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ABSTRACT 
The last two decades have witnessed an increase in media coverage on climate change. The 
Intergovernmental Panel on Climate Change (IPCC) guides policy-making on climate change 
while the media spreads awareness about the issue. India is a major emerging economy and also 
one of the top greenhouse gas emitters, despite it being ranked low on per capita emissions. 
There is a pressing need that India should fast track activities on climate change mitigation and 
adaptation. The developing economy is more vulnerable to drastic climate change threats 
foreseen in the future. A citizen from the highest income group in India – comprising just 1% of 
the population – emits four-and-a-half times more CO2 than a citizen within the poorest 38% of 
the population. Researchers assume that urban elites causing more pollution will have social 
media presence and thus it will be a viable platform to mediate climate change communication. 
The explosion of social media and the high penetration of cellular technology have made the 
many tech-savvy Indians stay connected always. Social network analysis  offers a framework to 
analyze how social media can be taken advantage of to spread awareness on climate change. 
Using visual analysis, the researchers analyze how Facebook, the most popular social 
networking site, is used to discuss and share information on climate change. In this aspect, 
Greenpeace India’s Facebook fan page is taken as a case study. 
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INTRODUCTION 
The Indian subcontinent covers 3.28 million 
square kilometres1of land on earth with a 
current population of 1.27 billion people2. 
Majority of the Indian population remains 
dependent on agriculture for their livelihoods. 
Over the years, the sub-continent has witnessed 
untimely monsoons, decrease in agricultural 
produce, displacement of communities due to 
natural calamities, polluted water, reduced crop 
yield and increase in health hazards. Scientists 
expect this trend to soar in the coming years and 
they attribute these changes to climate change. 
Climate change is the change of climate which 
is attributed directly or indirectly to human 
activity that alters the composition of the global 
atmosphere and which is in addition to natural 
climate variability observed over comparable 
time periods.3 It is evident that the earth’s 
climate has been changing throughout and now 
that it has become a serious global concern. 

A report by the scientists of Thomson Reuters 
Foundation confirms that there will be a 
slowdown in India’s economic growth, impact 
health and development, make poverty 
reduction more difficult and erode food 
security.4 
As much as 97% of climate scientists agree 
that climate-warming trends over the past 
century are due to human activity.5 India is a 
major emerging economy and one of the top 
greenhouse gas emitters, despite it being 
ranked low on per capita emissions. India may 
lose up to 1.7% of its Gross Domestic Product 
(GDP) if the annual mean temperature rises by 
1oC compared to pre-industrialization level, 
hitting the poor the most.6 
The Intergovernmental Panel on Climate Change 
(IPCC) insists on adaptation measures to cut 
greenhouse gas emissions. So, it is important that 
awareness is created and the practice is 
implemented. In spite of this ,there is a 
communication gap which may be due to limited  *Author for correspondence 
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financial and human resources, poor 
coordination, uncertainties about climate 
impacts, differing perceptions of risks and 
insufficient tools to monitor how well policies 
work.7 
Social networking in India  
Over the years, with the transition of 
technological innovations, communication of 
mankind has become tremendously faster 
making the world smaller. The rise of social 
media has become enormous and powerful. 
The instantaneous popularity of the medium 
because of its timeliness makes it the best way 
to communicate around the globe. The 
sophistication a social media gives to its users 
in having designed its features to communicate 
at a very click is the reason for its immediacy 
which is the greatest advantage in reaching 
vast number of people. Social networkingis the 
development of social and professional 
contacts the sharing of information and 
services among people with a common 
interest.8 Facebook, Twitter, LinkedIn, 
YouTube and Hi59are considered the top five 
social networking sites that drive away the 
people by providing a platform that gratifies 
their needs. Apart from staying in touch/ 
reconnecting/creating new friends, establishing 
social contacts, it is aforumto debate, defend, 
tweet, comment, share, post, like and as well 
as to learn information in abundance. Thanks 
to the advancement of technology, people are 
practicing the art of socializing and becoming 
opinion makers in their daily life. Social 
networking is also becoming increasingly 
important in developing one’s business and 
various organizations have taken advantage of 
social media in reaching a wider audience. 
Facebook is the most popular social 
networking site and only took less than a year 
for reaching out to 200 million users. Social 
networking has become essential part of one’s 
life where both the access to it and time spend 
towards it have become constantly booming.  
Social media has become a promising and a 
personalized medium for a young nation like 
India. 1995 was the remarkable beginning of 
the usage of the internet in India and today the 
users have increased and have made India rank 
third with the internet population of 259 
million as of 2014, according to TRAI10. Rajan  

Anandan, Chairman, Internet and Mobile 
Association in India (IAMAI) said The internet 
in India took more than a decade to move from 
10 million to 100 million and only 3 years 
from 100 to 200 million. The internet is now 
mainstream in India.11 
Social media is successful because it makes its 
users empower themselves with proper equity 
and efficiency. The reliability of the medium is 
evident with the study from Burson Marsteller 
that refers social media as the online 
destination of choice in India, ahead of news 
and sports sites. With 75% of India’s online 
population being under the age of 35,who are a 
part of Generation Y or the Millennial 
Generation, it is important to know their web 
behaviour. These primary drivers of 
consumption have always made India the 
fastest Gen Y population. According to Digital 
Strategy Consulting, 86% of Indian web users 
visit a social networking site regularly of 
which 25% of the population uses the internet 
daily. Enlightening these literate crowds and 
driving them to engage in activity is possible 
here and is also the need of the hour. Thus, the 
explosion of social media and the high 
penetration of cellular technology have made 
the tech-savvy Indians stay connected always. 
It makes all the more easy for the internet users 
when they are able to access to internet content 
in smartphones, where the number of mobile 
internet users was witnessed to be 243 million 
as of 2014. 12Thus, the convergence of medium 
has increased the social networking users. The 
study takes up the Facebook fan page of a 
climate change NGO, Greenpeace India as a 
case study. 

AIMS AND OBJECTIVES 
To analyze the power of visual imagery in 
communicating climate change through 
Facebook fan page of Greenpeace India. 

DISCUSSION 
The paper concentrates on the Greenpeace 
India’s online Facebook fan page which has 
been active since 2008. Using visual analysis, 
the researchers examine how visuals advocate 
climate change.  
According to Psychologist Albert Mehrabian, 
93% of communication is non-verbal. There is 
an increase in the user’s understanding of the 
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visual world and are influenced by it, through 
their experience and experimentation. Studies 
find that the human brain deciphers image 
elements simultaneously, while language is 
decoded in a linear, sequential manner taking 
more time to process. Our minds react 
differently to visual stimuli.13 
Power of images is its simplicity in 
communicating the content. When images are 
communicated and shared widely they built the 
perception about what is seen. The very 
thought that an image stands in one’s mind is 
because of its representation and narration. 
The Greenpeace India’s Facebook fan page 
serves as a platform for rallying public support to 
stop climate change. It has proved how virtual 
mobilization is no less to spur large numbers of 
people. It provides a virtual pathway for the 
public and key stakeholders in creating a sense of 
openness. A non-profit organization, Greenpeace 
India strives to focus on some of the major 
critical global environmental issues including 
stop climate change.14The organization has a 
wider reach through campaigns for climate issues 
and solutions. 
According to Greenpeace India, awareness on 
low carbon emissions and sustainable growth 
is possible and thus they focus in 
implementing such actions. Success stories of 
Greenpeace reveals the years of campaigning 
since 2001 which has carved a niche for 
making    a    difference in standing for people- 
powered sustainable development. 

Data collection 
Using maximum likes, shares and comments 
pictures posted on the page have received 
tenimages that advocate climate change were 
chosen for the study. The images were 
classified as photograph from campaign, 
celebrity endorsements, comic strips, 
illustrations, infographics, posters and image 
testimonials. 
Analysis and interpretation 
Images communicating messages of climate 
change in the Greenpeace India’sFacebook fan 
page range from celebrity endorsements, 
illustrations, image testimonials, infographics 
and posters. It is noteworthy that was no single 
standalone photograph but only images that 
were accompanied by text were present. These 
images encourage users to actively engage and 
discuss the issue of climate change. Using 
factors like colour, composition, direction, 
contrast, angle, tone, style and other 
accompanying information, a thorough 
analysis of the images revealed the following 
findings : 
Photographs from a campaign 
Environmental campaigns are presented as 
photographs in Facebook fan page of 
Greenpeace. The chosen photographs for study 
represent active participation among audience 
in New Delhi. One of the images depicts a 
crowd rallying at the people’s climate march 
by the volunteers of Greenpeace India at New 
Delhi (Fig.1).  

 
Fig.1 : People’s climate march at Delhi, India  
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The cluttered composition in landscape 
orientation shows a cross-section of the 
participants in yellow uniform holding 
windmills, solar panels and pluck arts rallying 
for the cause in turn to use that alternative 
energy.Taken against the brown brick wall 
which extends on the right, it contrasts with 
avenue trees.The shadows of the volunteers on 
to the ground and the bright sunshine spilled 
all over denotes a day time. The yellow band 
of participants’ standout in the frame depicting 
that participation and advocacy are central to 
effective climate change communication. 
Another image captures the moment with Ram 
Kumar, one of the Greenpeace volunteers who 

have come only for the People’s Climate 
March from Mahan, Maharashtra to speak 
about his encounters with environmental 
destruction. This senior citizen portrayed in 
black uniform holding a contrasting green flag 
is in mid shot dominating the frame. The 
background is scattered with people actively 
involved in the campaign. This elderly 
gentleman faces the camera, holding the flag, 
against the background of youth who are 
receptive to the activities. This picture visually 
symbol -lizes the will power of an aged person 
and inspires audience of relatively young age 
to participate in climate change  advocacy 
(Fig. 2). 

 
Fig. 2 : People’s Climate March from Mahan 

Celebrity endorsement 
Photograph of Leonardo DiCaprio in a dark blue 
suit at the UN Climate Summit is represented 
off-centered. The lighting on Leonardo DiCap 
rio’s face in Rembrandt style adds to the asser 
tive tone of the portrait. The progressive and sub 

tleblend of dark and light colors depicts a juxt 
aposition of brightness and contrast in the image. 
The message from this celebrity is in white on 
bluish black background. The text conveys that 
one necessarily does not need to be a scientist to 
act for stopping climate change (Fig. 3).  

 
Fig. 3 : Leonardo DiCaprio-stop climate change 
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He is portrayed to support the prognosis given 
by the science community in not affecting the 
environment and calls for people’s action to 
support the same. 
Comic strip 
Calvin and Hobbes, popular cartoon 
characters, are represented in a black and white 
comic strip to discuss the importance of 

mother earth. The delivery of the text is crisp 
and clear narrated in three frames all equally 
balanced. The dialogues in text bubbles 
strongly suggest that this is the only chance to 
save what we have before we look at living in 
other planets (Fig. 4). On a lighter note, the 
cartoon suggests mend your earth before you 
mess with other planets. 

 
Fig. 4 : Calvin and hobbes-save mother Earth 

Illustration 
The graphical illustration of a bus in green stands 
out on a bright yellow background. The white 
thick outline highlights the importance of 
centrally placed bus. The foreground is the 
depiction of the road in shades of brown (Fig. 5). 
The oval shape in center acts as a lead in giving 
away green tips on Friday. The motion of the bus 

is given in three white lines on both sides for that 
effect, suggesting the movement of coming 
forward, meaning towards change. The 
composition is a well-balanced one with the text 
beneath the animated illustration. Use more 
public transport for a greener environment. The 
vibrant illustration and accompanying text makes 
it interesting. 

 
Fig. 5 : Green tip-friday-use more of public transport and reduce CO2 emissions 



J. Environ. Res. Develop. 
Journal of Environmental Research And Development         Vol.10 No. 01, July-September 2015 

206 
 

The illustration is a tug of war between public 
who are careless about climate change and 
literally abuse the earth’s resources and 
community taking action for climate (Fig. 6). 
The vastness of the community is depicted 
through eight individuals who advocate the use 
of solar panels and wind mills. The asymmetrical 

distribution stresses on the power of more people 
fighting climate issues. The subtle colour combi -
nation asserts struggle of communities to secure 
mother earth. The illustration visually stresses the 
statement, none of us are as strong as all of us!, 
calling for change in attitude and collective 
action as individuals and as a community. 

 
Fig. 6 : Tug of war –oil company and communities 

Infographics 
The infographic under study emphasizes 
TATA as the second biggest player in the tea 
market. It stresses TATA’s duty to give their 
consumers pesticide-free tea (Fig. 7). The 
details give away that out of the eight samples 
being tested,15 pesticides are to be found in 
each sample. With the information aligned 

evenly and deliberate partial placement of the 
green cup has added on value to the layout. 
The composition is balanced with the use of 
minimal colours which are spaced evenly.The 
white background with a select palette helpsto 
avoid clutter in the layout. The adequate line 
spacing and varying text size aids in 
readability and invokes a sense of balance. 

 
Fig. 7 : TATA, wake up for clean chai! 
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Poster 
The tree is centrally placed in a long shot giving 
a sense of visual balance. With dark green leaves, 
the tree is purposely placed on another shade of 
green at the background (Fig. 8). The whole 
composition with proper contrast stands out by a 
swirl of white glow.Tint of shade placed beneath 

the tree sideways give it a feel that it is standing 
apart. By posing a question ‘Did you know?’ to 
the audience, the text is placed at the foreground 
in white, highlighting the importance of 
placement of trees around the buildings which 
helps to reduce air-conditioning needs by at least 
30%. 

 
Fig. 8 : Proper placement of trees around buildings reduce air-conditioning needs by at least 30% 

This is a realistic representation of the earth, 
which is deliberately blocked by a warning 
message on top of it, Do you want to save 
Planet Earth. Placed against a dark blue 
background,the dialogue boxin turn gives 
three options ‘yes’, ’no’, ‘remind me later’. 
The subject placed in centre gives a sense of 

visual balance (Fig. 9). The style of 
presentation with the chosen visual elements 
strikes the chord with users who frequently 
use computer, effectively communicating that 
saving earth is more important than saving 
anything else they might want to store on 
their computer. 

.  

Fig. 9 : Do you want to save “planet earth”? Yes/No/Remind me later 

The intense muddy high tide wave with a 
forceful gush of water is depicted on the 
background, visually representing crisis 
(Fig. 10). The dull mood of a picture with a 
lone man wearing a subtle green shirt 
holding a black umbrella calls audience to 
take a look at the scene. The lone man 

depicts that minimal hands are helpless and a 
collective action is required to change the 
scenario. The bold message in white by the 
US science agency points out that 2014 has 
had the hottest months so far. Moreover,the 
message goes on, this is not a coincidence. 
It’s a crisis. 



J. Environ. Res. Develop. 
Journal of Environmental Research And Development         Vol.10 No. 01, July-September 2015 

208 
 

 
Fig. 10 : 2014 hottest ever recorded-This is not coincidence. It’s a crisis 

With blue and white shades overall, there are 
the emissions due to industrialization on one 
side and windmills amid the fluffy clouds on 
the other (Fig. 11). The strong opinion of 
making the environment the economy is 
stressed out in white against the background. 
The lighting seems to be very bright and 

sunny which gives a positive denotation. This 
highlights the plethora of options for 
economic excellence and environmental 
sustainability that the sector can offer. 
Monetizing climate change efforts is a viable 
strategy that could encourage socially 
responsible business. 

 
Fig. 11 : Why not? Make the environment the economy 

Testimonial 
A testimonial by Wkur Bahwang Biang, a Ri-
Bhoi tea grower shares the necessity of non-
pesticide tea growing in the Meghalaya state 

(Fig. 12). The composition is divided into two 
with the visual image of the tea-cultivator on 
right side wearing a dark blue t-shirt against 
the lush green leaves.  

 
Fig. 12 : Non-pesticide tea growing in Meghalaya 

The shallow depth of field lays focus on the 
cultivator with gradually decreasing focus on 

the tea plantation in the background.  There is 
a sentimental tone  of  message which says our  
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forefathers taught us never to harm the soil in 
white projecting from the backdrop on top.16 
This message attributes the cultivator’s 
knowledge of healthy farming from his fore-
fathers. Through his testimonial, he advocates 
how chemicals degrade the soil in the name of 
fertilizers and pesticides. On the left side is the 
contrast dark brown background with texts 
talking about the support of the state 
government on this issue followed by methods 
and pesticide control and improving soil 
health. This case is an example of collective 
action in the grassroots level along with the 
efforts of policy makers and Governments.17 

After analyzing the ‘stop climate change’ 
visuals posted by the Greenpeace India 
Facebook fan page the following inferences 
have been made.18 With 2, 52,846 likes and 
3517 visits, the Greenpeace India’s Facebook 
fan page has posted its own activities related to 
‘stop climate change’. There is a gradual 
increase in likes, comments and share each 
day. Greenpeace India has also shared its 
relevant pages, links in its fan page related to 
‘stop climate change’ which makes the users to 
look into them also. Positive appreciation has 
been received for images related to ‘stop 
climate change’. Dissemination of information 
happens in every post with the number of likes, 
shares, comments.19,20 One to one discussion is 
noticed in almost every post which confirms 
that it is a good space to discuss and share 
views. Some real life case study is also 
communicated through this page which acts as 
an eye-opener. Evidences reveal that 
dissemination of information has driven into 
action.21,22 Right combination of texts, images 
and colours gives away a proper visual 
communication in turn narrating to the 
audiences on the urgent need.23,24 

CONCLUSION 
The UN report on climate change released in 
October, 2014 tells that cutting down 
greenhouse gas emissions to zero by 2100 is 
the major challenge for India. India’s Prime 
Minister Narendra Modi says human beings 
have plundered the natural world and climate 
change looms large as a global concern. 
Hence, the way to stop climate change and 
adopt low carbon path ways has to be spread 

around large masses of literate people. 
Facebook has got more users and it is a great 
platform for non-profit organizations that are 
working for a cause. A fan page on facebook 
has a greater reach in a short period of time. 
Discussing Stop climate change issues on a 
facebook fan page grabs the attention of many 
users. Solutions to the issue can be attained if 
the facebook likes are put into action.The 
different visual media representation can be 
incorporated in facebook to make the users to 
understand on ‘stop climate change’ issue in a 
simple manner and also to take an active part. 

RECOMMENDATIONS 
Many organizations can come forward in 
spreading ‘stop climate change’ in the form of 
visual communication. A picture is worth a 
thousand words as rightly said. 
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