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Abstract

Climate change has emerged as a pressing global issue, particularly impacting developing
nations. The role of the media in spreading climate science and enhancing public understanding has
grown in importance. This study looks into the influence of the media in creating knowledge,
perception, and changing attitude about climate change. The study was conducted in the
Tiruvanamalai District of Tamil Nadu, India, with a sample size of 240 participants selected using
simple random sampling. The findings reveal distinct media preferences among different generations
and rural populations. The older generation shows a preference for print media, while individuals
across all generations in rural areas favour electronic media. Meanwhile, the younger generation
exhibits a preference for new media platforms. Moreover, significant variations were observed in the
influence of print, electronic, and new media on the knowledge, perception, and attitude of rural
populations. This study underlines the importance of mass media in effectively explaining the causes,
effects, and urgency of addressing climate change. The results provide insights for designing targeted
communication strategies that cater to the media preferences of different demographic groups. The
implications of these findings can guide future efforts to enhance climate change awareness and
promote sustainable behavior among diverse populations.
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Introduction

In recent years, the global community
has increasingly directed its attention towards
addressing the challenges posed by climate
change. Developing countries confronting
major challenges in adapting to and mitigating
the effects of climate change often lag behind
their developed counterparts in this regard
(IFAD, 2010). The consequences of climate
change on these nations are severe,

@

encompassing various levels of governance
from local municipalities to regional and
national scales. Climate change's effects are
becoming more obvious as global glaciers melt
at an alarming rate, droughts reoccur, and sea
levels rise (IPCC, 2014). Asia has been wrestling
with a major water scarcity issue as a direct
result of shifting climatic patterns, and is one
of the regions most affected by climate change
(Whaley, 2008). Within Asia, India finds itself
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particularly vulnerable due to the combined
challenges of rapid urbanization, population
growth, and inadequate infrastructure. The
country's struggle with climate change impacts
is further compounded by the adverse
environmental effects resulting from the
unsustainable utilization of natural resources
(Nademm, 2008).

Recognizing the urgent need to
address these issues and ensure a sustainable
future, it becomes imperative to focus on
effective strategies for raising awareness,
promoting knowledge, influencing perceptions,
and ultimately shaping behaviour related to
climate change. In this context, mass media
plays a pivotal role as a powerful
communication tool that can reach and engage
a wide audience. The dissemination of climate
science through mass media channels has the
potential to enhance understanding, generate
awareness, and facilitate informed decision-
making regarding climate change issues (Pew
Research Center, 2021). The purpose of this
study is to look into the impact of mass media
on climate change awareness, knowledge,
perception, and behaviour in the
Tiruvanamalai District of Tamil Nadu, India. By
exploring the media preferences and their
impact on different demographic groups, we
seek to gain insights that can inform the design
and implementation of effective
communication strategies. The study's findings
have the potential to contribute to the
creation of focused approaches that cater to
the specific needs and preferences of various
segments of the population, thus fostering
greater engagement and sustainable action
towards addressing climate change challenges.
In light of the pressing global urgency to
alleviate the special effects of climate change,
it is imperative that we enhance our
understanding of how mass media can
effectively contribute to raising awareness and
driving positive change. By protecting and
utilizing natural resources in a sustainable
manner, we can safeguard our environment,
ensure long-term resilience, and strive towards
a sustainable future for generations to come.
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Numerous  studies have  been
conducted around the world to investigate
people's perceptions, understanding, and
awareness of climate change. Education and
knowledge are critical in addressing this
problem. It is critical to address climate change
and create community awareness as soon as
possible. Individuals can be motivated to help
to decreasing future health risks and dangers
by giving them with enough information,
understanding, and insights regarding the
effects of climate change. However, there is a
scarcity of research on the perspectives and
attitudes of rural communities in India towards
climate change. As a result, the purpose of this
research is to look into how the media
influences rural inhabitants' awareness,
knowledge, attitudes, and perceptions of
climate change.

Methods and Materials

This study was carried out in the
Tiruvanamalai District of Tamil Nadu, India. A
total of 240 participants were selected as
sample respondents with a 95 per cent
confidence interval. The primary data for this
research were collected using the interview
schedule method. The respondents were
chosen using simple random sampling
technique to ensure representation from the
target population. Data collection involved
conducting face-to-face interviews with the
selected participants. Ample time was
provided to the respondents to answer the
guestions. The survey consisted of two
sections. Section 1 focused on gathering
information regarding the socioeconomic
backgrounds of the respondents, while section
2 incorporated variables related to their
knowledge, perception, and attitude towards
climate change. To assess the constructs, a
Likert 5-point scale was employed. The
Statistical Package for the Social Sciences
(SPSS) software was used to analyze the
collected data. Percentage analysis was utilized
to examine the distribution of responses, while
analysis of variance (ANOVA) was employed to
explore any significant differences among the
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data sets. These analytical methods allowed
for a comprehensive evaluation of the
collected data, enabling meaningful insights
into the participants' perspectives and
responses related to climate change.

Results and Discussion

The following tables provide valuable
insights into the background profile of the
respondents and the influence of media on
climate change knowledge, perception, and
attitude among rural individuals.

Table 1showing the Background of the Respondents for the Study

Gender Frequency Percentage
Female 120 50

Male 120 50

Marital Status Frequency Percentage
Married 210 87.50
Unmarried 30 12.50
Educational Qualification Frequency Percentage
No formal education 31 12.92

Upto 5 23 09.58

Upto 8 17 07.08

Upto 10 30 12.50

Upto 12 29 12.08
Technical/Diploma 47 19.58
Graduate 63 26.25

Age (in years) Frequency Percentage
Upto 25 80 33.33
26-50 80 33.34
Above 50 80 33.33
Monthly Income Frequency Percentage
Upto 7500 108 45
7501-15000 75 31.25
Above 15000 57 23.75
Preferred Mass Media Frequency Percentage
Print Media 62 25.83
Electronic Media (TV/Radio) 138 57.50

New Media (Internet/Social Media) 40 16.67

Source: Primary Data

In the rural area, equal weightage
was given to both male and female
respondents. Among the participants,
87.50 per cent were married, while 12.50
per cent were unmarried. In terms of
education, 12.92 per cent of the
respondents did not have any formal
schooling, 9.58 per cent completed up to
the 5th standard, 7.08 per cent completed
up to the 8th standard, 12.50 per cent
completed up to the 10th standard, 12.08
per cent completed up to the 12th
standard, 19.58 per cent completed

technical courses, and 26.25 per cent were
graduates. The participants were divided
into three age groups with equal
weightage: up to 25 years, 26-50 years,
and above 50 years. In terms of income, 45
per cent of the respondents earned up to
Rs. 7500, 31.25 per cent earned between
Rs. 7501 and Rs. 15000, and 23.75 per cent
earned above Rs. 15000. Regarding their
media preferences for obtaining
information about climate change, 25.83
per cent of the respondents preferred print
media, 57.50 per cent preferred electronic
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media, and 16.67 per cent preferred new
media.

These findings provide a
comprehensive overview of the
demographic characteristics, educational

backgrounds, income distribution, and
media preferences among rural
respondents in relation to their knowledge
of climate change.

Table 2 showing Influence of Mass Media on Climate Change Knowledge, Perception
and Attitude among Rural People

Mass Media | Mean | sD | F Value | P Value
Print Media

Knowledge 32.22 3.39

Perception 31.15 3.16

Attitude 30.31 3.11 3.678 0.001**
Electronic Media

Knowledge 37.36 4.12

Perception 36.13 3.75

Attitude 35.27 3.66 4.116 0.003**
New Media

Knowledge 29.38 3.02

Perception 31.09 3.09

Attitude 28.44 2.53 2.967 0.001**

Source: Primary Data

The analysis presented in Table 2
reveals a significant difference between
print media, electronic media, and new
media in terms of their impact on
knowledge, perception, and attitude
towards climate change. The obtained p-
value is less than 0.01, indicating a high
level of statistical significance. Therefore,
the null hypothesis, which posited no
significant difference between the media
types and their influence on climate
change knowledge, perception, and
attitude, is rejected at the 1% significance
level.

As a result, the alternative
hypothesis that there is a considerable
difference in knowledge, perception, and
attitude towards climate change between
print media, electronic media, and new
media is accepted. These findings
underscore the importance of considering
the specific media platforms used for
communication and their varying effects
on individuals' understanding, perception,
and attitudes regarding climate change.
Conclusion
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In conclusion, this study highlights
the role of mainstream media in spreading
knowledge, promoting positive attitudes,
improving perceptions, and encouraging
ecologically friendly behaviors related to
climate change. Demographic factors,
including gender, age, marital status,
income level, educational background, and
media preferences, significantly influence
individuals' awareness, perception,
attitude, and knowledge of climate change.
Disparities exist among different
demographic  groups, with younger
generations favoring new media, older
generations leaning towards print media,
and electronic media being preferred by all
rural residents. The influence of print,
electronic, and new media on rural
populations' knowledge, perception, and
attitude varies significantly. This
underscores the importance of tailored
communication strategies that consider
demographic characteristics and preferred
media channels. These findings enhance
our understanding of the interplay
between mass media, demographics, and
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climate change awareness, informing
targeted communication campaigns to
promote climate change literacy, positive
attitudes, and sustainable behaviors
among diverse populations. By leveraging
mass media effectively, we can address
climate change challenges and foster a
more sustainable future for all.
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