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Executive Summary 

This deliverable summarizes the campaign activities of WWF Switzerland and 
DecarboNet for the Earth Hour 2016 campaign. For Earth Hour 2016, WWF 
Switzerland generated messages and visuals encouraging individuals to share 
stories of successful climate actions.  

The DecarboNet team engaged the public by creating specific installations of the 
software that is being developed within the project – i.e., the Media Watch on Climate 
Change (MWCC), the DecarboNet Citizen Engagement Platform (EnergyUse), 
Climate Challenge, and the GATE suite of text analysis tools. These tools were not 
only focused on generating engagement, they were also generating run-time 
analytics that were regularly disseminated during Earth Hour 2016 (EH16) via the 
DecarboNet Twitter channel and the Climate Challenge Facebook page.   

An offline analysis of the social media impact of the campaign was also conducted by 
analysing more than 200K tweets collected during the campaign. We observed, that 
posts that are followed by an engagement action tend to be longer, informative, have 
a picture attached, come from popular and older accounts, and include mentions to 
other users. By analysing the topics of these tweets, we observed that posts were 
clustered around various topics related to Earth Hour, such as the theme of lights, 
the theme of water management, the EH day and its celebrations, the key message 
of the campaign “change climate change”, and the call for action for people to join the 
movement and to support the cause.   

The DecarboNet team is now helping to shape the Earth Hour campaign for 2017 in 
collaboration with the campaigning team of Earth Hour Global. This campaign will be 
very social media focused, bringing the work of DecarboNet to the centre of the 
campaign.  

  



Earth Hour Report 2016 D6.2.3, Version 1.0  Dissemination Level: PU 

 

© Copyright WWF Switzerland and other members of the EC FP7 DecarboNet project 
consortium (grant agreement 610829) 3/51 

  

Table of Contents 

1.	   Introduction ........................................................................................................... 5	  

2.	   Earth Hour Global ................................................................................................. 6	  

2.1.	   Movement ....................................................................................................... 6	  

2.2.	   Campaign ....................................................................................................... 7	  

2.3.	   Earth Hour & Climate Action ........................................................................... 8	  

2.3.1.	   Powering the shift to renewables ............................................................. 8	  

2.3.2.	   Bridging people & policy .......................................................................... 8	  

2.3.3.	   Promoting sustainable lifestyles ............................................................... 9	  

2.3.1.	   Uniting citizens & countries ...................................................................... 9	  

2.4.	   Campaign activities of DecarboNet ................................................................ 9	  

3.	   3 Earth Hour Switzerland .................................................................................... 13	  

3.1.	   Movement ..................................................................................................... 13	  

3.2.	   Goals and Scope .......................................................................................... 13	  

3.2.1.	   Mobilisation ............................................................................................ 13	  

3.3.	   Messages and visuals .................................................................................. 13	  

3.3.1.	   Dissemination ........................................................................................ 15	  

3.3.2.	   Stories on climate action ........................................................................ 16	  

3.4.	   Results & Discussion .................................................................................... 17	  

3.4.1.	   Engagement Statistics microsite ............................................................ 17	  

3.4.2.	   Social Media Engagement statistics ...................................................... 18	  

3.4.3.	   News media coverage ........................................................................... 19	  

3.4.4.	   Participation of Cities in light out ceremony ........................................... 19	  

3.4.5.	   Comparison of user engagement in 2015 and 2016 .............................. 19	  

3.5.	   Concept Evaluation and next steps (WWF) .................................................. 21	  



Earth Hour Report 2016 D6.2.3, Version 1.0  Dissemination Level: PU 

 

© Copyright WWF Switzerland and other members of the EC FP7 DecarboNet project 
consortium (grant agreement 610829) 4/51 

  

3.5.1.	   Concept evaluation ................................................................................ 21	  

3.5.2.	   Next steps .............................................................................................. 21	  

4.	   Advanced Campaign Analysis ............................................................................ 23	  

4.1.	   Media Watch on Climate Change ................................................................. 23	  

4.1.1.	   Activity and Content Analysis ................................................................. 24	  

4.1.2.	   Author Analysis ...................................................................................... 27	  

4.1.	   The GATE Real-Time Analysis Pipeline ....................................................... 29	  

4.1.1.	   Hashtag Analysis ................................................................................... 29	  

4.1.2.	   Sentiment Analysis ................................................................................ 30	  

4.1.1.	   Verb Analysis ......................................................................................... 31	  

4.1.1.	   Mentions Analysis .................................................................................. 31	  

4.2.	   Offline analysis of Earth Hour 2016 .............................................................. 32	  

4.2.1.	   Social Media Data Collection ................................................................. 32	  

4.2.2.	   Characterising Engagement .................................................................. 34	  

4.2.3.	   Feature engineering ............................................................................... 35	  

4.2.4.	   Engagement Analysis ............................................................................ 36	  

4.2.5.	   Hashtag Analysis ................................................................................... 39	  

4.2.6.	   Latent Topics Analysis ........................................................................... 40	  

5.	   Conclusions ......................................................................................................... 44	  

A. List of Figures ........................................................................................................ 45	  

B. List of Tables ......................................................................................................... 47	  

C. List of Abbreviations .............................................................................................. 48	  

6.	   D. References ..................................................................................................... 49	  

 

 



Earth Hour Report 2016 D6.2.3, Version 1.0  Dissemination Level: PU 

 

© Copyright WWF Switzerland and other members of the EC FP7 DecarboNet project 
consortium (grant agreement 610829) 5/51 

  

1. Introduction 
The global environment movement of Earth Hour is taken as the large-scale 
collective awareness campaign use case, which is studied, monitored, and analysed 
in this project. WWF Switzerland; a consortium partner in DecarboNet, is a local 
franchise of WWF International with a special focus of the analysis of the Earth Hour 
campaign activities in Switzerland. 

 

Figure 1: Teaser to join the global Earth Hour movement in 2016. 

This document provides: 

● Background information on the global and Swiss national Earth Hour 
movements. 

● Details and evaluation regarding the national campaign of WWF Switzerland 
for Earth Hour 2016. 

● News and Social Media Coverage for the Swiss Earth Hour campaign. 
● Engagement statistics for the national and global Earth Hour campaigns. 
● Advanced analysis of social media interactions around global Earth Hour.  
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2. Earth Hour Global 

2.1. Movement 

In 2007, WWF initiated Earth Hour as a way of engaging broad sectors of societies 
around the globe to raise their awareness in various environmental issues and 
challenges. WWF embraced the idea of an open sourced campaign that would allow 
communities and organisations to become part of a global movement to protect our 
planet. 

Every last Saturday in March between 8:30 and 9:30 p.m. local times, Earth Hour 
celebrates the symbolic “lights off” hour, which has grown from a one city initiative to 
a mass global event involving more than 178 countries with over 1.2 Million actions 
taken to change climate change.1 The movement is collectively supported by millions 
of individuals, organisations and governments. 

Undoubtedly, as many sceptics point out, attendance and participation in a social 
activity, or turning lights out for an hour on a Saturday night do not necessarily 
reduce carbon emissions. As Cox2 previously pointed out in his discussion of the 
“Step It Up” campaign, that events, citizen mobilizations, and lobbying all need to be 
part of an integrated strategy that has a clear goal. In other words; “mobilization that 
enables a certain end”.3 

As of 2016, WWF’s Earth Hour has grown to become the world’s largest grassroots 
movement for the environment. While a wide-scale switch off of lights for an hour 
remains to be an impactful visual call-out, the action is largely regarded as symbolic, 
and many locally supervised sub-campaigns today have so-called “Beyond the Hour” 
actions, aiming to provide long-lasting improvement for the environment. 

  

                                                

1 https://www.earthhour.org/EH2016-at-a-glance, online, 02.08.2016 
2 Cox, J. R. (2010). Beyond frames: Recovering the strategic in climate 
communication. Environmental Communication, 4: 122–133. 
3 Sison, Marianne D. (2013).  Creative Strategic Communications: A Case Study of 
Earth Hour;  International Journal of Strategic Communication, 7: 227–240. 
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2.2. Campaign 

A detailed description of the global Earth Hour campaign can be found at 
www.earthhour.org and in the Earth Hour 2016 Report4 and Highlights5 respectively. 
Following some information extracted from this report. 

The world is at a climate crossroads. Our actions today will define what tomorrow will 
look like for generations to come and every one of us - individuals, organizations, 
companies and governments - must be a part of the climate action our planet 
urgently needs. 

The Paris Agreement marked the first step toward the climate action our planet 
needs today. 2015 was both the year the world celebrated the first universal climate 
deal and learnt that we had also set a new record for highest global average 
temperatures. As people and nations around the world experience the impacts of 
climate change more than ever, our planet needs unprecedented momentum on 
climate action and it starts with each of us. 

On Saturday 19 March, Earth Hour 2016 was celebrated in a record-breaking 178 
countries and territories across seven continents and aboard the International Space 
Station, serving as a strong visual reminder of the globe’s determination to tackle our 
planet’s biggest environmental challenge yet. 

As skylines dimmed, millions united to shine a light on climate action sending a 
resounding message: this is our time to #ChangeClimateChange. 

In 2016, in recognition of the interconnected world we live in today thanks to social 
media and the crosscutting nature of climate change itself, Earth Hour aimed to move 
the movement for climate action from skylines to timelines. The movement 
encouraged people to not only support climate projects as in previous years, but also 
to help in spreading the word by ‘donating their social power’ and in taking a stand 
against climate change on their own personal landmark- their Facebook and Twitter 
accounts. 

Supporters were invited to ‘shine a light on climate action’ by donating their 
Facebook wall to Earth Hour and allowing WWF and Earth Hour to post climate-
related messages on their wall in the lead up to Earth Hour. Choosing either global or 
localized posts from 26 countries in eight languages, they could invite friends and 
followers to discover the most pressing climate issues facing people and biodiversity 
in their country or region and join efforts to change climate change by helping protect 
forests and wildlife, promoting access to climate education and renewable energy 
amongst others. In addition, they could also change their profile picture to take a 
stand for climate action. With social media being almost as accessible today as the 
light switch was nine years ago, this symbolic gesture was seen as the digital 
                                                

4 https://www.earthhour.org/sites/default/files/Earth%20Hour%202016%20Report.pdf, online, 
02.08.2016  
5 https://www.earthhour.org/EH2016-at-a-glance, online, 02.08.2016 
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equivalent of lights out, the next step in Earth Hour’s evolution as the world’s largest 
grassroots movement for the environment, inspiring and mobilizing people to take a 
stand for the cause of climate action in a deeply personal and powerful way.  

2.3. Earth Hour & Climate Action 

No one causes climate change in isolation and no one can tackle it alone. Changing 
climate change requires innovation in ambition, vision and collaboration and it starts 
with each of us. 

From living rooms to boardrooms and conference rooms, climate action needs to be 
on top of our agenda, for ourselves and our future generations. Together, we can 
decide the world generations to come will live in. From helping shape climate-friendly 
policies to powering the transition to renewables and protecting our forests and 
wildlife from the worst impacts of climate change, Earth Hour empowers every 
individual and communities worldwide to be a part of the future we desire and that 
our children truly deserve. 

Following some examples of global climate action taken during Earth Hour 2016, 
extracted from the official Earth Hour 2016-report. 

2.3.1. Powering the shift to renewables 

A transition to clean, green renewable energy is one of the cornerstones of building a 
climate-safe future. In 2016, teams around the world used Earth Hour to encourage 
people and the grassroots to power this much-needed shift in our current energy 
paradigm. From Scotland to Uganda, people and leaders were invited to deliver on 
their country’s vision and potential to boost renewables. In Cambodia and Myanmar, 
teams organized exhibitions to connect renewable energy suppliers to buyers while 
communities in Tanzania went a step further by bringing renewable energy 
themselves to a dispensary in the Temeke Municipality. If WWF’s ground-breaking 
energy study – The Energy Report – shows us how a 100 per cent renewable future 
by 2050 is within our reach, Earth Hour reminds us of the power of individual actions 
toward achieving this vision. 

2.3.2. Bridging people & policy 

While people are on the frontlines of climate change, they are also our first line of 
defence. From making everyday changes that add up to a large collective impact to 
being the force that drives monumental change, Earth Hour shows us what the 
grassroots can help achieve. And this has never been as critical as it is now. As the 
world stepped into a new era of climate action following the historic COP21 climate 
summit in Paris, WWF teams used Earth Hour 2016 to urge governments to keep the 
momentum going. In Spain, WWF’s Earth Hour campaign called on citizens to help 
gather 50,000 signatures to urge the government to phase out fossil fuels and 
transition to renewables to meet its commitments under the Paris Agreement while in 
India, the team aimed to replicate the prime minister’s ambitious International 
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Alliance for Solar Power at the grassroots and make renewable energy a reality for 
homes and offices. 

2.3.3. Promoting sustainable lifestyles 

Around the world as the impacts of climate change continue to accelerate, teams in 
countries like the UK, Finland, Russia, Ecuador, China and the Philippines also used 
Earth Hour 2016 to create awareness on how our individual actions and choices, be 
it in energy consumption, food or use of transport, can contribute to both the causes 
and solutions. In the Philippines for example, ranked as the third most vulnerable 
country to climate change, as WWF continues to work with the government, 
companies and civil society to promote climate change mitigation and adaptation on 
the ground, the team called on all Earth Hour supporters to pledge to switch to a low-
carbon lifestyle and support efforts to change climate change. In the UK, WWF 
teamed up again with top restaurants and chefs to create sustainable food recipes 
and menus to inspire people to celebrate the planet ‘on their plate’. Supporters were 
also invited to measure their carbon footprint and share sustainable lifestyle tips on 
social media to spread the word. 

2.3.1. Uniting citizens & countries 

Climate change is one of the strongest manifestations of the interconnected world we 
live in today. It transcends physical boundaries and thus efforts to change climate 
change must know no borders, similar to the regional Earth Hour campaigns we saw 
in 2016. For the first time, WWF teams in Southeast Asia, Africa and Latin America, 
joined forces to unite their citizens and countries to tackle regional climate issues. In 
Southeast Asia, teams came together to urge citizens, businesses and governments 
to commit towards protecting Indonesia’s carbon-rich peatlands, the illegal burning 
that contributes to the region’s persistent haze crisis. In Africa, a continent on the 
frontlines of climate change, WWF teams used Earth Hour 2016 to highlight the 
potential of people and communities to change climate change through greater 
awareness, protection of forests and access to renewable energy. In South and 
Central America, home to remarkable biodiversity, people in nine countries raised 
their voice through a regional crowdsourcing campaign to share what climate change 
means to them and take a stand for the local climate issue they cared about the 
most. With each petition signed, pledge shared and on ground action taken, the 
Earth Hour 2016 regional campaigns showed us that together we can change climate 
change 

2.4. Campaign activities of DecarboNet 

All partners provided their support for the Earth Hour campaign, in the form of data 
analysis, social media monitoring, data visualisations, and analysis reports, and 
presentations. The partners summarised their efforts in a set of short stories about 
their climate actions (see Figure 2). These stories were then shared on 
http://www.decarbonet.eu/eh16/ and promoted through their social media, especially 
on twitter. 
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Figure 2: Stories of climate action shared by each project partner 
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Figure 3: EH16 Installation of Climate Challenge (retweeted by Earth Hour Global) 

The project generated a specific Earth Hour 2016 edition of the Climate Challenge, 
game (Figure 3). This edition included: 

• Specific guessing questions, such as “How many people will use their "social 
power"" for Earth Hour 2016? (this includes all Facebook users who either 
change their profile picture or allow the Earth Hour application to post on their 
behalf)" 

• Specific multiple choice questions, such as, “Earth Hour will celebrate its __ 
edition of lights-out in 2016.”, where users needed to complete the number of 
the EH16 edition or “Up until now, Earth Hour has helped to drive legislative 
change in ____ countries.”, where users needed to complete the number of 
countries where EH has helped to drive legislative change.  

• Specific sentiment terms, such as “earth hour” or “climate change” 

Our call for action, posted on the DecarboNet official twitter account, was retweeted 
by Earth Hour Global (EHG) to their 154K followers, thus endorsing our work and 
disseminating it to a far reaching audience.  
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Figure 4: Screenshot of second version of the DecarboNet’s Citizen Engagement 
Platform https://energyuse.eu, further described in D5.2 and D5.3.1 

A much improved and final version of the WP5 Citizen Engagement platform 
(EnergyUse https://energyuse.eu/) was launched prior to Earth Hour 2016 (Figure 4). 
This platform provided multiple functionalities, such as Q&A forums, voting, user 
ratings, access to GEO monitors data, tagging, etc. During Earth Hour 2016, 
EnergyUse was enriched with links to Earth Hour pages and tags, news articles from 
WP3 Media Watch application, and links to the Energy Toolkit (see D1.2). A 
description of EnergyUse and its evaluation be found in D5.3.2.  

In addition to supplying Earth Hour Global with analysis and visualisations of Earth 
Hour social media data, we also provided them with analysis of COP21 related 
campaigns, such as the “Tweet your Leader”-campaign initiated by Earth Hour 
Global. Description of this campaign, and our analysis of it, is included in D6.3.2 
Earth Hour Report 2016. 
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3. 3 Earth Hour Switzerland 

3.1. Movement 

Switzerland joined the global Earth Hour campaign in 2009. In 2016, WWF 
Switzerland decided to follow the global recommendation and use the Earth Hour 
event to shine a light on climate action in 6 short stories (see Figure 7). 

3.2. Goals and Scope 

In 2015 the campaigning team of WWF Switzerland focussed on preparing for both, 
the COP21 and the EH16 campaign. Giving the division of resources between the 
two campaigns the key goal of the EH16 campaign in Switzerland was to ensure that 
municipalities will keep supporting the cause of Earth Hour by switching off the 
lighting of their monuments and have a base to do a larger campaign in 2017. 

3.2.1. Mobilisation 

Share stories of success: 

● Microsite (www.wwf.ch/earthhour): 10’000+ visits & 1’500+ shares 
● Thunderclap with 200+ Supporters, 80’000 social reach. 
● Media release: 200+ clippings 

 
Switch off the lights of your monuments: 

● Municipalities: 30+ on board for the light-out celebration 

3.3. Messages and visuals 

Core Message: “Shine a light on climate action” 

Call-to-action: “share stories of successful climate action” www.wwf.ch/earthhour 

Visuals  

The following visuals (Figure 5 to Figure 8) were used on the WWF-landing page 
www.wwf.ch/earthhour (Mobilisation tool described in D6.1), in social media and for 
media releases. 
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Figure 5: Key visual: Shine a light on climate action 

 

Figure 6: Mobilisation tool: Explanation of key message and call to action: Help protect 
the climate and share the following stories of success  

Engaged people were asked to share the stories of climate action on social media. 
This was done through the WWF mobilisation tool described in Deliverable D6.1 as 
well as directly on Facebook and Twitter.  

 

Figure 7: Stories of climate action shared through WWF Switzerland and its followers 
during EH 16 
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As in the year before, the mobilisation tool also contained a map of Switzerland 
showing all the municipalities who took part in the light out celebration (cf. Figure 8). 

 

Figure 8: Swiss municipalities who took part in the light out celebration 

3.3.1. Dissemination 

To reach the public, information on the EarthHour-topic was placed in the owned 
channels like the WWF-Magazine, the Newsletter (February and March), a Teaser on 
the general WWF.ch-website, a sub-/landing- page on WWF.ch (wwf.ch/earthhour) 
and a Google grants branded campaign. Additional to the owned there is earned 
communication through two media releases6 and several posts on Twitter and 
Facebook (cf. Figure 9). 

                                                

6 Media release1: http://www.wwf.ch/de/aktuell/medien/medienmitteilungen/?2024/Earth-
Hour-in-Zurich-Basel-New-York-oder-Antananarivo-Klimaschutz-geht-um-die-Welt  
Media release2: http://www.wwf.ch/de/aktuell/medien/medienmitteilungen/?2031/10-Earth-
Hour-Morgen-geht-weltweit-das-Licht-aus  
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Figure 9: EH16-posts on Facebook 

3.3.2. Stories on climate action 

Table 1 provides a translation from German to English and a summary for the stories 
shown in Figure 7 and Figure 9. They describe climate action of groups, companies 
and individuals. 

Table 1: Stories about success with regard to climate action, used on 
www.wwf.ch/earthhour and Facebook. 

Nr. Title Story 
1 Sonnige Zukunft 

/Sunny future 
Renewable energy sources like solar and wind are winning 
the race against fossil-ones like oil and coal. For the first 
time, in 2015 the newly built capacity for renewables was 
higher than for fossil (on a global scale). 

2 Die Macht des 
Einzelnen 
/the power of 
individual people 

People were demanding effective climate protection and the 
politicians created a global climate agreement at COP21. 
Individuals can do even more by reducing their individual 
ecological footprint. 

3 Plusenergiehäuser 
“plus-energy-houses” 

Buildings can be part of the solution if they produce more 
energy than they consume. There are great examples of 
such plus-energy-houses… 

4 Weniger China already feels the consequences of climate change: 
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Treibhausgase 
/less 
greenhousegases 

more droughts in some area, more storms and floods in 
others. Therefore, they got active and cut down on coal and 
for example increased its production of energy from wind 

5 Schweizer Pionier-
Gemeinden 
/Swiss municipalities 
as pioneers 

The Swiss municipality of Erstfeld is one of the winners of 
the European Energy Award Gold. They use 100% 
renewable energy from hydropower and solar and have 
exemplary concepts that include education about energy use 
for pupils help to improve energy efficiency in households 
and reduce emissions from car traffic.  

6 WWF 
Partnerschaften 
/WWF Partnerships 

Many companies have fear investing in future technologies. 
However, some have realised the great opportunities and 
benefits they will have in the future by using sustainable 
technologies. WWF partners are such early adapters: post-
mail is using electric scooters, retailers invest in energy 
efficiency and IKEA installs photovoltaics on the rooftops of 
their stores and their customers’ houses. 

 

3.4. Results & Discussion 

In this section we present a quantitative overview on Earth Hour 16 engagement 
through the microsite wwf.ch/earthhour, two media-releases, and social media posts. 
Each subchapter concludes with learnings/comments from WWF. 

3.4.1. Engagement Statistics microsite 

Table 2 shows the interactions tracked with Google analytics on the microsite 
www.wwf.ch/earthhour between the 1st and the 19th of March 2016.  

Table 2: Success regarding Call to action: share stories of success trough microsite 
(source: Google analytics) 

Visits Users Average 
time on site 

Drop-
rate 

FB 
shares 

Twitter 
Shares 

E-Mail 
Shares 

Conversion 
rate “share” 

7612 6293 00:01:54 59% 216 31 36 4% 
 

In 2016 only 4% of the people who visited the microsite did follow the proposed call 
to action and shared the stories through social media. For comparison: In 2015, 
74.3% of the people who visited the microsite did follow the proposed call to action 
and signed the petition of the climate alliance (cf. D6.2.2, Table1). 

Comments: It was expected that the conversion rate would be lower for this more 
demanding kind of call to action (authoring stories on microsites). However, the 
internal target was to get 10% out of at least 10’000 visitors to share the stories. With 
283 out of 7612 visitors this target was clearly missed. The drop rate was expected to 
be high, as no follow-up was implemented. 



Earth Hour Report 2016 D6.2.3, Version 1.0  Dissemination Level: PU 

 

© Copyright WWF Switzerland and other members of the EC FP7 DecarboNet project 
consortium (grant agreement 610829) 18/51 

 

3.4.2. Social Media Engagement statistics 

WWF (@WWF_Schweiz) posted 44 tweets between the 1st and the 19th of March 
2016. In Germany, Austria and Switzerland, in total 487 tweets containing 
#earthhour2016 were released in this timeframe. 

On Facebook, during the same time, WWF Switzerland released 9 posts, each in 
German, French and Italian, telling about the EarthHour event and referring to the 
stories shown/described in Figure 9 and Table 1 respectively. Figure 10 describes 
the success with regard to user engagement for each of these posts on Facebook. 

 

Figure 10 Facebook: User engagement (likes, comments, shares/reposts, clicks on 
embedded links), numbers on primary axis (left) and views in total, numbers on 
secondary axis (right)  

Comments: Including a Video in Facebook-posts helped to increase the organic 
reach. The peak for the post “EH: Story Footprint” was the result of a great 
performance of the Italian version. During the light out – event (EH: Die Stunde) there 
was less social media interaction than during earlier years. This seems to be 
because of the lack of a great call to action for the event. 
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3.4.3. News media coverage 

The first media release (04.03.16, “Earth Hour in Zürich, Basel, New York oder 
Antanarivo: Klimaschutz geht um die Welt”) earned 51 clippings, mostly coming from 
cities that participated in the light out session and international agencies. 

Comment: For 2017 it is recommended to start again with such an early media 
release to (re-)introduce the campaign idea to the public and create momentum for 
discussions within the public and getting more municipalities engaged in the lights 
out action. 

The second media release (18.03.16, “10. Earth Hour: Morgen geht weltweit das 
Licht aus”) was more successful and earned 142 Clippings. 

Comment: This media release performed good compared to other WWF-media 
releases during the year.  This even though there was little personal effort needed 
from WWF and no specific call to action was included. Like in 2015 many Radio-
Interviews composed the broadly spread core message. Some media created their 
own before-afterwards-pictures from monuments and cities to show the visual impact 
of the light out. This is great for WWF as the campaign is spread via self-propagating 
sources and less personal budget has to be allocated for planning and executing the 
campaign.  

3.4.4. Participation of Cities in light out ceremony 

In 2016, 33 Swiss cities, including all major cities (except Bern) took part in the light 
out celebration. Several cities did celebrate in elaborate events. 

Comment: The number of participating cities stays steady on a high level over the 
years. However, like in 2015, one major city did not participate (in 2016 it was 
Winterthur). We have to check the specific reasons by talking to the representatives 
directly. 

3.4.5. Comparison of user engagement in 2015 and 2016 

In Table 3 the user engagement on the WWF microsite (www.wwf.ch/earthhour) and 
social media as well as the success regarding clippings of media releases and 
participating cities is compared for Earth Hour 2015 and 2016. 

Table 3: Comparison of different measures of user engagement success campaigns of 
WWF Switzerland for EarthHour 2015 and 2016 (source: Google Analytics) 

Parameter	   EH	  2015	   EH	  2016	   Difference	  2016/2015	  

Timeframe	   23.2.	  -‐	  28.3.16	   1.3.	  -‐	  19.3.16	   	  	  

Call	  to	  Action	   sign	  the	  petition	   share	  the	  stories	  of	  
success	  
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Microsite	   	  	   	  	   	  	  

Visits	   19'743	   7'612	   -‐61%	  

Facebook	   	  	   	  	   	  	  

Number	  of	  Posts	   15	   8	   -‐47%	  

Views	  Organic	   127'780	   271'912	   113%	  

Views	  Paid	   38'380	   587'822	   1432%	  

Views	  Total	   166'160	   859'734	   417%	  

Likes	   3'060	   4'780	   56%	  

Likes/Post	   204	   598	   193%	  

Shares	   824	   1'419	   72%	  

Shares/Post	   55	   177	   223%	  

Comments	   247	   259	   5%	  

Comments/Post	   16	   32	   97%	  

Clicks	   1'701	   505	   -‐70%	  

Clicks/Post	   113	   63	   -‐44%	  

Media	  release	   	  	   	  	   	  	  

Clippings	  	   215	   193	   -‐10%	  

Municipalities	   	  	   	  	   	  	  

Number	  of	  participants	   30	   33	   10%	  

 

Most measures of engagement (likes, shares, comments) per post on Facebook 
were much better compared to earlier campaigns (cf. Table 3).  

Comment: The general approach to focus on success stories works well, however 
the call to action: “share this story” is weak and was not followed by many. We need 
a special proposed action for the hour itself. 
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3.5. Concept Evaluation and next steps (WWF) 

3.5.1. Concept evaluation 

Learnings and Concept evaluation for the campaign are summarized in Table 4. 

Table 4: Remarks on Concept 

Positive Negative 
Cost-benefit-ratio in general No concrete call to action. 

Message «there is much going on with 
regard to climate change» works great 

News-value of facts low. Stories not that 
attractive for social media user 

Liked the idea to work with stories of 
success 

Visuals and content not well aligned 
between Newsletter, print and social 
media 

Content was interesting, in short time the 
team was able to gather a lot of stories of 
success 

Started planning to late. Lack of time 
was reason for low quality of content. 

SocialMedia in combination with Microsite 
works well 

Inputs from EHG to late (will hopefully 
be better next year) 

Videos help to increase organic reach on 
Facebook a lot 

Bad cost-benefit ratio for survey on the 
street. 

Private radios like the stories about Earth 
Hour 

The Idea of “Donate your Feed” is 
impractical for Switzerland. 

Aligned with EHG-concept «Shine a light 
on climate action» 

Nearly no contacts to external 
authorities because there was no special 
story to work on Microsite was attractive 

Great media attention in general 

 

3.5.2. Next steps 

Earth Hour 2017 will be celebrated on Saturday, 25th of March 2017 from 20.30 to 
21.30. Core message will again be “shine a light on climate action”. By elaborating on 
findings in the Decarbonization Methodology (D1.1.2) and three years of analysis of 
the EH campaign in DecarboNet, WWF Switzerland and WAAG Society co-created 
ideas and a list of recommendations for the global EarthHour-campaigning team. 
These findings will be discussed with the EHG-team in mid-December 2016.  

Our hope is to enable the EHG-Team to improve their website and to provide 
communication items that in turn will enable more people to change their individual 
behaviour in a more environmentally friendly direction, and to enable other people to 
do follow suit. One key aspect, for EHG to do so, would be the maintenance and 
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design of their website. It should enable people to participate and share stories 
during the whole year, not only during a few weeks in March. Ideas and 
methodologies on how this could be achieved are thoroughly described in D1.1.2. In 
addition, recommendations on how to shape environmental campaigns to increase 
engagement and help users to move in the direction of change are documented in 
the following DecarboNet paper [Fernandez et al., 2016], nominated for best paper 
award at Websi2016, and presented to the EHG team.  
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4. Advanced Campaign Analysis 
In this section, we detail the run-time and offline analyses that have been conducted 
during and after the 2016 EH campaign, with the collaboration and participation of 
multiple WPs - particularly WP2, 3, 4 and 6. 

To track the online coverage about Earth Hour and to perform a run-time analysis of 
the campaign, we launched three specific installations of the DecarboNet tools: an 
installation of the Media Watch on climate change (D3.2.1),7 an installation of the 
GATE NLP tools,8 and an installation of WP4’s analytic tools. The run-time and 
engagement activities performed during the campaign have been complemented by 
an off-line analysis that aims to answer specific questions about engagement by 
analysing users, content and topics that emerged within the social media discussions 
around the campaign. Specifics about the installations, the data collected, the 
analysis methods and the obtained results are reported in the following sections.  

4.1. Media Watch on Climate Change 

To track the run-time coverage of Earth Hour 2016, a specific configuration of the 
Media Watch on Climate Change (MWCC)9 was deployed to gather news and social 
media content on EH16 for run-time visual analytics. The additional functions have 
been made accessible to the public, and was visited by 3800 unique users between 
01/03/2016 and 10/04/2016, approximately 20 days before and after the EH2016 
campaign. The resulting analyses were disseminated actively using various social 
media channels including Twitter, Facebook and Google+.  

Figure 11 shows a screenshot of the MWCC Earth Hour configuration. The different 
visualisations of the dashboard revealed interesting trends during the event. The 
technical aspects of these visualisations are explained in D3.2.1. In the following 
sections, we summarise these visualisations and explain the different insights that 
they provided about Earth Hour 2016. 

 

                                                

7 http://www.ecoresearch.net/climate/search/topic/8/165/EarthHour, Online: 15.09.2015 
8 https://gate.ac.uk/ 
9 http://www.ecoresearch.net/climate, Online: 15.11.2016 
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Figure 11: Screenshot of the Media Watch on Climate Change Earth Hour Installation. 

4.1.1. Activity and Content Analysis 

The activity analysis in the form of a trend chart is shown in Figure 12. This 
visualisation gives stakeholders a quick insight into the level of activity around the 
campaign, and around particular topics of interest (the shown “Share of Voice” value 
is based on frequency data, corrected for temporal variations through dividing the 
number of daily mentions by the total number of documents mirrored on that day). As 
we can see in both figures, the Earth Hour topic started gaining popularity at the end 
of February, progressively increasing, as the day of the campaign was getting closer.  
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Figure 12: MWCC Visualisation of EH 2016 coverage vis-à-vis major climate change 
topics (grey dotted line in top diagram), and drill down to distinguish positive, neutral 

and negative coverage about EH 2016 (bottom diagram) 

74% of the articles reflect a positive sentiment. News media coverage about EH16 
was very focused on the event as such, but did include a wider discussion of climate-
related topics such as mitigation, adaptation, climate policy, or climate science. This 
observation is also confirmed by the run-time lexical analysis of the campaign via the 
MWCC word tree visualisation shown in Figure 13, representing discussion threads 
on the day before the campaign. The root of the tree is the search term (in this case 
“earth hour”). The left part of the tree displays all the sentence parts that occur before 
the search term (prefix tree) and the right part those that follow the search term 
(suffix tree). These branches (left and right) help users to spot repetitions in 
contextual phrases that precede or follow the search term. Figure 13 shows 
discussions about the date and time of the campaign, as well as the messages 
promoting the event and related activities (“remember”, “support” “tweet us”, etc.)  

 

Figure 13: Word Tree representation of online coverage about the Earth Hour 2016 
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The keyword graphs in Figure 14 shed more light on the specific associations with 
the EH16 event by news media (left) as well as social media users (right), including 
the sentiment (via colour coding) and the most popular co-occurrences between 
terms. Popular terms include the campaign hashtag #changeclimatechange as well 
as temporal and geographic references to campaign activities. 

   

Figure 14: Keyword graph with EH 2016 associations extracted from news media (left) 
and social media (right) 

The geospatial analysis, as described in D3.2.1, shows the distribution of Web 
coverage (in this case reference to locations co-occurring with the term “Earth Hour”), 
as shown in Figure 15. The position of the round markers is determined by the 
geographic coordinates of these references and their size is proportional to the 
number of documents (posts, news articles) referring to a specific position. Locations 
that appear in posts/articles talking positive about EH are green, locations that 
appear in posts/articles talking negative about EH are red, the grey ones are neutral 
(or controversial, i.e., half positive and half negative). The arrows always originate 
(i.e., the thin end) in the country centre (US, Canada, UK, AU, NZ) and then point 
towards the marker that represents the locations referenced in the article(s) - i.e., the 
direction is shown by the thickness of the line – thin = source; broader = target 
location. Red markers do not necessarily reflect a negative perception of the event, 
but can be an indicator for the discussion of environmental problems in a local 
context. 
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Figure 15: Geographic distribution of Earth Hour 2016 coverage 

4.1.2. Author Analysis 

In addition to the activity and content analysis presented in the preceding section, the 
MWCC also provides the means for author analysis – i.e., the analysis of the 
information sources to identify opinion leaders that are driving the discussions around 
the campaign. Figure 16 represents the EH16 opinion leaders among organizational 
authors – including both environmental organisations such as WWF and Earth Hour, 
as well as news media outlets such as The Guardian. The size of the markers 
represents the reach of each source, their horizontal and vertical position their EH 
articles’ average frequency and sentiment, respectively. 
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Figure 16: Opinion Leaders among news media channels in the EH16 online discussion 

Figure 17 shows the most active Twitter accounts during the time of the campaign. 
The @earthhour account leads the conversations, but individuals show a high level 
of participation as well – many of them publishing more than 100 EH16 tweets 
between March 1st and April 10th 2016. The grey terms underneath the name of the 
source are source-specific keyword associations. The average sentiment of a Twitter 
account’s EH16 posts is shown in the right column, next to the avatar. 
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Figure 17: Active Twitter accounts participating in the EH16 online discussion 

 

4.1. The GATE Real-Time Analysis Pipeline 

The GATE real-time analysis pipeline from USFD was focused on the extraction of 
relevant users and linguistic features happening within the Twitter dialogues around 
the campaign. These incorporated the analysis tools and services developed in WP2, 
which formed the basis of the discovery of mentions of verbs, environmental terms, 
sentiment and opinions, hashtags and user mentions. Although this tool was not 
open to the public, its results were disseminated in real time, via the DecarboNet 
tweeter channel.10 

4.1.1. Hashtag Analysis 

Complementing the lexical analysis provided via MWCC, USFD also provided a 
hashtag analysis at different times of the campaign. The following image displays the 
most popular hashtags after the Central European (CET) Earth Hour time. 
#earthhour2016, #earthhour, and the key message of the campaign 
#changeclimatechange were among the most popular hashtags. As with EH2015, 
hashtags around the freedom of President Mohamed Nasheed were also prominent 
around the campaign.  
                                                

10https://twitter.com/DecarboNet 
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Figure 18: Most popular hashtags after the Central European (CET) Earth Hour 

 

4.1.2. Sentiment Analysis 

The following figure presents the Twitter sentiment analysis conducted by GATE by 
observing the sentiment of the posts around some of the key discussions of the 
campaign (Earth Hour, Lighting, Climate Change and Climate Action). As we cam 
see by the figure, the amount of positive posts around Earth Hour, as well as the co-
current topics is significantly higher than the negative ones, showing a positive social 
perception of the campaign.  

 

Figure 19: Sentiment Analysis around the tweets of EH2016 
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4.1.1. Verb Analysis 

The following co-occurrence matrix displays a linguistic analysis showing the top 20 
verbs co-occurring with terms in the EH2016 tweets. An analysis of the verbs reflects 
the type of actions that people are discussing. As we can see in the matrix, several 
verbs such as change, save, love, begin, show that conversations are centred on the 
key goal of the campaign, raise awareness and promote behaviour change. Other 
verbs such as join, help, donate, support, also reflect actions to engage with the 
public and encourage them to join the cause. We can also see the top issues 
mentioned in the tweets, which apart from the expected ones like Earth Hour, 
lighting, climate action, climate change and environment, we can see more specific 
discussions around renewable energies, sustainability, emissions, pollution, storms, 
etc. 

 

Figure 20: Top 20 verbs co-occurring with terms in the EH2016 tweets 

 

4.1.1. Mentions Analysis 

The GATE real-time analytics pipeline also enables the analysis of user mentions 
within tweets. The following image displays the top 30 users mention within the 
#EarthHourUK tweets. Among these users we can highlight Earth Hour, and 
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WWFUK, but also media organisations, such as BBCNews or The Guardian, 
Governmental organisations, such as the Scottish Parliament (ScotParl) and 
commercial organisations and UK landmarks, such as Harrods. 

 

Figure 21: Top 30 most mentioned users in #EarthHourUK tweets 

 

4.2. Offline analysis of Earth Hour 2016 

In addition to the real-time monitoring of the Earth Hour 2015 campaign via the 
specific MWCC and GATE installations we have also performed several offline 
analyses to measure engagement towards the campaign. This analysis includes an 
in depth study of the different factors (user and content attributes) that influence 
social engagement as well as the topics that were prominent amongst the 
discussions around the Earth Hour 2016 campaign. To do so, we follow the same 
approach for data collection and analysis that was reported in D6.2.2. We report in 
this deliverable the results of our analysis but we encourage the reader to check 
D6.2.2 for specific details of the analysis methodology. 

4.2.1. Social Media Data Collection 

Our pipeline considers the information collected by the Media Watch installation as 
the base dataset for the offline analysis. This installation collected a dataset of 
171,303 Twitter posts coming from 99,179 users between 11/03/2016 and 
02/04/2016 by using the Twitter Streaming API. As specified by Twitter,11 the public 
streaming API caps the number of messages sent to a particular client to a small 
fraction of the total volume of tweets at any given moment. To enhance these data, 
we made use of the Twitter search API. The collection process is therefore divided in 
two steps: 

                                                

11  https://dev.twitter.com/docs/faq, Online: 15.09.2015  
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● In a first step we use the data collection techniques developed by WP2 to 
filter the Twitter stream, obtaining posts in real time around Earth Hour. These 
posts are pre-processed and stored. 

● In a second step, we enriched the previously collected dataset by recursively 
adding the parent tweets of replies and retweets. By performing this process 
we enriched the dataset to 203,621 posts coming from 99,179 users 

The distribution of the posts with respect to time (UTC) is illustrated in Figure 22. The 
distribution is consistent with a high volume of posts around the local earth hour time. 

 

Figure 22: Posts per hour during EH Day Saturday March 19th 2016 

After discarding retweets (which are distinguished by their text starting with “RT @”) 
we analysed the 72,631 remaining tweets (66% of the total dataset) and we observed 
that: (i) about 5.9% of tweets were retweeted 9 or more times, and 60% were never 
retweeted (see Figure 23). 
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Figure 23: Number of posts with a given number of retweets. 

4.2.2. Characterising Engagement 

Once the data has been collected, our goal is to characterise engagement towards 
the Earth Hour campaign in Twitter and to study which factors influence engagement. 
As for last year’s campaign, we consider retweeting as the strongest engagement 
indicator. Table 5 presents a quick overview of the top tweets in our dataset that 
have received a high number of retweets. Tweets receiving higher attention levels 
were posted by celebrities and world leaders such as Leonardo Di Caprio, who 
played a big role in the 2016 campaign, the Dalai Lama, Tim Peake (astronaut and 
British army officer) or the actor Liam Hamsworth.  

Table 5: Top 10 retweeted posts around Earth Hour 2015 

Post Retweets 

Together we can #changeclimatechange. Take part in #EarthHour today: 
https://t.co/UQpbVblWHa https://t.co/aOkhkAUp5G 

6190 

Planet Earth is beautiful. Protect it &amp; take part in @wwf #EarthHour 
Saturday 19 March 20:30 https://t.co/6AYXG2bEgs ht… 

4595 

Help protect the Great Barrier Reef with @World_Wildlife: 
http://t.co/HZnrQUnMp7 Please RT! #FightForTheReef http://t.co… 

3396 

This planet is our home and Tibet its roof. We need #climateaction for 
#Tibet - the #RoofOfTheWorld #COP21 #ADP2015 https://… 

2371 

Demand #ClimateAction with me with me! Learn more by watching 
#24hoursofreality with us on @go90 Nov 13 9am PST! #sp 

2247 

Join me this Earth Hour March 19, 8:30 pm and #ChangeClimateChange. 
Visit https://t.co/iMPqkCBIcZ @WWF https://t.co/oa5gNy1Vwe 

2199 
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Join me this Earth Hour March 19, 8:30 pm and #ChangeClimateChange. 
Visit https://t.co/iMPqkCBIcZ @WWF https://t.co/oa5… 

2199 

Sickened by oil drilling near her home, @NalleliCobo shows how youth 
&amp; communities can take #ClimateAction @STAND_LA https… 

2171 

 

4.2.3. Feature engineering 

In D6.2.2 we described the set of factors (features) used to analyse the Earth Hour 
2015 campaign, which are the same features used to analyse the EH2016 campaign. 
These factors were extracted from relevant literature in the area and included 
features reflecting characteristics of the users posting the messages as well as how 
the posts were written and when they were published. In this section we summarised 
these features for clarity. 

User Features 
● In-degree: This feature measures the number of incoming connections to the 

user.  
● Out-degree: This feature measures the number of outgoing connections from 

the user.  
● Post Count: Measures the number of posts that the user has made over 

her/his life in the system. 
● User Age: Measures the length of time that the user has been a member of 

Twitter. 
● Post Rate: Measures the number of posts made by the user per day.  

Content Features 
● Post length: Number of terms in the post. 
● Complexity: Cumulative entropy of terms within the posts to gauge the 

concentration of language and its dispersion across different terms. Let n be 
the number of unique terms within the post p and fi the frequency of the term t 
within p. Therefore, complexity is given by:   

 
● Readability: This feature gauges how hard the post is to parse by humans. To 

measure readability we use the Gunning Fox Index12 using average sentence 
length (ASL) and the percentage of complex words (PCW).  

 
● Referral Count: number of hyperlinks (URLs) present in the posts. 
● Mentions: number of mentions to other users within the posts. 

                                                

12http://en.wikipedia.org/wiki/Gunning_fog_index 
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● Informativeness: The novelty of the post’s terms with respect to the other 
posts. We derive this measure using the Term Frequency-Inverse Document 
Frequency (TF-IDF) measure, which is commonly used in Information 
Retrieval: 

 
● Polarity: Average polarity (sentiment) of the post. We are computing 

sentiment by using SentiStrength,13 a state of the art method for analysing 
sentiment in social media data. 

● Time of the day: Time when the tweet was posted (e.g., 20:00) 
● Media: whether the post contains a media item (picture) or not 
● Tags: whether the post contains at least one hashtag or not 

 

4.2.4. Engagement Analysis 

To identify the key characteristics of the posts that are retweeted (generating 
attention), we have performed two different analyses: 

● Our first goal is to identify the characteristics of those tweets that are followed 
by an engagement action (retweet). We call these tweets the seed posts.  

● Our second goal is to identify the characteristics of those seed posts that are 
followed by a high level of engagement (high number of retweets) 

The distribution of tweets in our filtered dataset (after removing duplicates or 
retweets, i.e., maintaining only the original tweets that were retweeted) is described 
in the following table. As we can see, 60% of the tweets were non-seeds, i.e., were 
never retweeted, vs. 40% of tweets that received at least one engagement action. 

Table 6: Seeds vs. non seeds posts in Earth Hour Dataset 

Dataset Posts Seed  Non seed  

Earth Hour 2016 72,631 29,265 (40%) 43,366 (60%) 

 

4.2.4.1 Classification of Tweets 
To classify tweets (seeds vs. non-seeds) we train different Machine Learning (ML) 
classifiers using historical data, and select the one that provides the most accurate 
classification of seed posts from non-seed posts. This classifier automatically 
assesses the probability of a tweet to generate attention and engagement, depending 
on the features of the tweet. To create the different classifiers we under sample the 

                                                

13http://sentistrength.wlv.ac.uk/ 
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negative class and generate a balanced dataset of 29,265 seeds vs. 29,265 
randomly selected non-seed posts. We use 10-fold cross validation to test their 
performance. Once the optimal classifier is identified (in this case the J48 decision 
tree), we remove one feature at a time from the classifier, and measure the drop in 
performance. Those features that generate a higher performance drop are the most 
discriminative ones, i.e., they are the ones that better distinguish the seed posts 
(those generating engagement) from the non-seed posts (those that are less likely to 
be retweeted, replied to, or favoured). 

Posts that are followed by an engagement action tend to have a higher number of 
unique terms (complexity), are more informative, have mentions present in the 
posts and come from accounts that have a higher number of followers (in-degree), 
and are following more accounts (out-degree). To visualise how the set of relevant 
features differ between seeds and non-seed posts we are using boxplot 
visualisations for non-Boolean attributes (see Figure 24). For the relevant Boolean 
feature, mentions, we report in Figure 25 the different distributions where the seed 
posts are displayed (blue colour) and non-seed posts are displayed (red colour). As 
we can observe from this figure, tweets generally getting an engagement action 
(retweet) tend to mention other users within the content. 

 
 

Figure 24: Difference in distributions for non-Boolean features (seed vs. non-seeds) 

 

Figure 25: Difference in distributions for the Boolean feature mentions  
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2.4.2 Attention Levels 
For our second analysis, our goal is to determine which are the characteristics of 
those seed posts that generate higher attention levels (i.e., higher number of 
retweets). To obtain this information, we created a linear regression model, where 
the different attributes or factors listed above are used to approximate the number of 
engagement interactions that a tweet is receiving.   

Table 7 presents the results of this analysis. Multiple features seem to be significant. 
Regarding content, posts that are longer, more informative, containing media 
items and mentioning other users tend to be more retweeted. In the same way, 
posts coming from users with a higher in-degree, i.e., a higher level of followers and 
that have been posting frequently for longer periods of time tend to also be more 
retweeted. As opposed to what was perceived in previous campaigns, sentiment 
does not seem to be a key variable to spike engagement. This is due to the fact that 
most tweets in our dataset are either neutral or positive, but very few tweets can be 
found expressing negative sentiment. 

Table 7: Logistic Regression Coefficients. Signif. codes:  0 ‘***’ 0.001 ‘**’ 0.01 ‘*’ 0.05 ‘.’ 
0.1 ‘ ’ 1 

Factor Regression 
Coefficient 

Significance 

Length +0.638 *** 

Complexity +0.155 * 

Readability +0.097  

Referral Count -0.096 ** 

Informativeness -0.094 *** 

Polarity -0.081  

Mentions -0.049 *** 

Time of the day -0.045 . 

media -0.034 *** 

In-degree +0.070 *** 

out-degree -0.009  

Post count +0.007 ** 

Age +0.003 ** 

Post rate -0.001 ** 
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4.2.4.3 Topic Analysis 
The following section aims to analyse the key topics of interest around the Earth 
Hour campaign, i.e., the topics and themes that kept users more engaged with the 
campaign. To extract these topics we have followed three main approaches: 

● The first approach aims to analyse the hashtags contained within the tweets. 
Hashtags are keywords preceded by the # symbol that users include in the 
tweets to express their main themes.  

● The second approach uses semantic annotators to process the text of the 
tweet and to identify the key entities (places / products / companies, etc.) that 
appear in the tweets under analysis. 

● The third approach uses Latent Dirichlet Allocation (LDA) to analyse which 
topics (keyword/document distributions) are discussed by Twitter users during 
the Earth Hour campaign.  

4.2.5. Hashtag Analysis 

The tag cloud displayed in Figure 26 shows the main Hashtags appearing in our 
Global Earth Hour dataset. The size of the hashtag is an indication of its frequency 
within the dataset. The colours are for better visualisation but do not convey any 
meaning.  Note that we have removed the main hashtags (#earthhour and 
#earthhour2016) for a better visualisation, since its frequency is significantly higher 
than the one of the other hashtags. As we can see, the main hashtags of interest 
during the campaign include: 

● changeclimatechange, climateaction: These hashtags represent the 2016 
campaign slogan for calling people to action and change climate change. 

● Parisagreement, cop21: these hashtags emerged in EH2016 due to the 
COP2114 event happening in Paris. 

● Connectrivers, watermanagment, savewater are hahstags that also emerged 
during EH2016 due to the plans of the Indian government to divert Ganges 
and Brahmaptra rivers.15 

Other hashtags like the following ones were also common during the EH15 and 
EH15 campaings 

● iniaksiku is a term used during the campaign in Indonesia. It means 'ini 
aksiku, mana aksimu'  (this is my action, what is ours). It is the Indonesian 
version of IWIYW (I will if you will)  

● Hashtags related with climate change, climate, earth, energy, lights and 
sustainability, which are the main messages associated to campaign.  

                                                

14 http://www.cop21paris.org/ 
15 https://www.theguardian.com/global-development/2016/may/18/india-set-to-start-
massive-project-to-divert-ganges-and-brahmaputra-rivers 



Earth Hour Report 2016 D6.2.3, Version 1.0  Dissemination Level: PU 

 

© Copyright WWF Switzerland and other members of the EC FP7 DecarboNet project 
consortium (grant agreement 610829) 40/51 

 

● Hashtags related to the prohibition in Maldives to switch the light for Earth 
Hour16 and the campaign that follow in order support the liberation of 
president Nasheed, globally known for his advocacy against climate change 

● Hashtags related to the organisers of the event (WWF, EarthHour, 
EarthHourUK, etc. 

 

Figure 26: Top hashtags within the English Global Earth Hour datasets 

4.2.6. Latent Topics Analysis 

In addition to the hashtag analysis we have also performed a keyword/topic analysis 
to understand what are the key terms emerging during the campaign, how these 
terms correlate with each other, and how these terms describe the social media 
conversations around the campaign. 

                                                

16 http://minivannewsarchive.com/politics/dont-switch-off-lights-for-earth-hour-says-home-
ministry-95071#sthash.kWv1guLO.dpbs 
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Figure 27: Most popular terms around the Earth Hour 2016 campaign 

Figure 27 shows the most popular terms around the campaign, in particular those 
terms appearing more than a thousand times within our dataset with its associated 
frequency. Not surprisingly, the terms earthhour, earth, and lights are among the 
most popular within our dataset. However, prominent terms from this year’s EH16 
campaign also include the slogan of the campaign (changeclimatechange, action or 
climate action), showing the effectiveness of the campaign on spreading the 
message.  
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Figure 28: 
Hierarchical 

clustering of the EH 
terms  

Figure 28 shows 
how words around 
the EH16 campaign 
cluster in different 
themes. The first 
and the last cluster 
group around earth 
hour, and the theme 
of lights. The 
second cluster 
groups around the 
theme of water, 
water management, 
connecting rivers 
and avoiding floods. 
As mentioned 
before this 
particular theme 
emerged in EH16 
because of the 
decision of the 
Indian Government 
of merging rivers 
within the country to 
distribute water. 
The third and 
biggest cluster of 
terms groups 
mainly around the 
EH day, the 
celebration, and the 
action of switching 
off the lights. The 
fourth cluster 
represents the key 
message of the 
campaign “change 

climate change” and the call for action so that people join the cause.   

To further understand how words and tweets group together around conversations 
we have performed Latent Dirichlet Allocation (LDA) with 5 topics. The goal of this 
analysis is to observe what are the relevant topics emerging from the Earth Hour 
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2016 Twitter conversations. LDA generates topics as bags of words where each topic 
is represented by a distribution of words. In the following figure we can observe the 5 
topics extracted and how many documents (tweets) fall in each particular topic. We 
display the first four words of each topic for clarity. As already reflected in the 
previously performed clustering analysis, the most popular topics are Topics 1 and 3, 
focus around earth hour and the action of switching of the lights, followed by topics 4 
and 5, which represent the key message of the campaign “change climate change” 
(topic 4) and the call for action so that people join the cause (topic 5). Topic 2 
focuses on the time of the campaign and its celebration around the world. 

 

Topic1 Topic2 Topic3 Topic4 Topic5 
Earthhour Time Earthour Earthhour Earthhour 
Lights World Hour Change 

climatechange 
Change 
climatechange 

Climateaction Pm Earth Climateaction Help 
turn Earth hour lights can join 

 

Figure 29: LDA Topic Distribution for the Earth Hour 2016 campaign 
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5. Conclusions 
This deliverable reports on the project activities surrounding the Earth Hour 2016 
campaign. For Earth Hour 2016 WWF Switzerland generated messages and visuals 
encouraging individuals to share stories of successful climate actions. This was 
translated into high engagement of the public with the stories generated by WWF for 
the campaign but not on a high engagement in terms of individuals sharing their own. 

The DecarboNet team also engaged the public by creating specific installations of the 
software that is being developed within the project. Specific installations of the 
MWCC, the EnergyUse Citizen Engagement Platform, Climate Challenge and the 
GATE analysis tools were provided. These tools were not only focused on generating 
engagement but also on generating run-time analytics that were disseminated during 
EH16 via the DecarboNet Twitter channel. Some of these analytics highlighted the 
positive sentiment around the campaign and its focus on the key message (change 
climate change) as well as its relevant topics (renewable energies, sustainability, 
emissions, pollution, storms, etc.)   

An offline analysis of the social media impact of the campaign was also conducted by 
analysing more than 200K tweets collected during the campaign. We observed that 
posts that are followed by an engagement action tend to be longer, informative, have 
a picture attached, come from popular and older accounts, and include mentions to 
other users. By analysing the topics of these Tweets we observed that posts were 
clustered around earth hour, and the theme of lights, the theme of water 
management, the EH day and its celebration and the key message of the campaign 
“change climate change” and the call for action so that people join the cause.   

The DecarboNet team is now helping to shape the future Earth Hour campaigns in 
collaboration with Earth Hour Global. By elaborating on findings in the 
Decarbonization Methodology (D1.1.2) and three years of analysis of the EH 
campaign, WWF Switzerland and WAAG Society co-created ideas and a list of 
recommendations for the global EarthHour-campaigning team.  
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