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ABSTRACT
This study investigates the influence of social media messaging on public awareness and behavioral change regarding climate change. Using a quantitative research design, data were collected through structured questionnaires administered to a sample population of 100 respondents. The demographic breakdown revealed a balanced distribution in gender, age, religion, marital status, and occupation, ensuring diverse representation. Analysis was conducted using simple percentage tabulation and descriptive statistics to interpret the responses. Findings indicate a high level of awareness of climate change among respondents, with 67% strongly agreeing they understand the concept. A significant majority agreed that social media is effective in influencing public perception (61%) and behavior (48%) regarding climate change. Additionally, 69% of respondents support the government's use of social media as a tool to promote climate change awareness. The study also revealed that respondents consider social media a credible and persuasive platform for disseminating climate-related information. Furthermore, environmental challenges were noted to impact media coverage, while air pollution was widely acknowledged to affect health. Overall, the results demonstrate that social media serves as a powerful communication channel for shaping public opinion and behavior on climate-related issues. The study recommends leveraging social media more strategically in climate change campaigns to enhance public engagement and action.
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CHAPTER ONE
INTRODUCTION
1.1	Background of the Study
The scarcity (by June 2012) of tomatoes, fresh corn and fresh vegetable across markets in Nigeria once again threw up questions as to what was wrong. Among the causes, the most likely, according to farmers and traders, was inconsistent rainfall. In the North, Niger state suddenly went from a prolonged drought to flooding in August 2010 causing crop failure, death of livestock and submerging of whole villages. An AFP news report of August 24, 2010 showed that the Nigerian metrological Agency had forecast low rainfalls, but it come pouring down. Flooding also affected seven other state in Northern Nigeria, where it displaced two million people according to BBC news of September 24, 2010
The states include Borno, Sokoto, Kastina, Kano, Jigawa, Zamfara, and Kebi. The Nigerian media reported the 2010 flooding of Lagos (and Ogun State Western Nigeria), which sacked schools ajegunle and other part of the state (Daily trumph, October 21, 2010). The Nigeria television authority (NTA) reported the death of the 10 people from flooding in Lagos on August 26, 2011. Desert encroaching in the north acid rain in the Niger and high winds in the northern part of eastern Nigeria have also engaged both the media and government in Nigeria (NTA news, 12 June, 2012). The NTA in its network news on November 12, 2009 reported the anomaly in rain patterns in Nigeria. The report was a news interview with the Director General, Nigeria metrological agency, Dr. Anthony Anuforo, who said the agency had issued a warning of Febuary 19th, 2009 about shifting rain patterns. Dr Anuforo regretted the authorities did not take the warning serious.
[bookmark: _GoBack]The shifting patterns have continued. Many Nigerians have been arguing where or not the shifting rain pattern and the desert encroachment are Nigeria’s own climate change. Developing nation including Nigeria, listen to stories about climatic extremes of foreign media as though they were folktales part of the seeming fairy tales on foreign media is that African as in the case of the global financial crisis would be the worst hit when the climate change Armageddon happens. This is the prelude to their study: what do members of the Nigerian public known about climate change and as media reportage influenced public’s knowledge of climate change? For instances, global attention is turning toward looking at climate change a Global crisis (Lester and Cottle, 2009), climate change adaptation emission cut, cleaning energy, carbon trating, caebon tax and how climate change is formed of symbolized in newspapers (Gelbspan, R. 1998, Boykoff and Rajan 2007; Dunwoody;1992). 	These foci are considered in line with the various audience of climate change: policymakers environmental bodies, farmers, greenhouse gas emitting companies and international bodies concerned with environment. Mosser  (2007 p.43) observer that the need for effective communication, public outreach and education to increase support for policy. Collective action and behavior change is ever present, and is perhaps most pressing in the context of anthropogenic climate change 
The challenges associated with communicating climate change in order to facilitates society response are enormous Boykolt and Ravi (2007, Para8) also note that the integral role played by the media is not surprising, as they still the main source of opinion for millions of readers and viewers through newspaper, magazines, television, radio, and the internet as for gain most of their political, economic or other news from the media, so they do with scientific stories. Various studies have shown that the public gathers much of its knowledge about science from the mass media (Wilson, 1995) with television and daily news papers being the primary source of information (project to excellence in journalism, 2006; NSE 2004) is this the case in nigeria? In other words what are the source of information on climate change and what do the people know and do about climate change?
1.2	Statement of the Problem 
Various studies have documented research evidence that the media actually reported climate change Cukonu 2012, Boukoff and Ravi 2007,Sampei and Aayagi-Usuii, (2009, D.8 Bast, 20210; Idso, singer and Fred, 200; Picike, 2009; Oso 2006, Galadima 2006, Nwabueze 2007, Moeti, Mareisane & 3 Marou, 2008). Information for the Nigerian audience on climate change as well as public understanding of climate change. 
Public understands climate change and their place in the fight against it, especially in the area of forcing the authorities to make and execute meaningful policy about it “ Responsible citizenroy necessitates a concrete knowledge of causes and until, for example, the public understands what causes climate change it cannot be expected to make voluntary action to mitigate its effects” (Board, O cannr & fisher, 2000). Umajei (2009) thus cautions that Nigeria risk the worst ravages of global climate change if most of its mass media continue in their present ignorance of the basic issues and the grave challenges they pose Umejei, impliedly behave that the media should not just call attention to the impact of climate, neglecting other important issues about adaptation.


1.3	Objectives of the Study
The study pursued the following specific objectives:
i. To know the extent to which members of the public are exposed to Nigeria media report on climate change.
ii. To identify ways in which are Nigerian media have influenced public knowledge on climate change 
iii. To know the factors affecting editors and reporters in their reportage of climate change. 
1.4	Research Questions 
i. What do Nigerians understand about climate change?
ii. What ways have Nigerian media influence public knowledge on climate change?
iii. What are the factor militating against media in their report age on climate change 
1.5	 Significance of the Study 
The purpose and importance of this study is to evaluate how much media has succeed in sensitizing the public about climate change and how well the impact of its message on the society, it is also to expose the literate member of the causes, this research will also explain how climate change affect both agriculture and economic sector of the country.
Though climate change can never be conquered its changes occur between 30 – 35 years and it has become indomitable.  Climate the average weather condition of a given location within the period of the stated year, it has to do with how frequent rain fall in a country and the dry season of that particular location.

1.6	Scope of the Study
The study is aimed to examine the audience perception of the use of social media as a platform for combating climate change in Ilorin East Local Government Kwara State. Thus, the method that will be employed in the research is survey method in which Ilorin East Local Government region will be the main focus. 
This research will set out two hundred (200) questionnaire and the question contains twenty (20) questions for the respondents to fill and return immediately. The period of this research will be conducted for six(6) months, which is from November, 2024 to April 2025.
1.7	Definition of Key Terms
Social Media: Social media refers to a variety of technologies  that facilitate the sharing of ideas and information among their users (Facebook, Instagram, Twitter) e.t.c
Platform: Platform refers to online medium that allows people to create, share and exchange of content with others.
Combating: Combating is a process whereby action is taken to prevent something bad or undesirable 
Climate: The long term manifestation of weather and other atmospheric conditions in a given area or country.
Climate Change: Large-scale and long-term change in the Earth’s climatic system produced by global warming.


CHAPTER TWO
LITERATURE REVIEW
2.0	Introduction
This chapter is a view of related study on the topic Audience Perception of the Use of Social Media as a Platform for Combating Climate Change in Ilorin East Local Government. The chapter is organized under the following headings: 
2.1	Concept of Social Media
Social media refers to online platforms or tools that allow users to create, share, and interact with content, information, or other users in a virtual environment. The term social media is a combination of two words, social and media. Social refers to the interaction and communication between individuals or groups, while media refers to the channels or platforms used for communication. 
Uses of Social Media 
Research and data acquisition: It is used to gather data and insights for research purposes.
 Social Activism: Raising awareness, and mobilizing support for social causes
Education and learning: Accessing online courses, tutorials, and educational resources
Networking: Building professional relationships and connections, and it is used for marketing and advertising, promoting product services and brands. 
Communication and information: It is used to connect with family, friends, and colleagues. It is also used to share news, articles, and other content.

2.1.1	Concept of Perception 
Perception refers to the process by which individuals interpret and organize sensory information from the environment to create a meaningful representation of reality. It involves the selection, organization, and interpretation of sensory data to form a coherent and meaningful picture of the world.
Types of Perceptions
Social Perception: This is the process of interpreting and understanding the behavior and intentions of others.
Sensory Perception: The process of interpreting sensory information from the environment, such as light, sound, touch, taste, and smell.
Intuitive Perception: The process of acquiring knowledge or insight without conscious reasoning or deliberate thought.
Cognitive Perception: The process of interpreting and organizing sensory information using cognitive processes such as attention, memory, and expectation.
Emotional Perception: This is the process of interpreting and understanding emotions in oneself and others. 
Visual Perception: The process of interpreting visual information from the environment. 
Factors affecting Perception
Cultural Background: Cultural norms, values, and beliefs that influence perception. 
Economic and Political Factors: Economic and political conditions can influence perception.
Technology and Media Especially technology and media can shape perception.
 Physical Environment: Physical surroundings including lights, temperature, and noise.
Language and Communication: Language, tone, and style of communication can influence perception.
Power Dynamics: Power relationships and social hierarchies can affect perception. 
Attention: Selective focus on certain stimuli or aspects of the environment. 
Motivation and Expectation: It derives to achieve a goal or satisfy a need and it is also used in anticipation of a particular outcome or event.
2.1.2	Concept of Climate Change
Climate change can be divided into two categories, human and nature causes. It is now a global concern that the climate change `occurring today has been speeded up because of main activities. The natural variability and climate fluctuations of the climate system have always been part of the Earth's history. However, there have been changes in concentrations of greenhouse gases in the atmosphere growing at an unprecedented rate and magnitude. The United Nations, government, and many top scientists grant the world belief that we must act now to stabilize and great further changes. To understand climate change fully, the causes into two categories, natural and human causes. The Earth's climate is influenced and changed by natural causes like volcanic eruptions, ocean currents, the heart of beta changes, and solar variation. Where Agriculture deforestation, shattering some of the green mines are human causes of climate change. 
2.1.3	Impacts of Climate Change 
Climate change has large impact on the atmosphere, biosphere, sea and water level, agricultural, temperature, rain, ecosystem, forestry, etc. When it affects the living beings in turn, a large body of scientific study exhaustively reviewed had produced a long list of possibilities of following the likely concentrations of warming by a few degrees Celsius. That is what we expect if humanity manages to be keen in restraining emissions, so that greenhouse gases do not rise beyond twice the prime industrial level. Without strong actions, the doubling will come well before the end of this century, bringing the planet's temperatures not seen since the spread of agriculture. By 2007, many of the predicted changes were observed to be actually happening. In the light and in winter, the temperature change will benefit some regions while harming others. For example, patterns of tourism will shift in the warmer winters, will improve health and agriculture in some areas. But globally, mortality will rise and food supplies will be endangered due to more frequent and extreme summer heat, waves and events. Regions not directly armed will suffer indirectly from higher food prices and the price of refugees from afflicted regions' sea level will continue to rise for many centuries. The last the planet was 30 Celsius warmer than now. 	The sea level was at least 6 meters, roughly 20 feet higher than the submerged coastlines where many millions of people now live, including the rice. We probably will be biogradual and later generations from simply abandoned their parents' homes but a rigorously swift rise and not entirely ruled out. Meanwhile, storm surges will cause some managed agricultural and forestry systems will be netted, at least in the early decades of warming uncounted violations. Species, especially in the Arctic mountain areas and tropical seas, must shift their range. Many that cannot will face extinction. A variety of pest and trophic diseases are expected to spread to warmed regions. These problems have already been observed in numerous places. Increased carbon dioxide levels will affect the biology system, independent of climate change. Some crops will be fertilized, as well as some in massive waste. The oceans will continue to become marketing more acidic, gravely endangered coral reefs and probably I mean fisheries and other marine life. 
2.2	Climate Change and Media
The depth effect of climate change, it is the need of hours to study the reasons, costs and impacts of climate awareness about causes and impacts of climate change. In this media has become the important part of life. However, we know that social media is to inform and educate the people. Awareness is the key role to reduce these impacts of climate change. Media specifically, the community of climate change from scientists and policy makers to the public via the mass media has been a subject of major interest because of its implication of creating innovations in public understanding of a global environmental issue. Media knows the significance of covering environmental issues.
2.2.1	Media and Public Knowledge of Climate Change 
Studies have shown that the public gains a large amount of science through consuming social media and neon, Wilson, (1995, p.p75-89). To Africa, people have started noticing the effects of global warming around them, but many still do not know what to do about the change attributed to global warming. Therefore, the media can play a crucial role in informing the public about climate change. Logand, 2007, p.34, notes that media can play a crucial role in disseminating useful climate information to effectively guide public debates and understanding about the weather, climate and climate change. Millions of farmers are grappling with the changing climates around them, but have started of real-time information on what their options are still, it is not uncommon to hear them talking about ongoing changes in rainfall pattern indeed as climate change takes center stage everybody is talking about heating markets, home and communities (cited in Olarewaju, 2011. D42) as already proved a powerful tool for disaster management in the war against HIV/AIDS, confer, facebook radio, television, broadcasts, community mobilization, meetings and seminars have helped stem the disease spread in Kenya and Uganda and increasing in the sourthern Africa development community countries. Government needs to replicate these communication strategies in the climate sector to Develop. 
Information can help governments makes better preparation for a potential disaster, Lugard (2005. p.34) therefore the role of the social media should not to be simply report climate change and events. The media holds a role in influencing personal, national and international action to address climate change. Media coverage of climate change should set agenda on what people should know and do, bracket, (Nwabueze 2007) Wingard, Angus and Penzgrau, (2000, pp.261-283) most media portrayals of climate change have proved to be a key contributor among a number of factors that have shaped and affected science and policy discourse as well as public understanding and action, Boykoff and Rajan (2007) have also observed that journalism shapes public concern. This is not to disregard the fact that media are not the only factors that shape public understanding of given issues as expressed in the media effects debate over the years. But the strong correlation between media portrayals of climate change and public understanding has long been demonstrated in some countries. Sandhu and Blackmore (2006) found that media images of climate change have shaped the public's view about climate change in the U.S, where climate change has been widely constructed as uncertain. 
2.2.2	Theoretical Framework 
Meaning of Theory 
The meaning of theory sees the meaning people hold strongly influenced by their exposure to mass communication of meaning, in turn, shape, people's understanding of, and actions in situations with which they must cope in the real world (Deepflow and Dennis, 1991, p573). People shape and stabilize meaning so that they can communicate in predictable ways. Especially in social situations, the media are a key part of the social communication process.
Not only do people receive information directly from the mass media, they also discuss such information in conversation and pass on news and interpretation in the process of their evolution, thus in a media-saturated society, exclusion to mass communication plays a singularly important part in forming our habits of perception and interpretation of the world. In this significant country, the media's portrayal of reality can indirectly but strongly influence people's behavior.
2.2.3	Social Responsibility Theory 
The press is lively on the extension of Liberation Theory. In their work, the theory places its emphasis on the order and social responsibility of persons who and institutions which operate the mass media, that is, to say that the media are supposed to be socially responsible to the social in all aspects. Folarin (2002) explains further by saying that Social Responsibility Theory holds its origin to Hutchings Commission on Freedom of the Press, set up in the United States of America in 1947 to re-examine the concept of the press freedom as elucidated in Liberation of Free Theory. 
Social Responsibility Theory of the press asserts that media should accept and fulfill certain objectives to the society, which are to provide the public with information and discussion on important social issues and the audience of the activities harmful to the public welfare and security state through a professional standard of informativeness through accuracy, objectivity, and balance, this obligation can be met, the media should regulate itself within the framework of law and establish institutions to be able to carry out its responsibilities. This study is anchored on this theory to ascertain how mass media have been able to fulfill these responsibilities of being accountable to the society, children who are the public are given a serious attention to their issues irrespective of their nature so that the government and the public will be informed and necessary actions will be taken.
2.3	Review of Related Studies
 The present investigation was designed to study the role of media in creating awareness about climate change. It was also intended to know what the rates do. The people have credibility on media to assess climate change, keeping the above aspects in view, and the relevant literature has been reviewed and presented below:
Gestalt Theory, (1912): Max Weckner Studies on Perception Introducing Gestalt Principles, Open Bracket, Proximity, Similarity, Continuity, Closures, and Figure-Ground).
Adele Batts, Amherst, JRS, Surums, 1946 Semicolon, an experiment demonstrating how perception can be influenced by past experiences and expectations. Solomon Ash, Conformity Experiment, 1951, Semicolon, a study showing how social pressure can influence perception. Attribution Theory, 1958, Semicolon, Frick, Elders, a study on how people attribute causes to events and behaviours. Impression Formation (1950s-1960s). Research by Solomon Asch, Harold Kelly and others are now people from the impression of others. Gustav, Stereotyping and Prejudice (1950s-1960s). Studies by Gordon Alport, Muzaffar, Sheriff, and others on the formation and consequences of stereotypes and prejudice. 
Perception and Reality, (2010): Research on the relationship between perception and reality, including studies on the influence of social media on perception. Perception and Emotion, (2010). Studies on the interplay between perception and emotion in shaping perception. Perception and Technology (2010). Research has investigated the impact of technology (e.g. virtual reality, artificial intelligence) on perception. Neural Basis of Perception (1980s-present). Research using neural imaging techniques, e.g. (FMRI, EEG) has explored the neural mechanism underlying perception. Perceptual Decision Making, (2000s-present). 	Research has investigated the neural mechanisms underlying perceptual decision making, including studies on the role of attention, expectation, and prior knowledge, Survey and Questionnaire Studies. It is the studies that use surveys and questionnaires to investigate perception, such as studies on social perception or cognitive biases. Clinical Psychology: Perception research has applications in clinical psychology, such as understanding the role of perception in mental health disorders. Marketing and Advertising: Perception research has applications in marketing and advertising, such as understanding how consumers perceive and interpret advertisements. Human-Computer Interactions: Perception research has applications in human-computer interactions, such as designing user interviews that take into account human perception and cognition.
Bern, Berlin, Bruxclles, Tankfurt and main oxford. Worm (2009) climate change and the media brings together international group of scholars to discuss one of the most important issues in human history: climate change. Since public understanding of the issues recurs heavily on media coverage. The media play a pivotal role in the way we address the relationship between climate change and the media examined the changing nuture of media coverage around the world. Nimish Kapoor(2001) the present study was to assess the role different information channels among the people of Shingverpur village, Allahabad district.
It is found that approximately 40% of the rural people preferred television programs  unhercas 26% of the rural peopled showed their interest in radio programmers hence the information channels can play an important role to bridge the gap between science and society. Apolinary Tairo (2011), studied to know the role of print media in creating awareness about climate change in Tanzania, Africa it is learnt from the study that print media which is still dominated and most influential  compared to electronic media (internet, radio, television, blogs e.t.c). In Africa has so far played a leading role in education and enlightening the people on effects of environmental deterioration and related human impacts. 
But little has been done on Climating Dr. YP Prabhanjayan Yadawu in educating and enlightening the people and the government to protect and preserve natural resources in the interest of bigger generations and the climate. First of all, Child Sustainable Development is attained by protecting the environment in a judicious use of natural resources. Countries both the rich and the poor are at equal stake in this stewardship of health. The very survival of our planet depends upon it. In this regard, media plays a pivotal role in increasing awareness and bringing the positive impact of climate change and sustainable development. 	From Mike Shanahan, Command 2011, the media plays a very important role in educating the people about climate change. It can inform vulnerable impacts and how they can adopt them and reduce the amount of hard-warming media coverage of climate change can give better informed public policy makers and more effective policy making. Better media coverage of climate issues can raise the harm of environmental issues like global warming and climate change. Acid , across the world, media can create the awareness of the challenges that developing nations face and promote a sustainable country in inter-governmental climate change negotiations.














CHAPTER THREE
RESEARCH METHODOLOGY
3.0	Introduction 
According to Creswell, (2014) defined research as a systematic process of enquiring that involves the collection, analysis, and interpretation of data to answer a research question or test a hypothesis. According to Kadinga (1986) defined research as a systematic, controlled, empirical, and critical investigation of hypothetical propositions about the presumed relationships among natural phenomena. In other words, research involves a systematic and controlled investigation of research questions or hypotheses, using empirical evidence and ethical thinking to draw conclusions. 
According to Kotari (2004) defined that the research result is an original contribution to the existing stock of knowledge-making for it is development the systematic approach concerning generations and formulation of a theory is also a research. An important factor that determines the research method to be used in any work is the nature of the problem under study. In the research work, researchers decided to use a structured survey questionnaire method. The adopted survey method is aimed at seeking and retrieving factual information from respondents. In view of the important nature of this topic, the need to arrive at objectives and accurate analysis, research, design, and administer questionnaire to be chosen defines proposition 
3.1	Research Design
According to Babi, 2016, research design is defined as a logical, structured process, including the relationship between the research question, the sampling strategy, the data collection method, and the data analysis procedure. Also, according to Creswell, 2014, research design refers to the overall plan or blueprint for conducting research study. It involves the specification of the method and procedure for collecting and analyzing data, as well as a strategy for ensuring the validity and reliability of the findings. It provides a roadmap for the research study, outlining the steps to be taken, the methods to be used, and the procedure for collecting and analyzing data.
According to Green and Tools, (2004), a research design is a specification of method and procedure for acquiring the information. It is the overall operational pattern or framework of project discipline, which is sourced by what procedures. The design study is conducted. It outlines the method and procedure that will be used to collect and analyze data. It also includes the rationale for why these methods and procedures were chosen, and how they are expected to address the question itself. In other words, the design provides the blueprint for the study, ensuring that it is conducted in a rigorous and methodological way.
3.2	Population of the Study 
According to Crystal 2014, the fine population of a study as an entire group of people, objects, or events that the researcher is interested in studying and should be clearly defined and described in terms of relevant characteristics. According to Sekaran (2003), the population of a study refers to the aggregate of all the individuals or items that the researcher is interested in studying. Also, according to Kalinga (1986), the fine population of a study has the totality of all the elements, individuals, or units that the researcher wishes to understand or describe. According to Wima and Dominic (2006), population is a group of class of subjects, comma, variables, comma, concepts, or phenomena in a given study. This implies that every elements, subjects, object among others is capable of providing useful and relevant data in explaining a certain phenomena of a given study. Population is a list or collection of subject, objects concepts or variables in a defined environment. Based on the research claimed out the population study of the resident of Ilorin east local government area kwara state Nigeria for population project March 21st 2022 was estimated at 311,500 with the projection of 473KM area 657.6cm population. Destiny (2002) and the annual population change from last census 2006-2002 with the population of  204,310.
The population of the study comprises of the resident of Ilorin Local Government which includes 12 wards: Ifon, Magagi, Are, Magaji Are, Adeyandi, Gbadamu/Osin, Gambsi, Balogun Gambari, Ibagun, Apade,  Marafa/Pepele, Maya/Ile Apa, Oke-Oyi, Oke-Ose, Zango and motor town that includes: Iponri, Apado, Oke-Oyi, Panada, Agbeyangi, Ile-Apa, Elesin-Meta, Kajimi, Oke-Ose and Budo-Are
The population collation is estimated at this following:
	Area of Ilorin east 
	493KM

	Population 
	311,500

	Gender
Male 
Female
	
155,577
155,923

	Age Group
0-4
15-64
65 years
	
104,250
198,231
8,019


3.3	Sample Size and Sampling Technique
According to Cochran (1977), defined sampling techniques as the method of procedural use to select the sample from the population foodstuff. Also, sampling technique is a processed, used to select a participant or observation from the population to participate in the study. According to Chris Sees and Morgan (1973), Sample Size refers to the number of cases or elements selected from the population to represent the population in the study. In other words, Sample Size is the number of participants or observations selected from the population to participate in the study. Sample Size is the collection of individual subjects and elements that would help and guide the researcher in the case of the study and position is known as sample. According to Alborishad, 2008, in determining the sample size, it should be noted that the more heterogeneous the population, the more the sample size should be and more the heterogeneous the population, and the more the homogeneous the population, the less the size are the representatives of the population. Sampling techniques is the scientific process of selecting representatives as the study population for sample. This is the specification of how elements are drawn from population and how important it is for a population and important it is for a researcher to handle each or a sample of population for the given study.
In selecting and giving out the data instrument for this study. Quota sampling techniques will be the guide and also the purpose sampling technique whereby a researcher can make predetermined judgement or decision that influences the choice of a sample and sample size is used in a study. A sample size of 100 respondents that cut across gender and age group of the given population.
3.4	Research instrument 
Research instrument according to Sekaran (2003) refers to the tools or devices used to collect data for a research study. In other words, research instruments are the methods or tools used to gather information or data from participants or respondents in a research study. According to Creswell (2014), research instrument includes survey questionnaire, interviews, observation and physiological measurements among others.
The research instrument: This are different tools or devices used in collecting and gathering data. It is necessary for a researcher to state clearly the research instruments that will be used in his/her study. The research instrument used in the study was questionnaire. A questionnaire is a list of question answered by a respondent to get their opinion about a subject. A total number of twenty (20) items were drawn and administered to the respondents. They were divided into two sections, Section A which contained items on the demography of respondents and Section B answered research question items 5 answered question on the demography of the respondents.
Item 6-7  answered research question one
Item 8-9 answered research question two
Item 10-20 answered research question three.
3.5	Validity of the Research Instrument
According to Babbiee (2016), Validity of research instrument refers to the extent which a measure accurately reflects the concept it is intended to measure. According to Sekaran (2003), validity of research instrument refers to “the degree to which an instrument measures what it is supposed to measure”. According to Croswell (2014), validity involves evaluating the extent to which the instrument measures the construct or concept it is intended to measure”. 
The measuring instrument employed is the questionnaire method and this method is used for the study in other to do thoroughly scrutinized by the supervisor for clarity, precision and comprehension sake. Questionnaire as the study research instrument, large volume of information is likely collected and accessed to be credible and reliable. Validity of the instrument is a way of determining that contain instrument, variables or data can measure what they are designed to measure by a researcher. This explain what is been said above, it explains the extent to which a concept or measurement actually come out.
3.6	Data Collection Method
According to Sekaran (2003), data collection refers to the process of gathering, recording and compiling data from various sources with the aim of obtaining accurate and reliable information for research purpose. In other words, data collection involves the systematic gathering of data from various sources such as surveys, interview, observations and documents in order to obtain accurate and reliable information for research purpose. Also, according to Babbie (2016), data collection method refers to the techniques used to collect data such as surveys, experiment and observational studies.
A meth	od is a way of doing or process of achieving something in accordance with roles, guidelines, instruction or principles derived from research and practice. Data was collected using the questionnaire which the researcher has administered face to face to the respondents.
3.7	Method of Data Analysis
According to Hair et al., (2010), methods of data analysis refer to the application of statistical and mathematical techniques to summarize, describe and infer from numerical data. According to Trochim (2006), method of data analysis refers to the techniques used to analyse and interpret numerical data such as statistical analysis, data modeling and data mining. Field (2009), also defined method of data analysis as the techniques used to summarize, describe and analyse numerical data such as descriptive statistics, inferential statistics and regression analysis.
Simple tables, frequency and percentages were adopted in the presentation of analysis of the data generated for the study. This section requires satisfied tools to analyse the data collected and justification must be made as to ascertain satisfied tool or computer some are package is considered to the  best for the study. For this study is satisfied tool was considered as the it was suitable for the breaking down and analyzing of data generated.














CHAPTER FOUR
DATA PRESENTATION, ANALYSIS AND INTERPRETATION
4.0	Introduction 
Data analysis is the most crucial part of process used by researcher for reducing data to story and interpreting it to derive insights. In this chapter data are organised in to table so that statistical and logical Conclusion can be gotten from the collected data which will be discussed. In this research work the sample percentage tabular presentation and presenting the primary data generated from the field. Doing this would enable easy, convenience, clarity and vetted comprehension. The researcher presents all the questionnaire items that would provide answers to the researchers identified problems and presentations and analysis shall be in conformity will questionnaire items and responses.
4.1	Data Presentation
Data presentation is defined as the process of using various formats to usually present the relationship between two or more data sets so that informed decision can be made based on them. It also refers to the organization and presentation of data into tables, graph and chart. However, the organisation and presentation of data shall be according to questionnaire items and response in the (20) twenty questionnaires developed from the two framed research questions, the researcher aimed at using them to provide an answer to this topic.
A total one  hundred (100) copies of the questionnaire were produced and distributed to the researcher sample populace, all presentations are done in sample percentage tabular mode while simple descriptive analysis technique was used to de describe what items were Contained in the tables.
Section A: Analysis of Bin data respondent
Table 1: Gender Distribution of Respondents
	Response
	No of response
	 Percentage %

	Male 
	45
	45%

	Female 
	55
	55%

	Total 
	100
	100%


Source: Researcher’s Survey, 2025
From table I above, it shows that the total population of respondents of 100, 45(45%) and 55(55%) of the respondents are females. 
Table 2: Age Distribution of Respondent 
	Response
	No of response
	 Percentage %

	16-25
	38
	38%

	26-35
	41
	41%

	36-45
	16
	16%

	46 – Above
	5
	5%

	Total
	100
	100%


Source: Researcher’s Survey, 2025
Table 2 above shows that about 38 (38%) respondents are between 16-25 years of age bracket, 41 (41%) of the respondents  are between 26-35 years of age, 16 (16%) respondents are between 36-45 years of age and 5(5%) respondents are between 46-above age bracket are


 Table 3: Respondents’ Religion
	Response
	No of response
	 Percentage %

	Islam 
	49
	49%

	Christianity 
	51
	51%

	Total 
	100
	100%


Source: Researcher’s Survey, 2025
From table 3 above, it is shown that 49 (49%) of respondents are Muslims and 51(51%) of the respondents are Christians.
 Table 4: Marital Status of the Respondents
	Response
	No of response
	 Percentage %

	Single 
	59
	59%

	Married 
	37
	37%

	Divorced
	4
	4%

	Total 
	100
	100%


Source: Researcher’s Survey, 2025
Table 4 above shows 59 (59%) of the respondents are Single, 37(37%) are married while 4(4%) respondents are divorced.
 Table 5: Occupation of the Respondents 
	Response
	No of response
	 Percentage %

	Students
	58
	58%

	Civil servants
	21
	21%

	Traders
	15
	15%

	Others
	6
	6%

	Total 
	100
	100%


Source: Researcher’s Survey, 2025
Table 5: above shows that 58 (58%) of the respondents are students while 21(21%) of the respondents are civil servants, 15(15%) of the respondents are traders and others 6(6%).
Section B. Question to Respondents 
Keys: Strongly agree (SA), Agree(A), Neutral(N), Disagree(D) and Strongly Disagree (SD)
Table 6: You know what is meant by climate change 
	Response
	No of response
	 Percentage %

	Agree 
	13
	13%

	Strongly agree
	67
	67%

	Neutral
	10
	10%

	Disagree
	6
	6%

	Strongly disagree
	4
	4%

	Total 
	100
	100%


Source: Researcher’s Survey, 2025
Table 6 above shows that 13(13%) of the respondents agreed by what meant by climate change, 67(67%) of the respondents are strongly agree, 10(10%) of the respondents are neutral, 6(6%) of the respondents disagree by what is meant by climate change, while 4(4%) of the respondents are strongly disagree by what climate change meant.
Table7: Social media messages are very effective in changing people perception on Climate Change.
	Response
	No of response
	 Percentage %

	Agree 
	61
	61%

	Strongly agree
	17
	17%

	Neutral
	14
	14%

	Disagree
	7
	7%

	Strongly disagree
	1
	1%

	Total 
	100
	100%


Source: Researcher’s Survey, 2025
Table 7 above shows that 61(61%) of the respondents agree that social media messages are very effective in changing people perception on climate change, 17(17%) of the respondents strongly agree, 14(14%) of the respondents are neutral while 7(7%) of the respondents disagree with the statement and 1(1%) of the respondents strongly disagree with the statement.
Table 8: Social media message can change people attitude towards climate change
	Response
	No of response
	 Percentage %

	Agree 
	23
	23%

	Strongly agree
	48
	48%

	Neutral
	20
	20%

	Disagree
	5
	5%

	Strongly disagree
	4
	4%

	Total 
	100
	100%


Source: Researcher’s Survey, 2025
Table 8 above shows that 23(23%) of the respondents agree that social media message can change people attitude towards climate change, 48(48%) of the respondents strongly agree, 20(20%) of the respondents are neutral while 5(5%) of the respondents disagree with the stamen and 4(4%) of the respondents strongly disagree with the statement.
Table 9: Social media message on climate change have impact on Public 
	Response
	No of response
	 Percentage %

	Agree 
	44
	44%

	Strongly agree
	25
	25%

	Neutral
	20
	20%

	Disagree
	6
	6%

	Strongly disagree
	5
	5%

	Total 
	100
	100%


Source: Researcher’s Survey, 2025
Table 9 above shows that 44(44%) of the respondents agree that social media message on climate change have impact on public, 25(25%) of the respondents strongly agree, 20(20%) of the respondents are neutral while 6(6%) of the respondents disagree with the statement and 5(5% of the respondents strongly disagree with the statement.
Table 10: Government should promote message on climate change through social media 
	Response
	No of response
	 Percentage %

	Agree 
	39
	39%

	Strongly agree
	26
	26%

	Neutral
	28
	28%

	Disagree
	7
	7%

	Strongly disagree
	0
	0%

	Total 
	100
	100%


Source: Researcher’s Survey, 2025
Table 10 above shows that 39(39%) of the respondents agree that government should promote message on climate change thorough social media, 26(26%) of the respondents strongly agree, 28(28%) of the  respondent strongly disagree with the statement.
Table 11: Social media provide credible persuasive information and messages 
	Response
	No of response
	 Percentage %

	Agree 
	38
	38%

	Strongly agree
	32
	32%

	Neutral
	22
	22%

	Disagree
	4
	4%

	Strongly disagree
	4
	4%

	Total 
	100
	100%


Source: Researcher’s Survey, 2025
Table 11 above shows that 38(38%) of the respondents agree that social media provide credible persuasive information and messages, 32(32%) of the respondents, strongly agree, 22(22%) of the respondents are neutral while 4(4%) of the respondents disagree with the statement and 4(4%) of the respondents strongly disagree with the statement
Table 12: Environmental problem affect media in their reportage of climate change
	Response
	No of response
	 Percentage %

	Agree 
	34
	34%

	Strongly agree
	28
	28%

	Neutral
	24
	24%

	Disagree
	9
	9%

	Strongly disagree
	5
	5%

	Total 
	100
	100%


Source: Researcher’s Survey, 2025
Table 12 above shows that 34(34%) of the respondents agree that environmental problem affects media in their reportage of the climate change, 28(28% ) of the respondents strongly agree, 24(24%) of the respondents are neutral while 9(9%) of the respondents disagree with the statement and 5(5%) of the respondents strongly disagree with the statement 
Table 13: Social media is a good platform for sharing information and messages for behavioral change
	Response
	No of response
	 Percentage %

	Agree 
	40
	40%

	Strongly agree
	43
	43%

	Neutral
	13
	13%

	Disagree
	3
	3%

	Strongly disagree
	1
	1%

	Total 
	100
	100%


Source: Researcher’s Survey, 2025
Table 13 above shows that 40(40%) of the respondent agree that social media is a good platform for sharing information and messages for behavioral changes, 43(43%) of the respondents strongly agree, 13(13%)of the respondents are neutral while 3(3%) of the respondents disagree with the statement and 1(1%) of the respondents strongly disagree with the statement.
Table 14: Air pollution affects people’s health 
	Response
	No of response
	 Percentage %

	Agree 
	50
	50%

	Strongly agree
	28
	28%

	Neutral
	16
	16%

	Disagree
	6
	6%

	Strongly disagree
	0
	0%

	Total 
	100
	100%


Source: Researcher’s Survey, 2025
Table 14 shows that 50(50%) of the respondents agree that air pollution affects their health, 28(28%) of the respondents strongly agree, 16(16%) of the respondents are neutral while 6(6%) of the respondents disagree with the statement and 0(0%)  of the respondents strongly disagree with the statement.
Table 15: Climate change is a part of natural circle 
	Response
	No of response
	 Percentage %

	Agree 
	35
	35%

	Strongly agree
	31
	31%

	Neutral
	21
	21%

	Disagree
	11
	11%

	Strongly disagree
	2
	2%

	Total 
	100
	100%


Source: Researcher’s Survey, 2025
Table 15 shows that 35(35%) of the respondents agreed that climate change is a part of natural circle, 31(31%) of the respondents strongly agree, 21(21%) of the respondents are neutral while 11(11%) of the respondents disagree with the statement and 2(2%) of the respondents strongly disagree with the statement 
Table 16: Climate change is a threat to human nature 
	Response
	No of response
	 Percentage %

	Agree 
	46
	46%

	Strongly agree
	22
	22%

	Neutral
	21
	21%

	Disagree
	8
	8%

	Strongly disagree
	3
	3%

	Total 
	100
	100%


Source: Researcher’s Survey, 2025
Table 16 above shows that 46(46%) of the respondents agree that climate change is a threat to human nature, 22(22%) of the respondents strongly agree, 21(21%) of the respondents are neutral while 8(8%) of the respondents disagree with the statement and 3(3%) of the respondents strongly disagree with the statement 
Table 17: You have once received messages on climate change from the social media 
	Response
	No of response
	 Percentage %

	Agree 
	36
	36%

	Strongly agree
	32
	32%

	Neutral
	23
	23%

	Disagree
	7
	7%

	Strongly disagree
	2
	2%

	Total 
	100
	100%


Source: Researcher’s Survey, 2025
Table 17 above shows that 36(36%) of the respondents agree that they have received message on climate change from the social media, 32(32) of the respondents strongly agree, 23(23%) of the respondents are neutral while 7(7%) of the respondents disagree with the statement and 2(2%) of the respondents strongly disagree with the statement.
Table 18: social media is often used on sensitizing the public on climate change 
	Response
	No of response
	 Percentage %

	Agree 
	42
	42%

	Strongly agree
	29
	29%

	Neutral
	24
	2%

	Disagree
	5
	5%

	Strongly disagree
	0
	0%

	Total 
	100
	100%


Source: Researcher’s Survey, 2025
Table 18 above shows that 42(42%) of the respondents agree that social media often used in sensitizing the public on climate change 29(29%) of the respondents strongly agree, 24(24%) of the respondents are neutral while 5(5%) of the respondents disagree with the statement and 0(0%) of the respondents strongly disagree with the statement.







Table 19: social media is often used in combating climate change 
	Response
	No of response
	 Percentage %

	Agree 
	40
	40%

	Strongly agree
	26
	26%

	Neutral
	26
	26%

	Disagree
	7
	7%

	Strongly disagree
	1
	1%

	Total 
	100
	100%


Source: Researcher’s Survey, 2025
Table 19 shows that 40(40%) of the respondents agree that social media is often used in combating climate change, 26(26%) of the respondents strongly agree, 26(26%) of the respondents are neutral while 7(7%) of the respondents disagree and 1(1%) of the respondents strongly disagree with the statement.
Table 20: climate change affects the water cycle and water availability 
	Response
	No of response
	 Percentage %

	Agree 
	28
	28T%

	Strongly agree
	42
	42%

	Neutral
	19
	19%

	Disagree
	10
	10%

	Strongly disagree
	1
	1%

	Total 
	100
	100%


Source: Researcher’s Survey, 2025
Table 20 shows that 28(28%) of the respondents claimed that climate change affects the water cycle and water availability, 42(42%) of the respondents strongly agree, 19(19%) of the respondents are neutral, while 10(10%) of the respondents disagree with the statement and 1(1%) of the respondents strongly disagree with the statement.
4.2	Analysis of the Research Questions 
Research Question 1: What do Nigerians understand about climate change?
Answers to research question one;
Table 6 answered this research questions as 13(13%) of the respondents agree what meant by climate change, 67(67%) of the respondents strongly agree, 10(10%) of the respondents are neutral while 6(6%) of the respondents disagree with the statement and 4(4%) of the respondents strongly disagree with the statement.
Research Question 2: What ways have Nigerian media influence public knowledge on climate change?
Answer to research question two: 
Table 7 answered this research question as 61(61%) of the respondents agree that social media messages are very effective in changing people perception on climate change, 17(17%) of the respondents strongly agree, 14(14%) of the respondents are neutral, while 7(7%) of the respondents  disagree with the statement and 1(1%) of the respondents strongly disagree with the statement .
Research Question 3: What are the factors militating against media in their reportage on climate change?
Answer to research question three:
Table 12 answered this research question as 34(34%) of the respondents agree that environmental problem affect media in their reportage on climate change, 28(28%) of the respondents strongly agree, 24(24%) of the respondents are neutral while 9(9%) of the respondents disagree with the statement and 5(5%) of the respondents strongly disagree with the statement.
4.3	Discussion of the Findings 
The data collected, presented and analysed a total of 100 copies questionnaire were distributed from the research, all the distributed copies were returned and be comply to. Data analysed reviews that social media play an active role in combating the public on climate change. In table 7, this shows that the distribution of respondent based on question as agree were 61(61%), strongly agree 17(17%), Neutral 14(14%), disagree 7(7%) while strongly disagree 1(1%). This shows that majority of the respondents strongly agree that social median play an active role in combating public on climate change. 
In table 9, this indicates that 44 respondents representing 44% agree that social media message are very effective in changing people perception on climate change, 25(25%) strongly agreed, 20(20%) neutral while 6(6%) disagree and 5(5%) respondents strongly disagreed. Agree those social media messages are very effective in changing people perception on climate change.
Findings in the table shows that respondents in table 12, this indicate that 34(34%) agree that environmental problem affect media reportage of climate change, 28(28%) strongly agreed, 24(24%) neutral, 9(9%) disagree while 5(5%) strongly disagreed. The findings made it known that the amount of respondents that agree that environment affect media in their reportage of climate change is positive. Findings suggest that the public has mixed perceptions of social media as a platform for combating climate change. While many see social media as a valuable tool for raising awareness and galvanizing action, others doubt its effectiveness and worry about the potential for misinformation and echo chambers.
Factors such as political ideology, environmental beliefs and media use patterns were found to be significant predictors of people’s willingness to engage with climate change contents on social media.
Social media use can amplify existing divisions on climate change with different groups interacting within separate information “bubbles” that reinforce their existing beliefs and limit exposure to opposing views. Activists climate organizations are increasingly using social media for organizing protest and other forms of direct action, such as strikes and boycotts. The language used on social media is also important with terms like “climate crisis” and “climate emergency” resonating more strongly than “climate change” among some audiences.
Social media is also a site of climate denialism and misinformation with some groups using social media to spread false information about climate science and policy. Personal experience with extreme weather events such as hurricanes or wildfires can be a powerful motivator for people to engage with climate change content on social media. Climate change is often framed on social media as a social justice issues with activist highlighting the disproportionate impact on climate change on marginalized communities. Data review that social media play an active role in combating public on climate change. In table 13, this shows that the distribution of the respondents base on question as agree were 40(40%), strongly agree 43(43%), neutral 13(13%) while 3(3%) disagree and1(1%) strongly disagree. This shows that majority of the respondents strongly agree that social media play an active role in combating public on climate change.
In table 15, shows that the distribution of the respondents base on question agree 35(35%), strongly agree 31(31%), neutral 21(21%) while 11(11%) disagree and 2(2%) strongly disagree. This shows that majority of the respondents strongly agree that climate change is a part of social circle. Findings shows that respondents in table 20, this indicates that 28(28%) agree that climate change affect the water cycle and water availability, 42(42%) strongly agree, 19(19%) neutral, while 10(10%) disagree and 1(1%) strongly disagreed. This shows that majority of the respondents agree that climate change affects water cycle and water availability.












CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
 5.0.	SUMMARY
This study investigated the role of social media in combating the public on climate change. The first chapter dwells on the introduction of the topic. The overall motivation for conducting this study is to contribute to research on the role of mass media in sensitizing the public on climate change.  The limitations of the study are due constraints of time and money and also difficulty in carrying out the research extensively due to the short of time. 
Chapter two also explains on various literature reviews that were consulted and also theories adopted for this research work. Chapter three explains the nature of individual research efforts and the targeted goal often determine which design to employ in realizing them. Researcher depending on her focus could decide to employ any of the following: field survey, survey and observational study, designs or more than one at a time. Survey design method was adopted to realize this research objective since it is essentially a design that recognizes importance of people in data gathering about people’s reaction to media programs procedure.Chapter four explains how the data was analysed for proper understanding. While the last chapter which is chapter five allows us to know the summery of the whole research work. How they recommend the work for another upcoming researcher and how they conclude the whole work.
5.1	Limitations of the Study 
In writing project there are many problems and challenges face by the researcher which may reduce the quality of a project work. Below are the constraint and limitations faced by the researcher. Although the researcher has managed not to be distracted with these challenges in order to bring the best quality from this project:
i. Time: Duration for the research work is relatively short 
ii. Academic activities: stress emanated from other academic activities is also constrain
iii. Limited material: little materials are also available because the work is relatively new
iv. Finance: financial constraints posed another challenges to this work.
5.2	Conclusion 
In view of the findings of this research work, this study concludes that the Nigerian public has not been significantly influenced by Nigerian newspaper reports on climate changes mass media were not the major source of information on climate change for the Nigerian public and also the Nigerian mass media editors were concerned about  poor pubic interest in climate change as well as less than enough government attention to climate change for which they did not often give front  page placement to climate change stories.
5.3	Recommendations 
i. Social media should embark on enlightenment campaign on the internet (their web pages) directing people to read up climate change stories and get educated 
ii. Government can as well direct people through TV programs, Radio and the internet to read mass media to get climate change information 
iii. Social media should seek monetary grants from funding agencies to hold on climate change for the general public and sensitize them to colloquiums climate change reporting in mass media 
iv. Climate change information should not be presented as hard, complex scientific information. Topics should emphasize human interest.
v. Reporters should conduct more public opinion polls about climate change and run the results as stories. This will not only help reporters gauge public opinion on climate change and thereby direct choice of topics, it will also give the public a sense of belonging in the scheme of choice of issues discussed about climate change. Those whose views are sampled will definitely want to read their views in mass media and also talk more about climate change 
vi. Local, low cost mass media should show much greater interest in reporting climate change, given the later’s urgent nature.
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APPENDIX
QUESTIONNAIRE
KWARA STATE POLYTECHNIC, ILORIN
INSTITUTE OF INFORMATION AND COMMUNICATION TECHNOLOGY (IICT)
MASS COMMUNICATION DEPARTMENT
Dear Respondent,
This questionnaire is designed to raise relevant information on the “Audience perception of the use of social media as a platform for combating climate change in Ilorin East Local Government Kwara State”. Your response is needed.
All information supplied shall be used mainly for academic and education purpose only.
Thanks 
Instruction: please tick (√) as applicable to you.
Section A
1. Age of respondent: (a) 16-25 years () (b) 26-35 years () (c) 36-45 years () (d) 46 and above () 
2. Sex of respondent: (a)Male () (b) Female () 
3. Religion of Respondent: (a) Islam () (b) Christianity () 
4. Marital Status: (a) Single () (b) Married () (c) Divorced () 
5. Occupation of respondent: (a) Civil Service () (b) student () (c) Trade () (d) Other () 
Section B
Key: Strongly Agree (A), Agree(A), Neutral (N), Disagree (), Strongly disagree(SD)
	S/N
	Statement 
	SA
	A
	N
	D
	SD

	6
	You know what is meant by climate change
	
	
	
	
	

	7
	Social media messages are very effective in changing people perception on climate change 
	
	
	
	
	

	8
	Social media message can change people attitude towards climate change
	
	
	
	
	

	9
	Social media message on climate change have impact on public 
	
	
	
	
	

	10 
	Government should promote message on climate change through social media 
	
	
	
	
	

	11
	Social media provide credible persuasive information and messages 
	
	
	
	
	

	12
	Environmental problem affect media in their reportage of climate change 
	
	
	
	
	

	13
	Social media is a good platform for sharing information and messages for behavioral change
	
	
	
	
	

	14
	Air pollution affects people’s health
	
	
	
	
	

	15
	Climate change is  a part of natural circle 
	
	
	
	
	

	16
	Climate change is a threat to human nature 
	
	
	
	
	

	17
	You have once received messages on climate change from the social media 
	
	
	
	
	

	18
	Social media is often used in sensitizing the public on climate change 
	
	
	
	
	

	19
	Social media is often used in combating climate change 
	
	
	
	
	

	20
	Climate change affects the water cycle and water availability 
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