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Abstract. This article focuses on the agenda on the different public arenas in
relation to the climate change discourse from the perspective of the young
audiences: mass media arena, collaborative-activist arena, personal arena, and
discussion arena. The variables represent the different axes of environmental
sustainability, summarizing the Sustainable Development Goals of the 2030
Agenda and applied to the field of the media and communication. Research
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questions are related to thematic categories and level of engagement both, on
the traditional media arena where young audiences are mere users of news and
messages, and the public arenas where they turn out to be generators of
information. The results show that mainstream media pay less attention to
environmental issues from the perspective of activism, social justice or culture,
and this can be a problem when it comes to connecting with young audiences
which are very active and gives widely feedback for issues that have to do with
these particular approaches and which are predominant on other arenas
formed by social networks such as Instagram, Twitter and TikTok. Activism
(climate action) turned out to be the topic that generates the highest level of
response/engagement.

1. Introduction: key concepts

The public sphere is a forum where deliberation processes happen and where the
premises of dialogne and consensus become the central objectives of the
communicative action (Habermas, 1962, 2010). With the rise of the digital space, the
concept of differentiated public spheres has been reconsidered and new
approaches have gained force. Schmidt (2013) focuses on interpersonal and mass
media communication and their capacity to generate public arenas: wass media,
expert, collaborative and personal arenas. Based on Schmidt, Lorcher and Neverla
(2015: 21) propose a distinction between mass media arena, expert arena, discussion
arena and mass media-induced discussion arena (MDA):

The Mass media arena has high barriers for communication and a dispersed
anonymous audience as seen on journalistic websites. The communicators are
usually journalists. The Expert arena also has high barriers for communicators
and its audience is an expert community consisting of, for example, scientists or
other specialised groups. It contains specialised information such as scientific
journals or expert blogs. The Discussion arena - which is our extension of
Schmidt’s concept - is characterised by low barriers to communication and an
audience that has not been further specified. Since access to communication is
open and equal for everybody, diverse stakeholders can be found here. The MDA
includes Discussion arenas with initial mass mediated input. e.g. reader
comments found on online news media (Lorcher & Neverla, 2015: 21).
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The effect of the online environment and social networks on human population
has also focused the attention of several studies from an anthropological
perspective (Geismar & Knox, 2021; Miller, 2016; Miller, 2021). Thus, Geismar
& Knox (2021) shed light on the concept of digital anthropology as a stream of
research that analyses the impact of digital technologies on the concept and
experience of human beings.

Various studies point to social media and television as the main sources of
information on climate change (Teso, 2021). Specifically, the results of the
transnational study Digital News Report 2022 published by the Reuters Institute
of the Oxford University, confirm that audiovisual content broadcast by the
media continues to be the main source of information on climate change for
citizens, including young people, although this group is more likely to seck
alternative online sources of information and to follow activists and celebrities,
who are becoming new communicators on the social media scene.

In this study we will focus on the agenda on the different public arenas in relation
to the climate change discourse from the perspective of the young audiences:
mass media arena, collaborative-activist arena, personal arena and discussion arena. Under
mass media arena we understand the online edition of the mainstream media where
the information in circulation is elaborated by journalists; that is, trained and
accredited professionals. The personal and collaborative-activist arenas are related to
social media platforms as communication tools. In the first case, we will focus
on the arena formed by TikTok and, in the second, by Instagram and Twitter.
We consider, on the one hand, that the arena formed by TikTok contains specific
characteristics and must be analysed separately, and on the other hand, that this
network is based on the individual interest of the user, which gives it this personal
feature. It has a unique “For You” page, where most of the content viewed is
randomly selected rather than drawn from a pool of “friends”. TikTok generates
a wider and more diverse audience than the traditional “follower”-based social
media model (Ostrovsky & Chen, 2020). Finally, the discussion arena is composed
of comments, likes and shared messages, i.c. of the audience's response.

There are many studies and evidence showing that T'witter and Instagram are the
platform preferred by activists or social movements, acting as a real collaborative-
activist arena: Li, M. et al. (2021), Reyes-Menendez et al. (2020). Xiong, Cho, &
Boatwright (2019) analyse it as a tool for feminist social movements; Skill,
Passero & Francisco (2021), Reyes-Menendez et al. (2018) and Carew (2014)
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stress that Twitter is the platform where environmental activism materialises;
Zoller & Casteel (2021) study a social media campaign of health activism in
Twitter; Sinpeng (2021) describes young political activism, etc.; Yuen & Tang
(2021) and Molder et al. (2021) analyse Instagram as an activist tool.

In recent years, a large number of publications on climate change focus on the
study of the subject in relation to a specific event' and this is easy to understand
since this perspective helps focus attention on specific moments with a high
concentration of information flows that heighten the effect of the
communicative phenomenon (Villagra et al., 2023). However, it is becoming
increasingly necessary to also observe periods that are not directly related to
major events, since there are serious differences in the intensity and direction of
communicative cycles. Besides, biases can occur due to the specific topic of the
event and the stakeholders involved. Moreover, many studies highlight the need
to focus on longer timespans (e.g. Brossard et al., 2004; Nisbet & Huge, 2006;
Shih et al., 2008).

Regarding the news and messages collection, in this article the authors decided
to avoid moments which coincide with important events related to climate
change (conferences, meetings, actions and protests, signing of agreements, etc.),
with the aim to observe the communication flows in their natural state and not
conditioned by the dynamics created by a specific situation. The study is part of
a project that runs from 2021 to 2023 and includes several stages, however, the
first collection of empirical material, which is the basis of this article, covers the
period from 10 January 2022 to 10 February 2022. The coding and subsequent
analysis of the results runs from March 2022 to January 2023.2

1 The events that have traditionally escalated the media coverage of climate change coincide with
events generated on the different agendas of the political, scientific and social sphetes, in addition
to extreme meteorological phenomena. The coverage of climate conferences stands out on the
international political agenda. The international scientific agenda is the subject of media coverage
with the presentation of successive scientific reports issued by the IPCC. Actions involving
ecological activists stand out on social agenda, such as the atrest of Juan Lépez de Uralde at the
COP 15 climate conference held in Copenhagen in 2009. Other events that make the news are the
frequent extreme meteorological phenomena, such as Hurricane Katrina. The presentation in 2015
of the Encyclical Letter Laudato Si by Pope Francis and the statement and actions by such leaders
as Donald Trump also cause media coverage highs (Ferndndez-Reyes, 2018: 51).

2 Due to the journal's rules, the name of the project and the titles of the rest of the articles
published will not be shown in the review period.
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2. Methodology

2.1. Research technigue and corpus

The technique applied to obtain data is the content analysis in primary data
sources: mainstream media (digital edition) and social media. This is a research
method that provides an objective, systematic and quantitative description of the
content of all units with a view to their interpretation (Berelson, 1952: 18),
although this is not just limited to content but also considers the structure, since
it addresses both the meanings and the significance of communication (Bardin,
1986, p. 29). Accordingly, the paper analyses communication in different online
media and sources, considering the characteristics of each public arena.

The content analysis is a technique of a systematic, objective, and quantitative
nature (Wimmer & Dominick, 2011), although, as indicated by Gaitan and Pifiuel
(1998), the distinction between quantitative and qualitative is weak, because
qualitative aspects can be found in all research based on a theory to build the
scientific aim of the study. Accordingly, in relation to the different public arenas
a qualitative sampling of a strategic nature, as explained before, has been
performed for the choice:

o Mass media arena: the online edition of the mainstream media.
o Collaborative-activist arena: Instagram and Twitter;

o Personal arena: TikTok

o Discussion arena: comments, likes and shared messages.

The monitoring period for this cross-cutting study was defined trying to avoid
events on the political, scientific and social agenda that have traditionally
conditioned the coverage of climate change issues. Since this is an exploratory
study, a single line of enquiry was carried out, lasting for one month from 10
January 2022 to 10 February 2022 (see annex).

In the case of the online publications of the mainstream media (mass media arena),
the keywords “young people” and “climate change” were used as search filters.
The concept of climate change can also be referred to as the “climate crisis”,
“climate emergency” and “global warming” (Erviti-Ilunddin, 2020), and hence
these terms were also used as synonyms3.

3 The company that provided the monitoring of the online media was Kantar Media.
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To identity the publications on the co/laborative-activist arena, Instagram and Twitter
accounts for the main associations of young climate activists in Spain were
monitored. The number of accounts monitored is as follows: 12 Twitter
accounts: “Fridays for Future”-“JuventudxClima” , “Extinction Rebellion (XR)”
and their local and regional accounts; 7 Instagram accounts: belonging to “XR”
and “Fridays for Future”-“JuventudxClima”, and their local and regional
accounts.

Similarly, the units of analysis corresponding to the personal arena correspond to
publications in the accounts of young users of TikTok commenting on climate
change, the climate crisis, climate emergency and global warming. The search
begins with five main online environmental influencers and through their
“followers” (young people under 30 who follow the influencer), a second account
profile of an influencer was selected for each of these first five accounts. Then,
after obtaining the five account profiles, another five are selected until the total
number of profiles analysed is completed (the chain ends where the influencer
accounts stop being of environmental content or are repeated).

Applying the foregoing criteria, 667 publications were obtained in the monitoring
period, distributed as follows:

Online sources (mainstream media): A total of 768 publications on climate
change were detected in the period, only 72 of which focused on the youth
perspective.

Instagram: 31 publications.

TikTok: 388 publications.

Twitter: 176 publications.

This is a probe study, the results of which are not generalizable but descriptive —

focusing on the description of certain dynamics.

2.2. Variables

The protocol of the analysis applied contains “formal variables™ tied into the
characteristics of the media and “content variables” obtained regardless of the
media (Naccarato & Neuendorf, 1998). The formal variables are designed to
identify the media and the name of the online sources in the case of the mass
media arena, and the uset’s account in the case of personal and collaborative-activist
arenas. In the case of the mainstream media (online publications), a second
variable is used that is codified a posteriori to identify the type of source (website
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of the online media, website of an institution, website of a news agency or
content aggregator). If the publication corresponds to social media, the name of
the media platform is stated, and the name of the account or user is recorded.

The content variables are designed to record the presence or absence of the
following thematic categories in the publication, which represent the different
axes of environmental sustainability summarizing the Sustainable Development

Goals of the 2030 Agenda*, and applied to the field of the media and
communication.

Variable 1. Politics and climate change
Variable 2. Science and climate change
Variable 3. Economy and climate change
Variable 4. Culture and climate change>
Variable 5. Activism and climate change¢
Variable 6. Social justice and climate change.

Numerical variables have also been used to measure and collect data relating to
the engagement of the public in social media: These variables are:

e number of /kes

e number of comments

e number of retweets

e number of visualisations.

The protocol has been applied systematically to the 667 publications. The data
have been recorded in an Excel spreadsheet and then analysed using the
programme SPSS Statistics. 'The protocol has been applied by six analysts,
performing Krippendorff’s (2013) Alfa test to measure the degree of inter-rater
agreement or concordance, giving a result for the variable 1 and variable 2- 0.861;
variable 3, variable 4, variable 5, variable 6 -1.

4 The Sustainable Development Goals (SDGs), also known as the Global Goals, were adopted by
the United Nations in 2015: https://www.undp.org/sustainable-development-goals.

5 The concept of culture has been applied in its broad sense: culture and education, including the
gender perspective.

6 Based on the SDGs n° 13: Climate Action.
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2.3.  Research questions

The cross-cutting nature of the climate crisis has turned ‘climate change’ into a
habitual reference on the traditional and social media, either as a main issue or as
a secondary issue in the context of the discourse of many other crises and eco-
social problems. This cross-cutting nature of the climate crisis coexists with a
digital, hyperconnected and multi-platform communication ecosystem, such that
the communication of climate change takes place simultaneously on different
public arenas which, in turn, interact with each other.

The specific research questions used in this article are as follows:

Q.1. Predominant thematic categories on the different public arenas where the
young people are the generators of content (collaborative-activist arena and personal
arena).

Q.2. Predominant thematic categories on the different public arenas where the
young people are, in general, users of content (mass media arena).

Q.3. Level of intetference between discussion arena and mass media/ collaborative-
activist and personal arena.

3. Results and discussion.

According to the results, the predominant thematic categories on the wass media
arena, even when it is a question of a discourse directed at a young public, is based
on hard topics; that is, climate change is reflected through the binomial Politics-
Climate Change.

According to the data obtained, the predominant topic in the online version of
the mainstream media is po/itics, with 45.8%, followed by science, with 12.5%, and
thirdly, activism, with 5.6%. As regards the topic of politics, it can be observed that
it coincides with other reports issued and which detect the same trend (Teso &
Lozano, 2022). With this variable we refer to the news or messages that address
the issue of climate change and the SDGs from a political perspective: political
speeches and debates, political positions, measures proposed by the pollical
parties or by Governments, etc.

On the other hand, the mass media arena is where the fewest number of activism
messages are posted. The variable activism and climate change refers to information
about movements and associations in defence of the environment, protests, but

also to individual initiatives (especially in the case of social networks).
media/platform
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Traditional
Instagram Media Tiktok Twitter

Issue  Social justice and CC Number 0 1 0 14
% within media/platform 0.0% 1.4% 0.0% 8.0%

Activism and CC Number 20 4 205 90
% within media/platform 64.5% 5.6% 52.8% 51.1%

Activism+ social justice and CC Number 1 1 0 12
% within media/platform 3.2% 1.4% 0.0% 6.8%

Culture and CC Number 0 3 47 2
% within media/platform 0.0% 4.2% 12.1% 1.1%

Activism+ culture and CC Number 1 0 7 1
% within media/platform 3.2% 0.0% 1.8% 0.6%

Economy and CC Number 0 1 0 2
% within media/platform 0.0% 1.4% 0.0% 1.1%

Science and CC Number 0 9 4 10
% within media/platform 0.0% 12.5% 1.0% 5.7%

Science+ activism and CC Number 1 0 9 6
% within media/platform 3.2% 0.0% 2.3% 3.4%

Science+ activism+ social justice Number 2 0 0 0
and CC % within media/platform 6.5% 0.0% 0.0% 0.0%
Science+ economy and CC Number 0 3 0 0
% within media/platform 0.0% 4.2% 0.0% 0.0%

Politics and CC Number 0 33 0 7
% within media/platform 0.0% 45.8% 0.0% 4.0%

Politics+ social justice and CC Number 0 2 0 1
% within media/platform 0.0% 2.8% 0.0% 0.6%

Politics+ activism and CC Number 1 1 0 3
% within media/platform 3.2% 1.4% 0.0% 1.7%

Politics and science and y activism ~ Number 0 0 0 2
% within media/platform 0.0% 0.0% 0.0% 1.1%

Not applicable/Did not answer Number 5 8 116 24
% within media/platform 16.1% 11.1% 29.9% 13.6%

Table 1. Content Variable-Media cross table. Source: Authors’ own elaboration.
*CC: climate change.

Another result indicates that news based on scientific data and discourses are
concentrated exclusively on the wass media arena. Both, on the collaborative-activist
arena and the personal arena, the interest in these contents is very low. The situation
is worse in the case of information approached from an economic-financial
perspective (economic consequences of climate change, costs of the measures,
sustainability). The economy and climate change variable doesn’t reach 2% of the total
content in any of the arenas. Otherwise, we observe that this percentage
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improves when it comes to social justice and climate change, especially, because of the
results of the collaborative-activist arena. This is mainly due to the mobilizing nature
of messages focused on the social cost of the current situation or of the proposals
for improvement, kind of information highly used in this arena.

Finally, we detected high levels of content related to climate change developed
from a cultural perspective (culture and climate change) in the personal arena. This is
mainly due to the large number of publications on TikTok about ecological,
sustainable artistic products, many of them posted for commercial purposes.

After presenting the data obtained through the statistical study, we proceed to
answer the research questions:

Q.1. Predominant thematic categories on the different public arenas where the
young people are the generators of content (collaborative-activist arena and personal
arena).

Q.2. Predominant thematic categories on the different public arenas where the
young people are, in general, users of content (mass media arena).

If we examine the impact of the predominant thematic categories in the different
public arenas where young people are the generators of content (collaborative-
activist arena and personal arena), we find that the variable activism stands out from
the rest (64.5% of posts on Instagram, 51.1% of tweets and 52.8% of content on
TikTok). The following variables of interest, culture and climate change, social justice
and climate change, represent a fifth of the total content generated (20.1%). Also,
we can conclude that the interest in topics related to the political (4% on the
collaborative-activist arena and 0% on the personal arena), economic (1,1% vs. 0%) or
scientific (5,7% vs. 1%) perspective is extremely low both on the c/laborative-
activist arena and on the personal arena, but that this result improves slightly if the
activism component is added: seience and activisnm -6.6% of all the publications on
the collaborative-activist arena and 2,3% on the personal arena; politics and activism —
4,9% vs. 0%.

Regarding the thematic categories on the arena where young people are,
generally, content users (the mass media arena) we observe the predominance of
two topics: politics, used in 33 % of cases, and seience, in 12.5 % of cases.

From this result, we can deduce that there is a significant difference between, on
the one hand, the topics generated by young people, and, on the other hand,
those addressed to them as an audience. This situation may cause the
disconnection of the young audiences from the mainstream media and
professional journalism when seeking information on climate change.
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The next issue we are looking at has to do with the level if engagement of the
young audiences: Q.3. Level of interference between discussion arena and mass
media/ collaborative-activist and personal arena.

Valid Cases lost Total
Topic Media/platform No. Percentage  No. Percentage No. Percentage
Social justice and CC ~ Twitter 14 100.0% 0 0.0% 14 100.0%
Activism and CC Traditional Media 2 50.0% 2 50.0% 4 100.0%
Twitter 90 100.0% 0 0.0% 90 100.0%
Instagram 20 100.0% 0 0.0% 20 100.0%
Tiktok 205 100.0% 0 0.0% 205 100.0%
Activism+ social Twitter 12 100.0% 0 0.0% 12 100.0%
justice and CC Instagram 1 100.0% 0 0.0% 1 100.0%
Culture and CC Twitter 2 100.0% 0 0.0% 100.0%
Tiktok 47 100.0% 0 0.0% 47 100.0%
Science and CC Traditional Media 6 66.7% 3 33.3% 9 100.0%
Twitter 10 100.0% 0 0.0% 10 100.0%
Tiktok 4 100.0% 0 0.0% 4 100.0%
Science + activism Twitter 6 100.0% 0 0.0% 6 100.0%
and CC Tiktok 9 100.0% 0 0.0% 9 100.0%

Table 2. List of likes by topic. Source: Authors” own elaboration based on the data obtained
in the study.

The result show that activism (climate action) turned out to be the topic that
generates the highest level of response/engagement both on the collaborative-
activist arena and on the personal arena. In the case of the personal arena, the variable
climate change and culture also features highly.

It can be obsetrved that the most active social media in terms of the numbert of
likes and comments is TikTok, where activism is particulatly represented, followed
by Twitter and Instagram, which also feature highly on this topic. Finally, the
mass media arena barely generates a direct reaction among the audience in terms of

feedback.

Finally, we should mention that one of the problems faced by studies comparing
information flows on different platforms has to do with the difference in the
total number of units of analysis. For example, TikTok generates a large number
of messages and interaction, while mainstream media are at the other extreme,
due to the nature of the message and its uses by the audience. So, when it comes
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to establishing comparisons, the quantitative differences can be affected, and this
can hinder or even invalidate approaches that seek to monitor all platforms
simultaneously. Even so, we must continue to carry out comparative studies on
information flows on the different platforms, given that it is a viable way to
obtain information about certain communicative dynamics in all their complexity
and even more so, when the public under study is made up of young prosumers.

Valid Cases lost Total
N Percentage N Percentage N Percentage
Instagram Activism 20 100.0% 0 0.0% 20 100.0%
Activism and social 1 100.0% 0 0.0% 1 100.0%
Science and activism 1 100.0% 0 0.0% 1 100.0%
Traditional Media  Activism 2 50.0% 2 50.0% 4 100.0%
Cultutre 2 66.7% 1 33.3% 3 100.0%
Science 7 77.8% 2 22.2% 9 100.0%
Tiktok Activism 205 100.0% 0 0.0% 205 100.0%
Science and activism 9 100.0% 0 0.0% 9 100.0%
Cultutre 47 100.0% 0 0.0% 47 100.0%
Science 4 100.0% 0 0.0% 4 100.0%
Twitter Activism 90 100.0% 0 0.0% 90 100.0%
Activism and social 12 100.0% 0 0.0% 12 100.0%
Science and activism 6 100.0% 0 0.0% 6 100.0%
Social 14 100.0% 0 0.0% 14 100.0%
Cultutre 2 100.0% 0 0.0% 2 100.0%
Science 10 100.0% 0 0.0% 10 100.0%

Table 3. List of comments by platform/media. Source: authors’ own elaboration based on the
data obtained in the study.

4. Conclusions

The study undertaken has allowed us to address the research questions proposed
in this study and to provide a dynamic approach to analysis, since it focuses on
the study of public arenas that allows us to see how a young audience receives
and shares information in relation to climate change based on the SDGs in each
of these forums for interaction.

This is an exploratory study where the spontaneous discourse on climate change
produced by the mainstream media and the activists and users of the social
networks was analysed. The monitoring period was chosen with a strategic
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criterion in order to prevent that a specific event may condition the media and
social agenda. Likewise, the accounts followed in social networks have a strategic
value for this study, as they belong to the main climate activist groups. It is
therefore a non-probabilistic and qualitative sample, so the results obtained are
not statistically representative, although they offer valuable data to formulate
future working hypotheses that should be contrasted with statistically
representative samples of the different arenas.

From the results obtained in this study and similar to findings in other studies
cited in our article, it is clear that the mainstream media (mass media) follow
traditional patterns of news coverage, opting for bard topics, which translates into
a large number of news stories from a political or economic perspective. It is
obvious that traditional media pay less attention to environmental issues from
the perspective of social justice, culture or activism, and this can be a problem
when it comes to connecting with the young audience, which is very active and
gives widely feedback for issues that have to do with these latter approaches and
which are predominant on other arenas formed by social networks such as
Instagram, Twitter, TikTok.

It is becoming increasingly evident that young audiences demand access to
information where they have the opportunity to leave an opinion or simply show
their attitude. Interaction with other users is essential.

It is important to underline that the proposed structuring of each of the arenas
should not be seen as fixed and immovable. Without going any further, the
changes that are coming to Twitter, according to some forecasts, may bring this
platform closer to TikTok and turns out, among other things, in a decrease in its
use for mobilisation or protest, a characteristic that has accompanied this
platform since its creation.

On the one hand, professional journalism is not covering all the aspects of
interest for the young audiences regarding the Sustainable and Development
Goals and as a result, the youngsters migrate to other spaces in search of
information that is closer to their reality. To correct this situation, all the aspects
included in the 2030 Agenda must be covered: social justice, peace, reduced
inequalities, gender, education, etc., and especially the climate action. Finally, it is
necessary to mention the need to increase news of a scientific nature and look
for tools to make them accessible to the audience; the same happens with
questions that have to do with the economic and financial implications of the
climate change.
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It is important to highlight that, although the role of the media (mass media
arena) can contribute to knowledge and the collaborative-activist arena and
personal arena can foster debate and social mobilization, the achievement and
implementation of the SDGs is a complex phenomenon that requires a global
commitment at all levels and the collaboration between countries and all social
actors: governments, regional and international organizations, multinational
businesses and entrepreneurs (Reyes-Menendez et al., 2023) and individuals.

To achieve this, it is necessary to rethink the current economic and political
models, for example, it is required to ensure an economic development that
reduces social inequality and poverty (Mboumboue & Njomo, 2016) and gives a
voice and greater importance to developing countries. Munamati et al. (2016) also
point out the importance of investing in education that enables the acquisition
of the competencies and technical skills necessary to implement the innovative
initiatives that are needed. Governments, for their part, should promote policies
that favor the achievement of the SDGs by identifying long-term goals instead
of short-term policies focused on the mandate (Van Vuuren et al., 2014).

Caiado et al. (2018) discuss the difficulties of implementation of the sustainable
development goals and suggest that addressing the challenges posed by the SDGs
requires: 1) greater investments in education and information, 2) political
leadership and governance, 3) global integrated compromise and partnership, 4)
innovative solutions and 5) aggregated and reliable indicators, which can assess
the relative contribution of each SDG and their interaction with each other.

These five measures require leadership and, at the same time, involvement and
participation of citizens, especially youngsters. For instance, decarbonization of
the economy is an essential aspect for achieving the SDGs and, however, it is an
issue rarely addressed on social networks. In addition to the above, the results of
the engagement analysis (table 2 and table 3) indicate that political and economic
issues barely generate interaction with the audience despite their relevance. The
measures taken by governments and institutions and the commitments to
decarbonize the economy are matters of utmost interest for the future of young
people and must be rigorously incorporated into the social debate.

In summary, it is necessary to develop research that analyzes this complex
phenomenon from different perspectives and the role that media and social
media can have in young audiences to contribute to an in-depth debate on these
issues as well as social engagement and mobilization.
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