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ABSTRACT

Climatechangeisascientific,health,political,economic,nationalsecurity,environmental,moraland
religiousissue,amongmanyothers.Thearticlepresentsthefindingsofastudywhichinvestigates
whatmessagesandmessengersbestengageyoungpeoplewithclimatescienceanditssolutions.
Theopinionsandmediahabitsofyoungadults,aged18-25currentlyresidingandstudyingintwo
metropolisesofIndia,Bengaluru(Bangalore)andChennai(Madras)vis-à-visclimatechangehave
beenelicitedandinterpreted.Asurveyof500randomlyselectedcollegeanduniversitystudents
studyingandresidinginthesetwometropoliseshaverevealedaheightenedconcernfortheglobal
environmentandclimatechangeissuesamongyouth.Theextentofinformationtherespondentshad
onclimatechangeissueswasconsiderable.Therespondentsreliedmoreonsocialmedia,especially
blogsandnetworkinggroupsforinformationonclimatechange,thanthetraditionalmassmedia.
Gender,economicstatus,courseofstudy,andparentaleducationweresomeoftheimportantvariables
stronglyassociatedwithknowledgeaboutclimatechangeissues.
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INTRodUCTIoN

Climatechangeistodayamajorproblem,withreportsofasteadilywarmingplanet,vanishingspecies,
diminishingwaters,andrisingseasandoceans,forcingcountriestoformulatenationalandinternational
policiesandplansofaction.Todayclimatechangehasbeguntoimpactmillionsoflives,andtherefore
effortstoaddresstheissueofasteadilyheatingplanethavenecessitatedimmediateattention.

Scientistsandresearchershavebeguntoproduceevidencesofhumancarbonfootprintsonthe
planetwhichsuggeststhatpeopleattheindividuallevelcanplayamajorroleinslowingdownthe
paceofclimatechangeandreversingitseffects.Evidencessurmountthatindividualactionbegins
withawarenessandaheightenedconsciousnesstowardsadoptingenvironmentalfriendlypractices.
Publicknowledgeandawarenessofclimatechangeissues,thusbecomesimportantintheeffortsto
mitigateandreverseclimatechange.Andcommunicationisakeyinterventionineffortstomotivate
peopletomakeenvironmentally-friendlychoicesintheirdailylives.

Environmental communication scholars, James Cantrill and Christine Oravec (1996), have
reiteratedthat“theenvironmentweexperience,andaffectislargelyaproductofhowwecometotalk
abouttheworld”(p.2).Therefore,theinformation,imagesandperceptionswereceivefromvarious
mediaaroundus,playsapowerfulroleininfluencinghowweperceiveourenvironmentandtheaction
wecouldtaketowardsitsconservation.Researchsuggeststhatmergingtheideasandphilosophyof
environmentalismandthestructureofmediacommunicationwillhelpinincreasingawarenessof
climatechangeproblemsandwillfostertheskillsandstrategiesforsolvingthoseproblems.
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Communicationabouttheenvironmentmatters.Itmattersinthewaywelookatandunderstand
theuniversearoundus,ourrelationshipwithnature,thewayweconductourday-to-daylives,the
mannerinwhichweliveanenvironmentallyfriendlylifeandthechoiceswemakeinourworld.Mass
mediaplaysanimportantroleininformingthepublic,raisingawarenessandunderstandingofscience
andpromotingpositiveaction.Themediaisastrategicpartnerintheareaofclimateinformation
dissemination,warning,adaptationandmitigation.Massmediarepresentationalpracticeshavebroadly
affectedtranslationsbetweenscienceandpolicyandhaveshapedperceptionsofvariousissuesof
environment,technologyandrisk(Weingartetal.,2000).Studieshavefoundthatthepubliclearns
alargeamountaboutsciencethroughconsumingmassmedianews(Wilson,1995).

In what are conventionally regarded as ‘developed nations’, public surveys have found that
television and daily newspapers are the primary sources of information (Biernacki et al., 2008;
Lorenzonietal.,2007;Carvalho&Pereira,2008).Themediahasbeenestablishedasveryimportant
playersinclimatechangecommunicationasmostpeopledonotreadscientificreports,orthereports
ofinternationalorganizationsontheirwebsites,andthemediathereforebecomestheironlysource
ofinformation.Veryfewpeoplehaveaccesstothescienceliteratureandtopolicydocuments,so
theygenerallyrelyonmediarepresentationsofclimatechange.Massmediahelpstointerpretand
translateimportantbutdifficultinformationandprocesses.Intermsofreachingamassaudience
andshapingpublicawareness,publicengagementaswellaspublicsupportforpositiveaction,mass
media,therefore,playsaveryimportantrole.

STUdIES oN PUBLIC’S SoURCES ANd PERCEPTIoNS

Severalstudieshavesuggestedthatinsomecountrieswherelowlevelsofmediareportingofclimate
changehavehistoricallybeenthecase,itmaynowbechanging.InIndia,Englishlanguagenational
newspapercoverageofclimatechangeorglobalwarmingrosestronglybetweenmid-2008andat
theendof2009(Boykoff,2010).InChina,a2009studysuggestedthattheamountofcoveragein
Chinesemediashotupin2007afterverylowcoveragefrom1998to2006,thoughitdeclinedagain
in2008(YanWu,2010).StudiesofmediacoverageofclimatechangeinLatinAmericaindicatethat
Brazilhasthehighestlevelsofawarenessandpublicconcernthananyothercountryintheworld
(Dunwoody&Peters,1992).

However,despitethisincreasedcoverageofclimatechange,itisstillnotatthetopofthemedia
agendaorpublicprioritylist.“Ifyoudon’thaveclimatechangeasaheadlineinthepress,”says
Nisbet,whowritestheblogFramingScience,“it’sunlikelytobeatop-tierissueinthepublicor
amongpolicymakers”(Russell,2008).Environmentaljournalistsworkingintraditionalmediatoday
havetodealwitha“shrinkingnewsholewhilefacingagrowingneedtotelllonger,complicated,
morein-depthstories”.Thecompetitionforshrinkingnewsspaceincreasespressureonjournalists
tosimplifyordramatizeissuestoensurethatastorygetsout.Asaresult,wearewitnessingarapid
growthinalternative(online)media,offeringgreaterfreedomandnewsspace(Friedman,2004).A
cursorysearchofonlinemediareportssuggeststhatcoverageofclimatechangeissuesissteadily
andnoticeablyrisingintheonlinemedia(Boykoff&Rajan,2010).

Studies on people’s sources of information about climate change, their perceptions and
understandingoftheissuerevealsthatexposuretoclimatechangeissuesandanunderstandingofthe
same,dependsonseveralfactors.LeiserowitzandThaker’s(2012)surveyof4,031adultrespondents
in India under the Yale Project on Climate Change Communication and GlobeScan focused on
awarenessandknowledgeofandattitudetowardsclimatechange.Almosthalftherespondentshad
neverheardofclimatewhilealittlemorethanhalfofthosesurveyedwereoftheopinionthathuman
activitiesareamajorcontributorofclimatechange.Thestudyfoundthateducationoftherespondents
wasstronglyassociatedwiththeirknowledgeofclimatechangeaswellasadoptionofeffortsby
themtotackleclimatechange.Majorityofrespondentsconsideredscientistsandmassmediatobe
themosttrustedsourcesofinformationonglobalwarming.Amongthemassmedia,televisionand
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