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Media is 
rapidly 

shifting



Digital News Report 
Canada 2023
“News websites and 
apps (52%)…are cited 
more than traditional 
media (48%) as the 
main source of news.”



In this new era, anti-climate content is 
thriving



Canada Proud dominates Facebook



“Canada Proud has 
averaged nearly 200,000 
engagements a day…
Since January, Canada 
Proud has had more than 
nine million 
engagements on its 
posts and its videos have 
been viewed nearly 60 
million times, the 
analysis found.”

-New York Times, 
April 21, 2025 



Canada Proud is an anti-climate 
megaphone



“Facebook posts from 
Canada Proud (along with 
a related page called 
Ontario Proud) were 
shared on average 750 
times each in 2020, a 
level of engagement ten 
times higher than climate 
posts from the David 
Suzuki Foundation and 
Greenpeace Canada.”





Jordan Peterson IS mainstream media
Peterson’s 
YouTube channel 
has 8.77 million 
subscribers. 

The New York Times’  
YouTube channel 
has 4.84 million 
subscribers. 





“Climate deniers 
have garnered 
nearly five million 
views after being 
interviewed on 
Peterson’s 
channel…”











Key Insights

Social media IS mainstream media and 
anti-climate content is thriving on it

This torrent of anti-climate content is spilling into the real 
world and affecting climate policy

Digital megaphones and influencers are making 
the entire anti-climate network louder
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How to counter this? 

The climate movement has spent too 
long trying to craft the perfect 
message instead of building the 
digital infrastructure to ensure its 
messages are heard



The foundation of a thriving pro-climate 
media ecosystem is a steady supply of 
high-quality news and analysis 



Megaphones amplify the reach of 
pro-climate news and analysis 



Pro-climate megaphones shape public opinion 
vs. reacting to it



News influencers 
translate pro-climate 
messages for new 
audiences



There need to be way more pro-climate influencers 
and steady long-term funding is key
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