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Abstract

Pandawara Group is a community of young environmental activists who have gained
widespread attention for their waste cleanup campaigns in Indonesia. Pandawara Group
utilizes the social media platform TikTok to reach a larger audience. This research aims to
explore how digital technology and social media are used and influence environmental
action among Generation Z. Using a qualitative approach, this research analyzes the
content strategy of the TikTok social media platform. Through a qualitative approach, this
research analyzes their content strategy in the context of digital ecology. The research
examined eight TikTok videos with the highest number of likes on Pandawara Group's
account to evaluate user engagement patterns and content elements that support campaign
effectiveness. In addition, interviews were conducted with Pandawara followers at
Tribhuwana Tunggadewi University to explore their perceptions of Pandawara's hygiene
campaign through digital platforms. The results showed that Pandawara's authentic and
visually appealing content successfully moved audiences, especially the younger
generation, towards environmental activism. The study also found that their strategy of
emotional storytelling and community engagement created a strong bond with their
followers. In addition, the viral nature of their content significantly extended the reach of
the message to a global audience. The discussion in this study highlights how such digital
Strategies are instrumental in creating sustainable impact for environmental advocacy. The
conclusion of this study is that digital platforms are highly effective for strengthening
grassroots environmental movements and suggests further research on the role of social
media in ecological advocacy.

Keywords: digital ecology, environmental activism, generation z, social media campaigns
Abstrak

Pandawara Group adalah komunitas aktivis lingkungan muda yang telah mendapatkan
perhatian luas karena kampanye pembersihan sampah di Indonesia. Pandawara Group
memanfaatkan platform media sosial TikTok untuk mencapai audiens yang lebih besar.
Penelitian ini bertujuan untuk mengeksplorasi bagaimana teknologi digital dan media
sosial digunakan serta memengaruhi aksi lingkungan di kalangan Generasi Z. Melalui pend
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Ekatan kualitatif, panellation ini menganalisis strategi konten mereka dalam Konte’s
ekologi digital. Penelitian ini mengkaji delapan video TikTok dengan jumlah suka
terbanyak di akun Pandawara Group untuk mengevaluasi pola keterlibatan pengguna dan
elemen konten yang mendukung efektivitas kampanye. Selain itu, wawancara dilakukan
dengan pengikut Pandawara di Universitas Tribhuwana Tunggadewi untuk menggali
persepsi mereka terhadap kampanye kebersihan yang dilakukan Pandawara melalui
platform digital. Hasil menunjukkan bahwa konten Pandawara yang otentik dan visualnya
menarik berhasil menggerakkan audiens, khususnya generasi muda, menuju aktivisme
lingkungan. Studi ini juga menemukan bahwa strategi mereka dalam bercerita secara
emosional dan melibatkan komunitas menciptakan ikatan yang kuat dengan pengikutnya.
Selain itu, sifat viral konten mereka secara signifikan memperluas jangkauan pesan ke
audiens global. Pembahasan dalam penelitian ini menyoroti bagaimana strategi digital
tersebut berperan penting dalam menciptakan dampak berkelanjutan bagi advokasi
lingkungan. Kesimpulan dari penelitian ini adalah bahwa platform digital sangat efektif
untuk memperkuat gerakan lingkungan akar rumput, serta menyarankan penelitian lebih
lanjut tentang peran media sosial dalam advokasi ekologi.

Kata Kunci: aktivisme lingkungan; ekologi digital; generasi z; kampanye media sosial
Introduction

In recent years, there has been a marked increase in environmental
consciousness, particularly among Generation Z, a cohort that has matured in an
era dominated by abundant information and technological advancement. This
heightened awareness among young people is critical for environmental
preservation and the attainment of overall sustainability (Debrah et al., 2021).
Environmental education significantly enhances environmental awareness and
attitudes, ultimately fostering more sustainable practices (Sprague et al., 2021).
Furthermore, community-based environmental education has proven effective in
empowering individuals to identify and address pressing environmental challenges
(Lawson et al., 2015).

In the digital era, educational tools such as games have been deployed to
elevate environmental awareness among students, yielding promising outcomes in
terms of increasing levels of environmental consciousness (Fjellingsdal &
Klockner, 2019). The digital age has also shaped social health and environmental
behavior among students, underscoring the need to address these issues within
educational frameworks (Zakharova et al., 2020; Zorell, 2022).

The engagement of youth in environmental issues has become increasingly
vital, particularly in the context of global events such as the COVID-19 pandemic.
Implementing effective strategies and tools to raise awareness of environmental
concerns and promote appropriate behaviors among young people is essential for
fostering a sustainable future (Sundri & Memet, 2021). Indigenous youth, including
those in Kenya, have articulated significant concerns regarding environmental
issues, notably the slow progress in combating global warming (Mamati & Maseno,
2021). Youth involvement in environmental volunteerism has been recognized as a
valuable strategy for achieving sustainable development goals and addressing
ecological challenges (Horrocks, 2002; Yee et al., 2021).
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The Pandawara Group stands as a prominent example of digital activism in
the contemporary virtual landscape, especially through their innovative use of
TikTok to promote environmental cleanliness. Formed by a close-knit group of five
young men from Bandung—Muhammad Ikhsan, Gilang Rahma, Agung Permana,
Rafly Pasya, and Rifki Sa'dulah—Pandawara Group derives its name from a
combination of cultural and linguistic roots. "Pandawara" reflects the group’s
structure, inspired by a traditional puppet story where "Pandawa" symbolizes five
brothers, while "Wara" in Sundanese signifies "good news." The name thus
embodies their mission as "Five young men who bring good news." Before formally
establishing the group, these individuals were already deeply involved in local
efforts to clean up their neighborhoods, often volunteering to clear garbage from
rivers, sewers, and other areas prone to flooding, driven solely by their sense of
civic duty and without expecting any monetary compensation (Gittlin et al., 2023)

The rise of TikTok as a social media platform provided Pandawara Group
with a powerful tool to amplify their efforts. Starting in October 2022, the group
began sharing content of their river-cleaning activities on TikTok, and their videos
quickly gained traction on both TikTok and Instagram. As of now, their TikTok
account has amassed an impressive following of over 12 million users and garnered
over 215 million likes, demonstrating the vast reach and influence of their content.
Their intention was not to seek validation or accolades, but rather to raise awareness
and educate the Indonesian public on the importance of environmental stewardship.
By demonstrating that cleaning up waste in rivers and sewers is not as daunting as
it might seem, they aimed to inspire others to take similar actions, reinforcing the
message that environmental responsibility is a collective duty.

The TikTok platform, with its combination of user-generated content and
algorithm-driven dissemination, is proving to be an effective medium for engaging
young people in political discourse and activism. Research has shown that TikTok
is particularly effective in mobilizing support for causes such as environmental
conservation, as it allows for the rapid dissemination of messages that are tailored
to resonate with younger, digitally-savvy audiences (Literat & Kligler-Vilenchik,
2021). This capability has been proven in a variety of contexts, including political
campaigns and social movements, where TikTok has facilitated the formation of
affective publics - communities that share the same emotional response - around
important issues such as climate change (Hautea et al., 2021). The success of
Pandawara Group, which has attracted international attention for its environmental
advocacy, further underscores the power of TikTok as a tool to promote grassroots
activism. This is in line with a growing body of research exploring the role of social
media platforms in driving youth engagement in environmental issues.

For example, previous studies have also shown that social media plays an
important role in shaping young people's behavior, especially in encouraging their
engagement in activities that match their values. Platforms such as TikTok and
Instagram empower young people to engage in social activism, encouraging
participation in movements centered on environmental conservation and social
justice (Rodriguez et al., 2019; Vaingankar et al., 2022). These platforms also
motivate young people to take collective action towards sustainability and positive
environmental change (Kadakia et al., 2024; Samari et al., 2022). While it can
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encourage positive engagement, it also comes with risks, such as potential negative
impacts on mental health if not used critically (Elsaesser et al., 2021; Samari et al.,
2022).

Pandawara Group's success in mobilizing millions of TikTok users to join
environmental clean-up initiatives also shows how social media resonates. In
keeping with previous research, this study wants to explore how Pandawara's
creative use of TikTok, in the context of environmental advocacy, reflects broader
trends in social media-driven youth engagement. Their campaign demonstrates the
efficacy of digital platforms in galvanizing support for environmental issues with
the power of creative video content in driving collective action (Roberd & Roslan,
2022). The urgency of research on Pandawara Group is further emphasized by the
escalating environmental crises in Indonesia, including frequent floods and
pollution in major rivers, which underscore the need for effective grassroots
activism and public engagement in environmental conservation.

This research seeks to delve into the ways in which Pandawara Group’s
TikTok campaigns have elevated environmental consciousness and fostered active
participation in environmental conservation among Generation Z. By examining
the group’s methods and the outcomes of their initiatives, this study aims to identify
effective strategies that can be employed to amplify environmental advocacy
through digital platforms. The goal is to ensure that such movements not only
sustain but also expand, fostering a growing and enduring environmental awareness
among younger generations.

In addition, this research will explore how TikTok's unique characteristics,
including its ability to spread messages quickly and engage users in meaningful
discourse, have contributed to the success of Pandawara Group. Understanding
these dynamics is critical to developing strategies that can leverage digital platforms
to drive positive social change and promote sustainability on a larger scale. This
research is expected to provide insights that will support the continued growth of
environmental movements, ensuring that they have a lasting and powerful impact.
Indonesia's growing environmental challenges and TikTok's proven effectiveness
as a tool to mobilize action make this research not only important, but also much
needed. This research will also add understanding to the development of
communication science, particularly in the integration of digital media with
environmental advocacy. By looking at how social media facilitates mobilization
and advocacy, this research contributes to a complex understanding of digital
communication strategies in the context of sustainability and youth movements.

Methods

This study uses a qualitative approach to explore the influence of TikTok
videos posted by Pandawara Group on youth awareness and participation in
environmental hygiene campaigns. The method used is content analysis, with
primary data in the form of eight videos with the highest number of likes on
Pandawara Group's TikTok account. These videos were analyzed based on elements
such as title, theme, duration, number of likes, comments, and favorites to identify
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audience engagement patterns and understand the contribution of these elements to
campaign effectiveness (Creswell & Poth, 2016; Doelvia et al., 2023).

In addition to TikTok videos, this study also used secondary data obtained
from interviews with Pandawara Group followers at Tribhuwana Tunggadewi
University, as many students on this campus are sympathizers and inspired by
Pandawara. These interviews aimed to understand followers' perceptions and
responses to the hygiene campaign conducted by Pandawara through social media,
as well as its impact on their awareness and behavior regarding hygiene and
environmental issues (Borgstede & Scholz, 2021). Below is a table that shows
information related to the eight most-liked videos from the Pandawara Group’s
TikTok account:

Table 1. Research data sources

No Title of Theme Duration Likes Comments Favorites
Content
1 Sukabumi Campaign 52 seconds 7.6 44.5 288
beach million  thousand thousand
2 Noname Action 1 minute 46 13.1 173.9 400.1
beach seconds million  thousand thousand
3 Noname Expose 48 seconds 6.5 27.8 248.5
river million  thousand thousand
4  Cirebon Campaign | minute 28 4.5 28.4 163.7
beach seconds million  thousand thousand
5 Noname Action 10 seconds 3.5 14.6 131.9
beach million  thousand thousand
6  Lampung Campaign 54 seconds 4.8 37.9 150.1
beach million  thousand thousand
7 Banten Action 2 minutes 23 5.4 61.1 203.3
beach seconds million  thousand thousand
8 Noname Action 1 minute 22 4 43.9 112.9
river seconds million  thousand thousand

Source: data processed by researchers

This table provides an overview of the eight most popular videos from the
Pandawara Group’s TikTok account and how the audience responded to the content,
which will be further analyzed in this study. By combining primary data from the
videos and secondary data from interviews, this research aims to provide a more
comprehensive insight into the impact of the environmental cleanliness campaigns
conducted by the Pandawara Group through the TikTok platform.

Results and Discussions

Profile of Pandawara Group

The Pandawara Group, composed of five Generation Z members—Ikhsan
Destian, Gilang Rahma, Muhammad Rifqi, Rafly Pasya, and Agung Permana—has
emerged as a prominent force in environmental activism, especially on social media
platforms like TikTok, Instagram, and YouTube. Their impactful waste cleanup
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efforts across Indonesia have been transformed into highly viewed and appreciated
online content (Arlanthy et al., 2024). As digital natives, their commitment to the
environment has made them a trending topic and a source of widespread admiration
on social media.

Originating in Bandung, the group initially focused on clearing local rivers
and gutters, filled with trash. Though they started with a local focus, their vision
expanded quickly, aiming to inspire Indonesian youth to actively care for the
environment by avoiding littering and encouraging others to engage in cleanup
efforts. Their approach is straightforward yet inclusive, frequently involving local
communities and online audiences in their campaigns.

One of their most remarkable actions was the cleanup of Sukaraja Beach in
Lampung, infamous as one of Indonesia's dirtiest beaches. This initiative was
significant not only due to the scale of the cleanup but also because of their success
in rallying local residents and environmental organizations to join the effort. This
collaborative approach showcased Pandawara's ability to mobilize communities,
transforming online influence into tangible environmental change (Rajudin & Hadi,
2024).

Their presence on social media has been critical in spreading their message,
enabling them to reach a broad audience, particularly the younger generation they
most aspire to influence. Their videos often achieve viral status, driven not just by
the magnitude of their efforts but also by their genuine and passionate delivery of
their mission. This authenticity has attracted a substantial following, including
high-profile individuals like MrBeast, the world’s most-followed YouTuber, who is
among their TikTok followers.

Pandawara’s unwavering commitment has earned them numerous awards,
but more importantly, it has ignited a movement among Indonesian youth to take
responsibility for their environment. They continue to advance their mission by
leveraging social media to educate, motivate, and mobilize people toward
environmental protection. Their story is a powerful example of how dedicated
individuals can use digital platforms to drive real-world environmental change and
inspire a generation to take action (Allam et al., 2022).

Their environmental efforts have not gone unnoticed. Pandawara Group has
been honored as TikTok Local Heroes in the "Year on TikTok 2022" and received
the "Best Green Communication" award at the Indonesia Green Awards 2023.
Additionally, they were bestowed the Anugerah Konservasi by Universitas Negeri
Semarang and recognized with the "Inovasi Pegiat Perlindungan dan Pelestarian
Lingkungan Hidup" award at the detikJabar Awards 2023. Making history, they won
three major awards at the TikTok Awards Indonesia 2023, including "Creator of the
Year," "Rising Star of the Year," and "Changemakers of the Year." Furthermore,
they received the Gatra Awards 2023 for their contributions to environmental
protection. These achievements underscore the profound impact of Pandawara
Group’s work, highlighting their success in inspiring and mobilizing communities
toward environmental stewardship on both national and international levels.
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Characteristics of Pandawara Content
Campaign

“Campaign” videos are one of the most engaging types of content from
Pandawara Group. These videos focus on directly inviting the public to participate
in clean-up actions scheduled by them. Pandawara often opts for a humanistic and
emotional approach, where they do not use harsh and bombastic language.

Instead, they show a lot of trash scattered around, and then local children
expressing their hopes of being able to play in the place if it is clean (see figure 1).
In addition, the music tends to be roaring and energetic so that the content is easily
accepted and understood by audiences from various backgrounds. This approach is
effective as audiences can see first-hand the impact that environmental cleanliness
has on the younger generation (Yamane & Kaneko, 2021). The message was not
only about the environment, but also the future of children, which gave it a strong
emotional appeal.

— d

Picture 1: Children who want to play ball with a background of piles of
garbage

(Source: @pandawaragroup account)

From interviews with student followers of the @pandawaragroup account at
Tribhuwana Tunggadewi University, many stated that they were inspired by the way
Pandawara delivered their message through TikTok videos.

“I usually don't care much about campaign videos, but when I see young people, my
age talking about nature and environmental cleanliness, I feel a calling to get involved, ”
(Results of an interview with one of the informants).
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The “Campaign” content also tends to generate a lot of positive comments.
Many viewers give praise and prayers for Pandawara, hoping that they can continue
their noble mission. However, there are also comments that are critical of the
government or the local community for not getting involved in the cleanup action.

There was also a discussion on the importance of early environmental
education. Some viewers suggested that Pandawara should not only focus on clean-
up actions, but also organize education for children on how to keep the environment
clean. This shows that the “Campaign” videos are not only successful in calling
people to action, but also in sparking a broader dialog about environmental
education and awareness.

Overall, Pandawara's “Campaign” themed content serves not only as a call
to action, but also as a platform to foster empathy, build dialog, and raise awareness
of the importance of keeping the environment clean for the future of the younger
generation.

Action

Videos with the theme “Action” are the hallmark of Pandawara Group that
showcase their real-life actions in cleaning up the environment. In this video, the
five members of Pandawara are often seen working to clean up an area littered with
trash. They use accelerated video techniques that show the cleaning process from
start to finish. The visualization displayed by Pandawara is very strong as it shows
a comparison of the conditions before and after cleaning. As the trash is shown
actually piling up, the end result is that the trash is all gone and the river water looks
clean and flowing. The video has a very strong visual impact on the audience.

[ ]
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Picture 2: Pandawara members  Picture 3: Condition Picture 4: Picture of the river
cleaning river waste without of one of the rivers after being cleaned by the
complete health equipment before cleaning Pandawara
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Picture 2 shows members of the Pandawara Group cleaning a heavily
polluted river and sharing it on TikTok. By uploading this content on TikTok, they
effectively raise awareness about environmental issues and motivate their audience,
especially Generation Z, to take action to protect the environment. Picture 3 and 4
depict the condition of the river before and after being cleaned by the Pandawara
Group, which provides a strong call to action on what the river will look like after
it has been cleaned. One of the most popular examples of an “Action” video is when
the Pandawara cleaned up a very dirty river. With only five people, they were able
to transform a river full of trash into a much cleaner area. The message in these
videos is simple but powerful, showing their dedication and hard work.

The comments on “Action” videos are generally very supportive. Many
viewers praised the dedication and effort put in by the Pandawara. “You are unsung
heroes,” wrote one viewer, usually addressing teachers. Or other support in other
positive words. There were also many suggestions given by viewers to improve the
effectiveness of their actions. “I wish you could use heavier equipment to finish
faster,” suggested one viewer, which was usually followed by a long discussion in
the comments regarding the government who should provide the equipment.

Interviews with students showed that the “Action” video had a huge impact
in motivating them to take part in the cleanup movement.

“Every time 1 see their videos, 1 feel like going straight to the field and helping. But they
are only in West Java it seems, maybe in the future we can make it in East Java,” (Results
of an interview with one of the informants).

“The exciting thing is that they are our age too, sometimes I have the desire and
motivation to make the same movement, but what, is it cleaning too or other content that
has the same spirit but different,” (Results of an interview with one of the informants).

Pandawara's videos clearly inspire their viewers. This shows that “Action”
themed videos not only inspire but also motivate viewers to take action. In some of
the videos, Pandawara also involved the local community, government officials,
and security forces to participate in the cleanup. This shows that their actions have
the support of various parties, which reinforces the message that keeping the
environment clean is a shared responsibility. This collaboration not only increased
the effectiveness of their actions but also strengthened the public's trust in the
movement.

Overall, the “Action” themed video showcases Pandawara's dedication and
hard work in keeping the environment clean. This content manages to create a
significant impact both visually and emotionally, which not only inspires but also
motivates viewers to act. This is one of the reasons why the “Action” content
became so popular and gained a lot of support from their audience.

Expose

“Expose” videos are the least common type of content produced by
Pandawara but still play an important role in their campaigns. These videos tend to
be simpler and focus on the appearance of very dirty environmental conditions.
Typically, “Expose” videos only contain visual footage of a river, or an area filled
with trash, accompanied by a short interview with a local resident giving their views
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on the situation. Despite its simplicity, this content has the power to show a reality
that many people may not know about.
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Picture 5: Five members of the Picture 6: Pandawara Group members
Pandawara Group while videotaping exposed trash in a river and
themselves in front of a stretch of interviewed residents.
rubbish to expose the piles of rubbish Source: @pandawaragroup account
on the beach.

Source: @pandawaragroup account

Picture 5 above presents a video titled "Expose," where Pandawara
documents an unnamed river overwhelmed by garbage stretching as far as the eye
can see. In the video, a resident comments, “The trash from everywhere always
piles up here; it's cleaned often, but it keeps coming back.” This statement reflects
the frustration and helplessness experienced by the community in dealing with the
persistent waste issue. Similarly, Picture 6 showcases another "Expose" video,
featuring a beach littered with garbage along its shore. Both videos sparked lively
discussions in the comments, with many viewers raising concerns about the
government's role in tackling these recurring environmental problems.

Comments on the “Expose” video were often critical, especially of the
government and residents who were perceived as not doing enough to keep things
clean. However, this discussion has also led to polemics, as some residents or
government officials who feel cornered in the video may feel reluctant to take the
blame, resulting in a clarification video that also went viral on social media. On the
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other hand, there are also comments that provide a simple solution, which is to
increase citizen participation in keeping the environment clean.

According to student informants, some of them stated that this “Expose”
video illustrates that the waste problem is everywhere but often does not appear on
social media so it is considered never existed.

“Videos like this opened my eyes to how severe the waste problem is in certain areas,
and I even thought that maybe my area is the same way. Because sometimes we often
pass by there so we don't feel that it is a problem, when we see it on social media like
this, we realize that piling up garbage is also a problem,” (Results of an interview with
one of the informants).

“Expose” videos are also often used as a tool to pressure authorities to take
action. Some comments indicate that viewers use these videos as evidence to
demand action from the government. For example, the comment: Videos like this
should be seen by all officials in this area. They need to know what is really
happening. This shows that although “Expose” content is produced less frequently,
its impact can be very significant in influencing public opinion and driving change.

Overall, “Expose” themed videos play an important role in showing the
reality on the ground and highlighting issues that need to be addressed immediately.
While not as popular as videos with other themes, this content is still effective in
raising awareness and sparking discussions that can lead to action. Pandawara uses
this content to pressure authorities and the public to be more active in keeping the
environment clean.

Discussion

Pandawara Group, composed of Generation Z activists, has effectively
utilized digital platforms to launch a compelling environmental campaign. Their
strategy revolves around engaging the public in waste cleanup activities while
raising awareness about environmental conservation. By leveraging social media
platforms like TikTok, Instagram, and YouTube, they have transformed local
environmental efforts into a widespread digital movement that resonates with
audiences far beyond their immediate community (Alaimo et al., 2020; Gruss et al.,
2020). This approach aligns with the insights of (Sanjaya et al., 2024), who
emphasizes the growing influence of digital green marketing in shaping
environmental behaviors, particularly within eco-tourism contexts.

Pandawara’s choice of platforms—TikTok, Instagram, and YouTube—is
strategic, as these are highly popular among Generation Z and Millennials. TikTok,
in particular, is known for its short-form, engaging video content, which aligns
perfectly with the attention span and content consumption habits of younger
audiences. By focusing their campaign on these platforms (Vaterlaus & Winter,
2021), Pandawara ensures they reach a demographic that is both socially conscious
and digitally connected, maximizing their impact. Alam et al., (2023) have shown
that pro-environmental content on social media significantly engages users, further
validating Pandawara’s platform choices.

At the heart of Pandawara’s digital campaign is their content creation
strategy. They produce visually compelling videos that document their waste
cleanup activities, often using a narrative that is both emotional and relatable. These
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videos typically feature before-and-after shots, time-lapsed cleanups, and
community involvement, which not only showcase the impact of their actions but
also inspire viewers to participate in similar efforts. The authenticity and relatability
of their content are key factors in its widespread appeal, a concept supported by
(Bernadeth & Junaidi, 2024), who found that TikTok content effectively influences
followers’ behavior in maintaining cleanliness.

Pandawara's content is designed to evoke an emotional response from
viewers. They create a narrative highlighting the human side of environmental
issues by incorporating elements like children's voices and local community stories.
This storytelling approach makes their content more engaging and fosters a deeper
connection with the audience, encouraging them to take action. The emotional
appeal in digital campaigns is crucial, as emotional engagement significantly drives
behavioral change, particularly in sustainability-related initiatives (Heidbreder et
al., 2020).

One of the most remarkable aspects of Pandawara's digital campaign is its
ability to mobilize communities both online and offline. Through its social media
presence, it has successfully rallied local residents, netizens, and environmental
organizations to join its cleanup efforts. This collective action demonstrates the
potential of digital platforms to spread awareness and facilitate real-world
participation, turning viewers into active participants in the campaign (Durkin et
al., 2022).

The influence of high-profile followers, such as MrBeast, further legitimizes
Pandawara's campaign. When a globally recognized figure follows and engages
with its content, it boosts its credibility and expands its reach to an even broader
audience. This endorsement significantly enhances the campaign's impact,
attracting media attention and additional supporters (Chamberlain et al., 2017). As
more influencers and media outlets get involved, the visibility of their cause grows
exponentially. This widespread recognition helps drive even more support from
both local and global communities.

Pandawara's digital campaign can be analyzed through the lens of digital
ecology, which explores how digital environments influence and shape interactions,
communities, and activism. Their use of platforms like TikTok, Instagram, and
YouTube exemplifies how digital spaces can be utilized to foster environmental
awareness and mobilize collective action. By creating content that resonates with
the values and habits of their digital audience, Pandawara taps into the
interconnectedness of digital ecosystems, where information spreads rapidly,
enabling grassroots movements to gain momentum and influence behavior
(Apostolopoulou et al., 2022; Ghobadi et al., 2024)

In the context of digital ecology, Pandawara effectively harnesses the
network effects of social media. Their campaign benefits from the algorithmic
amplification inherent in digital platforms, where engaging and shareable content
is prioritized, thus increasing its reach and impact. This interconnected digital
environment allows Pandawara to build communities that transcend geographical
boundaries, creating a global network of supporters who are inspired to participate
in environmental conservation, both online and offline. This is reflective of the
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dynamics discussed by Durkin et al., (2022), who highlight how media landscapes
can enhance the visibility and effectiveness of campaigns.

Moreover, digital ecology emphasizes the sustainability of digital
campaigns, which Pandawara exemplifies through their consistent content creation
and engagement strategies. By maintaining an active presence across multiple
platforms, they ensure that their message remains relevant and visible within the
ever-evolving digital landscape. This approach not only sustains their campaign but
also contributes to the broader digital ecology by promoting positive environmental
practices and inspiring collective action on a global scale. As Pickerill, (2024)
suggests, blending digital and physical activism is crucial for sustained impact in
environmental movements, a strategy that Pandawara has successfully
implemented.

Conclusion

Pandawara Group's digital campaign exemplifies how environmental
activism can be effectively scaled using social media platforms like TikTok. By
leveraging the power of digital ecology, they have transformed local cleanup efforts
into a global movement, inspiring millions, particularly among Generation Z, to
engage in environmental stewardship. Their success underscores the potential of
digital platforms to not only raise awareness but also drive tangible action in
addressing ecological issues.

TikTok has proven to be an instrumental platform for Pandawara, offering a
unique space for content that is both visually engaging and easily shareable. The
platform’s algorithmic nature amplifies content that resonates with users, enabling
Pandawara to reach a broad audience quickly and effectively. This highlights the
importance of digital strategies in modern activism, where visibility and virality can
significantly enhance the impact of grassroots movements.

For Generation Z, Pandawara represents a relatable and inspiring example
of how young people can use digital tools to effect change. The group's authentic
and action-oriented content aligns with Gen Z's values, showing that environmental
activism can be both impactful and accessible. Pandawara’s approach not only
engages this generation but also empowers them to take an active role in protecting
the environment, demonstrating the transformative potential of combining digital
platforms with ecological advocacy. The study recommends that future research
could explore the long-term impact of digital activism on behavior change among
Gen Z. Future researchers could also investigate how different social media
platforms compare in driving environmental movements across different
demographics.
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