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Our project
With the existing Climate Change scenario, by 2030, water 
scarcity in some arid and semi-arid places will displace  up to 700 
million people worldwide. Even though these are speculative 
numbers, the following years will be dramatic for our planet.
It is a global problem that will affect every part of the world and its 
inhabitants. Therefore, we call on every citizen to understand their 
place in this process, to recognise how impactful their actions are, 
and to realise their power to make a change in our common 
destiny.

To raise awareness, empower and mobilise Young European 
citizens and decision-makers, our project will implement activities 
in 8 EU Member States (Germany, Italy, Ireland, the Netherlands, 
Poland, Portugal, Romania, and Spain) and Cape Verde between 
2020 and 2024. 
It aims to contribute positively to the sustainability of 
development policies at the glocal level and promote the 
participation of youth citizens as change-makers. 

Our goals
Our project  intends to raise awareness among European youth 
citizens about the challenges and consequences arising from 
climate change and, in this way, encourage them to take the lead 
in adopting more sustainable lifestyles.
Simultaneously to the mobilisation of European youth citizens, it 
also focuses on strengthening local decision-makers capacities 
to build more sustainable development policies while deepening 
their abilities to understand the intertwined relations established 
at the glocal level.
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Our activities 
A widespread pan-European awareness campaign named 
#WaterOfTheFuture  focusing on the challenges and behaviours 
related to climate change, that plans to influence 59 million European 
youngsters and will be implemented in 8 EU Member States. From 
this general campaign, several other activities will emerge, namely 
street actions, advisory councils, activism labs, surveys and 
exchange programmes, focusing on the full spectrum of the SDGs.

A structured and sustainable coalition of Local Authorities and Civil 
Society Organisations will work together towards the informing and 
mobilising of its citizens regarding climate change and sustainable 
lifestyles.

Using innovative communication tools, dynamic methodologies for 
non-formal education, training and experience-sharing between 
partners, the project aims to contribute to:

    i. The enhancement of Local Authorities' potential in building and 
leading successful actions concerning the SDGs;
    ii. The promotion of Local Authorities' visibility as key actors in the 
implementation of national development strategies;
    iii. The support of initiatives aiming to establish stronger relations 
and links between Local Authorities and Non-State Organisations.

Our path
Our strategy, through participatory methodologies, directs its 
attention to the mobilisation of European youngsters calls on them to 
become key actors in the development and dissemination of 
campaigns about sustainability. This mobilisation strategy also 
considers the role of local decision-makers as key actors in 
disseminating sustainable values among their citizens.

The project will benefit multimedia tools and social media for the 
contact with the youth and will use methodological techniques 
suitable for training with Local Authorities personnel. Building the 
widespread campaign will consider all the information gathered and 
conclusions taken from previous projects on these topics and the 
contributions of the partners' experience.
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Our impact
Implementation of a pan-European awareness campaign named 
#WaterOfTheFuture  focusing on the challenges and behaviours 
related to climate change, that plans to influence  59 million 
European youth citizens and will be implemented in 8 EU member 
states and a structured and sustainable coalition of Local 
Authorities and Civil Society Organisations from  8 EU member 
states and Cape Verde  that will work together towards the 
information and mobilisation of its citizens regarding climate 
change and sustainable lifestyles.

With the creation of a  European Local Authorities coalition  aware 
and capable of promoting development policies coherent and 
aligned with the SDGs and the mobilisation of a large  group of 
European youth citizens capable of promoting and encouraging 
sustainable lifestyles and behaviours, this project aspires to mitigate 
or even halt the ongoing environmental degradation of the Planet 
Earth. 

The European Commission's  Development Education and 
Awareness Raising Programme (DEAR)  supports projects that 
engage the European Union public in worldwide social, economic, 
and environmental development issues.

Our campaign 
Water scarcity is one of the great challenges we must face now and 
in the years to come. "We are not camels" is the motto of the 
#WaterOfTheFuture campaign, launched on March 22nd 2022. 
It aims to address issues in the public agendas, helping to change 
consciences and, above all, each person's behaviour.



Brief description
of the national context

Greenhouse gas emissions in Poland
from 2010 to 2019 
Between 2008 and 2011, Poland's greenhouse gas 
emissions were stable. It decreased in the following 
years, 2012-2014, then increased slightly, determined 
by economic growth. Another significant increase in 
emissions was registered in 2016-2017. This was 
associated with changes in the fuel market in Poland 
and an increase in the number of vehicles1. 
According to the data of 32 Global Carbon Atlas, in 
2017, Poland was in the 20th place in the world 
ranking of CO2 emitters. Among the European Union 
countries, we were in 5th place, behind Germany, 
Great Britain (which was still in the EU), France, and 
Italy, regarding the amount of CO2 emitted. The total 
national greenhouse gas emissions in 2019 were 
390.74 million tons of CO2 eq. Preliminary results of 
greenhouse gas emissions in 2020 show a decrease 
in emissions compared to 2019 by 3.7 per cent. 
At the moment, Poland is among the top greenhouse 
gas emitters in the EU.

Major national policies affecting GHG emissions 
include the Energy Policy of Poland until 2040 and the 
National Energy and Climate Plan. Combustion of 
fuels for energy purposes accounts for about 75% of 
energy. If we add fugitive emissions from fuels and 
emissions from industrial processes, their combined 
contribution to national emissions is about 88%. 
These sectors require significant changes2.

Current government actions to address climate 
change and water scarcity
Poland is facing several challenges connected with 
the reduction of GHG emissions. According to 
analyses contained in the EEA (European 
Environment Agency) report, Poland is among ten 
member states (next to countries such as Austria, 
Belgium, Cyprus, Finland, France, Germany, Ireland, 
Luxembourg, and Malta) that will not be able to 
achieve the targets assumed for 2020. During the 
COP24 summit in Katowice in 2018, many initiatives 
and actions for climate protection were presented, 
which Poland can promote in connection with taking 
the lead during the climate summit. 

Among the demanded climate actions were 
mentioned:

• action to improve air quality,
• development of electromobility and clean 
technologies, 
• sustainable forest management 
 • the gradual abandonment of carbon, support for 
post-carbon regions and former miners seeking new 
forms of employment1

The Polish government has declared to stop carbon 
mining by 2049. Since carbon is the most intensive 
energy source, such a long period could negatively 
impact the climate3.

In Poland, the national legal act regulating water 
management is the Act of 20 July 2017 - Water Law. 
Water protection covers a wide range of issues 
concerning freshwater (surface and groundwater) 
and marine waters. Activities are focused on 
addressing two major challenges - reducing 
emissions and removing pollution and its effects4.

The role of youth
The Youth Climate Strike in Poland is very active. 
They are a group of people who speak out on 
important issues. They participate in events and 
consultations with those in local and national 
authorities. Like the Polish division of Extinction 
Rebellion - they organize demonstrations, speeches, 
and protests. They are the voice of young citizens 
who care about environmental and social issues.

1 

https://www.senat.gov.pl/gfx/senat/pl/senatopracowania/192/plik/ot-683.p
df, (08.04.2022)
2 

https://www.teraz-srodowisko.pl/aktualnosci/KOBiZE-emisja-gazow-cieplarn
ianych-w-Polsce-Pawel-Mzyk-11271.html, (08.04.2022)
3

https://www.senat.gov.pl/gfx/senat/pl/senatopracowania/192/plik/ot-683.p
df, (08.04.2022)
4

https://www.clientearth.pl/najnowsze-dzialania/artykuly/prezydent-duda-zap
owiedzial-odejscie-polski-odwegla-dopiero-w-2049-roku/, (08.04.2022)
5

https://www.wody.gov.pl/, (08.04.2022)
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Demographic
characteristics
of survey participants



The dissemination process partially explains the 
gender imbalance of the sample (a convenience 
sampling created through the partners’ 
communication channels). The vast majority of the 
survey participants are female (90.6%). 

However, interesting insights from different sources 
also address gender equity. The Women’s Forum for 
Economy and Society barometer on gender equity 
(AAVV, 2021) found that women — more often than 
men — have changed their behaviour to decrease 
their carbon dioxide emissions by recycling, buying 
local, and reducing water and meat consumption.

On average, women are slightly more likely than 
men to be concerned about the environment and 
have stronger pro-climate opinions and beliefs. 
Scholars have proposed several explanations for 
this gender gap, including differences in gender 
socialization and resulting value systems (e.g., 
altruism, compassion), perceptions of general risk 
and vulnerability, and feminist beliefs, including a 
commitment to egalitarian values of fairness and 
social justice (Ballew, Marlon, Leiserowitz and 
Maibach, 2018). 

Women's Forum proposes that we examine 
different stages to properly understand the degree 
of gender equality in the decision process. 
These should include research, technical, and 
development policy recommendations.

Chart 1.1.
Baseline survey results.

Demographic characteristics
of survey participants.

Gender

non-binary

female

male

self-describe

Having equal male and female 
decision-makers will include: 

• The high value and richness
of diversity. 

• The different perceptions and 
attitudes in front of the same
problem. 

• Therefore valuing different
sensitivities in the development
of solutions.

Base: All respondents (N= 801)
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According to the project’s goals, our sample includes 
almost 60% of young European citizens (YEC - under 
35 years), however the larger group age is from the 
population aged 35 or older (41%). 

According to the UN’s Youth Advisory Group on 
Climate Change Outcome Report (AAVV, 2020), 
working together has multiple facets for the youth: 

• First, it is about sharing ideas and practices in 
climate education. 

• Secondly, it gives no actor a free pass on not 
delivering on their climate commitments. 

• Thirdly, working together requires ample 
intergenerational dialogue, a racially diverse 
discussion, inclusion of LGBTQ+, indigenous and 
traditional people, people with special needs, 
refugees and IDP (internally displaced people). 

According to the Youth Study by TUI Stiftung (2019), 
most young people are quite optimistic about their 
expectations for the future. Young people perceive 
the issues of Climate protection and environmental 
policy (55%) and Digitisation (45%) rather as 
opportunities than as a threat (AAVV, 2019: 6). 

Chart 1.3. Baseline survey results.
Demographic characteristics

of survey participants.
Main occupation

Chart 1.2. Baseline survey results.
Demographic characteristics of survey participants.
Age

Most of the participants are workers, full or 
part-time, without any other secondary occupation 
(54%). 22% are students, 6% with a part-time job or 
part-time studying (5%). The remaining participants 
are unemployed (6%), actively looking for a job (5%) 
or volunteers (1%).

work full
or part time

54%

6%
student +
part-time job

5%

5%
looking
for
first job

 unemployed

6%

Base: All respondents (N= 802) 

10%

work +
part-time
student

1%

12%

+35

41%

33%

41%41%

25

34

24

18

24%

full time 
student 

volunteering

other

Base: All respondents (N= 806) 

-18

2%
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Individual
action



Geiger et al. (2018) define sustainable consumption 
as a behavior associated with long-term under-
standing of the consequences of individual 
consumption. It is a deeply personal and complex 
decision-making process, that is associated with 
changes in consumer behavior - such as purchas-
ing certain products (Chen et al, 2018) and reducing 
consumption (Balderjahn et al, 2013). 
According to Capiene et al (2021), pro-environmen-
tal and pro-social consumer engagement starts 
with changes to personal behavior that are 
expressed through consumption. This substanti-
ates  in three distinct dimensions:

• Participation (e.g., in events related to pro-envi-
ronmental and pro-social issues); 

• Social connections (by interacting and engaging 
others);  

• And the conscious focusing of attention (interest 
in pro-environmental and pro-social issues). 

never sometimes always

Walk or cycle
to work/ school/ university

43%

Buy energy efficient devices

29% 68%

Participate in environmental
campaigns

63% 14%

Buy bottled water

24% 72%

Buy fair trade products

75% 19%

Buy local products

74% 25%

Take a shower instead of a bath

campaigns

77%22%

Turn off the tap
while brushing your teeth

93%

Buy organic food�

74% 20%

Recycle waste

8% 91%

Use less electricity

44% 53%

Use public transport

51% 41%

Base: All respondents (N= 596)

I stimulate my family and freinds into 
environmental actions e.g. waste sorting, 
reducing plastic use, collecting rainwater. 
Plates, spoons and forks at picnics must be 
biodegradable.
Survey participant, 35 yo or more, works fulltime

Chart 2.1. Baseline survey results.Individual action.
Daily activities. Average

The most common pro-environmental activities 
among the participants seem to be related to 
water saving, since 93% of the participants say 
that they always turn off the tap while brushing 
their teeth and 77% assume taking showers 
instead of baths. Our results suggest that 
recycling is also an important activity, with 91% of 
participants stating that they do it always and 8% 
sometimes. The less common activities are the 
active participation in environmental campaigns 
(14%, always) and the consumption of fair trade 
products (19%, always).

24%47%
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Kola-Olusanga (2018) refers to the importance of 
educational campaigns to contextualise 
environmentally conscious young people. 
According to this researcher, it is essential to 
provide theoretical knowledge and environmental 
experiences to have a behavioural impact.
Global agendas and policies seem to have a more 
lasting impact on the survey participants. These 
findings concur with Kola-Olusanga's research, 
describing how young adults generally agree that 
the term "climate change" refers to an increase in 
temperature resulting from the trapping of carbon 
dioxide and atmospheric pollution that poses a 
great danger to the continuation of life and the 
survival of planetary functions.

Base: All respondents (N= 591)

6% other 

89% voted in political election(s)

81%  signed an online petition 

68% shared political and civic posts in my social media

43%  participated in a strike, public event or protest for a public issue 

36%  participated in voluntary activities

63%  donated for a non-profit or a social campaign

35%  signed an in-person petition

Chart 2.2. Baseline survey results. 
Individual action. 

Actions in the last 3 years

In September 2019, the Global Youth Climate Action 
Declaration (22) called for urgent action to achieve 
the long-term goals of the 2015 Paris Agreement 
(23) through ambitious nationally determined 
contributions (NDCs) to efficiently reduce carbon 
emissions and reach the net zero target by 2050. 
(24) Young activists recognise their key role in 
mobilizing governments and decision-makers to 
deliver on the NDC targets at the national level and to 
ensure accountability for climate action across all 
the SDGs (AAVV, 2021).

Regarding public actions related to climate issues, 
the Polish sample reports significant levels of 
participation, namely by voting in political election(s) 
at the local, regional, national, or EU level (89%), 
joining online petitions at the local, regional, national 
or EU level (81%) or, to a lesser extent, sharing 
political and civic posts in social media (68%). On the 
other hand, the activities that the respondents 
assume to have joined less in the last three years we 
can find the in-person  petitions (35%) as well as 
participation in voluntary activities (36%). 

Base: All respondents (N= 591)

6%
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We can also evaluate how active 
people are regarding environmental 
issues, analysing their openness to 
discuss particular topics with family, 
friends, and colleagues. When asking 
Polish participants to rate how likely it 
could be for them to discuss some 
topics, we found that global warming 
and water scarcity (51%) and water in 
everyday life (41%) are the most likely 
to be debated.  Water privatisation 
and water and equal opportunities 
are, on the other side, only appointed 
by an average of 23% as debatable 
issues. 

11%

27%

39%

24%

w
ater

privatisation

11%

20%

42%

28%

invisible water

11%
26%

40%

22%

waterand
eq

ua l opportunities

39%

51%

global warmin
g

an
d

w
at

er
sc

ar
cit

y

7%
3%

40%

35% w
at

er
an

d
ag

ric
ult

ur
e

19%

6%

Very unlikely 
Unlikely 
Likely 
Very Likely 

Chart 2.3. Baseline survey results. 
Individual action. 
Discussing climate 
change with those
closest to you  

Base: All respondents (N= 593)

41%

41%

w
ater in everyday life

13%
4%

44%
15%

6%

36%

w ater as a hum
an
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gh

t
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70%Climatechange59%
Discrimi-nation

55%
Pollution

53%
Access 

to
education

51% Lack

of freedom

of speech
40% Water
resources

30%

More

conflic
ts

and war

17%Unemployment

26%Politicalinstability 

21%
Large-scale
migration

6%
Other 

29% 
Decreasing
quality of life
and purchasing

power

49%
Access to

healthcare

and welfare

services

     

Climate change is the topic that joins more 
consensus amongst the survey participants as a 
topic worth joining advocacy campaigns (70%). The 
other topics gathering high referral are 
discrimination (59%) and pollution (55%). 
Accounting for the age distribution of our sample, it 
is particularly interesting to find that access to 
education is mentioned as a topic worthwhile joining 
an advocacy campaign for 53%. 

These findings are consistent with the research 
undertaken by Kaiser and Byrka (2011) and 
Kadic-Maglajlic et al. (2019), that distinguish two 
simbiotic types of engagement in sustainable 
consumption: pro-environmental and pro-social 
engagement. 

Base: All respondents (N= 533) 

Chart 2.4. Baseline survey results. 
Individual action. 
Advocacy interests

Yet, children and young people have traditonally 
been excluded from decision-making processes in 
all parts of the world. A paradigm shift is occurring, 
as society is starting to recognise them as social 
actors and citizens. The importance of hearing their 
voices individually and collectively is begining to be 
felt within develpment policy and practice, local 
governance, education systems (O’Kane, 2003).

Base: All respondents (N= 533) Base: All respondents (N= 533) Base: All respondents (N= 533) Base: All respondents (N= 533) Base: All respondents (N= 533) Base: All respondents (N= 533) Base: All respondents (N= 533) Base: All respondents (N= 533) Base: All respondents (N= 533) 
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Knowledge and perception
about climate change  



According to Handoyo et al (2019), environmental 
awareness is a result of a combination of 
motivation, knowledge and skills. Knowledge refers 
to the information that shapes attitudes and beliefs, 
which in turn the attitudes and beliefs leads to 
desired action. 

When requested to evaluate a list of statements 
about climate change as true or false, we found that 
the majority of the Polish interviewed correctly 
recognize them as true. The comparison of such 
findings with the European Youth Eurobarometer 
(2017) allows us to conclude that data is coherent. 

Base: All respondents (N= 673)
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every ocean and every continent over the past few
decades

Humansan
d
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change

true false don’t know

Chart 3.1. Baseline survey results. 
Perceptions about Climate Change. 
Statements concerning 

climate change. Average 
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According to the Eurobarometer, we can outline three 
ideas for the future of Europe that are central for 
young people: 

• The promotion of critical thinking and the ability to 
search for information to combat fake news and 
extremism;  

• Easy access to information for young people who 
want to move and work abroad to encourage youth 
employment; 

• Promoting behaviour change through environmen- 
tally friendly projects such as sustainable transport or 
recycling systems across Europe. 

Our participants from Poland are aware of the 
impact of climate change in all aspects of global life. 
The items more believed to be true refer to the 
knowledge that Climate change has had an impact 
on every ocean and every continent over the last few 
decades (97%) and those relative to human role as 
able to deliver change (96%). 

It is also relevant to understand how these 
perceptions about the climate change phenomena 
are affecting the participants personal lives and 
experiences. To address such conceptions the 
survey included questions that specifically request 
the participants to evaluate the perceived impact in 
a number of dimensions.  The results are insightful 
about the participants' concerns, revealing that, on 
average, 92% of the participants recognize some 
kind of impact of the listed climate change 
phenomena. 

The items selected as more impactful, meaning 
that they are classified as having a major impact 
more often, are the Air pollution (93%), Declining 
bee population (83%) and Rising temperatures 
(81%). In the same manner, the Rising sea levels 
and Melting of glaciers are only classified as active 
stressors by “only” 40% of the sample.

When requested to rate how worrisome the same 
phenomena related to climate change are from a 
national perspective, the participants from Poland 
believe that Air pollution (96%), Declining of bee 
population (48%) and the Drought (90%) are the 
most impactful phenomena for their country. 

Overall, the Polish participants recognise the major 
impact of climate change both at a personal and at 
a national level. Acknowledging the environmental 
issues that we are facing may be seen as a very 
important step, since it may ground future climate 
advocacy and action. In the following we will 
present results related to these shared perceptions 
about who is best equipped to fight climate change.

   

Showing people it's in their best interest. 
We also need more scientific research, and 
to motivate mostly big corporations, retail 
chains that have real impact on climate 
change.
Survey participant, 18-24 yo, student

City authorities should map out areas 
(preferably everywhere) where you can 
plant trees if you want to.
Survey participant, 35 yo or older, unemployed

19



Base: All respondents (N= 669)

Chart 3.2.1. Baseline survey results.
Perceptions about climate change. 

Climate change impact 
in your own life 
and the people closest to you

Chart 3.2.2. Baseline survey results.
Perceptions about climate change. 

Climate change impact in your 
country

Chart 3.2.3. Baseline survey results.
Perceptions about climate change. 
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Policy
awareness
and action



Base: All respondents (N= 595) 

Chart 4.1. Baseline survey results.
Policy Awareness and Action. 
Participants' knowledge about 
global policies or initiatives 
to reduce climate change

Since policy awareness is crucial for social 
advocacy to exist, we investigated participants' 
knowledge at their policymaking level. To some 
extent, the level of knowledge that each 
participant has may limit or enhance their 
potential as a young activist, with individual 
advocacy priorities and action capabilities.

Polish participants believe to have policy 
awareness, with 77% stating that they know global 
policies or activities to reduce climate change. 

Such level of awareness decreases when the 
question is framed at a national level, with 68% of 
the participants recalling policies of actions 
implemented by Poland to address climate 
change. 

Such result may be due to the active targeting of 
children and younger citizens by the UN 
Sustainable Development Goals. Indeed, such 
positioning regarding the youngsters is clearly 
present in the following statement from 2015: 
“The future of humanity and of our planet lies in 
our hands. It lies also in the hands of today’s 
younger generation, who will pass the torch to 
future generations. We have mapped the road to 
sustainable development; it will be for all of us to 
ensure that the journey is successful and its gains 
irreversible.” 

Chart 4.2. Baseline survey results.
Policy Awareness and Action.
Participants' knowledge about 
environmental policies 
in your country

YES
68%

32%
NO

YES
77%

23%
NO
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Chart 4.3. Baseline survey results.
Policy Awareness and Action. 

Who is best equipped
for fighting climate change

Base: All respondents (N= 664) 

Not equipped at all More or less equipped

Local/ regional authorities

14%

34%

52%

The survey participants seem to link global 
expertise and capacity to fight climate change, as 
they identify the European Institutions (67%) and 
International organisations such as the United 
Nations (65%) as best equipped for that particular 
task .
On the other hand, Individuals and families are the 
least enabled to tackle climate change. Given the 
previous assertion that it is possible to fight 
climate change through change in habits and 
social models (Chart 3.1.), this acknowledgement 
can be understood as an opportunity for action.

Business and industries

13%

51%

36%

Business and industries

65%

28%

6%

Individuals
and families

Best equipped

Environmental
organisations

3%

60%

37%

organisations

6%

Local
associations

75%

16%

9%

Local
associations

European
Institutions

2%

31%

67%

European
Institutions

2%

5%

International
organisations

32%

65%

organisations

3%
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According to the UN’s Youth Advisory Group on 
Climate Change Outcome Report (AAVV, 2020), 
investments in green jobs are prioritised on the youth 
agenda, as climate anxiety is currently intertwined 
with uncertainty about the future of jobs, and these 
can be enhancers of both sustainability and 
competitiveness credentials of their countries.

86% of the Polish participants believe that Education 
and scholar curricula could motivate people to 
become more active about climate change and 69% 
highlight that large scale campaigns could be 
effective. In a more punitive manner 66% believe that 
this change in behavioural patterns could be triggered 
by an increase in fines and other penalties.

More scientific
information
sources 29%

Large-scale
campaigns 

69%

Street actions such as strikes
and Fridays for Future

32%

Through education
and school curricula

86%

Other
21%

Fines andpenalties

66%

Chart 4.4. Baseline survey results. 
Policy Awareness and Action.

What would motivate people
to act on climate change
Multiple answers possible

Base: All respondents (N= 667) 
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Chart 4.5. Baseline survey results. 
Policy Awareness and Action.

How can local authorities support 
young people's sustainability 
campaigns and other sustainable 
activities
Multiple answers possible

80%

Participatory or 
community-based 
funding projects 

55%
Participation in 
decision and 
policy-making 
through general 
committees

54%

Capacity building 
and networking 
events

6%

58%

Participation in 
decision and 
policy-making 
through special youth 
committees

8%

Young people are not 
interested in these 
means of support

73%

Financial
support

74%

Facilities for 
meetings and 
activities

Also, to enhance population mobilisation and 
action, participants were requested to state how 
local authorities can support sustainability 
campaigns and other related initiatives by 
youngsters. 
The most mentioned measures are related to the 
need to engage this group in community based 
funded projects (80%), and the need for facilities for 
meetings and activities (74%). Importantly, only 8% 
of the participants believe that youngsters should 
participate in decision and policy-making through 
general committees.

According to Handoyo et al (2021), intent, necessity 
and possibility are the indicators of 
pro-environmental behaviour. Intent refers to an 
anticipated outcome that is intended or that guides 
your planned actions. Necessity is the greater 
sense of personal responsibility. Meanwhile, 
responsibility refers to the responsibility to improve 
the world and also the responsibility for the 
environmental impact caused by one’s own 
behaviour. Individuals with high necessity regarding 
behaviour are more likely to adopt a particular 
behaviour. Thus, individuals with a greater sense of 
personal responsibility are more likely to have the 
intention to engage in pro-environmental behaviour. 

With this in mind, survey respondents were inquired 
about advocacy suggestions. The majority of 
respondents highlight the need for effective 
communication, for example, a clear, simple and 
relatable transmission of information, in which 
anyone, regardless of their experience, understands 
it.

Base: All respondents (N= 590) 
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A campaign-project prepared entirely by 
young people. I think the most important 
thing is to educate the new generation and 
such education is effective if kids are 
engaged and take initiative. That's why I 
won't talk about specific actions - they 
should come from students. We, adults, 
should provide them with thorough 
knowledge on the subject of climate change 
and the related dangers. Young people can 
do wonders with such knowledge and with a 
bit of support they can invent actions adults 
would never dream of. And whether it'll be a 
local tree planting event, or a happening via 
TikTok, or a science conference for the local 
community, pro-environmental ideas will be 
spread and more importantly, they will take 
root in the hearts of the creators. Too little? 
Maybe, if we're talking about one school. But 
if every other school let their students do 
such projects, the scale would be enormous! 
Survey participant, 25-34 yo, employed fulltime

As the problem with access to water is hard 
to imagine in Poland, since most of people 
do have such access, it's worth raising 
awareness with humour to make people 
catch on. E.g.: "Instead of a soak in your 
bathtub, a shared shower: you'll save water 
and strengthen your relationship". Or signs 
on trees: "Save me, give me some potato 
water (no salt, please!)". It must be funny. Or 
a drawing with an iceberg and a caption: "If 
ice could speak..." and in a speech bubble: 
"Please ban the production of plastic 
packaging". Something like that.  
Survey participant, 35 yo or older, employed 
fulltime

A climate change campaign could include 
real shows e.g. concerning water. It could be 
a TV campaign showing what people need 
water for and what the results of lack of 
water are. The campaign should be real, 
show changes over the years, how the 
availability of water in the world may change. 
A person may not realize what will happen in 
twenty, fifty or several hundred years. The 
campaign should refer to the future, to the 
situation our grandchildren and 
great-grandchildren can find themselves in. 
The aim would be to make an impression on 
the viewer as if it was outside their window, 
not on TV. It should reflect something we see 
everyday: production of meat, bread, clothes, 
the fact that everywhere water is needed and 
we cannot live without it. Finally, a person 
responsible for what the world may look like 
in 30-50 years is shown: a human. The next 
spots of the campaign should gradually show 
why it is humankind that has the greatest 
impact on climate change.
Survey participant, 18-24 yo, unemployed
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 Also, importantly, the need for proper schools and 
adequate education was the second most 
mentioned suggestion, meaning that besides having 
access to information, people need the ability to 
grasp such information.

Pro-environmental competitions with 
attractive prizes. Perhaps this contradicts 
the noble idea but young people want to 
compete for attractive prizes, they'll go deep 
into a subject in order to win a contest. 
Another idea: contests and voluntary work 
that can be shown on the school report to get 
additional points [when applying to 
secondary school]. A campaign raising 
awareness that we, consumers, have a real 
impact on what the corporations sell and 
produce. Choosing consciously, we can save 
the planet. Young people should be reached 
via the media they use - funny videos on 
TikTok, not solemn but fun and relaxed. 
Engaging influencers, people with many 
followers to promote environmentalism. This 
should be done by showing their attitutde - 
'What I'm doing to...' rather than by dos and 
don'ts. Young people don't like dos and 
don'ts. They prefer to imitate someone who's 
an authority to them and influencers are such 
authorities today. 
Survey participant, 35 yo or older, employed 
fulltime

First and foremost, education at school 
about climate change, Earth Day should be 
more publicized, TV programs on this topic.
Survey participant, 35 yo or older, unemployed

I think education of the youngest is 
necessary. So a series of books for children 
of all ages, including preschoolers, touching 
on these issues should be published. I know 
from experience that kids absrob such things 
and later on admonish adults. If there were 
money, the books could be handed out, 
promoting readership at the same time. The 
text would have to be very well written, with 
beautiful, attractive illustrations. Of course, 
the contents must be consulted with experts, 
including psychologists, who would assess 
what is suitable for what age so as not to 
cause dejection and a sense of 
powerlessness.
Survey participant, 35 yo or older, employed 
fulltime

A program of temporaty volunteer work in 
environmental organizations for high school 
and college/university students; instead of a 
fine for not sorting garbage, a compulsory 
work cleaning up forests; the same thing to 
punish someone for throwing litter in the 
forest; environmental workshops at school; 
promoting sustainable transportation.
Survey participant, 35 yo or older, employed 
fulltime
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At last, possible conservation themes were 
suggested by the participants. The most referred 
themes relate to areas where the individuals and the 
households can intervene directly, such as water, 
food and waste management, transportation and 
sustainable mobility and the 4 R’s.  

Working with local companies to make the 
society notice the upsides of supporting 
local economy and the companies that are 
more eco-friendly than big corporations. 
Showing negative impacts of further harmful 
behaviour to make people scared of what can 
happen to them if they don't change their 
habits and adopt more environmentally 
friendly ones. Promoting eco-friendly 
behaviour on posters, billboards, on public 
transport. Actions associated with free 
public transport (e.g. Car-Free Days). 
Survey participant, 18-24 yo, student

Lower price of water in glass bottles, 
bringing back refillable soda siphons. 
Obligatory food production in returnable 
packaging, as in the old days. Cutting off 
dairy and meat industry, which are the worst 
polluters and wasters of water, from their 
lobbies. Campaigns at schools and a larger 
share of vegan products in school cafeterias.
Survey participant, 35 yo or older, employed 
fulltime
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Campaigns encouraging individuals and local 
communities to collect rainwater, actions 
showing how to reuse household water to 
water the flowers etc. Making kids aware 
about water consumption while doing 
laundry and washing-up (explaining why we 
should fill up the dishwasher and washing 
machine completely) - teaching them how to 
manage resourced economically. Creating 
flower gardens for bees in public spaces - 
unused land between blocks of flats, lawns 
next to schools. Discussing the impact of 
[melting] glaciers on the world ocean level - 
talks at school with examples of flooding of 
exotic islands. Actions against pouring 
concrete over marshy areas, wastelands; 
explaing to councilmen and councilwomen 
how green areas help reduce flooding after 
storms in urban spaces.
Survey participant, 35 yo or older, employed 
fulltime

Emphasis should be put on big corporations 
as individuals (or families) have a much 
smaller impact on climate change than big 
companies. Promoting compostable (not 
biodegradable) products (e.g. disposable 
cups, forks, spoons, plates) and making 
them more available. Making people aware 
how important individual action is (0 own 
input times 365 days is still 0 but if every day 
I take 0.1 step forward, it'll be 36.5 steps in a 
year, so much more if I just stood in place). 
Every action, even the tiniest one, makes 
sense. Food wasting (i.e. wasting of 
resources, of water needed to produce it) 
also affects climate change, so we should 
support such initiatives as foodsharing or the 
"Too Good to Go" app. Reducing garbage and 
properly sorting waste that we do produce: 
campaigns promoting selling/giving away 
working, unnecessary household equipment, 
furniture, tableware. Paying attention to fast 
fashion and a great alternative: vinted. 
Withdrawing bubble wrap from use and 
presenting alternatives: eco-friendly packing 
peanuts (e.g. Skropak), cardboard, 
mushroom-based foam-like material 
(example: Dell company). Such actions as 
World Cleanup should be organized much 
more often!! A great idea was the "Take 5 
from the forest" event
Survey participant, 18-24 yo, student

Actions to plant forests organized by 
schools, contests for schools which class 
will plant more trees combined with a 
campaign explaining why forests are 
important.
Survey participant, 18-24 yo, unemployed

A program of temporaty volunteer work in 
environmental organizations for high school 
and college/university students; instead of a 
fine for not sorting garbage, a compulsory 
work cleaning up forests; the same thing to 
punish someone for throwing litter in the 
forest; environmental workshops at school; 
promoting sustainable transportation.
Survey participant, 35 yo or older, employed 
fulltime
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Prof. Szymon Malinowski
Founder and editor of the website "Nauka o 
klimacie" (https://naukaoklimacie.pl/). One of 
the most prominent figures in the Polish 
discourse on climate change. An expert and 
authority in this field.

Marcin Popkiewicz
Co-founder of the website "Nauka o klimacie" 
and co-author of the same name book. Polish 
science journalist and science popularizer 
specializing in climate science and energy.

Szymon Bujalski
Polish journalist for climate who talks about 
the climate crisis, ecology, environmental 
protection, and veganism 
(https://www.facebook.com/SzymonBujalski
Dziennikarz/).

The River Sisters 
(https://www.facebook.com/Siostry-Rzeki-177215
0046238916) and the Save the Rivers Coalition 
(https://www.facebook.com/RatujmyRzeki) are a 
community of women and men activists who call 
attention to the social value of clean and natural 
rivers. 
Members of these groups organize 
demonstrations, defend water from degradation, 
take the names of Polish rivers and loudly manifest 
their independence and wildness. 
They demonstrate against building artificial 
barriers and regulating or fencing rivers. 
Additionally, they educate and conduct workshops 
on environmental issues.

Renowned polish specialists
Useful resources and information
about climate change
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