sustainable,” and 
“#globalwarming” are all popular hashtags 
that Instagram users can peruse. Each of these 
hashtags has over one million posts and clear-
ly has popularity on the platform.

Facebook
The Citizens’ Climate Change Facebook page 
does a great job stressing the organization’s 
focus on bipartisanship. Facebook’s usership 
in the United States has the widest age range 
of the three networks in this report. People 
over 50 are most likely to engage on Facebook 
over Twitter Instagram. Only 16% of people 
over 50 reported using Instagram in 2018, 
a mere 14% of that same age group reported 

using Twitter (Smith 2018). Therefore, it is 
sensible that the focus on Facebook is bipar-
tisanship. A wider age range is usually indic-
ative of a broader spectrum of political beliefs 
(McCright 2016). The Facebook page makes 
an effort to share articles written from both 
liberal and conservative perspectives about 
the importance of focusing on climate change 
policy. Specifically, they often use the hashtag 
“#BipartisanClimate.” This is the great-
est strength of the Facebook page because 
it actively works to bridge the political gap.  

Another unique benefit that CCL’s Facebook 
page is the tab featuring local climate events. 
This is useful for anyone visiting the page, 
it provides clear links to reputable climate 
events for anyone looking to get involved. The 
biggest weakness of this account is the lack 
of interesting, click-worthy content posted 
by the administrators. Most posts are simply 
large blocks of text with a link to an article at 
the end. Very few photos or videos of success-
es are shared. Visual mediums are more likely 
to elicit a response from the audience (Corner 
2016). In an age where attention spans are 
shorter than ever, such long chunks of com-
plicated text are unlikely to get followers to 
engage.

Twitter
The Citizens’ Climate Lobby Twitter page 
holds the most potential out of all their ac-
counts. Twitter’s algorithm does not filter out 
content viewers may not be interested in from 
people they follow, Facebook and Instagram 



are known to do this. Instead, they show sug-
gested content from accounts users do not fol-
low, suggesting things they may be interest-
ed in (Luck 2018). Every follower of the CCL 
Twitter account will see CCL content on their 
timeline. Plus, if there is strong engagement, 
the content may be suggested to followers of 
followers and so on. The greatest strength the 
Twitter account currently has is the fact that 
they reach out to many different communi-
ties. They retweet success stories from reli-
gious groups, political groups, and university 
advocacy groups. While this exemplifies their 
attempts to engage with other groups, yet 
there is little effort to reach regular citizens. 
Nearly all the tweets on the CCL account are 
muddled with too many “@ mentions” and 
hashtags. In the short 280-character format, 
the communication needs to be more suc-
cinct. “Twitter simulates word of mouth mar-
keting and dramatically increases audience 
reach” (Lamarre 2013). Considering Twitter 
as a “word of mouth” style tool, the Citizens’ 
Climate Lobby account is far too profession-
al. However, they can maintain an aspect of 
professionalism while focusing on providing 
more shareable content. 

recommendatIonS
Instagram
Instagram is one of the fastest-growing social 
media websites. This provides a constantly 
growing pool of potential followers for the Cit-
izens’ Climate Lobby. However, the subgroup 
with the highest following on Instagram is 
verified celebrities (Djafarova 2017). Several 
brands have risen to popularity on Instagram 
through paid partnerships with celebrities on 
the platform. A similar strategy could be used to 
promote support for the Carbon Fee and Divi-
dend Act. Since many celebrities voice support 
for climate legislation, Citizens’ Climate Lobby 
should reach out to said celebrities to promote 
support for their lobbying efforts. CCL would 
not need to pay these influencers, but rather 
give them a focused direction for their con-
cerns. A celebrity or influencer could even run 
a campaign where they donate a dollar to CCL 
(or other climate activism efforts) for every 
comment on a post. This would generate some 
good PR for the celebrity as well as for CCL.  

One recommendation for a celebrity to reach 
out to is Mark Ruffalo. Ruffalo is a well-loved, 
A-list celebrity that consistently has high en-
gagement on his Instagram and has voiced 
concern about climate change in the past (Ce-
lebrities Changing the Conversation on Cli-
mate Action, 2015). CCL providing Ruffalo 
with specific legislation to advocate for would 
give him something to communicate with 
his audience about. Something specific and 
tangible for them to do. A photo or video of 
Ruffalo encouraging his followers to contact 
their House Representative would be invalu-
able to Citizens’ Climate Lobby’s campaign.  



This is obviously a large project that may take 
weeks to organize, but there are a few things 
CCL can do quickly to improve their Insta-
gram account. First, they need to invest in 
better image quality. Whether this is by hiring 
a full-time photographer to take photos spe-
cifically for the account or spending more on 
purchasing high quality photos from freelance 
photographers, something must be done as 
soon as possible to improve the quality. This 
will immediately improve the look of the ac-
count overall. Secondly, the Citizens’ Climate 
Lobby needs to reach out to Instagram and 
ask that their account be verified. Though 
the blue checkmark next to the account name 
may seem trivial, it is vital in showing that 
the account is indeed who it says it is. With-
out being verified, the account automatically 
loses some amount of credibility. Thirdly, the 
account should focus more on solutions and 
successes. In the aforementioned article on 
public response to climate change imagery 
(Corner 2016), people feel more encouraged 
by success stories and tend to react negative-
ly to photos of politicians and protests. These 
images can be polarizing for people with dif-
ferent political views. It would be beneficial if 
CCL switched up some of its imagery.

Facebook
While it is commendable that Citizens’ Climate 
Lobby is reaching out to both sides of the aisle 
politically on Facebook, the page still lacks in-
triguing content. Content is more likely to go 
viral when it is visual and interactive (Olens-
ki 2018). Providing large chunks of text with 
overly technical wording is bound to flop on 
Facebook. Very few people have an attention 
span long enough to click the link provided, 
read through the entire article, then return to 
the Facebook post to share or comment. The 
content should be quicker and easier to under-
stand. It would be beneficial to produce video 
content explaining the intended content in a 
succinct manner. By doing this, it will reach a 
wider audience and be inclusive to those who 
lacked privilege to extensive education. Cli-
mate change will affect the poor and unedu-
cated the most, so they should have the right 
to learn about their political power to change 
legislation on it. 

Twitter
Similar to the Facebook recommendations, 
Citizens’ Climate Lobby’s Twitter page needs 
to increase its audience interaction by pro-
viding more interesting content. The account 
should still tweet links to articles, this is bene-
ficial for followers interested in a longer read. 
Along with these tweeted links, the CCL Twit-
ter should include “read times,” or a quick 
note that gives readers an idea of what they 
are signing up for by clicking the link. It would 
also be beneficial to translate some of the con-
tent they share into more digestible videos. 
Social media news organizations like NowThis 
generate viral content on a weekly basis by 
putting information into a simple format that 
is accessible to people with varying levels of 
education and attention spans. CCL could 
likely get a videographer or editor to put to-
gether these videos pro bono, given how many 
volunteers CCL has. Finally, it would be ben-
eficial for the page to retweet successful cam-
paigns or events put together by local chapters 
of Citizens’ Climate Lobby, giving followers 
incentive to work with their local groups or 
get involved in their own communities.
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