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Abstract
This study examines the news coverage of the flight-shaming movement known as “flygskam”. It does so through a content analysis of news articles that discuss the phenomenon in 2019, using Kim Witte’s (1992) Extended Parallel Process Model EPPM. While the theory suggests that fear appeal messages are likely to be effective when threats components are balanced with efficacy recommendations, the findings here indicate that the message in some of these articles amounts to a low level of susceptibility. This predicts a low reception of the fear-based message by its intended audiences. Others chose to include eco-celebrities as an incentive for the movement. What these findings bear as implications for campaigns is a need for carefully presenting mitigation and adaption messages, especially for an issue as polarized and sensitive as the climate crisis. 
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Introduction 
	On Wednesday, December 11th, 2019, the Times Magazine released the name of its 2019 person of the year, and it was Greta Thunberg the then 16-year-old Swedish activist who became the face of climate activism since she skipped school to protest climate change in August 2018 (Knowles, 2019; Taylor, 2019). One of her messages and actions included forsaking flying for other means of transportation that are either carbon-free or less harmful to the environment. As an example, the young activist sailed on an eco-yacht from Europe through the Atlantic to attend climate summits in New York, USA, and back to Madrid, Spain in the same year. Like her, people have been swapping planes for trains across Europe in what became a movement called “Flygskam” or the flight shaming movement. This trend of specific actions is not new and isolated, as it falls into the category of measures climate-conscious individuals and groups have been adopting or suggesting in a self-efficacy process relative to adapting to and mitigating the environmental risk. 
Solutions to the climate crisis are presented in terms of adaptation or mitigation measures. The later ones address the sectors of urban areas and spatial planning, transportation, buildings, agricultural, and other land use (Creutzig et al., 2016, Pittock, 2013). These include and suggest some lifestyle changes presented through various message strategies that proceed either from authorized and official, or non-official sources. The preeminent role of media outlets in disseminating these pieces of information to the public has been widely studied (Anderson, 2009; Boykoff, 2007a, 2007b, 2011, Boykoff & Boykoff, 2004, 2007; Nisbet, 2009). A comparative analysis of how the phenomenon of global climate change is covered in 27 countries shows a rise in issue attention between 1996 and 2010 (Schmidt et al., 2013). Some of the studies in the field focused on print news and how they foster polarized attitudes in bipartisan democracies like the US (Feldman et al., 2014, 2016) or Chile (Dotson et al. 2012). Thus, print media are important in public opinion about every aspect of climate change, from the general understanding of the issue to specific measures like reducing one’s carbon footprint by flying less.
	The purpose of this study is, therefore, to examine the coverage of this new movement in an attempt to understand its characteristics, and the message strategy being applied. As such, the paper applied the extended parallel process model (EPPM), (Witte, 1998) to news articles discussing the movement globally in one year. Using content analysis, we explore the extent to which the movement’s coverage includes messages consistent with theory. To our knowledge, this is the first study to analyze the flight shaming movement’s coverage in the media. Far from being a random trend, flygskam is touching on multiple industries and professions, including the aviation and air travel industry, and academics being framed today as climate hypocrites. Drawing on the theory and previous research, we can predict message acceptance and reception if the coverage applies the message strategy effectively. On the other hand, opposing findings will announce message rejection from the public, with implications that are discussed further. 
Defining “flygskam” or the flight shaming movement
Made up of two words, “flyg” (flight) and “skam” (shame), the word “flygskam” is a Swedish neologism intended to name the feeling of guilt or shame associated with the knowledge of how much impact a single flight has on the environment (Within, September 15th, 2019). It is now a popular trend toward “making air travel socially unacceptable owing to its high carbon footprint (Flaherty et al., 2019). For the record, the movement began in 2017 after Swedish biathlete, Björn Ferry announced publicly his decision of ditching air travel completely, having realized that he alone was responsible for 16 tons of CO2 emissions per year, due to his career (Within, September 15th, 2019). After various Swedish celebrities endorsed and replicated the decision, the movement quickly gained traction and became a national and international one, as it was then championed by the teen activist Greta Thunberg. 
The alternative promoted by flight shame was choosing to travel by trains and is identified as Tågskryt, which is “train brag”. The effects didn’t take long to be noticed. In less than two years, the airline industry recorded a significant decline in air travel, and a concomitant increase in rail journeys (Higham & Font, 2020). Though flygskam is relevant to mature Aeromobile markets, frequent flyers and specific sectors that require traveling are targeted on social media with #flyingless or #stayinggrounded, and the likes. One of these is academia where many scholars are aeromobile to the extent that it is now being framed as a “climate hypocrisy”. 
On EPPM and fear appeals
The Extended Parallel Process Model EPPM (Witte, 1992) is a theoretical framework from the fear appeals in message-building literature. Often employed in risk communication, a fear appeal is defined as “the persuasive communication attempt designed to arouse fear in order to promote precautionary motivation and self-protective action” (Ruiter et al., 2001; O’Neill et al., 2009). There are three components to a fear appeal, namely the existence of a threat, the emotion of fear itself, and the perceived efficacy in response to the fear felt by the individual (Witte, 1992; O’Neill et al., 2009). Messages constructed using this framework strive therefore to include the elements of fear, perceived threat, and perceived efficacy to be effective. The theory contends that fear-based messages initiate two appraisals, namely appraisal of the threat followed by an appraisal of the efficacy of the recommended response (Turner et al., 2013). Depending on the results of this assessment, the message may have three types of effects, which are intended effects, unintended effects, or no effects (Ngondo & Klyueva, 2019). An effective fear-based message fosters then a perceived threat by conveying a sense of susceptibility and severity of the threat (Witte, 1992, 1994). The other side of the coin is a requirement on the message to communicate a sense of efficacy to encourage receivers in taking its recommended mitigation or preventive actions (Wang et al., 2019). When these conditions are met, there is a positive and intended outcome consisting of a danger-control where the individual engages in the recommended action, having perceived his efficacy level to be higher than the threat (Basil et al., 2013). On the opposite, a fear-control process is when the individual avoids the message, denies the risk, and fails into maladaptive behaviors, having perceived a higher level of threat than efficacy.  
Scholars have focused for decades on the use of fear appeal in risk communication in general, and specifically in health-related messages before transitioning to climate-related ones. As of 2011, Maloney et al (2011) reported over 55 years of scholarship on the use of fears appeals as a persuasive tactic to encourage audiences in engaging with healthy behaviors. In fact, three groups of theories have been developed from 1953 to date in the exploration of fear appeal messages, including drive theories, parallel response models, and subjective expected utility (SEU) models, before Witte (1992) merged them into one theory, the extended parallel process model (EPPM) (Witte & Allen, 2000). One area where the theory has been used extensively is in the context of HIV/AIDS prevention, with Kim Witte championing most of these studies (Maloney et al., 2011; Murray-Johnson et al., 2001; Witte, 1992a, 1994; Witte & Morrison, 1995b). Next, the theory appeared in the study of other preventive health behaviors, including skin cancer (Stephenson & Witte, 1998) teen pregnancy (Witte, 1997) genital warts (Witte et al., 1998b) hearing impairment (Smith et al., 2008), and meningitis (Gore & Bracken, 2005). In the awareness literature, EPPM was used on radon awareness (Witte et al., 1998a), tractor safety (Witte et al., 1993), before being tested on various societal groups, including juvenile delinquents (Witte & Morrison, 1995b), college students, (Witte, 1992a,b, 1994; Witte et al., 1998b), and African American women (Witte et al., 1996). 
Some other issues have been studied through this theory, thus stretching it beyond its initial field. McMahan et al. (1998) employed it in the study of messages relative to electromagnetic fields. Other works leaned toward encouraging individuals in motivating others relative to specific risks like interventions for schools and workers about asthma (Goei et al., 2010), protective actions to prevent rape (Morrison, 2005). Wong and Cappella (2009) reportedly demonstrated the theory’s efficacy in message transmission, in the form of visuals and verbal messages. This makes EPPM a perfect strategy for public service announcements (PSA’s) messages (Maloney et al., 2011). Fear appeal is then an adequate way of calling public attention to various elements, including different risks, various policies, etc.; and builds upon its core components of fear, perceived threat, and perceived efficacy. This is why it has been extensively used as well in messages relative to the environment, and climate change communication. Consequently, our initial questions relative to the flight shaming movement in climate change activism are as follow:
RQ 1: To what extent do flight shaming messages call upon people’s moral obligations? 
RQ 2: How often do flight shaming messages mention an activist or celebrity?

Fear appeals in environmental and climate change communication
In environmental and climate change communication, fear appeals appear in multiple forms. The most common one is the language of alarmism employed not only in the public sector with government agencies but also in the private and non-profit arena. O’Neill et al. (2009) reported the UK government talks about a “dangerous climate change”, and NGOs’ reference to a “climate chaos” (p. 358). Ereaut & Segnit (2006) observed an alarmist language in climate change communication, that uses extreme lexicon and an urgent tone. Some of the expressions employed include “It is a terrible, immense, and apocalyptic problem, beyond human control, we’re all going to die” (Ereaut & Segnit, 2006). These are heavily present in the news, even though they did not originate from the science of climate change (O’Neill et al., 2009, p. 358).
The underlying assumption for this exaggeration in the news relative to climate risks has been studied under the scope of newsworthiness. It is argued that when events are linked to or presented as threats to human life, newsworthiness tends to increase (O’Neill et al., 2009; Weingart et. al., 2000), and one way of achieving that is by magnifying some levels of alarm (Joffe, 1999). Moreover, climate change tends to be discussed in the media in dramatic climate-related circumstances (Carvalho & Burgess, 2005). 
Attention was also given to the persuasiveness of fear appeal in environmental communication. Hartmann et al. (2014) discussed the role of fear arousal and coping efficacy in green advertising. They concluded that “exposure to an advertisement featuring threat appeals related to climate change leads to an increase in the cognitive level of perceived threat” (p. 754). This implies that people’s level of belief determines their intention to engage in pro-environmental behaviors like switching to green electricity or voting for a tax on carbon emissions (Hartmann et al., 2014, p. 754). In the same logic, Chen (2016) surveyed the impact of fear appeals on pro-environmental behaviors, before pulling out its crucial determinants. These pertain to moral obligation, trust in organizations and mass media, risk perception, self-efficacy, and collective efficacy. He found that “various degrees of fear appeal of climate change have different impacts on an individual’s intention to engage in pro-environmental behavior” (Chen, 2014, p. 86). Consequently, he recommends using objective information on climate change to induce fear and lead to anticipated effects in encouraging people’s pro-environmental behavior (p. 86). Then, he suggests enhancing people’s moral obligations to the environment in order to encourage positive behaviors and prevent them from engaging in actions that can harm the environment (p. 86). Finally, he calls for enhancing an individual’s perceived collective efficacy, especially when they are put in a high-fear appeal condition (p. 87). This leads to our next question. 
RQ 3: What percent of articles exhibit each of the EPPM elements (i.e., severity, susceptibility [threat], self-efficacy, response-efficacy [efficacy])?
Fear appeal is also employed in reducing or preventing specific behaviors like meat consumption. Hunter & Röös (2016), in this respect, explored the factors that motivate consumers to reduce or alter their meat consumption in Sweden. The assumption in this study is that people are reducing or replacing their meat consumption for reasons that are not restrictive but result from informed decisions. The main finding in this study is that “the individuals most willing to change their meat consumption are those whose self-efficacy and response efficacy vis-à-vis the recommended action is high” (Hunter & Röös, 2016, p. 157). Seeing that messages calling to alter meat consumption are having positive outcomes in Sweden, the place of origin of the phenomenon of interest here, we might draw a pattern relative to this country. Now EPPM requires a balance between threat and efficacy messages to be effective in achieving their intended goal. This leads to our last question:
RQ 4: How balanced are the presence of threat messages and efficacy messages in the flight shaming news coverage? 
Methods 
	Consistent with our goal of exploring the characteristics, then, the content of flight shaming media coverage and answering our questions, news articles discussing the phenomenon were content analyzed using procedures consistent with those employed by Kline et al. (2000) about the usage of fear appeals in breast-self-examination pamphlets, and Krajewski et al. (2019) on PSAs relative to the global water crisis on YouTube. Multiple reasons have governed the choice of news articles to conduct this study, namely the growing interest driven by the phenomenon, which led to the spike observed in its coverage during the months of June and October 2019. 
Sample selection
	Seeing that the movement is gaining momentum in the Global North, and having the most impact in countries where the aviation industry thrives, attention was on news media coverage springing from those countries, especially Sweden, the United Kingdom, the United States, etc. I began by accessing a database of stories as gathered by MediaCloud narrowing the data down to three lines, namely a keyword, news media sources, and dates. In this respect, I queried the MediaCloud database, using the site’s Boolean search strings for stories with the word “flygskam” published in Global English Language Sources, from 1 January 2019 to 30 November 2019. This initial selection released a total of 433 news stories with topics as broad as the environment, global warming, travel and vacations, and air pollution. 
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Figure 1: News coverage of flygskam in Global English Language Sources, from 1 January 2019 to 30 November 2019
To make sure that the data reflects the topic of climate change, I further narrowed it to stories containing the keywords of “environment” and “global warming”. The query yielded a total of 124 news articles that I cleaned by removing duplicates to obtain a final sample of 83 stories published between 1/26/2019 and 11/27/2019. 
Recording units and coding procedure
	For this study, recording units or basic elements to be classified were the titles and subheads of the news stories collected. The underlying reason was to assess the ways in which this anti-flying movement is being covered by mainstream media, and what language and strategies were employed by news organizations to attract and inform the reader about flight shaming. The goal of developing this coding scheme was to create categories that strive for being exhaustive and clear to be measured, and thus exhibit a high level of reliability. Two coders performed the coding after having gone through multiple sessions of training. These were meant to have the codebook tested by the coders who underwent rounds of practice coding, focusing on sub-samples of the study. In the instance of disagreements over an element, coders discussed examples from the data to reach an agreement, thus refining the codebook. To assess intercoder reliability, 10 percent of the news stories were randomly selected and used for training purposes. Seeing that the coding procedure was developed with a binary present/not present format, coders agreement was calculated in percentage, and using Scott’s Pi adjustment across all coding variables, the coders' agreement ranged from 50 to 67 percent. 
Coding variables
As noted in the EPPM and fear appeal literature, the broad coding categories include the variables of threat, susceptibility, response efficacy, and self-efficacy. A codebook was then created to identify these elements or any other iteration they may take in the data. Aside from these theoretical variables, the other categories coded for in the data related to the characteristics of the news stories. The variables are described below:
Basic information
	The first set of categories includes information about the characteristics of the stories. To this end, we coded for URL, date of publication, and source of the stories. Then, the components of moral obligation and guilt were coded for from their occurrences in the articles’ titles and or leads. Here, the focus was on blatant or tacit references to a moral obligation toward the earth or the environment, which one should be guilty or ashamed of for failing to take the necessary action as a duty or responsibility. The other element of this sub-category is the presence or not of a celebrity or climate activist in the messages. This specificity was inspired by Krajewski et al.’s (2019) application of the elaboration likelihood model to the presence and role of celebrities in water crisis-related videos on YouTube. 
Threat elements
	Each article was coded for whether or not it mentioned any or some climate impacts, and the threats posed by those impacts, especially as they linked to greenhouse gas emission through flying. These are therefore articles with elements pertaining to the severity or magnitude of climate impacts, and the likelihood that the reader will experience these. The assessment was made by focusing on the temporal and geographic proximity to climate change impacts. In this respect, the codebook asked for connections between any event or phenomenon, with climate change as its immediate or secondary group. Threat elements encapsulate then the variables of severity/threat, and efficacy. 
Efficacy elements
	Efficacy message components in EPPM require strong beliefs in the effectiveness of the responses being promoted (response-efficacy). Then, the individual is also encouraged and expected to not only endorse, but ultimately perform the solution being recommended (self-efficacy). A perfect article, in this case, would include elements promoting individuals’ ability to engage in the recommended action, namely flying less or not at all. It should also present not flying as an effective solution to the climate crisis. 
Results / Discussion Section
The initial data recorded and analyzed for the scope of this study contains 55 stories. Data were entered into Excel and analyzed manually. For the first set of variables, attention was given to the mere features of the news articles coded. These descriptive elements comprise the source, the presence of guilt or shame, and the occurrence of a celebrity or activist in the news titles or leads. Besides these descriptive features, the EPPM constructs were recorded in categories of threat elements, including threat and susceptibility; and efficacy elements made of self-efficacy and response efficacy. 
Descriptive statistics 
	In the 55 stories coded, judges found a total number of 70 elements relating to EPPM constructs. The elements of moral obligation, guilt, or shame accounted for 60% of articles in the sample (n= 33). This first observation speaks to RQ 1 which asks to what extent flygskam media coverage calls upon people’s moral obligations to the environment as a rationale to prevent them from flying. For the occurrence of a celebrity or activist in the data set, only 4 articles met this criterion, accounting for 7.27% of the sample. This relates to our RQ 2 which asks how often flight shaming messages mention an activist or celebrity. The news stories collected sprang from sources either with an international reputation like Al Jazeera, BBC, Forbes, The Guardian; or local ones including the Manitoban, San Diego Tribune, etc. Some of these are also thematically driven with a focus on environmental communication, namely Bloomberg Environment, Treehugger, Yale Climate Connections, etc. 
The last element worth mentioning here is the total number of articles that mention other alternatives to global warming in relation to general carbon emission. In this respect, 13 articles referenced other ways of living, traveling, or changing diet; thus accounting for 23% of the stories analyzed. Some of these alternatives fall into the category of policy, as they argue for raising taxes on plane tickets as a solution. While these calls for action depend on decisions and policymakers, the next category of solutions is boiled down to individual choices. They relate mostly to swapping planes, and at times cars, for trains or using yachts just for the sake of reducing one’s carbon footprint. One other solution that might be considered a little extreme is the call to stop having kids. A news story from New Zealand published on Nov 14, 2019, argues for forgetting about flight shaming, as “the real way to save the planet is to stop having kids”. 
	Seeing that these categories represented nominal level data, a series of single-case frequency analyses would be necessary to determine how often EPPM constructs are present in stories featuring a celebrity or activist. The same test would be relevant to assess if the presence of guilt or shame is associated with efficacy elements, and ultimately some of the other alternatives presented as solutions to the environmental risk. This would help in knowing how many of these solutions are deemed feasible by the climate-conscious individual. 
Research questions
	Results for RQ1 were 7.27%, a small proportion of the stories coded (n=4). Now, the name appearing in this category is Greta Thunberg, the then 16-year-old Swedish activist who rose to fame, as she spearheaded climate change activism with her passionate and science-driven declarations. Some of the stories featuring her name associate her role in the movement with its effects on air travel. AlJazeera, the Middle Eastern newsgroup talks, for instance, about a “Greta effect slowing down air travel”. The other stories focused on the means of traveling chosen by the activist to attend international gatherings like the UN Climate Action Summit in New York, in September 2019 and the COP 25 in Madrid, in December 2019. In this regard, attention is given to the low carbon emission yachts she boarded to sail across the Atlantic to avoid planes. Once this is established, the article presents the activist and her choices as a model being emulated or asks the reader if they would give up flying as well. Vox of November 30, 2019, reads “Greta Thunberg gave up flights to fight climate change. Should you?”. This represents a slight move away from using fear appeals to suggest a behavior change to leveraging the reputation of eco-celebrities as an incentive to achieve the same goal.
	For RQ 2, a significant number of articles report the usage of or reference to moral obligation, guilt, or shame, as a way of leading audiences away from flying. 60% of the articles (n=33) fit into this category with formats as diverse as hard news stories, editorial opinion pieces, analysis, columns, etc. One of the most blatant cases is probably the Treehugger of November 19, 2019, titled “I am flying to another conference, and I know I shouldn’t”. Another set of articles falling into this category report about coercive measures like banning private jets, or frequent fliers air-miles programs. These solutions are to be classified as the resort of individual bottom-up initiatives, and institutionalized ones for the ones that require policy and top-down decisions. 
Threat elements 	
Overall, in response to RQ 3, 70 message elements from the EPPM constructs were recorded in the stories analyzed. Out of these, 40% (n=22) of the articles discussed some kind of threat relative to the climate crisis. Susceptibility was the less represented aspect of the framework, as it was reported in only 14.54% (n=8) of the total articles. Seeing that both of these constructs form the overall category of threat, we also recorded the total number of stories with both threat and susceptibility elements. These account for 9.09% (n=5) of the stories. It is important to notice here that a low level of susceptibility is not of advantage for message effectiveness. 
According to the theory, the evaluation of a fear-based message provokes two appraisals, one of which is the appraisal of the threat. This is done by evaluating the risk and threat being discussed in light of the susceptibility to that risk. As a result, Turner et al. (2013) contend that “when appraisal of perceived threat is low (that is trivial or irrelevant), there is no motivation to process the message further; efficacy is not evaluated and there is no response to the fear appeal” (p. 82). In our case, this means the coverage of the flight shaming movement does a good job of portraying the risks relative to a high carbon level in the atmosphere. However, it fails to communicate the extent to which people are vulnerable to those risks, or their expectancy of being exposed to the threat being discussed. This means these messages are less likely to have a mobilizing effect around the flygskam movement. In other words, people will probably not endorse the movement or even decide to swap planes for other means of traveling. A lack of susceptibility equates to a lack of motivation, which here maintains the threat as a distant risk that may befall others and not the reader who doesn’t feel susceptible. Turner et al. (2013) argue in this respect that “severity alone is not sufficient” (p. 95), thus echoing Witte’s (1992) observation of the role of susceptibility constructs in message acceptance. These elements help in fostering the motivation to process fear appeal messages because they establish a sense of vulnerability and enhance the personal significance of the matter being discussed.
Efficacy elements	
On the other hand, efficacy elements are distributed in the following form: 33% (n=18) of the news stories account for response efficacy message constructs, while 40% (n=22) contain self-efficacy elements. A combination of these gives 40 efficacy elements for 30 threat constructs. The theory contends in this respect that the message will be accepted, and people will be motivated to control the danger at stake if perceptions of efficacy are greater than perceptions of threat. This means that flygskam news coverage, at least in articles respecting this balance of more efficacy than threat elements, is likely to be accepted and gain traction. 
A further look into these two categories accounts for 27.27% (n=15) of the selected stories that contain the two pillars of efficacy, namely response efficacy, and self-efficacy. Only 3 articles, making 5.45% of the complete dataset contain the four variables required by EPPM. And only 20% (n=11) of stories report a presence of both efficacy elements, for at least one construct from the threat category. This, in response to RQ 4 and according to theory, is alarming, as the recommended balance is not met in these news articles. One could expect a less satisfying if not opposite result to these stories that display a partial usage of the EPPM elements. A possible reason for this observation could be the fact that these news stories are merely reporting on a phenomenon that is yet to be completely defined and categorized. In this regard, there is no clear-cut message about flygskam as created and distributed by an organization or a campaign. In other words, the message is very organic and completely raw at this stage. This is why news organizations will tend to report a snippet of it, without the complete picture. This, we argue is a possible downside of climate change communication and the way it’s reported in the news in general. When a subject as polarized and political as global warming, where multiple stakeholders are present, is not designed with a clear message accepted by all parties, there would be significant discrepancies in its coverage by news organizations. These are left with the choice of emphasizing a party’s opinion over another or the general one relative to the same matter; decisions that are motivated at their core by traditional journalistic norms. This could also get worse when journalists find themselves in a condition where they lack adequate resources to report on science and environmental issues, lack the specialized knowledge to do so (Patterson, 2013), or have to abide by structural contingencies of privileging drama and conflicts (Bennet, 2009). 
As far as implications for this movement, the imbalance observed in its coverage doesn’t guarantee message acceptance from the general public. On the one hand, the choices recommended as an alternative to flying all depend on the country and its transportation infrastructure, which raises the question of affordances and access to the resources necessary for adopting some particular kinds of eco-conscious behaviors. On the other hand, this same disparity can lead to eco-anxiety and feelings of helplessness regarding the climate crisis, especially for those who may not afford to swap planes for trains in the first place. With these considerations, “flygskam” may gain more traction if its proponents chose to provide more balance in their message strategy as a first step. That is if using fear appeals was the appropriate route to achieve their end goal. Meanwhile, capitalizing on shame or guilt as a persuasion strategy doesn’t necessarily motivate action, as these are negative emotions and feelings that audiences might not want to sustain, especially in individualistic societies. Finally, the Covid19 pandemic that has been unfolding in the last two years and the worldwide shutdowns that it has caused, especially in the travel industry, serves as yet another argument to reflect upon air travel. 
Conclusion  
	This study explored the characteristics of “flygskam” or the flight shaming movement, as it’s covered in global print media, using the extended parallel process model (EPPM). Our findings indicate that the message being conveyed in those outlets amounts to a low level of susceptibility elements, which, according to theory indicates the likelihood of a fear-based message not being accepted and received. Reasons for such an outcome may vary and depend on multiple elements that are worth exploring in subsequent studies.
	Like in many studies, this entry has limitations, especially relative to the data. Seeing that these are mere coverage of the issue globally in 2019, we might have explored a less rigorous dataset reflecting the true scope of the movement. As such, it should be interesting to broaden the dataset to pre and post Covid19 and see how the pandemic might have changed, increased, or caused to question the relevance of flygskam. One can also look at other media for differences in coverage and focus or social media posts from activists and community members as they campaigned for flying less. There might be differences in the way proponents of the movement and the news discuss the same issue. 
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