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By stabilizing and lowering the amount of carbon dioxide in the
atmosphere, many of the negative effects of climate change
may be reduced. Human greenhouse gas emissions have already
permeated the ecosystem despite all mitigation attempts. In
Pakistan, illiteracy and ignorance are still common among the
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Pakistan by wusing the primary qualitative methods and
determined the findings with the help of an integrated literature
review. This study's analysis concluded that the media should
create more campaigns to accelerate awareness regarding
climate change among the masses and that the media should
make dedicated segments for climate awareness. In contrast,
most of the respondents believed that media should not cover
more and more news on climate change, as it may lead to over-
saturation of certain types of news.
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1. Introduction

Climate change as we know it now typically focuses on environmental changes brought
about by human involvement in the ecosystems. Changing climate has emerged as one of the
most severe environmental issues that humanity has ever faced. Even though the matter has
existed for generations, it was not until the 1980s that it was brought to the public's notice.
Ever since, environmentalists have voiced grave worry about the implications of human
interference in climate change, claiming that they represent grave dangers to geographical,
social, & economic institutions. "Climate change is moving much faster than we are," the UN
Secretary-General Antonio Guterres cautioned the globe, "and humans risk witnessing
permanent harm that would be catastrophic if we wouldn't act very rapidly" (Guterres, 2018).
Climate change is defined as "global warming that is explicitly or implicitly primarily due to
human behavior that distorts the characteristics of the atmosphere and keeps adding to the
climate variability discovered over time frames," according to the "United Nations Framework
Convention on Climate Change." Climatic change is characterized as long-term and sustained
changes in climate and weather trends that negatively affect human existence. Changing
climate is the most widely debated topic in modern civilization.

Communities, food crops, freshwater, and energy supplies are all being impacted in
unexpected ways by climate change. While developing nations' emissions of greenhouse gases
are significantly lower than industrialized countries, their vulnerability stems mostly from their
reliance on climate-sensitive industries, including water and agriculture. Pakistan has several
features in common with underdeveloped nations, and it is the sixth most susceptible country
to changing climate (Javed, 2016). Pakistan's National Climate Change Policy was approved in
2012, and the country has a comprehensive Ministry of Climate Change. Poor environmental
knowledge and knowledge, on the other hand, is one of the major obstacles to the execution
of these efforts and policy responses. Literacy & climate consciousness empower and motivate
people to recognize and respond and work together to solve it.
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Adaptation and mitigation are the two major ways to tackle the global problem.
Concentrating on actions and attempting to minimize greenhouse emissions is the mitigation
strategy. Many of the adverse impacts of climate change can be mitigated by stabilizing and
reducing the quantity of carbon dioxide in the atmosphere. Nonetheless, artificial greenhouse
gas emissions are already infused into the environment despite all mitigating efforts. As a
result, an adaptability strategy has been implemented to reduce the susceptibility of human
and natural systems to the consequences of climate change by altering our current social,
ecological, and economic structures in response to climate change. These strategies
necessitate climate awareness and knowledge among the general public, intellectual circles,
and important participants in the changing climate responses. In Pakistan, widespread
ignorance and illiteracy still exist among the general people, educated groups, and critical
stakeholders (Jan et al., 2020). It is one of the primary reasons our reaction to changing
climate is off the mark. The influence of the media in promoting climate change awareness was
the subject of this study.

2. Literature Review

A study by Kakade, Hiremath, and Raut (2013) concludes that because of the potential
for generating national disparities in public awareness of a global environmental crisis,
scientists and policymakers' dissemination of changing climate to the people thru the media
has become a hot topic. With all this in mind, the goal of this study is to determine the
influence of the media in promoting climate change knowledge in Bijapur. Instead, it seeks to
determine the most effective means of educating people about changing climate. The random
sample approach was used in this study's research methodology. Its broad goals are to
investigate the media's role in raising climate change literacy. The random sample approach
was utilized in this investigation. The strength of the study is that The great majority of people
polled ("49.02 %") learn about changing climate via newspaper news articles, ("53.33 %")
from news radio, ("55.17 percent") from TV news, & ("30 %") from conversations on social
media and ads on the Web. The only weakness of the study is that it is related to a particular
city.

A study by Jan et al. (2020) says that climate change's multifaceted effects make
today's Pakistan more susceptible each day. Pakistan's government has undertaken policies
and legislation linked to climate change. Nevertheless, putting these policies and measures
directly connected to climate change knowledge and literacy into action is a real challenge.
This study is entirely qualitative primary research, and it contains a content review of current
studies on the matter. To critically examine the content, the research employed a descriptive-
analytical technique. The research explores the nature of the climate problem, trends, and
causes of climatic changes, as well as global warming. The strength of the study is that the
susceptibility and condition of the climate in Pakistan were examined in this study. Following
an examination of the issue using relevant literature, it was discovered that Pakistan suffered
from a lack of climate education and knowledge. The absence of political commitment,
conventional teaching system, absence of climate curricula, shortage of national programs for
climate information, and lack of media activities are among the factors that lead to a lack of
and inadequate climate knowledge & literacy. The study does not appear to have any
substantial weakness or limitation.

Another study by Lusagalika (2020), added that the mainstream press has attempted
to disseminate knowledge that will help rescue the climate from the clutches of immoral
individuals. Dar es Salaam, where a large number of people approach and depart. Most of
them got the notion that they weren't at home in the suburbs; many of them came from rural
areas and relocated to the city, and they didn't "own" nor "belong" to it. Numerous citizens'
minds are dominated by this aspect, yet the media has not fully addressed it. Secondary data
were gathered for this study from published and unpublished publications, journals,
publications, web links, and other sources. In particular, an environmentalist and a member of
an environmental organization in Tanzania were interviewed. The strength of the study is that
it highlighted that environmental news may be a component of the industrial process,
according to the article. Citizens who are more nationalistic, specifically when it comes to the
homeland, will add to a unique mindset than we have had for so many years. Whenever it
comes to tackling environmental problems, people have woken up with a variety of
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perspectives. At this stage, everyone is responsible for educating others. The study is
comprehensive and doesn't have any clear weaknesses.

3. Methodology

This study was based on primary research, and the methodology adopted will be survey
questionnaires, whereas the findings were drawn with the aid of an integrated literature review
which is discussed in a later section of this study. Survey design is divided into two phases, as
per Levy and Lemeshow (1999). A sampling strategy should first be devised. The sampling
strategy describes the technique for selecting a sample of a population. The sampling plan
explains how the samples would be chosen, how the proper sample sizes would be calculated,
as well as how the survey will be executed. Cell phone and in-person questionnaires, as well as
surveys conducted by letter or email, are all used in surveys (Salant & Dillman, 1994).
Secondly, techniques for obtaining population figures from data samples and estimating the
validity of such population figures must be established. This procedure entails defining the
survey's target rate of response and acceptable level of precision (Salant & Dillman, 1994).
The individuals who will utilize the survey results, as well as those who would fill in the
questionnaire, must provide feedback during the survey design phase. The variables to also be
assessed, the estimates necessary, the validity and reliability necessary to assure the
numbers' utility, and any resource limitations which may exist in conjunction with performing
the surveys must all be specified by data consumers (Levy & Lemeshow, 1999). Additional
details on resource needs should be provided by survey participants, as well as alternate
sampling techniques that they believe are possible and acceptable for the task. Statistical
methods integrate this information to create a survey design that satisfies the needs of data
consumers while staying within budget restrictions.

3.1. Sampling Universe

The dataset wherein the sample is drawn is referred to as the sample universe or
sample frame. The sample is taken from the model universe in concept. The easiest way to
make sense about this is to imagine that we begin with the universe sample then select n
states at randomness from it for the sampling. In practice, we anticipate the sample size, n, to
be significantly less than the universe models N, i.e. n N. The sampling is roughly 1/2000 the
magnitude of the universe sample in the instance of CPS. If somehow the sample is drawn at
randomness from the universe sample, it is a fair representation (reflective of the universe
sample), then we may use it to test hypotheses about the "universe sample".

3.2. Basis of Survey
This survey was based on a total of 199 respondents from Pakistan, out of which 43.7%
were males, 46.7% were females, while 9.5% did not declare.

Figure 1
199 responses
@ Female
® Male
Prefer not to say
Table 1
Frequency Percent Valid Percent Cumulative Percent
Valid Female 93 46.7 46.7 46.7
Male 87 43.7 43.7 90.4
Prefer not to say 19 9.5 9.5 100.0
Total 199 100.0 100.0

4, Conceptual Framework
4.1. Research Gap

Although some researchers have looked at media coverage of global warming, most of
them are case studies (Schafer, Ivanova, & Schmidt, 2012). These works are nearly entirely
focused on industrialized nations "exceptions are (Jogesh, 2012; Takahashi & Meisner, 2013)".
Furthermore, most current evaluations just include industrialized countries (Boykoff, 2007;
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Uusi-Rauva & Tienari, 2010) very few scholarly articles, such as Boykoff, Mansfield, and Nacu-
Schmidt (2013) and Painter and Ashe (2012), involve developing markets like India & Brazil,
or "non-industrialized societies" like Namibia, and very few studies refer to Pakistan.

Another issue in the limited studies that have been done is the lack of "functional
equivalency" of metrics (Wirth & Kolb, 2012). Certain studies have compared elements that
aren't genuinely comparable, restricting the results' validity. The absolute quantity of climate
warming news items (which is used by Eskjaer (2013)) represents not just differing degrees of
public prominence to the problem, but also the size of a given media and other considerations.
This is troublesome because, owing to differences in journalistic traditions or budgetary
restrictions, media throughout the world have significantly varying reach. This issue
significantly reduces the utility of Boykoff and Mansfield's breakthrough data analysis, which
comprises 50 tabloids from every region. It's impossible to say if the claimed discrepancies in
coverage between Europe and Asia are related to the varying sizes of newspapers or the
varied importance that the regional media places on the topic.

4.2, Study Design & Questions

Varying social issues and the personalities who support them fight for the same
restricted amount of space. Reporters serve as gatekeepers, selecting what they consider to be
noteworthy or appealing to the target demographic based on a set of standards (Hilgartner &
Bosk, 1988; Koopmans, 2004). The consequence of this jury selection system is measured by
media exposure, which is the emphasis provided to one subject in comparison to the attention
paid to other topics at the same time. As a consequence, this fundamental quantitative metric
is an important signal for constructing the social problem: Despite the fact that it does not
explain how climate change is formed or which players are participating in the media
discussion, it can have significant societal ramifications: A large amount of media space
reserved to global warming news and debate reflects the issue's importance and is likely to
impact the common public's knowledge of the problem as well as policymakers' priorities.
Despite the fact that these connections are neither predictable nor directional (Hilgartner &
Bosk, 1988), empirical research has shown strong evidence of media impacts. The majority's
awareness and understanding of changing climate have been demonstrated to be influenced
by varying degrees of climatic changes coverage in the media (Sampei & Aoyagi-Usui, 2009;
Stamm, Clark, & Eblacas, 2000). Therefore, we will ask the following questions:

Research Question: What is the role of the media regarding creating awareness about climate
change?
Sub-Questions:
e Should media create more campaigns to accelerate awareness regarding climate
change among the masses?
¢ Dedicated segments should be made by the media for climate awareness?
e Media should cover more and more news on climate change?

4.3. Integrated Literature Review

This study employed the literature review technique to reach its findings. "Data is
synthesized from multiple techniques, including "experimental and non-
experimental"” investigations," according to integrative reviews (Whittemore & Knafl, 2005).
This method allows qualitative and quantitative research to coexist. They can be "systematic
reviews" or not. For this purpose, the previously discussed 3 research articles by Kakade et al.
(2013); Lusagalika (2020) and Jan et al. (2020) were used for the review.

5. Results

The research design of the selected studies was diverse. One was based on a random
sampling method. The second one was based on secondary data and an interview, whereas
the third one adopted a descriptive-analytical approach to critically review the available
material. In one study, a questionnaire was utilized to gain insights into the views of the
participants in India, in the second one, a survey was used to gain insights on the subject
matter in Tanzania, whereas the third one was based on secondary data from Pakistan, and
did not feature much direct insights of the participants. Upon examination, it was observed by
the researcher of our study, that previous studies such as the above mentioned, and several
others lacked a sufficient sample size, and hence did not reflect a fair representation of the
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population involved. This study, hence, used 199 participants. Hence, it is assumed that the
findings of this current study will significantly add to the existing literature available, especially
for Pakistan and other developing countries as media continues to play its part in the
awareness regarding climate change in both positive and negative ways.

6. Discussion & Analysis
Q1. Have you heard about the climate crisis through media?

Out of the total respondents, 43.7% heard about climate crisis through media, 31.7%
didn't, 16.6% said may be, while 8% did not respond.

Figure 2
199 responses
@ Yes
® No
Maybe
@ Choose not to tell
Table 2
Frequency Percent Valid Percent Cumulative Percent
Valid Choose not to tell 16 8.0 8.0 8.0
Maybe 33 16.6 16.6 24.6
No 63 31.7 31.7 56.3
Yes 87 43.7 43.7 100.0
Total 199 100.0 100.0

Q2. Should media play role in creating awareness regarding climate change?
Out of the total respondents, 42.5% said media should play role in creating awareness
regarding climate change, 34.5% said No, 16.5% said may be, while 6.5% did not respond.

Figure 3
200 responses
@® Yes
® No
Maybe
. @ Choose not to tell
Table 3
Frequency Percent Valid Percent Cumulative Percent
Valid Choose not to tell 13 6.5 6.5 6.5
Maybe 33 16.5 16.5 23.0
No 69 34.5 34.5 57.5
Yes 85 42.5 42.5 100.0
Total 200 100.0 100.0

Q3. Should media create more campaigns to accelerate awareness regarding
climate change among masses?
Out of the total respondents, 36.7% said media should create more campaigns to
accelerate awareness regarding climate change among masses, 33.2% said No, 23.6% said
may be, while 6.5% did not respond.
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Figure 4

199 responses

® Yes
® No
Maybe

. @ Choose not to tell

Table 4
Frequency Percent Valid Percent Cumulative Percent
Valid Choose not to tell 13 6.5 6.5 6.5
Maybe 47 23.6 23.6 30.1
No 66 33.2 33.2 63.3
Yes 73 36.7 36.7 100.0
Total 199 100.0 100.0

Q4. Media coverage on climate have a good impact on public?
Out of the total respondents, 37.2% said media coverage on climate have a good
impact on public, 26.1% said No, 28.1% said may be, while 8.5% did not respond.

Figure 5

199 responses

® Yes
® No

Maybe
@ Choose not to tell

Table 5
Frequency Percent Valid Percent Cumulative Percent
Valid Choose not to tell 17 8.5 8.5 8.5
Maybe 56 28.1 28.1 36.6
No 52 26.1 26.1 62.7
Yes 74 37.2 37.2 100.0
Total 199 100.0 100.0

Q5. Access towards climate news should be made easy to spread more awareness?

Out of the total respondents, 41.0% said access towards climate news should be made
easy to spread more awareness, 35.5% said No, 17% said may be, while 6.5% did not
respond.

Figure 6

200 responses

® Yes
® No
Maybe
@ Choose not to tell
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Table 6
Frequency Percent Valid Percent Cumulative Percent
Valid Choose not to tell 13 6.5 6.5 6.5
Maybe 34 17.0 17.0 23.5
No 71 35.5 35.5 59.0
Yes 82 41.0 41.0 100.0
Total 200 100.0 100.0

Q6. Dedicated segments should be made by the media for climate awareness?
Out of the total respondents, 41.2% said dedicated segments should be made by the
media for climate awareness 28.1% said No, 22.6% said may be, while 8.0% did not respond.

Figure 7
199 responses
® Yes
® No
Maybe
@ Choose not to tell
Table 7
Frequency Percent Valid Percent Cumulative Percent
Valid Choose not to tell 16 8.0 8.0 8.0
Maybe 45 22.6 22.6 30.6
No 56 28.1 28.1 58.7
Yes 82 41.2 41.2 100.0
Total 199 100.0 100.0

Q7. Do you think people will become more cautious after media role in climate
change in a positive way?
Out of the total respondents, 49% said they think people will become more cautious
after media role in climate change in a positive way, 29% said No, 17.5% said may be, while
4.5% did not respond.

Figure 8
200 responses
@® Yes
@® No
Maybe
@ Choose not to tell
Figure 8
Frequency Percent Valid Percent Cumulative Percent
Valid Choose not to tell 9 4.5 4.5 4.5
Maybe 35 17.5 17.5 22.0
No 58 29.0 29.0 51.0
Yes 98 49.0 49.0 100.0
Total 200 100.0 100.0

Q8. The scientific terminologies used by the media persons on climate issue should
be reduced for better understanding of the subject?
Out of the total respondents, 42.2% said the scientific terminologies used by the media
persons on climate issue should be reduced for better understanding of the subject, 26.6%
said No, 25.1% said may be, while 6.0% did not respond.
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Figure 9

199 responses

® Yes
® No
Maybe

a @ Choose not to tell

Table 9
Frequency Percent Valid Percent Cumulative Percent
Valid Choose not to tell 12 6.0 6.0 6.0
Maybe 50 25.1 25.1 31.1
No 53 26.6 26.6 57.7
Yes 84 42.2 42.2 100.0
Total 199 100.0 100.0

Q9. Media should cover more and more news on climate change?
Out of the total respondents, 40.7% said media should cover more and more news on
climate change, 26.6% said No, 25.1% said may be, while 7.5% did not respond.

Figure 10
199 responses
® Yes
® No
Maybe
m @ Choose not to tell
Table 10
Frequency Percent Valid Percent Cumulative Percent
Valid Choose not to tell 15 7.5 7.5 7.5
Maybe 50 25.1 25.1 32.6
No 53 26.6 26.6 59.2
Yes 81 40.7 40.7 100.0
Total 199 100.0 100.0

Q10. Can Media help reduce the climate emergency?
Out of the total respondents, 48.5% said media could help reduce the climate
emergency, 24.0% said. No, 15.5% said it might be, while 12% did not respond.

Figure 11

200 responses

® Yes
® No

Maybe
@ Choose not to tell
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Table 11
Frequency Percent Valid Percent Cumulative Percent
Valid Choose not to tell 24 12.0 12.0 12.0
Maybe 31 15.5 15.5 27.5
No 48 24.0 24.0 51.5
Yes 97 48.5 48.5 100.0
Total 200 100.0 100.0

6.1. Similar Study

According to a similar study by Sharif and Medvecky (2018), climate change is a global
concern since country borders do not confine its causative factors. Yet, risks and obligations
are not fairly divided. The reasons behind the limited media coverage of climate change in
Pakistan, which has resulted in confusion, ambiguity, skepticism, and lack of public awareness
of the issue, were investigated in this study. The findings of qualitatively semi-structured
interviews involving media professionals reveal that geopolitical, economical, social, cultural,
technical, and scientific aspects impact climate change broadcasting.

6.2. Findings

43.7 percent of the participants were men, 46.7 percent were women, and 9.5 percent
did not declare. 43.7 percent of all respondents learned about the climate issue from the
media, 31.7 percent did not, 16.6 percent said it was possible, and 8% did not reply. 42.5
percent of respondents believed the media should have a role in raising awareness about
climate change, 34.5 percent answered no, 16.5 percent said maybe, and 6.5 percent said
they didn't know. 36.7 percent of those polled thought the media should run more campaigns
to raise public awareness about climate change, 33.2 percent answered no, 23.6 percent said
maybe, and 6.5 percent did not tell. 37.2 percent of the total respondents stated climate
coverage in the media positively influences the public, 26.1 percent answered no, 28.1 percent
said maybe, and 8.5 percent did not reply. 41.0 percent of respondents said access to climate
news should be made simple to disseminate greater knowledge, 35.5 percent answered no,
17% said maybe, and 6.5 percent said they didn't know. 41.2 percent of all respondents
believed the media should create specific segments for climate awareness. 28.1 percent
replied no, 22.6 percent said perhaps, and 8.0 percent said they couldn't say. Out of the total
respondents, 49 percent believe people would become more cautious due to the media's
beneficial involvement in climate change, whereas 29 percent answered no, 17.5 percent said
perhaps, and 4.5 percent didn't respond.

42.2 percent of all respondents stated scientific terminology used by media people on
climate issues should be lowered for better comprehension, 26.6 percent answered no, 25.1
percent said maybe, and 6.0 percent said they couldn't say. 40.7 percent of respondents
thought the media should cover more and more climate change news, 26.6 percent answered
no, 25.1 percent said maybe, and 7.5 percent said they didn't know. 48.5 percent of those
who responded said media could assist alleviate the climate emergency, 24.0 percent
answered no, 15.5 percent said maybe, and 12 percent said they don't want to respond.

6.3. Hypothesis 1

Ho: Media should not create more campaigns to accelerate awareness regarding
climate change among the masses
Hi: Media should create more campaigns to accelerate awareness regarding

climate change among the masses.

Table 12
Frequency Percent Valid Percent Cumulative Percent
Valid Choose not to tell 13 6.5 6.5 6.5
Maybe 47 23.6 23.6 30.1
No 66 33.2 33.2 63.3
Yes 73 36.7 36.7 100.0
Total 199 100.0 100.0
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Table 13

Chi-Square Tests

Value df Asymptotic Significance (2-sided)
Pearson Chi-Square 783.9432 764 .301
Likelihood Ratio 502.965 764 1.000
N of Valid Cases 200

a. 960 cells (100.0%) have expected count less than 5. The minimum expected count is .01.

p = 0.367, P- Value = 0.301, Hence H;: stands true

5.4. Hypothesis 2

Ho: Dedicated segments should not be made by the media for climate awareness
Hi: Dedicated segments should be made by the media for climate awareness
Table 14
Frequency Percent Valid Percent Cumulative Percent
Valid Choose not to tell 16 8.0 8.0 8.0
Maybe 45 22.6 22.6 30.6
No 56 28.1 28.1 58.7
Yes 82 41.2 41.2 100.0
Total 199 100.0 100.0
Table 15
Chi-Square Tests
Value df Asymptotic Significance (2-sided)
Pearson Chi-Square 776.0652 764 .373
Likelihood Ratio 497.828 764 1.000
N of Valid Cases 200

a. 960 cells (100.0%) have expected count less than 5. The minimum expected count is .01.

p = 0.412, P- Value = 0.373, Hence H: stands true

5.5. Hypothesis 3

Ho: Media should not cover more and more news on climate change
Hi: Media should cover more and more news on climate change
Table 16
Frequency Percent Valid Percent Cumulative Percent
Valid Choose not to tell 15 7.5 7.5 7.5
Maybe 50 25.1 25.1 32.6
No 53 26.6 26.6 59.2
Yes 81 40.7 40.7 100.0
Total 199 100.0 100.0
Table 17
Chi-Square Tests
Value df Asymptotic Significance (2-sided)
Pearson Chi-Square 684.6362 764 .982
Likelihood Ratio 500.268 764 1.000
N of Valid Cases 200

a. 960 cells (100.0%) have expected count less than 5. The minimum expected count is .01.

p = 0.407, P- Value = 0.982, Hence H: is rejected.

7. Conclusion

As we know it now, climate change usually refers to changes in the environment caused
by human intervention in ecosystems. One of the most serious environmental concerns
humanity has ever faced is climate change. Even though the problem has persisted for
generations, it was not brought to the public's attention until the 1980s. The two main
approaches to addressing the problem globally are adaptation and mitigation. Mitigation is
defined as a technique that focuses on activities and efforts to reduce greenhouse gas
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emissions. By stabilizing and lowering the amount of carbon dioxide in the atmosphere, many
of the negative effects of climate change may be reduced. Man-made greenhouse gas
emissions have already penetrated the ecosystem despite all mitigation attempts. By adjusting
our present social, ecological, and economic structures in response to climate change, an
adaptation strategy has been developed to lessen the sensitivity of human and natural
systems to the repercussions of climate change. In the modern era, it is evident that media
plays a crucial role in tackling this problem, especially in a country like Pakistan, where
awareness of this issue is not so good. This study concluded based on its findings that media
should create more campaigns to accelerate awareness regarding climate change among the
masses. The media should make that dedicated segments for climate awareness. The majority
of the respondents believed that media should not cover more and more news on climate
change, as it may lead to over-saturation of certain types of news. This study will prove
beneficial for researchers, academic people, and the common masses in understanding how
media is playing its role in creating awareness about climate change.
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