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QUESTIONNAIRE
Dear respondent,
	I am a final year students of the Department of Mass Communication Conducting a research on the topic “ASSESSING THE IMPACT OF SOCIAL MEDIA ON THE CREATION OF AWARENESS ABOUT CLIMATE”. This is part of the requirement of Award of Higher National Diploma in Mass Communication.
	Please endeavour to request honestly as the success of the study depend on your corporation, your response will be handle very confidently.
Thanks for your co-operation
Yours Sincerely.
SECTION A
PERSONAL DATA
Instruction from each of the question below thick (   ) the best that reflect your option.
1. Sex : 
a. Male    (   ) 		b. Female   (   )
2. Age:   
a. Below 20 years (  ) b. 20 – 40 years (   )   c. 40 and above (   )
3. Marital Status: 
a. Single (   ) b. Married    (   ) c. Divorced (   )
4. Occupation: 
a. Business personal (   ) b. Student (   ) c. Civil Servant (   ) d. Artisan (   )
5. Religion:   
 (a)  Islam (  )   (b) Christianity (   )  (c) Others (    )
6. Level of Education
a.	SSCE (   ) b. ND/NCE (   ) c. HND/B.S.C  (   ) d. Other (   )

SECTION B
· Do you know what climate is all about Yes (	) No (	    ) 
· Is climate change real? Yes (	) No (	    )
· Climate change should be addressed by everyday Yes (	) No (	    )
· Climate change is an environmental problem camed by Yes (	) No (	    )

SECTION C
The table below contain statement that are to be rated, please kindly tick your appropriate choices keyword: Strongly Disagree (SD) Disagree (D) Neutral (N) Agree (A) and Strongly Agree (SA) 
	S/N
	     STATEMENTS
	SD
	D
	N
	A
	SA

	8.
	Social media users have more knowledge’s about climate change than non-users.
	
	
	
	
	

	11.
	Social media platforms provide interactive and participatory spaces for individuals to climate change information share 
	
	
	
	
	

	12.
	It provides an opportunity to engage with individuals who may not have access to traditional media or other sources of information about climate change.
	
	
	
	
	

	13.
	Social Media enhance people’s knowledge about climate change among users
	
	
	
	
	

	15.
	As an individual, it is our responsibility to contribute significantly to the fight against climate change maters
	
	
	
	
	

	18.
	Social media impressively affect the user's knowledge and attitude regarding climate change
	
	
	
	
	

	20.
	Social media enables the rapid dissemination of climate change-related on including news, research findings, and personal stories.
	
	
	
	
	

	
	Climate change refers to long kive shifts in temperatures and wealther patterns 
	
	
	
	
	

	
	Without social media you want know anything about climate change
	
	
	
	
	

	
	Social media can be used to spread information about climate change more than any other media because social media have more followers than other media 
	
	
	
	
	

	
	Through the social media information about climate change can be spread more easily than through other media 
	
	
	
	
	

	
	More youths prefer social media to other media 
	
	
	
	
	

	
	So, they (youths) are more exposed to social media than other media 
	
	
	
	
	

	
	Most people nowadays would not have known about climate change without social media 
	
	
	
	
	

	
	Environmentalists should make use of social media more than other media.
	
	
	
	
	



CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.0	INTRODUCTION
Analysis of the data is a process of inspecting clearing, transforming and modeling data with the goal of discovering useful information, suggesting conclusions and supporting decision making. Data analysis has multiple facts and approaches, uncompressing diverse techniques under a variety of names different business, science and social science domain. 
4.1	DATA PRESENTATION
SECTION A
BIO DATA
Table 1
Question 1: Age of respondents
	Respondents
	Frequency
	Percentage (%)

	18 - 22years
	24
	62%

	23 - 27years
	68
	34%

	32 and above
	8
	4%

	Total
	100
	100%


Sources: Research Survey 2025
In the above table is shows that one hundred and twenty-four (62%) were within the age of (18-22), sixty-eight (34%) were within the age of (23-27), while eight (4%) respondents were (32 and above).
Table 2
Question 2: Gender of respondents
	Respondents
	Frequency
	Percentage (%)

	Male
	22
	61%

	Female
	78
	39%

	Total
	100
	100%


Sources: Research Survey 2025
In the above table one hundred and twenty-two respondents (61) were male while seventy-eight respondents (39%) were female.




Table 3
Question 3: Marital  status of respondents
	Respondents
	Frequency
	Percentage (%)

	Single
	34
	67%

	Married
	64
	32%

	Divorced
	0
	0%

	Widowed
	2
	1%

	Total 
	100
	100%


Sources: Research Survey 2025
In the table above is shows that one hundred and thirty-four respondents (67%) were single, sixty-four respondents (32%) were married, zero (0%) were divorced, while two respondents (1%) were widowed.
Table 4
Question 4: Religion of respondents
	Respondents
	Frequency
	Percentage (%)

	Christian
	82
	41%

	Muslim
	18
	59%

	Total
	100
	100%


Sources: Research Survey 2025
In the table above, is shows that eighty-two respondents (41%) were Christian while one hundred and eighteen respondents (59%) practices Islam.
Table 5
Question 5: Occupation of respondents
	Respondents
	Frequency
	Percentage (%)

	Student
	31
	65.5%

	Civil servant
	48
	24%

	Unemployment
	21
	10.5%

	Total
	100
	100%


Sources: Research Survey 2025
In the above table one hundred and thirty-one respondents (65%) are students, forty-eight respondents (24%) are civil servants, while twenty-one respondents representing (10.5) are unemployment.



SECTION B
Table 6
Question 6: CLIMATE CHANGE AWARENESS SCALE USAGE ON SOCIAL MEDIA
	Response
	Frequency
	Percentage (%)

	Yes
	65
	82.5%

	No
	35
	17.5%

	Total
	100
	100%


Sources: Research Survey 2025
The table above shows that sixty-five respondents representing (82.5%) knows what climate awareness scale is, while thirty five respondents representing (17.5%) don’t know what climate awareness scale is.
Table 7
Question 7: SOCIAL MEDIA IS THE FATEST MEDIUM OF ENVIRONMENT INFORMATION
	Response
	Frequency
	Percentage (%)

	Yes
	100
	100%

	No
	0
	0%

	Total
	100
	100%


Sources: Research Survey 2025
The table above shows that One Hundred respondents representing (100%) knows that social media is the fastest medium of environment information, while zero respondents representing (0%) don’t know.
Table 8
Question 8: SOCIAL MEDIA ENHANCE THE KNOWLEDGE ABOUT CLIMATE CHANGE AMONG USERS
	Response
	Frequency
	Percentage (%)

	Strongly agree
	50
	78.5%

	Agree
	28
	24%

	Disagree
	22
	12%

	Total
	100
	100%


Sources: Research Survey 2025
In the above table, fifty respondents represent (78.5%) strongly agree that the social media enhance the knowledge about climate change, Twenty-eight respondents represent (24%) agree, Twenty-two respondents representing (12%) disagrees that social media enhance the knowledge about climate change.
Table 9
Question 9: PEOPLE MAY ENGAGE WITH CLIMATE CHANGE CONTENT ON SOCIAL MEDIA PLATFORMS.
	Response
	Frequency
	Percentage (%)

	Strongly agree
	75
	75%

	Agree
	15
	15%

	Disagree
	10
	10%

	Total
	100
	100%


Sources: Research Survey 2025
In the above table, Seventy-five respondents represent (75%) strongly agree that people may engage with climate change content on social media platform, Fifteen respondents represent (15%) agree, Tenth respondents representing (10%) disagrees that people may engage with climate change content on social media platform.
Table 10
Question 10: SOCIAL MEDIA USERS CAN KNOW AND UNDERSTAND CLIMATE CHANGES
	Response
	Frequency
	Percentage (%)

	Strongly agree
	65
	70.5%

	Agree
	25
	26.5%

	Disagree
	10
	3%

	Total
	100
	100%


Sources: Research Survey 2024
In the above table, Sixty-five respondents represent (70.5%) strongly agree that social media users can know and understand climate changes, Twenty-Five respondents represent (26.5%) agree, Tenth respondents representing (3%) disagrees that social media users can know and understand climate changes.
Table 11
Question 11: CLIMATE CHANGE AS A SEVERE CONCERN FOR ILORIN – EAST RESIDENT
	Response
	Frequency
	Percentage (%)

	Strongly agree
	50
	60%

	Agree
	25
	20%

	Disagree
	25
	20%

	Total
	100
	100%


Sources: Research Survey 2025
In the above table, Fifty respondents represent (60%) strongly agree that the climate change as a severe concern for Ilorin-East Resident, Twenty-Five respondents represent (20%) agree, Twenty-Five respondents representing (20%) disagrees that the climate change as a severe concern for Ilorin-East Resident.
Table 12
Question 12: SOCIAL MEDIA IMPRESSIVELY AFFECT THE USER'S KNOWLEDGE AND ATTITUDE REGARDING CLIMATE CHANGE
	Response
	Frequency
	Percentage (%)

	Strongly agree
	65
	70.5%

	Agree
	25
	26.5%

	Disagree
	10
	3%

	Total
	100
	100%


Sources: Research Survey 2025
In the above table, Sixty-five respondents represent (70.5%) strongly agree that social media impressively affect the users knowledge and attitude regarding climate change, Twenty-Five respondents represent (26.5%) agree, Tenth respondents representing (3%) disagrees that social media impressively affect the users knowledge and attitude regarding climate change.
Table 13
Question 13: SOCIAL MEDIA CAMPAIGNS LEADS TO ACTUAL BEHAVIOUR CHANGE.
	Response
	Frequency
	Percentage (%)

	Strongly agree
	75
	75%

	Agree
	15
	15%

	Disagree
	10
	10%

	Total
	100
	100%


Sources: Research Survey 2025
In the above table, Seventy-five respondents represent (75%) strongly agree that social media campaign leads to actual behaviour change, Fifteen respondents represent (15%) agree, Tenth respondents representing (10%) disagrees that social media campaign leads to actual behaviour change.
Table 14
Question 14: SOCIAL MEDIA IS ESSENTIAL FOR ILORIN – EAST YOUTH TO SEEK ENVIRONMENTAL INFORMATION.
	Response
	Frequency
	Percentage (%)

	Strongly agree
	50
	60%

	Agree
	25
	20%

	Disagree
	25
	20%

	Total
	100
	100%


Sources: Research Survey 2024
In the above table, Fifty respondents represent (60%) strongly agree that the social media is essential for Ilorin-east youth to seek environmental information, Twenty-Five respondents represent (20%) agree, Twenty-Five respondents representing (20%) disagrees that the the social media is essential for Ilorin-east youth to seek environmental information.
Table 15
Question 15: SOCIAL MEDIA USERS HAVE MORE KNOWLEDGE’S ABOUT CLIMATE CHANGE THAN NON-USERS.
	Response
	Frequency
	Percentage (%)

	Strongly agree
	65
	70.5%

	Agree
	25
	26.5%

	Disagree
	10
	3%

	Total
	100
	100%


Sources: Research Survey 2024
In the above table, Sixty-five respondents represent (70.5%) strongly agree that social media impressively affect the users knowledge and attitude regarding climate change, Twenty-Five respondents represent (26.5%) agree, Tenth respondents representing (3%) disagrees that social media impressively affect the users knowledge and attitude regarding climate change.
Table 16
Question 16: SOCIAL MEDIA CANNOT PLATFORMS PROVIDE INTERACTIVE AND PARTICIPATORY SPACES FOR INDIVIDUALS TO ENGAGE WITH CLIMATE CHANGE CONTENT.
	Response
	Frequency
	Percentage (%)

	Strongly agree
	70
	70.5%

	Agree
	25
	26.5%

	Disagree
	10
	3%

	Total
	100
	100%


Sources: Research Survey 2025
In the above table, Seventy-five respondents represent (70.5%) strongly agree that social media impressively affect the users knowledge and attitude regarding climate change, Twenty-Five respondents represent (26.5%) agree, Tenth respondents representing (3%) disagrees that social media impressively affect the users knowledge and attitude regarding climate change.
Table 17
Question 17: GENDER DIFFERENCE REGARDING LEVELS OF AWARENESS OF CLIMATE CHANGES IN SOCIAL MEDIA USERS
	Response
	Frequency
	Percentage (%)

	Strongly agree
	55
	60.5%

	Agree
	25
	25.5%

	Disagree
	20
	14.5%

	Total
	100
	100%


Sources: Research Survey 2025
In the above table, Fifty-five respondents represent (60.5%) strongly agree that the gender difference regarding levels of awareness of climate change in social media users, Twenty-Five respondents represent (25.5%) agree, Twenty respondents representing (14.5%) disagrees that the gender difference regarding levels of awareness of climate change in social media users.
Table 18
Question 18: SOCIAL MEDIA ENABLES THE RAPID DISSEMINATION OF CLIMATE CHANGE
	Response
	Frequency
	Percentage (%)

	Strongly agree
	70
	70.5%

	Agree
	25
	26.5%

	Disagree
	10
	3%

	Total
	100
	100%


Sources: Research Survey 2025
In the above table, Seventy-five respondents represent (70.5%) strongly agree that social media enables the rapid dissemination of climate change, Twenty-Five respondents represent (26.5%) agree, Tenth respondents representing (3%) disagrees that social media enables the rapid dissemination of climate change.
4.2	ANALYSIS OF RESEARCH QUESTIONS
	In this section, the data collected from survey on “social media on the creation of awareness about climate” would be discussed.
RESEARCH QUESTION 1: climate change awareness scale usage on social media
	The table above shows that sixty-five respondents representing (82.5%) knows what climate awareness scale is, while thirty five respondents representing (17.5%) don’t know what climate awareness scale is.
RESEARCH QUESTION 2: social media enhance the knowledge about climate change among users
	In the above table, fifty respondents represent (78.5%) strongly agree that the social media enhance the knowledge about climate change, Twenty-eight respondents represent (24%) agree, Twenty-two respondents representing (12%) disagrees that social media enhance the knowledge about climate change.
RESEARCH QUESTION 3: climate change as a severe concern for ilorin – east resident
	In the above table, Fifty respondents represent (60%) strongly agree that the climate change as a severe concern for Ilorin-East Resident, Twenty-Five respondents represent (20%) agree, Twenty-Five respondents representing (20%) disagrees that the climate change as a severe concern for Ilorin-East Resident.
4.3	DISCUSSION OF FINDINGS
	Broad ranges and potential roles of social media can play in encourage and aware different attitudes and behaviors around climate change, and there are many unanswered questions in these areas of research. Mainly, parsing out the effects of different content-related components of climate change communication in social media is crucial for better understanding the role of social media in public perceptions about climate change. This review suggests a dim tone in the response of discussions on climate change and public awareness, but it is difficult to tell the nature of that lack of interest. Most of Scholars stated that language and iconic visuals that are alarmist in nature or rely on fear appeals may raise concerns but also separate audiences. While there is reason to be optimistic about the ability of social media to positively influence opinion, knowledge, and behavior around climate change, some caution that social media use may simply encourage more reinforcement of existing perceptions of climate change rather than reaching new individuals or changing opinions. Indeed, research in other risk contexts provides evidence that online social content in news comments can polarize existing risk perceptions, suggesting that social media may exacerbate existing divisions in society. Findings showed that 98.3% of the respondents heard about climate change through social media while 48.6% discussed it with friends on their networks. Facebook had the largest subscription and dissemination of climate change information. 

CHAPTER FIVE
SUMMARY CONCLUSION AND RECOMMENDATION
5.1	SUMMARY
The main  objective of this study is to find out the impact of social media on the creation of awareness about climate change in Ilorin East Resident.
In chapter one, on the basis of problems definitions, objectives of the study and research questions were highlighted to guide the major activities of this project. Hypothesis were conceptualized and investigations were thoroughly carried out. It was found out that advertising is very crucial for the survival of mass media organizations.
In order to be conversant with the theoretical background, a detailed literature review was conducted in chapter two. The researcher therefore want to find out how far advertising has helped mass media organizations in its operations and what others said on the topic.
In chapter three, the project discussed those methodological issues of the project, it deals on methodology used in the project. A stratified random sampling was also used in this study.
The chapter four discussed the data collected. Data was presented and analysed for proper modulation. It also talked about discussion of findings on the topic. 
The chapter five of this research work contains summary, conclusions and recommendations in the study. Based on the findings of this study, we can now conclude that advertising is very vital for the survival of mass media organizations. 

5.2	CONCLUSION
The results of this research study designates that social media users more interested to obtain information about climate change than non-users. Social media users are interested in climate change related topics in their online communication. However, the results point out that the awareness gap exists among the social media users and non-users behalf of on their interest in getting information. On the other hand, it is fair to state that social media users are more aware about climate change. There are significance differences exist among the social media users and non-users regarding climate change awareness. Consequently, awareness gap exists among the social media users and non-users about climate change behalf of on their social media usage.
Nevertheless, social media plays a vital role to fulfill the information gap about climate change. Social media provides the numerous platforms to users to know about climate change according to their interest. Social media forums provide information about climate change and make the online discussion on environmental related issue e.g. climate change. Therefore, according to current research findings, social media users are highly aware of climate change as compared to non-users. 
There are numerous ways to apply this research for the superior development, essentially, current study should apply in development communication and through this study, and information exchange is possible in the society to bring the positive social change regarding climate change. Furthermore, this current research should apply in behavioral change communication, climate change alert the health risks for the society, through this study strategic design of communication should change the behavior of the community regarding climate change. Last but not the least; this empirical research should go a long way for policy-makers, teachers, parents and other stakeholders to plan for climate protection of our regions and the planet earth. 
5.3	RECOMMENDATION
	Social media discussions of climate change and public interest are conquered by selective exposure and activist, with less frequent cross-attitude interactions. Social media is an able to be seen place for the kinds of local and suitable languages and visuals that can be effective in activating individuals on climate change. For instance, weathercasters and news outlets can discuss and encourage photos and video materials social media posts about regional extreme weather events from users. Social media is also a natural space to break down complex general and environmental scientific information visually and graphically and reach large audiences through sharing information, visual materials emotional activities and discussion 
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