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This study examines the dynamics of identity construction in social media environments and the impact of these 
processes on climate change awareness within a theoretical framework. With the advent of digitalisation, 
individuals’ modes of communication, sense of belonging, and practices of social participation have undergone 
profound transformations. Social media has emerged not merely as a medium for information sharing but as a 
multilayered public sphere in which identities, values, and notions of environmental responsibility are produced. 
In this context, the study relates the role of social media platforms in the formation of individual and collective 
identities to the effects of online interactions on climate action. 
The examination of identity through its representations on social media reveals how individuals strategically 
construct their self-presentations in digital spaces and how these presentations intersect with social values. 
Moreover, the circulation of climate change discourses on social media contributes to the transformation of 
climate awareness from individual sensitivity to collective consciousness. In this regard, the study adopts a 
holistic perspective on the interaction among social media, identity, and climate change, discussing the 
transformative influence of digital culture on attitudes toward climate change. 
The research is structured as a literature review and analyses how social media shapes identity formation 
through the dimensions of credibility, persuasiveness, and mobilisation. In conclusion, it emphasises that social 
media creates a sphere of social interaction that integrates individual identity presentations with collective 
environmental awareness and strengthens digital citizenship practices in the fight against climate change. 
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Sosyal Medya, Kimlik ve İklim Değişikliği: Çevrim içi 
Etkileşimlerin Toplumsal Dönüştürücü Gücü 
 
ÖZ 
Bu çalışma, sosyal medya ortamlarında kimlik inşasının dinamiklerini ve bu süreçlerin iklim değişikliği farkındalığı 
üzerindeki etkilerini kuramsal bir çerçevede ele almaktadır. Dijitalleşme süreciyle birlikte bireylerin iletişim 
biçimleri, aidiyet duyguları ve toplumsal katılım pratikleri köklü biçimde dönüşmüştür. Sosyal medya, yalnızca 
bilgi paylaşımını kolaylaştıran bir mecra değil; aynı zamanda kimliklerin, değerlerin ve çevresel sorumluluk 
anlayışlarının üretildiği çok katmanlı bir kamusal alan olarak öne çıkmaktadır. Bu bağlamda çalışma, sosyal medya 
platformlarının bireysel ve kolektif kimlik oluşumundaki rolünü, çevrimiçi etkileşimlerin iklim eylemi üzerindeki 
etkileriyle ilişkilendirmektedir. 
Kimlik olgusunun sosyal medya temsilleri üzerinden incelenmesi, bireylerin dijital ortamlarda kimlik sunumlarını 
nasıl stratejik biçimlerde kurguladıklarını ve bu sunumların toplumsal değerlerle nasıl kesiştiğini ortaya 
koymaktadır. Öte yandan, iklim değişikliği söylemlerinin sosyal medyada dolaşıma girmesi, iklim değişikliği 
bilincinin bireysel duyarlılıklardan kolektif bir farkındalığa evrilmesine katkı sunmaktadır. Bu kapsamda çalışma, 
sosyal medya–kimlik–iklim değişikliği etkileşimini bütüncül bir bakış açısıyla değerlendirerek, dijital kültürün 
iklim değişikliğine dair tutumlar üzerindeki dönüştürücü etkisini tartışmaktadır. 
Araştırma, literatür taramasına dayalı olarak yapılandırılmıştır ve sosyal medyanın güvenirlik, ikna edicilik ve 
harekete geçirme boyutları çerçevesinde kimlik oluşumunu nasıl şekillendirdiğini analiz etmektedir. Sonuç 
olarak, sosyal medyanın bireysel kimlik sunumlarını kolektif çevre bilinciyle bütünleştiren bir toplumsal etkileşim 
alanı yarattığı ve iklim değişikliğiyle mücadelede dijital yurttaşlık pratiklerini güçlendirdiği vurgulanmaktadır. 
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Introduction 
 
In today’s rapidly digitalising era, social media has 

transcended its role as a mere platform for information 
sharing and communication, positioning itself at the centre 
of societal transformation processes. These platforms 
attract attention with their potential to enhance political 
participation, revitalise public debate, and bring together 
diverse social groups around shared values (Karaçor, 2009). 
At the same time, one of the most pressing global 
challenges of our time, climate change, is reshaping the 
lives of individuals and communities not only through its 
environmental consequences but also through its 
economic, cultural, and social ramifications. The 
Intergovernmental Panel on Climate Change’s (IPCC, 2023) 
Sixth Assessment Report underscores that climate change 
has become an irreversible crisis, emphasising the 
importance of fostering social awareness in this regard. 
Against this backdrop, social media platforms emerge as 
strategic tools for making environmental problems visible, 
disseminating information rapidly, and mobilising 
individuals toward collective action. 

The literature has shown that social media offers a 
powerful arena of interaction for individuals to reproduce 
and consolidate their social identities. Analyses in the 
context of participatory culture highlight how users 
construct digital identities through shared values and 
practices (Eren Çetin & Ayhan, 2020). Cultural activities and 
artistic expressions have also been noted as important 
contributors to identity construction (Kaya, 2021). 
Meanwhile, research on climate change demonstrates that 
online communities reinforce environmental awareness 
through the construction of collective identity and shared 
ideals. For instance, Masson and Fritsche (2021) emphasise 
the importance of the “we” perception in addressing 
environmental issues, while Boulianne and Ohme (2022) 
show that social media use enhances environmental 
activism and political engagement, particularly among 
young people. Taken together, these findings indicate that 
social media plays mutually reinforcing roles in both 
identity construction and the creation of social awareness. 

Although there is extensive literature on social media, 
identity construction, and climate change separately, 
studies addressing the intersection of these three domains 
through an integrated approach remain limited. While 
debates have addressed the semantic and functional 
transformation of digital identities (Vatandaş, 2021), and 
research has examined the ways in which younger 
generations form collective identities around climate 
movements in virtual spaces (Nasrin & Fisher, 2022), 
holistic analyses of how social media functions as a catalyst 
at the nexus of individual awareness, social belonging, and 
environmental activism are scarce. This gap makes it 
difficult to fully understand the processes that extend from 
individual behavioural change to the reshaping of social 
norms. Accordingly, the current literature remains 
insufficient in explaining the dual role of social media as 
both a mediator of identity construction processes and a 
driver of collective action in response to climate change. 

The primary aim of this study is to discuss, within a 
theoretical framework, the role of social media as an agent 
of societal transformation in response to climate change, 
and to explore how this role intersects with the dynamics 
of identity construction. The study seeks to explain how 
awareness and sensitivity at the individual level, and 
collective consciousness and participation at the societal 
level, are shaped through social media. In doing so, the 
article moves beyond the fragmented perspectives in the 
literature to offer a holistic view along the axis of social 
media–identity–climate change. Furthermore, it highlights 
social media as not merely a channel of communication but 
as a transformative tool for the reproduction of social 
norms and the reinforcement of environmental awareness, 
thereby offering both theoretical and practical 
contributions. 

In the subsequent sections, theoretical approaches to 
social media and identity construction are discussed first, 
followed by an exploration of the social and cultural 
dimensions of climate change. The role of social media in 
societal transformation at the intersection of these two 
domains is then analysed, with particular attention to how 
individual awareness and social belonging act as catalysts 
for collective action. Finally, the discussion and conclusion 
present the study’s contributions to the literature and 
highlight directions for future research. In this way, the 
article not only synthesises existing scholarship but also 
concludes with theoretical implications that serve as a 
guide for new research agendas. 

 
Conceptual Framework 

 
Social Media 
The concepts of new media and social media have 

brought about profound changes in the dynamics of social 
communication with the acceleration of digitalisation. 
Unlike the one-way communication structure of traditional 
media, new media environments are characterized by their 
interactive nature, enabling users to create and share 
content (Kubilay & Ova, 2022, p. 118). The rise of new 
media and social media has fundamentally reshaped access 
to information, participation, and media consumption 
habits for both individuals and communities. Media has 
now become a significant tool that accelerates interaction 
among individuals and groups, strengthens 
communication across different communities, and 
supports democratic plurality. The Internet, by 
encouraging political participation, provides a public 
sphere that accommodates diverse voices, thereby 
enhancing the effectiveness of political communication 
and fostering democracy (Karaçor, 2009, p. 125–127). In 
this context, new media environments not only accelerate 
the flow of information but also profoundly transform 
individuals’ modes of participation in public discourse, 
levels of social awareness, and practices of cultural 
production. 

Social media, with its characteristics such as 
interactivity, simultaneity, and de-massification, has 
become a significant domain on a global scale. 
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 These qualities facilitate the penetration of social 
media into individuals’ everyday practices and private 
spheres (Güzel, 2020, p. 97). Social media can be described 
as a collection of tools, services, and applications through 
which users interact via various network technologies over 
the Internet. The online dialogues and exchanges of 
individuals form the foundation of social media. These 
platforms reshape communication, interaction, 
collaboration, work, and learning processes. Owing to their 
flexible and user-friendly structures, social networking sites 
offer greater ease of use compared to other learning 
management systems (Öztürk & Talas, 2015, p. 101). Social 
media platforms are effective communication 
environments that not only enable interaction within 
existing communities but also facilitate the formation of 
new communities built around shared interests and goals. 
From the perspective of participatory culture, the active 
involvement of social media users in content creation, 
interaction, and public opinion formation highlights the 
collective creativity and community-oriented actions 
supported by these platforms (Eren Çetin & Ayhan, 2020, 
p. 49–50). 

Social media does not merely provide its users with the 
opportunity to act as passive consumers of information, 
but also allows them to become content producers, 
thereby radically transforming the dynamics of 
communication (Akyazı, 2014, p. 183). In this regard, social 
media has become one of the most dynamic components 
of the digital public sphere by reshaping processes of news 
consumption, political participation, and social interaction. 
With its rapid dissemination and interaction-focused 
structure, social media has emerged as a powerful tool that 
transforms daily life and social dynamics. Its compatibility 
with technological innovations renders it an indispensable 
platform for reaching mass audiences and facilitating 
effective communication during times of crisis (Avşar, 
2022, p. 5). While enabling users to share their thoughts 
and creative works, it simultaneously provides an 
environment that enhances interaction. Likewise, 
institutions and organizations are able to reach their target 
audiences and convey their messages effectively through 
social media (Solmaz et al., 2013, p. 23). 

Social media significantly contributes to the 
development of communication skills by facilitating the 
exchange of information among different groups. Online 
tools have radically transformed not only the ways in which 
we communicate but also our perceptions of 
communication itself. Social media exerts a profound 
influence on social life at both the individual and societal 
levels (Baruah, 2012, p. 1). Maintaining its dynamic and 
ever-expanding nature, social media platforms stand out as 
an important means of self-renewal. By enabling individual 
content to reach broader audiences, these platforms have 
added new dimensions to the concept of social media 
(Göker & Keskin, 2015, p. 872–873). Social media allows 
users not only to express their own opinions but also to 
access the perspectives of others with ease. This 
interaction plays a critical role in shaping digital culture and 
transforming societal dynamics. 

Photo and video sharing, which constitute the visual 
and auditory elements of social networks, play a crucial role 
in understanding users’ content production habits. In 
particular, the visual media processing opportunities 
offered by platforms such as Facebook eliminate the 
boundaries between audience and content provider, 
positioning users simultaneously as both viewers and 
content creators (Köseoğlu, 2012, p. 77). Social media 
transcends the limitations of traditional media by offering 
a dynamic communication environment that enables direct 
interaction between individuals and institutions. 
Businesses, through the rapid feedback and direct 
customer engagement afforded by social media, are 
transforming their marketing strategies into more flexible 
and target-oriented approaches. Today, social media has 
evolved into a powerful platform that not only allows 
individuals to share their opinions but also enables them to 
connect with brands, influence consumer behaviour, and 
reshape social interaction (Solmaz & Görkemli, 2012, p. 
183). This transformation has repositioned social media 
from being merely a communication tool to becoming a 
central space for identity construction, cultural production, 
and digital participation practices. 

 
Identity in the Context of Social Media 
With the advent of the Industrial Revolution, social 

structures underwent a significant transformation, and 
identity became a process of individual construction. In 
contemporary modern society, consumption has emerged 
as a defining instrument of self-construction and social 
status (Bayhan, 2022, p. 47). Social media constitutes a 
crucial digital sphere in which individuals express 
themselves and reconstruct their identities. Through their 
posts and interactions, users project an image directed not 
only toward their immediate circles but also toward 
potential followers. In this process, social media has 
become a powerful tool influencing identity formation 
(Kaya, 2021, p. 1404). Accordingly, the consumption 
practices individuals display on social media have evolved 
into a symbolic language that reflects their economic 
preferences, identities, and sense of social belonging. 

Identity has become a central concept in the analysis of 
both individual and societal issues, particularly emerging as 
a decisive element in ideological and cultural conflicts. The 
widespread diffusion of digital communication 
technologies has accelerated the transformation of identity 
in both meaning and function. This transformation has 
resulted in identity acquiring new forms and modes of 
representation in virtual environments (Vatandaş, 2021, p. 
536). The integration of social media with practices of 
identity presentation and self-expression has created a 
profound shift in individuals’ perceptions of privacy. These 
platforms allow personal preferences and orientations to 
become visible, thereby reshaping the modalities of social 
interaction (Yıldız, 2021, p. 122). Consequently, the digital 
identities formed on social media platforms transform 
individuals’ self-perceptions as well as their perceptions of 
society, generating new dynamics in the process of identity 
construction. 
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The integration of social media into individuals’ lives 
has added a new dimension to the process of identity 
formation and brought the concept of digital identity to 
the forefront. This digital identity develops in line with 
the ways individuals express, present, and reconstruct 
themselves in online environments (Kaya, 2021, p. 
1403). The rapid advancement of information and 
communication technologies has placed concepts such 
as digital identity and digital citizenship at the center of 
our lives. To be conscious and responsible individuals in 
the digital world requires a combination of technical, 
cognitive, and social skills (Barkuş & Koç, 2019, p. 35). In 
this context, the phenomenon of digital identity 
redefines the behavioural patterns individuals exhibit in 
online interactions, their sense of belonging, and the 
relationships they establish with their social roles—
thereby enabling the construction of identity in a 
multilayered manner at both individual and collective 
levels. 

Technological developments have led to a 
transformation of media tools and have significantly 
influenced society’s media consumption habits. The 
transition from traditional media forms such as 
newspapers, radio, and television to digital technologies 
has brought about substantial changes in the lives of 
both individuals and communities. Since the 20th 
century, the widespread use of media tools has enabled 
each generation to develop usage patterns unique to its 
own era (Özdemir, 2021, p. 281–283). At the same time, 
as social media platforms increasingly integrate into 
various areas of daily life, the volume and quality of 
content produced on these platforms have been 
described by some researchers as alarming in terms of 
their social impact (Bozkurt, 2018, p. 406). While media 
forms continue to evolve alongside technological 
progress, each generation adapts to these 
transformations in its own way. This phenomenon has 
rendered the social impacts of social media more 
complex and multi-layered. 

Identity is the way in which an individual defines 
themselves both from their own perspective and 
through the social mirror. This process of definition 
helps the individual locate their position within their 
social environment and in the broader layers of society. 
Identity fulfils important functions such as making 
choices, forming relationships, and gaining agency as a 
subject (Vatandaş, 2021, p. 541). Both individual and 
collective identity constitute essential needs that 
develop within the social structures, organizations, 
environmental norms, and values that frame human 
existence. While individual identities are shaped 
through interpersonal relations, collective identities 
emerge within the context of intergroup relations 
(Bilgin, 2007, p. 14). In this regard, identity can be 
defined as a dynamic structure that enables individuals 
to construct self-awareness within the social 
environment and to develop a sense of belonging 
through social interactions. 

Identity, rather than being a fixed and unchanging 
essence, is a process in constant formation, shaped within 
discursive and psychoanalytical frameworks. This process 
operates through difference, and the construction of identity 
requires the drawing of symbolic boundaries and the 
exclusion of an “other.” Thus, identity is never a completed 
whole; it is always defined by absence or excess, continually 
reconstructed over time (Hall, 1996, p. 2–3). The concept of 
identity has been widely discussed both theoretically and 
practically across disciplines such as sociology, social 
psychology, anthropology, and political science. This 
multidimensional structure underscores the need for 
conceptual clarity in identity studies while simultaneously 
necessitating a focus on particular dimensions in analyses 
(Dalbay, 2018, p. 162).  

Identity is a multilayered process that takes shape within 
both the inner world of the individual and the network of 
social relations. In constructing identity, individuals evaluate 
both their self-perceptions and the judgments of others 
toward them. This process often unfolds unconsciously, yet 
under the influence of internal and external conditions, 
moments of heightened identity awareness may emerge 
(Erikson, 1968, p. 22–23). The “identity” dimension of the 
self, unlike the general structure of the self, requires a 
reflexive level of awareness. Identity, in this sense, is the self 
of which the individual is consciously aware. In other words, 
individual identity is not an element that naturally arises as a 
by-product of continuity within the individual’s system of 
action; rather, it is something continually produced and 
reconstructed through reflexive practices (Giddens, 1972, p. 
20). Within this framework, identity can be understood as 
the outcome of the dynamic relationship between an 
individual’s self-perception and the expectations of society. 

Identity is a form of existence that individuals 
continuously reconstruct within social, cultural, and 
historical contexts—it is neither fixed nor stable but rather 
fluid, fragile, and open to negotiation (Bauman, 2017, p. 25). 
Identities are not static or unchanging structures; they are 
discursive practices shaped within historical and cultural 
contexts. Therefore, identity is defined not through 
sameness but through difference and exclusion; it is 
constructed within power relations and constantly 
reproduced (Hall, 1996, p. 4). In this framework, identity, as 
a dynamic process that determines how individuals position 
themselves and others, produces a continuously evolving 
field of meaning through its interaction with social 
structures, media representations, and cultural practices. 

Furthermore, identity is the capacity of individuals to 
recognize and position themselves and others, and through 
this reciprocal awareness, to establish a place within the 
social world. This process involves a linguistic and social 
mapping in which individuals and communities are 
understood through multidimensional classifications 
(Jenkins, 2014, p. 5). The strong relationship between 
identity and interests demonstrates that an individual’s 
behaviour is shaped not only by rational choices but also by 
their sense of “who they are.” For this reason, individuals 
tend to resist situations that threaten their identity while 
attempting to balance different social roles.  
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The loss of identity is perceived as an existential threat to 
the integrity of the self (Goldstein & Rayner, 1994, p. 367–
368). Identity is a multidimensional construct through which 
individuals and communities maintain a conscious 
awareness of their own characteristics, social positions, and 
values. Rather than being fixed or singular, both individual 
and collective identities are dynamically shaped and 
continuously reproduced as outcomes of historical, cultural, 
social, and ideological interactions. Within this framework, 
distinct differences can be observed between 
understandings of identity across traditional, modern, and 
postmodern periods, while the tensions between ascribed 
and achieved identities, as well as between private and 
public spheres, constitute the fundamental conflict 
dynamics of identity construction (Şimşek, 2002, p. 29). Thus, 
identity emerges as a dynamic and negotiable structure that 
determines how individuals perceive themselves and orient 
their interactions within society. 

With the process of modernization, the concept of 
identity—enabling the individual to transcend their inner self 
and express their unique existence within the social 
sphere—has become a common field of inquiry across 
various disciplines such as psychology, sociology, philosophy, 
and literature (Arslan & Güçlü Demir, 2022, p. 56). From a 
sociological perspective, it is possible to argue that identities 
are neither innate nor fixed; rather, they are constructed 
through historical, cultural, and social processes. The process 
of identity construction takes shape through the 
reinterpretation of various elements—including history, 
geography, biology, collective memory, personal 
experiences, and ideological structures—by social actors for 
specific purposes. The social construction of identity 
constitutes the basis of cultural projects that transform both 
individual affiliations and social structures (Hall, 1996, p. 7–
8). Identity thus plays a critical role in individuals’ processes 
of self-understanding and in determining their place within 
social relations. 

Identity theory is a sociological approach that seeks to 
explain how individuals behave according to their social roles 
(Hogg et al., 1995, p. 255). Social and individual identities are 
continuously shaped through interaction within historical 
contexts, and this interaction contributes to the continuity of 
identity. While traditional societies emphasised a stable and 
holistic identity structure, with the advent of modernisation 
and postmodernity, identities have become more 
fragmented, multiple, flexible, and fluid, thereby acquiring a 
more dynamic character (Güven, 2015, p. 267). Identity is a 
multidimensional and ambiguous concept, and in order to 
be examined scientifically, its purpose, context, and 
boundaries must be clearly defined. From a sociological 
perspective, the concepts of social, cultural, and collective 
identity provide the main framework; these concepts are 
regarded as both tools of classification and as elements 
reinforcing the citizenship structure of nation-states in the 
debates shaped between modernism and postmodernism 
(Dalbay, 2018). While an individual’s identity is determined 
not only by personal preferences but also by social and 
cultural conditions, globalisation can lead to both harmony 
and conflict among identities (Aka, 2010). Accordingly, 

identity has become a multilayered structure that 
encompasses not only individual elements but also social 
affiliations, cultural references, and global interactions in the 
process of self-definition—emerging as a phenomenon in 
which the tension between continuity and change is most 
visibly experienced in the modern world. 

 
Dimensions of Identity 
Identity is a dynamic concept that explains how 

individuals and societies perceive themselves and position 
themselves within social processes. Expressing the 
conditions of both the individual and society through 
similarities and differences, identity functions as a mirror 
reflecting all aspects of social and individual life. Identity is 
a phenomenon that matures and transforms throughout 
history, undergoing constant change and evolution (Akgün, 
2018, p. 2). It takes shape along a dynamic axis where the 
individual is positioned between social and personal 
dimensions, a process influenced by social contexts and 
group interactions (Frame, 2016). 

Today, individuals participate more actively in the 
process of selecting and constructing their identities, a shift 
that is linked to rapidly changing social conditions and the 
growing need for self-definition, in contrast to the stable 
social structures of the past (Davis, 1991). Personal identity 
consciousness is shaped by an individual’s consistent 
awareness of both their self-perception and how they are 
perceived by others (Erikson, 1994). Societies, through 
cultural norms, traditions, and institutional structures, are 
dynamic systems that influence the individual’s 
developmental process. Individuals largely form their 
perceptions of right and wrong based on the value 
judgments of the society in which they live (Özen, 2012, p. 
173). As individuals develop multiple identities within 
processes of social interaction, some of these identities are 
shaped and internalized at the collective level. Collective 
identities provide individuals not only with the opportunity 
to integrate with the group to which they belong but also 
reinforce a sense of social solidarity and trust (Karasu & 
Baykuş, 2024, p. 1883). 

Personal Identity: This dimension is shaped in conflict 
with traditional understandings of the self and its relations 
with society. Such tension may render identity more 
complex. Within this framework, individuals possess the 
ability to think deeply about the conditions and reasons for 
their actions (Giddens, 1972). Identity is a multidimensional 
construct shaped by the individual’s response to the 
question “Who am I?”. Personal identity, on the other 
hand, refers to one’s self-perception formed in line with 
individual values, beliefs, emotions, and personal goals 
(Bilgin & Oksal, 2018, p. 82). Personal identity cannot be 
fully understood through behavioral or external 
observation; findings from neuroscience and experimental 
psychology compel a reconsideration of the concept of 
identity itself (Wilke, 1981). Understanding personal 
identity is directly related not only to an individual’s 
internal experiences but also to how these experiences 
intersect with the external world. 
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Symbolic representations in the media play a 
significant role in the formation of individuals’ personal 
identities. These representations shape the ways in which 
individuals interpret their lives, define themselves, and 
pursue self-realization. The manner in which individuals 
from different age groups, genders, professions, and 
social classes are represented in the media creates 
decisive effects on identity orientations. However, studies 
that directly examine this relationship remain quite 
limited. The identity traits and lifestyles emphasized by 
the media influence individuals’ values and desires, 
thereby supporting the development of personal identity 
components in alignment with social norms (Varol, 2014, 
p. 301–310), Personal identity refers to the self-
perception that individuals construct in line with their 
unique values, beliefs, and experiences. Yet these 
elements of identity are often shaped through interaction 
with one’s social environment. In this context, it has been 
suggested that the boundaries between personal identity 
and social identity are blurred and that these two 
constructs may, at the cognitive level, substitute for one 
another (Vignoles et al., 2018, p. 290–291). 

Collective Identity: This dimension is a dynamic 
construct that goes beyond the discovery of existing ties, 
interests, and boundaries, encompassing processes of 
perception and construction. Collective identity defines 
both tangible and imagined communities, and rather than 
being fixed, it is fluid and relational, shaped through 
interaction with diverse audiences such as spectators, 
allies, opponents, news media, and state authorities. 
Through discourses and actions, it legitimizes certain 
claims while questioning the legitimacy of others, thereby 
creating categories that make sense of the social world by 
enabling the shared existence of individuals across groups 
(Polletta & Jasper, 2001, p. 298). When an individual’s 
thoughts and beliefs expressed on social media converge 
with those of others, the person’s inner world expands 
outward to become part of a network, thereby forming a 
collective consciousness. As both social network analysis 
and artificial neural networks are developed and 
employed to better understand how people think and feel 
about various issues, this virtual collective consciousness 
is represented as data within digital media (Alperstein, 
2019, p. 204–205).  

Although it is often assumed that motivating 
individuals to take climate action during times of threats 
and crises such as climate change is difficult, motivation 
to protect the climate tends to increase when threats 
become more tangible and climate protection is 
perceived collectively as a normative action. Empirical 
studies support the notion that collective thinking factors 
influence people’s climate-related behaviours; however, 
more evidence is needed regarding the specific roles 
these factors play in transforming individuals into 
collective climate actors (Masson & Fritsche, 2021, p. 92–
93). In this context, the formation of collective identity 
strengthens solidarity within the group and helps 
individuals adopt a shared sense of responsibility toward 
environmental threats. 

Identity Construction through Social Media 
Social media platforms emerge not merely as technical 

tools in the formation of digital identity but as significant 
spaces where cultural meanings are produced and shared. 
Through these platforms, individuals go beyond self-
expression to construct multilayered identity 
representations, taking into account how they are perceived 
by others (Melonashi, 2019, p. 2). This process enables social 
media to reshape individuals’ identities in terms of both time 
and space (Baldauf-Quilliatre et al., 2017, p. 5). 
Consequently, social media becomes a multidimensional 
sphere of identity in which individuals engage in existential 
inquiries about the self (Knight & Weedon, 2014, p. 257). 
Thus, social media functions as a digital stage where 
individuals perform their identities, make their quests for 
approval and belonging visible, and continually negotiate 
their self-presentations through social interactions. 

Identity is related to the way individuals perceive 
themselves, shaped through social roles. Social media 
accelerates and diversifies this process. Individuals are able 
to present their different identities simultaneously and move 
fluidly between them. In this way, identities cease to be fixed 
and are instead performatively reconstructed (Sütçü & Algül, 
2013, p. 73). The instantaneous and multidimensional 
nature of social media interactions also transforms modes of 
self-representation, positioning the individual not merely as 
an observer but as a creative subject in the construction of 
identity (Göker et al., 2010, p. 190). In this context, social 
media offers individuals the opportunity not only to present 
their existing identities but also to construct and experiment 
with new identities in line with their desires, ideals, and 
expectations. Research in the Turkish literature supports this 
view. In particular, it has been found that Instagram users 
strategically present their identities through the biography 
section, and that these forms of presentation vary according 
to gender and generational differences (Kalafat Çat & Aydın, 
2023, p. 226). In this regard, identity presentations in digital 
environments are shaped not only by individual preferences 
but also by a variety of factors such as social norms, cultural 
codes, and the structural features of the platform. 

Social media has become a space where individuals can 
simultaneously present both their private lives and 
professional identities. In particular, young people, while 
preparing for their professional careers, consciously shape 
their digital identities by creating portfolios that highlight 
their competencies (Buck, 2014). For marketing leaders, this 
dual presentation of personal and professional identities 
directly influences their content strategies (Sihi & Lawson, 
2018, p. 40). Moreover, the use of social media intertwines 
with the process through which individuals construct their 
professional identities alongside the corporate identity of 
the organizations to which they belong (Young, 2013, p. 
522). The use of selfies emerges as a functional tool in digital 
identity construction, serving as a reflection of the image an 
individual seeks to project (Özdemir & Çetinkaya, 2015, p. 
602). In this context, visually oriented identity presentations 
on social media enable individuals to redefine their digital 
presence on both personal and societal levels. 
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Within the dimensions of social media, the mobilization 
dimension stands out by offering effective tools that enable 
users to produce and disseminate political content and to 
encourage others to take action. Features such as hashtags, 
visibility, editability, relationship-building, and persistence 
facilitate young people’s ability to gather around a 
common purpose in online environments and to create 
digital mobilization. This renders social media an extremely 
effective arena for political expression and activism (Abbas 
et al., 2022, p. 308–309). Facebook posts, Twitter shares, 
and blog entries, beyond serving as channels for 
information exchange, have become interactive tools that 
aggregate individuals’ complex emotions and play a 
motivating role in driving them to action. These platforms 
serve an important function in transforming these intense 
emotions into political passions (Karataş, 2019, p. 69). 

The perceived credibility dimension associated with the 
spread of misinformation on social media represents a 
serious concern, as it threatens the integrity of online 
public discourse. Users often contribute to the 
dissemination of low-credibility content—frequently 
without realising it—by engaging with such material. The 
adoption of information, in turn, is shaped by users’ 
perceptions of the credibility of sources they have 
previously encountered (Ye et al., 2024, p. 1). Social media 
serves as a powerful tool that enables users to learn about 
environmental issues while simultaneously engaging in 
entertainment. Trust in shared content has a significant 
influence on changes in attitudes toward environmental 
problems. The sharing of verified information can 
encourage users to develop greater awareness and 
commitment to sustainability (Kaur & Chabal, 2018, p. 19–
26). In this context, the reliability of the information 
ecosystem on social media emerges as a multidimensional 
phenomenon that requires a comprehensive evaluation of 
factors such as users’ levels of critical media literacy, the 
influence of algorithmic filtering, and the effectiveness of 
verification mechanisms. 

The persuasiveness dimension of social media is 
associated with the dynamic and bidirectional nature of 
communication, which aims to bring about changes in 
attitudes and behaviours through mutual interaction 
among individuals. In this context, Instagram serves as a 
key platform that allows individuals and brands to promote 
their products and services. Advertisements carried out 
particularly through influencers can vary in their persuasive 
impact depending on users’ demographic characteristics 
(Karavar, 2021, p. 127–138). Persuasion, beyond being a 
means of self-expression, is a form of communication 
intended to influence the thoughts and behaviours of 
others. Today, coercive and pressuring methods have been 
replaced by consent-based persuasion strategies. These 
strategies are effectively used in all areas of life—from 
shopping to politics, and from family relationships to 
everyday interactions (Özal, 2021, p. 30–32). The 
persuasion process can be realised through multiple 
channels, ranging from face-to-face communication to 
visual media, and often involves strategies of seduction and 
manipulation. Trust in authority figures facilitates 
persuasion by shaping individuals’ attitudes toward 
products. Additionally, manipulation techniques such as 
the perception of scarcity encourage consumption by 

making consumers feel special and exclusive (Abdurrezzak, 
2020, p. 56–57). Accordingly, persuasiveness on social 
media is considered not only as an economically or 
commercially driven phenomenon but also as a 
multilayered communication process that influences the 
circulation of intellectual, cultural, and social values—
shaping individuals’ attitudes, beliefs, and behaviours. 

 
Climate Change 
Climate change is a complex phenomenon that 

encompasses long-term alterations in atmospheric 
conditions and the Earth’s integrated systems. 
Scientifically, the term refers to how average global 
temperatures and climatic patterns evolve over time within 
the Earth’s climate system (Farmer & Cook, 2013). These 
changes are shaped by both natural processes and human 
activities. Since the late twentieth century, the term 
climate change has become largely synonymous with 
global warming. In this context, developing projections 
about how the climate will evolve in the future has become 
one of the central focuses of scientific research (Letcher, 
2016). Accordingly, climate change is regarded not merely 
as an environmental issue but as a global crisis that must 
be addressed through its economic, political, and social 
dimensions as well. 

According to the United Nations Framework 
Convention on Climate Change, “climate change” is 
defined as “a change in climate that is attributable directly 
or indirectly to human activity that alters the composition 
of the global atmosphere and that is in addition to natural 
climate variability observed over comparable time periods” 
(iklim.gov.tr, 09.07.2023). In its March 2023 report, the 
Intergovernmental Panel on Climate Change (IPCC)—
established by the United Nations to assess the risks of 
human-induced climate change—stated that cumulative 
scientific evidence demonstrates that climate change 
poses a threat to both human well-being and planetary 
health. Any delay in global action and preventive measures 
will miss a rapidly closing window of opportunity to secure 
a livable and sustainable future for all (IPCC, 09.07.2023). 

McIntyre (2022, p. 32–33) notes that climate change 
deniers tend to accept only those facts that support their 
own ideology. Accordingly, they believe that climate 
scientists are orchestrating a global conspiracy to support 
evidence of climate change and that the Earth’s 
temperature has not increased over the last two decades. 
From this perspective, it is suggested that people 
unquestioningly elevate the facts they wish to believe in, 
while approaching others with skepticism. The scientific 
framework of climate change, however, is grounded in 
atmospheric observations and global strategies for 
transforming energy systems. In line with the 1.5°C target 
of the Paris Agreement, measures such as transitioning to 
clean energy technologies and restructuring energy grids 
constitute the fundamental components of this 
transformation (Chao & Feng, 2018, p. 420). Climate 
change has become both an environmental reality and a 
multilayered concept that is continually reproduced within 
social discourses. In the realm of social communication, the 
term “climate change” is situated within a network of 
meanings that redefines the relationship between nature 
and humanity (Tóth, 2023, p. 5).  
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Concerns about climate change necessitate the 
examination and estimation of the total amount of 
greenhouse gases emitted during the production, 
processing, and retail of many consumer goods, 
including food products. The overall goal of the carbon 
footprint concept is to identify the main emission 
sources within supply chains in order to inform 
policymakers, businesses, and other stakeholders and 
enable the implementation of measures to reduce 
emissions. Countries that have developed standards 
related to carbon footprinting include the United 
Kingdom, Germany, France, Switzerland, Sweden, New 
Zealand, the United States, Japan, Korea, and Thailand 
(Plassmann & Edwards-Jones, 2010, p. 272–274). In 
Türkiye, the Ministry of Environment, Urbanization and 
Climate Change has prepared the National Climate 
Change Strategy with the aim of contributing to global 
efforts to mitigate the impacts of climate change in line 
with the country’s specific conditions and capacities. 
According to this document, “Türkiye’s national vision 
on climate change is to become a country that has 
integrated climate change policies into its development 
policies, expanded energy efficiency, increased the use 
of clean and renewable energy sources, actively 
participates in climate action within its specific 
conditions, and provides prosperity and a high quality of 
life to all citizens with a low-carbon intensity” 
(iklim.gov.tr, 20.06.2023). Accordingly, strategies aimed 
at reducing the carbon footprint go beyond 
environmental sustainability goals; they also embody a 
holistic development approach that seeks to balance 
economic growth, energy security, and social welfare.  

Environmental movements, which encompass 
various components, often contain internal 
contradictions and significant disagreements. These 
conflicts generally revolve around tactics, priorities, and 
discourse. Within this framework, there exists a degree 
of distrust toward the benevolence of advanced 
technology. Nevertheless, science and technology play a 
fundamental role in environmental movements, which 
seek to understand both nature and humanity. These 
movements also aim to illuminate the truths obscured 
by the capitalist structures accompanying 
industrialization and the interests of political groups 
(Castells, 2006, p. 234–235). Information and 
communication technologies have proven effective in 
disseminating knowledge about climate change and 
coordinating advocacy efforts. For instance, a study 
conducted in the Pacific region demonstrated that tools 
such as MOOCs and social media facilitate public 
awareness and encourage civic engagement (Titifanue 
et al., 2017, p. 133–141). In this context, the integration 
of information and communication technologies into 
environmental movements has not only accelerated the 
dissemination of knowledge but has also fostered a new 
form of activism. This digital activism facilitates 
collective action, strengthens global solidarity, and 
enhances the visibility of environmental justice 
discourses in online spaces. 

Social Media Practices in the Climate Change 
Movement 

Climate change is a global crisis that threatens the 
sustainability of societies through rising temperatures, 
extreme weather events, and climate-induced migration. 
This situation necessitates both international measures 
and the creation of public awareness through the media 
(Şahin & Üzelgün, 2016, p. 1). Social media, by accelerating 
the dissemination of information and enhancing 
interaction, serves as a crucial tool for fostering awareness 
and behavioural change regarding the climate crisis. The 
quality and reach of shared content directly influence 
individuals’ awareness levels and their support for 
environmental policies (Codal & Codal, 2022, p. 7). Social 
media is an effective digital platform for raising awareness 
of environmental issues and promoting sustainable 
behaviours. The active role users assume through content 
creation enhances environmental responsibility and 
supports the dissemination of environmental policies 
(Yaşa, 2022, p. 212–213). In this context, the interaction-
based structure of social media enables individuals to 
become not only recipients of information but also 
producers and carriers of climate discourse, thereby 
strengthening the digital dimension of environmental 
participation. 

Expanding the literature on climate change will allow 
for more accurate assessments to be made. In this respect, 
there is a need for more comprehensive studies on climate 
journalism in Türkiye. Research that brings together the 
content produced by media organizations with the 
perspectives of journalists and readers will contribute to 
the literature (Cengiz, 2023, p. 128). Social media platforms 
such as TikTok represent an important tool for 
understanding public perceptions of global health issues 
like climate change. Considering the role of young people 
in climate activism, such content should be presented on a 
scientific basis and by credible actors (Basch et al., 2022, p. 
163). Multimedia content and the use of hashtags are 
important tools in social media for attracting attention and 
facilitating access to content. In the context of online 
activism, hashtags are effectively employed by climate 
activists to amplify their messages and increase visibility 
(Titifanue et al., 2017, p. 141). Internet memes shared on 
social media represent strategic tools that support digital 
mobilization in modern protest movements.  

A study conducted by Johann et al. (2023, p. 226) 
revealed that memes related to climate protests 
strengthen user engagement and reinforce online 
interaction networks. Journalism and social media 
platforms have become spaces where discursive 
polarization is manifested. Brüggemann and Engesser 
(2014, p. 132–133) emphasize that polarization must be 
addressed from multiple perspectives, arguing that media 
organizations should encourage pluralistic viewpoints 
rather than amplifying extreme voices. On the other hand, 
while science influencers play an important role in shaping 
public perceptions of scientific issues, the language they 
employ can unintentionally reinforce polarization. 
Gössling’s (2019, p. 1–8) study revealed that celebrities 
examined through social media generate a high carbon 
footprint and that these individual consumption practices 
influence societal norms in the context of climate change. 
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Hashtags are digital tools that enhance online 
interaction and facilitate the creation of a collective voice. 
However, as seen in content shared with the #NoMask tag 
during the COVID-19 period, social media can sometimes 
provide a platform for the dissemination of antisocial 
norms (Kim, 2022, p. 1–11). In the youth climate 
movement, hashtags are used to construct collective 
identity and develop shared narratives. Yet, in some 
instances, this identity formation has proven to be weak 
(Nasrin & Fisher, 2022, p. 1–17). To understand social 
representations of climate change, it is necessary to 
systematically analyze user-generated content, particularly 
on platforms such as Facebook, Twitter, and YouTube. In 
the context of science communication, online reader 
comments and everyday user discourses provide an 
important resource for examining the rhetoric and 
representations of climate change (Jaspal et al., 2013, p. 2–
23). In this respect, examining how digital communities 
construct a collective subject around climate change and 
how this process is shaped through digital interactions 
holds significance for future research. 

According to the study conducted by Boulianne and 
Ohme (2022, p. 771–784) with individuals aged 18–33 in 
Canada, France, the United Kingdom, and the United 
States, social media plays a significant and consistent role 
in environmental engagement. Social media functions as 
an effective tool for mobilisation by integrating processes 
of information acquisition, participation, and coordination 
within a single digital space. Following environmental 
groups on social media increases the likelihood of 
participating in protests, boycotts, and petition campaigns. 
Pickard (2022, p. 730–740) notes that young activists, 
guided by the principle of “Let’s Do It Ourselves,” cultivate 
environmental responsibility by transforming their 
individual and collective life practices. Accordingly, social 
media–based environmental activism, unlike traditional 
forms of protest, fosters a new understanding of ecological 
citizenship grounded in online participation, digital 
solidarity, and network-based organisational practices. 

 
Dimensions of Climate Change 
When evaluated in terms of their influence on cultural 

values and social institutions, environmental movements 
occupy a significant position (Castells, 2006, p. 219). 
Climate change is closely intertwined with environmental 
issues, individual actions, cultural practices, and social 
inequalities. In this context, alongside individual climate-
related initiatives, issues such as the ability to assess carbon 
emissions, transform lifestyles, develop existential 
awareness, and give voice to the unheard come to the 
forefront. These three core themes—culture, 
interconnectedness, and voice—constitute the focal points 
of advocates fighting against climate injustice. These 
individuals utilise digital technologies to establish dialogue 
across different social spheres, encourage debate, and 
organise collective action (Pezzullo & de Onís, 2018, p. 3–
12). Consequently, the increased visibility of environmental 
movements in digital spaces contributes to the reshaping 
of environmental awareness on both cultural and political 

levels, by enabling climate justice discourses to spread 
globally and transforming local experiences into 
transnational networks of solidarity. 

The dimension of approaching environmental issues is 
shaped by individuals’ attitudes toward ecological crises, as 
well as the ways in which they transform their lifestyles and 
consumption habits. Problems such as the depletion of 
natural resources, global warming, and climate change 
now occupy a central place on humanity’s shared agenda. 
This has led to the emergence of a consumer profile that 
consciously prefers environmentally friendly products 
while rejecting those with high environmental impacts 
(Alnıaçık, 2010, p. 508–525). In this context, environmental 
ethics defines the moral responsibilities of individuals 
toward nature, supporting a holistic approach that is based 
not only on legal regulations but also on value-driven 
environmental awareness. At both individual and 
institutional levels, environmental ethics functions as a 
crucial guide in shaping environmentally responsible 
behaviours (Ağbuğa, 2016, p. 57–58). 

The disruption of ecological balance is closely linked not 
only to human-centred production and consumption 
chains but also to the intervention of dominant economic 
systems in nature. Addressing environmental problems 
merely at the level of pollution or conservation leads to the 
neglect of the individual, economic, and political 
motivations underlying these issues. Environmental ethics 
necessitates that individuals reshape their relationship 
with nature and act with a sense of ethical responsibility. In 
this context, solving environmental problems requires 
moving beyond anthropocentric approaches and adopting 
an ecocentric perspective that recognises nature as a 
holistic entity and establishes a value system grounded in 
this understanding (Karaca, 2017, p. 1–14). Today, 
environmental problems have transcended local 
boundaries, acquiring a global dimension and becoming an 
issue that threatens all forms of life. This situation 
necessitates addressing environmental challenges not as 
regionally confined issues but as a global threat that affects 
all humanity and the entire ecosystem (Özel, 2007, p. 208–
223). 

The mitigation dimension of climate change requires a 
holistic approach that considers not only environmental 
impacts but also individuals’ psychological well-being 
(Akbulut & Kaya, 2021, p. 581). A study on climate change 
mitigation aimed to develop a valid and reliable scale to 
measure adolescents’ health-protective behaviors related 
to climate change. The positive correlation of the scale with 
climate change awareness and healthy lifestyle beliefs 
provides an important contribution to understanding 
individual behaviors in the face of the climate crisis and to 
developing mitigation strategies (Kurt et al., 2024, p. 3682). 
In this context, educational initiatives designed to 
strengthen individuals’ capacity to cope with climate 
change can enhance the effectiveness of mitigation efforts. 
Moreover, reliable tools that assess young people’s 
environmental awareness and healthy lifestyle behaviors 
make significant contributions to the adoption of 
environmentally conscious policies within society. 
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The dimension of sustainable consumption refers to an 
attitude that requires individuals to make conscious choices 
by taking into account environmental impacts. In modern 
societies, consumption has become not only a means of 
meeting needs but also an indicator of identity construction, 
status, and cultural belonging (Senemoğlu, 2017, p. 83). 
Sustainable consumption requires individuals to make 
deliberate consumption decisions that consider not only 
their economic interests but also environmental and social 
consequences. In this context, consumer education helps 
individuals manage resource use rationally, develop 
environmental awareness, and adopt sustainable lifestyles. 
In today’s rapidly changing market conditions, the spread of 
sustainable consumption habits is directly linked to the 
cultivation of conscious consumers (Hayta, 2009, p. 143). 

The dimension of rights and restrictions for 
environmental quality is closely related to the psychological 
and sociological characteristics underlying individuals’ 
attitudes toward environmental issues. Studies have shown 
that individuals with high self-control, who are organised and 
goal-oriented, tend to engage more in pro-environmental 
behaviours, whereas those with an external locus of control 
are less supportive of legal regulations aimed at 
environmental protection (Pettus & Giles, 1987, p. 127). The 
right to a healthy environment, within the broader 
framework of urban rights, seeks to guarantee individuals’ 
entitlement to live in a healthy and balanced environment. 
In this context, considering both individual characteristics 
and the sociocultural context in shaping environmental 
attitudes and behaviours is crucial for the effective 
realisation of environmental and urban rights (Gönüllü, 
2014, p. 31). Therefore, assessing the dimension of rights 
and restrictions related to environmental quality is of critical 
importance not only for supporting individual awareness 
through legal frameworks but also for fostering 
environmental ethics and a sense of social responsibility. 

 
Conclusion 

 
Throughout this study, the literature on social media, 

identity construction, and climate change has been brought 
together, enabling a systematic examination of the 
interaction dynamics across these three domains. The 
central trend identified in this review is that social media has 
moved beyond functioning solely as a tool for disseminating 
information to serve as a bridge between individuals’ social 
identities and their environmental practices. Messages, 
symbols, and narratives produced in online spaces play a 
decisive role in spreading climate awareness and 
transforming it into collective action. 

From a theoretical perspective, the study integrates 
fragmented approaches in the literature by emphasising the 
transformative impact of social media platforms on identity 
processes. Furthermore, by focusing on the identity 
dimension—an aspect often overlooked in social media–
based environmental communication research—the study 
proposes a new theoretical foundation for these fields. This 
approach contributes to academic debates by constructing a 
more comprehensive framework that connects the 
interactions along the social media–identity–climate change 
axis. 

At the practical level, the results provide important 
insights for social media managers, environmental 
organisations, and policymakers. In particular, it is 
recommended that climate action campaigns employ 
identity-based narratives and develop participatory content 
strategies that activate users’ sense of identity. In this 
context, online campaigns that are interwoven with identity-
oriented themes rather than relying solely on technical 
messages have greater potential to mobilise individuals into 
action. 

This study is not without limitations. First, the literature 
reviewed largely relies on English-language publications, 
with limited coverage of sources in local languages. In 
addition, the texts examined are predominantly quantitative 
and observational in nature, suggesting that future 
expansions should incorporate studies employing qualitative 
approaches. Finally, given the rapidly evolving nature of 
social media platforms, there is an inherent risk that 
contemporary developments may fall outside the scope of 
analysis. 

In conclusion, this study provides a theoretical 
foundation at the intersection of social media, identity 
construction, and climate change, offering implications that 
are instructive both academically and practically. With future 
research expanding upon this framework, the impact of the 
digital age on climate awareness and action may become 
more clearly understood. 
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