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ABSTRACT

This study examined the role of media in promoting climate change awareness and
influencing adaptive behaviour among farmers and youth in Chongwe District, Zambia.
The objectives were to identify the primary media sources used by these groups, assess the
comparative effectiveness of different media platforms in shaping awareness and
behavioural change, and explore challenges faced by journalists in reporting climate issues.
A mixed-methods approach was adopted. Quantitative data were collected through surveys
administered to farmers and youth, while qualitative data were obtained through interviews
with journalists and media practitioners. Quantitative data were analysed using descriptive
statistics and chi-square tests in SPSS to determine relationships between media use and
awareness levels. Qualitative data were analysed thematically to identify recurring patterns
in climate reporting and media framing. The findings revealed clear demographic
differences in media consumption. The majority of farmers (70%) relied on radio as their
primary source of climate change information, whereas most youth (71.4%) depended on
social media. A statistically significant relationship was found between frequency of media
use and climate change awareness. Radio emerged as the most trusted and behaviourally
influential platform, particularly in rural areas. In contrast, social media was effective in
raising awareness among youth but recorded lower trust levels due to concerns about
misinformation. The study also identified constraints in climate reporting, including
limited journalist training, editorial pressure, and inadequate access to local data, resulting
in coverage that often emphasises disasters rather than practical adaptation strategies. The
findings imply that climate communication strategies should be audience-specific,
combining trusted traditional media with credible digital platforms. The study recommends
strengthening community radio, enhancing journalists’ climate reporting capacity, and
promoting locally relevant, solution-oriented content. Future research should investigate
long-term behavioural impacts of media exposure and evaluate integrated communication

models across different rural contexts in Zambia.

Keywords: Climate change communication; Media influence; Climate-smart agriculture;

Radio; Social media; Zambia.
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CHAPTER ONE: INTRODUCTION

1.0 Introduction

Climate change is one of the biggest problems in the world today. It causes major shifts in
weather, affects natural environments, and disrupts how people live. Its effects in Zambia
can been traced to changes in rain seasons starting later with dry periods lasting longer,
and storms growing stronger. These changes harm farmers and water resources. In the
Chongwe District near Lusaka, the situation is tough. Like other places relying on rain-fed
farming, the area faces huge threats from changing weather patterns. Chongwe District
relies on seasonal rains to grow crops, so a changing climate puts its food supply and local

economy at serious risk.

Most people learn about climate change from media sources. This could be through radio,
TV reports, or even posts on social media (Alawade & Obun Andy 2024; Ha et al. 2019).
Media often delivers climate details in different styles, and this might affect how people
understand the issue and think of ways to solve it (Alawade & Obun Andy 2024; Khanya
2024; Ngumuya 2024). In places like Zambia, the way people access media changes
depending on factors like age or whether they live in cities or rural areas. These differences
can mean that not everyone has the same level of awareness about climate problems
(Lupiya et al. 2023; Mwanza et al.). This shows how vital it is to use focused

communication methods to make sure the right people get the information

This study looks at how people in Chongwe get and understand information about climate
change using the media they prefer. The research seeks to identify the most trusted and
useful sources to share climate-related messages. With this knowledge, it hopes to make
spreading important environmental details to those who need it most better. These results
will helped local leaders, reporters, and community groups as they guide Chongwe
residents to deal with the effects of climate change and work towards sustainable growth

in the area..



1.1 Background to the Study

Climate change stands out as the biggest environmental problem for our generation
bringing tough challenges we must address . In Zambia, this isn't just some distant idea.
Communities deal with it every day. The effects show in farming where people who have
counted on steady seasonal rains for years now struggle with growing unpredictability. The
situation in Chongwe District shows a smaller version of what’s happening across the
country. There, the changes in climate mix with social and economic struggles highlighting

a desperate call to act.

Climate change stands as a major global challenge today affecting ecosystems, economies,
and communities all over the world. In Zambia, its effects are becoming clearer with
irregular rainfall longer droughts, and more extreme weather happening more often
(Mubanga & Umar, 2021). These shifts put agricultural production, water availability, and

people's incomes at risk in rural and semi-urban regions like Chongwe.

Chongwe District sits about 30 kilometers east of Lusaka and relies on farming with rain-
fed crops. Over the last ten years, climate patterns have shifted in the area. Rainy seasons
often start late now, and crop production has dropped (Zambia Meteorological Department
2022). These changes have made it more important to communicate about climate issues
to encourage people to adapt and reduce risks. What makes Chongwe a fascinating place
to study is its mixed nature. It is not urban, but it is not rural either. This in-between status
brings about distinct challenges in how people share and receive information. Being close
to Lusaka, there's good access to media, but local traditional knowledge still holds a strong
influence.While observing the field , an interesting contradiction stood out. Almost every
home has a radio, but younger people using smartphones have brought in separate ways to
access information. This mix of media brings up big questions about how consistent and

reliable messages are.

The changing media scene in Chongwe brings both chances and hurdles in talking about
climate issues. Digital platforms allow people to better engage with environmental topics
in a more interactive way. At the same time, having so many media sources can create
isolated bubbles where various groups of people hear different stories about climate
change. Looking at local media, the researcher noticed some big differences. Radio shows

2



often talk about how farming is affected by climate change, but social media leans more

toward activism or questioning the reality of climate change.

It is still uncertain how different media portrayals lead to real understanding and actions
within communities. There seems to be a gap between knowing about something and
making practical changes showing that current communication methods might lack
important pieces. This study aims to determine not which media channels people use the
most but more , which ones work best to encourage real behavioral changes (Fabregas et
al. 2023).

This research comes at a vital time as Zambia works on putting its climate adaptation
policies into action. Learning about Chongwe's media setup could become a useful

example for other peri-urban areas dealing with similar communication issues.

The media plays a central role in sharing information and shaping how people understand
and react to climate change. In Zambia, media options include traditional sources like TV
channels such as ZNBC and Diamond TV or radio stations like Radio Phoenix and QFM.
There are also digital options like Facebook, WhatsApp, and Twitter.

But how well these platforms work differs for different groups. For example, people in
rural areas often depend more on the radio because they lack steady internet access
(International Telecommunication Union, 2023; World Bank, 2021). Meanwhile younger
people in cities are using social media more to stay updated on news. Recognizing how
different groups consume media is important to create effective climate-related messages

for everyone.

1.2 Problem Statement

People in Chongwe see climate change as an important issue, but public understanding and
active actions are not always consistent (Ng’ombe et al. 2020). Some residents recognize
climate change, but their knowledge is often partial or shaped by false information. A lack
of reliable information might arise from uneven access to media, one-sided news reports,
or poor communication methods. These problems have serious effects. They make it harder
to carry out useful local strategies to adjust to climate changes and put the community at

risk of dealing with growing environmental challenges in an area that relies on farming



affected by the climate (Van der Linden & Macibach 2015, Zambia Climate Profiles
Consortium 2022).

A major issue is how media framing shapes people’s views in Chongwe’s varied media
environment. Television often presents climate stories with a focus on threats and disasters
(e.g. floods and droughts). While this may raise short-term awareness, research shows that
fear-based framing does not necessarily lead to sustained behavioural change needed for
climate adaptation (Robert Entman, 1993; Intergovernmental Panel on Climate Change,
2022). In addition, television coverage frequently centres on urban areas, which can reduce

its relevance for rural communities such as Chongwe.

Radio reaches wide audiences and is generally trusted, particularly in rural areas with
limited internet access (International Telecommunication Union, 2023). However, it often
provides limited in-depth discussion of complex scientific issues and may simplify key
climate concepts. At the same time, radio is facing declining engagement among younger

audiences who increasingly turn to digital platforms (Pew Research Center, 2022).

Social media offers interactive spaces for sharing information and mobilising communities.
However, it also poses a significant challenge, as misinformation about climate change
spreads rapidly online (Intergovernmental Panel on Climate Change, 2022). These
platforms can amplify extreme narratives either alarmist or skeptical which may undermine
public trust and make it more difficult for communities to develop balanced and informed

understandings of climate issues.

The gap between understanding and adapting shows that present communication strategies
might lack important parts (Van der Linden et al. 2015; Zambia Climate Profiles
Consortium 2022). These problems grow worse because there is a pressing need to study
how local tools like TV, radio, and social media affect how people in Chongwe view
climate issues (Tucker, Tembo & Developing Radio Partners 2017; Williams, Simweete &
Hivos 2023).Without real-world data about how various media types, both and together
share accurate climate information and encourage community efforts, plans meant to build
climate resilience might not work well (Boykoff 2008; Olausson 2011; Takahashi &
Meisner 2013). The limited availability of context-specific evidence on climate change

communication in Chongwe District creates a knowledge gap regarding how existing
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communication approaches influence public understanding and adaptive behaviour.
Without empirical assessment of the effectiveness, framing, and accessibility of climate-
related information in this context, it remains unclear whether current strategies adequately
address local needs and vulnerabilities. This gap constrains the ability of policymakers,
practitioners, and development stakeholders to design evidence-based communication
interventions tailored to Chongwe’s socio-economic and environmental realities.
Therefore, a systematic investigation into climate change communication in the district is
necessary to generate reliable data that can inform the development of more context-

responsive and effective communication strategies.
1.3 Objectives of the Study

1.3.1 Main Objective of the Study

To evaluate the influence of media in shaping climate change awareness among residents

of Chongwe

1.3.2 Specific Objectives of the Study

1. Determine the primary media sources through which farmers and youth in
Chongwe District access climate change information.

2. Assess the influence of media framing on public perceptions of climate change
among residents of Chongwe District.

3. Evaluate the comparative effectiveness of different media platforms in promoting
climate change awareness in Chongwe District.

4. Investigate the key challenges faced by journalists and media institutions in
reporting climate change in Zambia.

1.4 Research Questions

In order to achieve the above objectives, the study was guided by the following research

questions:

1. What are the primary media sources through which farmers and youth in Chongwe
District access climate change information?
2. How does media framing influence public perception of climate change among

residents of Chongwe District?



3. How effective are different media platforms (radio, television, and social media) in
promoting climate change awareness among residents of Chongwe District?

4. What key challenges do journalists and media institutions face in reporting climate
change in Zambia?

1.5 Significance of the Study

This study offers significant benefits in various fields connecting academic research with
practical uses. It adds unique data to the expanding area of environmental communication
in academic work focusing on Zambia, a region that has not been studied much. The
research evaluate how media platforms affect climate awareness and actions in Chongwe.
Through this, it strengthens important theories like agenda-setting and framing while also
providing a local angle often missing in global climate communication studies. The results
also give practical help to policymakers. They highlight ways to create better climate
communication plans that are more focused and effective. By showing which media and
messages work best for certain groups, governments and organizations can improve their
programs to make sure vital climate information reaches at-risk communities in ways that
engage them.Journalists can gain valuable insights using evidence-based tips on how to
report climate issues and engage audiences across radio, TV, and online media. The
research emphasizes explaining science while telling stories people can connect with, and
addressing false information on social platforms. This study is useful to help Chongwe's
communities better understand climate challenges and solutions they can act on. It focuses
on identifying the best communication methods to explain ways to adjust to climate
changes giving locals the tools they need to make smart choices like planting drought-
tolerant crops or backing local conservation projects. This work not contributes to
academic discussions but also helps build stronger more climate-conscious communities

in Zambia and other places.

This study plays a key role in helping both local-level actions and global sustainability
plans. It shows how using focused media strategies can boost climate action in Zambia and
tie into the international development goals. The results offer practical uses for
organizations like ZNBC and the Ministry of Green Economy. They suggest ways to
improve climate communication. For instance, ZNBC could change its programming to

highlight solution-focused content during crucial farming seasons and share more local
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farmer stories to build trust and connect better with the public. The Ministry of Green
Economy can use the findings to plan campaign funding . They could direct resources to
media outlets and formats that work best, like community radio and interactive digital
content, as identified in this research.

Worldwide, the study helps achieve Sustainable Development Goal 13.3, which focuses on
climate education. It emphasizes raising awareness and building skills to address climate
mitigation and adaptation. The research shows how personalized media strategies increase
climate knowledge in rural areas. This creates a model that other developing countries with
similar communication barriers can use. The results also connect with Africa Agenda 2063,
which pushes for environmental progress. It highlights building strong, climate-ready
communities by sharing local knowledge and using technology. The study combines
traditional knowledge with scientific climate reporting offering useful ideas to apply

ecological sustainability goals across Africa.

The research adds to wider talks about how the media shapes sustainable growth. It shows
that using communication methods that fit the specific setting can speed up work on
connected SDGs. For example when the media reports well on climate issues, people adopt
adaptation methods that not only tackle climate action (SDG 13) but also help with food
security (SDG 2) by making farming stronger and fight poverty (SDG 1) by safeguarding
at-risk livelihoods. The study also provides ideas focused on gender. These suggestions
support SDG 5 (Gender equality) by tackling gaps in how women get and use climate-

related information.

Using evidence from Chongwe and linking it to global guidelines, the study gives useful
insights to Zambian stakeholders and shares applicable ideas for global climate
communication strategies. This dual significance highlights how studying local media can
help guide worldwide sustainability changes. It is useful for areas affected by climate
problems but not often emphasized in global discussions. The connection with SDG 13.3
and Africa Agenda 2063 makes the results important to policymakers and groups focused

on media, education, and environmental work in the Global South.



1.6 Delimitation

This research centers on Chongwe Zambia, and does not cover other areas. The study
reviews three types of media: television, radio, and social media. It does not include print
media because its reach has been declining. The researcher gathered data from a five-year
period (2019-2024) to keep the information useful for present times.

Study Limitations

Although the study offers helpful insights into how media affects climate change awareness

in Chongwe, a few limitations need to be noted:

This research focuses on Chongwe District. This focus may make it hard to apply the
findings to other parts of Zambia or areas with different cultures. The way climate issues
are communicated might differ between villages or cities.

The study looks into television, radio, and social media while leaving out print media like
newspapers and magazines because fewer people are reading them now. Even so, some
people in the community older folks, might still turn to newspapers to get updates about

climate issues.

The survey studied 100 people, but this group might not show the full picture of Chongwe's
population in aspects like education, income, and access to technology. Certain groups,

like older farmers or people from disadvantaged backgrounds, might not be included.

1.7 Definition of Key Terms

Climate Change: Changes in long-term weather patterns, temperatures, and rainfall caused
by both human actions such as burning fuels and cutting down trees, and natural events.
These changes disrupt the environment, economy, and society (Intergovernmental Panel
on Climate Change, 2022).

Public View: People’s thoughts, opinions, and beliefs about climate change develop
through what they see in the media, their own life experiences, and the culture around them.
Media exposure personal events, and societal norms all play a part in shaping how the
public views this issue (Ruiz et al. 2020).



Conventional Media: Traditional ways of spreading information, like TV, radio, and

newspapers, reach large audiences using well-known methods of communication.

Online Platforms: Social networks like Facebook, WhatsApp, and Twitter allow fast
sharing of (Intergovernmental Panel on Climate Change, 2022). and user content. These
platforms often shape how people think and discuss issues in real-time (Intergovernmental
Panel on Climate Change, 2022)..

Agenda-Setting Theory: This theory of media suggests that news platforms shape how
much importance people give to issues like climate change by deciding which subjects to

cover.

Behavioral Change: This includes clear actions that individuals or groups take as a
reaction to climate change messaging such as using water or practicing eco-friendly

farming.

Misinformation: This refers to incorrect or false information about climate issues shared

unlike spread lies called disinformation, which often appears on social media.

Climate Adaptation: These are methods and measures people use to cope with current or
expected effects of climate change, like growing crops that survive drought or setting up

warning systems.

Media Effectiveness: This shows how well different media (like social media or radio)
manage to raise awareness, change opinions, or encourage actions related to climate

change.



CHAPTER TWO: LITERATURE REVIEW

2.0 Introduction

The media has a big role in shaping how people see climate change. Researchers from
fields like communication environmental science, and sociology have looked at this topic.
This part reviews what studies say about how media affects climate change awareness,
attitudes, and actions (Ha et al. 2019). It dives into global, regional, and local outlooks by
pointing out important results, challenges, and areas where research is still needed. It also
looks at how the media's role in discussing climate change has changed over time. Plus, it
suggests ideas to make media more effective at getting people involved and supporting

climate policies.

2.1 Media and Climate Change Communication Overview

The media plays a key role in connecting scientific knowledge to how people understand
climate change. It shares information and shapes the way audiences see environmental
problems and possible solutions (Alawade & Obun-Andy 2024; Loy et al. 2020). The
connection between media and climate change messaging is not simple. It is shaped by
things like journalistic practices, the influence of politics and economics, what audiences
prefer, and changes in technology (Okoliko & Wit, 2020). Both traditional outlets and
online platforms have unique jobs in spreading climate-related information. Studies show
that media reporting on climate change has shifted over time. It started with scientific
discussions but now often focuses on political and divided opinions. How climate change
is presented, as an environmental problem, a chance for economic growth, or a political
issue shapes how people view it (Ngumuya, 2024). Research also reveals uneven media
attention across different areas, with some places highlighted more than others, and certain
perspectives receiving more focus than those of local groups.

2.2.1 Agenda Setting Theory

Maxwell McCombs and Donald Shaw created the Agenda-Setting Theory in 1972 to
explain how mass media affects what people see as important by focusing attention on
specific issues more than others. Their important research during the 1968 U.S. presidential

election showed a clear connection between the topics highlighted by local news outlets

10



and what the public viewed as key election concerns. This proved that media plays a role
in deciding what people think about rather than shaping their actual opinions (Khanya
2024). The media highlights certain topics by covering them more often and making them
stand out encouraging people to see those issues as critical (Newell, 2000). Media have a
dual role. They not create the public agenda but also shape how people interpret and feel
about the issues they showcase (Ngumuya, 2024). Agenda-setting theory explains climate
change communication by showing how media coverage of events like droughts and floods
raises public awareness and makes environmental issues seem more important (Nagai,
2023). When news about climate change is covered and given high priority, it stands out
more in discussions and can shape public opinion and policies. Media access in countries
like Zambia often varies a lot. Rural areas rely on occasional radio broadcasts. This makes
it harder for the media to shape agendas there compared to cities where people have access
to more types of media (Lupiya et al. 2023).Editorial biases in state-run and private media,
have an impact on the way public agendas differ. These biases affect how social groups

rank and understand climate issues (Fejerskov, 2016).

2.2.2 Framing Theory

Robert Entman introduced framing theory in 1993 offering a useful way to see how the
media influences how people understand complicated topics. It works by focusing on some
parts of a story while ignoring or minimizing others (Guenther et al. 2023). Entman
explained that frames act like tools people use to interpret situations. These tools make
certain details stand out and lead audiences toward particular ideas and reactions. Media
framing goes beyond just presenting facts. It plays a role in creating meaning by shaping
how people view and react to different issues (Ngumuya, 2024).Climate change can be
seen as a "global crisis" highlighting widespread environmental dangers and international
policy arguments. It can be viewed as a "local livelihood challenge,” showing how
changing climates impact farmers' routines and their ability to secure food (Adobor 2024;
Rochyadi-Reetz & Wolling 2022). In places like Zambia how information is presented
plays a big role because people have different levels of understanding cultural values, and
economic situations (Manda et al. 2024). Using a "solutions frame" that shows successful
community methods, like using drought-tolerant crops or saving water, can help farmers

by giving real-life examples of resilience they can relate to (Adobor 2024). This kind of
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framing inspires people to take action and feel hopeful. On the other hand when
information is presented using a "catastrophe frame" that mainly focuses on the harmful
effects of climate change, it may leave audiences feeling scared, powerless, or uninterested
if clear steps to help are missing (Khanya 2024).Studies show that using climate change
frames that align with strong local values often has a greater effect on encouraging public

understanding and action in those settings (Manda et al. 2024).

2.3 Conceptual framework

INDEPENDENT VARIABLES

DEPENDENT VARIABLES

Climate Change
Awareness,

Perceptions, and
Behaviour

Figure 1.0 : Conceptual framework illustrating the influence of television, radio, and social media on climate

change cognitive, affective, and behavioral outcomes

Using Agenda-Setting Theory and Framing Theory, this research identifies television,
radio, and social media as key factors that impact how people understand, feel about, and
act on climate change. Agenda-Setting Theory focuses on these media platforms shaping
what the public knows and how important they think climate issues are. Framing Theory
looks at how the way climate messages are presented affects emotions and choices. These
theories together offer a detailed way to explain how media exposure can shape thinking,

feelings, and actions regarding climate change.
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2.3 Empirical Review

Awareness and Actions Research from around the world shows that media has an important
role in increasing public understanding and awareness of climate change. People gain much
of their climate knowledge through media exposure, which has an impact on what they
know and how much they care about climate risks (Sampei and Aoyagi-Usui 2009). Still,
studies indicate that while media often improves awareness, it does not always lead to
changes in behavior and does not affect all groups in the same way (Whitmarsh, 2009).
Research in both richer and poorer regions shows that old-school media like radio and TV
still serve as key ways people get climate information. Sampei and Aoyagi-Usui (2009)
discovered that when there was more media focus on climate change, people in Japan knew
more about it and understood the issues better. Likewise, Boykoff and Roberts (2007) noted
that consistent media coverage helps bring climate change into public discussions.
However, the way the media presents and focuses on these topics shapes how people see

the risks of climate change.

Media framing can shape how people view climate change. Studies by Nisbet in 2009 and
O’Neill and colleagues in 2015 show that presenting climate change as a science issue, an
environmental risk, or a development problem changes how audiences understand and
respond to it. Research suggests using local and solution-focused angles makes it easier for
people to relate to compared to using fear-based or abstract stories, as stated by O’Neill
and others in 2015. In Africa, research shows that broadcast media radio still plays a key
role in spreading information about climate change. Olayinka and Egbule (2016)
discovered that radio helps raise awareness about climate change among Nigerian farmers
because it is easy to access low-cost, and uses local languages. In the same way, Chikulo
(2015) explains that radio is the best way to communicate with people in rural areas of
Africa where many have limited access to TV or online platforms. Research done in
Southern Africa highlights how media shapes understanding of climate issues. Studies in
Zambia and nearby nations show that radio and TV play a big role in spreading
environmental information. This is true in rural areas where many people lack internet
access and reading skills. The findings reveal that listening to or watching climate-related

media raises awareness about changes in weather, droughts, and rainfall patterns. However,
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knowing about these issues does not always lead people to take action to adapt (Chikulo,
2015). Social media has brought new elements to how people talk about climate change
among younger groups. (Anderson 2017: Pearce et al, 2019) showed that social media
helps spread climate information quickly and lets users interact with climate topics. Studies
show that using social media has a connection to increased awareness of climate change
and shifts in attitudes for young people and those living in cities. But concerns about false
information and trust reduce how effective social media is when it comes to building a

deeper understanding (Pearce et al. 2019).

Although media plays an important role in increasing climate awareness many studies point
out a continuing gap between what people know and how they act. (Whitmarsh, 2009:
Kollmuss & Agyeman, 2002) explain that raising awareness through media is an important
step to change behavior. However social, economic, and structural conditions also have a
big effect on whether people use their knowledge about climate to take action. This idea is
important in developing countries. Limited resources in these regions may make it hard for
people to respond even when they are aware of climate issues. In general, research shows
that media like radio, television, and social platforms has a key role in building awareness
about climate change and how the public understands it. How well media increases
awareness depends on the type of platform, the traits of the audience, and how the messages
are presented. These findings offer a solid base to explore how various media outlets

influence the understanding of climate change among people living in Chongwe District.
2.4 Global Perspective on Media and Climate Change

2.4.1 Trends in Climate Reporting

Reporting Media around the world has covered climate change much more in the last ten
years. Major events like the Paris Agreement and alarming studies from the
Intergovernmental Panel on Climate Change have played a big role in this. These key
events brought climate change into everyday conversations and made it a common topic in
news worldwide. But reporting styles are different depending on the region. Political,
economic, and social factors have a big influence on how the news about climate is
presented (Stefkovics & Zenovitz, 2023). Western news in North America and Europe talks
about climate change by looking at politics and money. Reports often focus on topics like
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government policies, companies' roles, and new technologies like using renewable energy
or setting a price on carbon. Sometimes, the news highlights scary stories such as extreme
weather or crisis warnings. This type of reporting can either make people more worried or

wear them out from hearing it too much.

Unlike media in other parts of the world many outlets in the Global South such as those in
South Asia, Sub-Saharan Africa, and Latin America, focus more on local effects and ways
communities adapt (Pointer and Matsiko 2023). Their coverage often shows how climate
change makes existing problems worse, like not having enough food, displacement, or
unstable economies. Instead of concentrating on complicated policy discussions,
journalists in the Global South emphasize personal stories traditional knowledge, and local
efforts to stay resilient (Okoliko and Wit, 2020). Differences in available resources and
access to knowledge influence climate reporting. Richer countries often have specific
teams and resources dedicated to climate coverage. In contrast, newsrooms in less
developed nations face funding challenges that make detailed reporting harder. Yet, with
the rise of digital tools and social media platforms cross-border teamwork has increased.
This has helped local climate stories reach a worldwide audience. Even so, while reporting
on climate change has become more common how issues are presented and prioritized

stays uneven. These trends highlight larger global political and economic gaps.

2.4.2 Challenges in Global Climate Communication

2.4.2.1. Polarization and Politicization of Climate Change

In many parts of the world, people see climate change as a political and divisive topic.
News agencies guided by their ideologies often highlight political arguments instead of
emphasizing a shared scientific understanding (Khanya 2024). This shift to politics causes
a split in public views where people's belief in climate science ties more to their political
stance than actual knowledge of science. Because of this even clear examples of climate
issues like hurricanes or heat waves are viewed through political filters making it harder

for everyone to work together.

2.4.2.2. Information Overload and Audience Disengagement
The endless stream of stories, reports, and alerts about climate issues has led to something

called "climate fatigue.” More people now understand climate change than ever before, but
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the steady flood of alarming headlines like melting glaciers or disappearing species can
make people feel drained, confused, or tuned out (Loy et al. 2020). News outlets often
focus on disaster-heavy coverage without providing ways to take action. This worsens the
problem keeping public interest and motivation from lasting over time.

2.4.2.3. Misinformation and the Role of Social Media Algorithms

Digital platforms have changed how we talk about climate, but they have also made it
easier for misinformation and climate denial to spread (Alawade & Obun-Andy 2024).
Social media algorithms tend to push dramatic or emotional posts instead of focusing on
factual news. This creates spaces where false climate information can spread unchecked.
Groups that deny climate change often supported by the fossil fuel industry work to make
people question climate science. Some news outlets treat climate change like a "debate"
instead of a fact giving too much weight to extreme and incorrect ideas. New tools like
deepfakes and Al-made content make it even simpler to create fake stories confusing

people even more about what’s true.

2.4.3 Role of Global Media

Global media outlets like BBC CNN, Al Jazeera, Reuters, and The Guardian have a big
part in shaping conversations about climate change around the world. They influence how
people think how policies are made, and how businesses act in many countries. Their wide
audience and trusted reputation let them highlight scientific research, challenge powerful
institutions, and connect climate-related stories from different places into a clear message
(Berglez & Nassanga, 2015). These major networks, as key players in sharing information,
choose which climate topics are most important and decide how to present them to global
viewers. For example, BBC and CNN often provide live updates on climate disasters
helping to turn complex science topics into understandable stories. Organizations like The
Guardian and The New York Times have used investigative journalism to reveal corporate
green washing, government failures, and lobbying by fossil fuel industries. But their
reporting has its flaws. Western-focused biases often overshadow the coverage, leaving
climate challenges in the Global South underrepresented unless they connect with Western
concerns. Seeing the demand to improve climate reporting with more consistency and

solutions-driven approaches, groups in journalism are joining forces to boost global media
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efforts. One strong example is Covering Climate Now. This initiative works with over 500
news organizations all over the world to improve climate-related stories. The Guardian has
also stepped up by creating its "Climate Pledge.” This pledge focuses on putting climate
coverage first and refusing advertising from fossil fuel companies. These group efforts are
important in fighting misinformation filling gaps in reporting from different areas, and
keeping climate issues front and center in the news. However even with their impact global
media deal with big hurdles. These include the push to create click bait headlines and the
struggle to provide real representation to many climate-threatened areas in global news.
Budget cuts often create challenges, with climate desks in newsrooms facing limited

financial resources.
2.5 Climate Communication in Africa

2.5.1 Media Landscape and Climate Coverage

Africa has a mix of media, from government-run broadcasters to private stations and local
community outlets. Each one plays a different part in shaping how people see climate issues
(Okoliko & Wit, 2020). Most climate news in Africa reacts to events rather than preparing
people for what might happen. It often talks about things like droughts, floods, or cyclones
but skips over the bigger picture or causes behind these events (Okoliko & Wit, 2020). This
kind of reporting focuses on disasters happening now, so people might not learn much
about long-term climate problems or what is causing them. This leaves gaps in how people
understand the crisis. African climate journalism struggles with a lack of resources. Many
newsrooms survive on small budgets hiring reporters focused on environmental issues or

giving them access to scientific knowledge (Okoliko & Wit, 2020).

The absence of proper climate science training makes it hard for journalists to make sense
of detailed data or question governments and companies about environmental decisions.
Reporting can also feel the weight of political or economic pressure especially in nations
where state-owned media ignores climate risks or private companies care more about
profits than investigative work. Even with these challenges local and community media
help by giving a platform to those most affected by climate impacts (Okoliko & Wit,
2020).Radio plays a major role in rural regions. Broadcasters share weather warnings
advice for farmers, and ways to adapt often using local languages (Lupiya et al. 2023). To
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improve climate communication across Africa, it is vital to create programs that help
journalists understand data and focus on solution-driven storytelling. Connections between
media outlets, scientists, and NGOs can close knowledge gaps. Providing funds to support
independent environmental reporting can also lead to more in-depth investigations
(Okoliko & Wit, 2020).

2.5.2 Challenges in African Climate Communication

Climate communication in Africa faces significant challenges that hinder effective public
awareness and engagement. One of the most pressing issues is the severe resource
constraints within newsrooms across the continent, where financial limitations and staffing
shortages often mean there are no dedicated environmental reporters (Okoliko & Wit,
2020). This results in climate coverage that tends to be superficial, reactive, and narrowly
focused on immediate disasters rather than in-depth analysis of long-term trends or
systemic drivers of environmental change (Okoliko & Wit, 2020). Compounding this
problem is the widespread language barrier, as critical climate science terminology and
policy discussions are frequently not translated into local languages, making the
information inaccessible to large segments of the population (Manda et al., 2024).
Furthermore, there exists a pronounced urban bias in media coverage, where rural
communities, despite being the most vulnerable to climate impacts, receive

disproportionately less attention from mainstream outlets (Okoliko & Wit, 2020).

2.5.3 Role of African Media

Talking about climate issues in Africa is tough because many problems stop people from
understanding and taking action. A big problem is that African newsrooms don’t have
enough money or staff. They often can’t afford to hire reporters who focus on the
environment (Okoliko & Wit, 2020). Because of this, climate-related stories often end up
being shallow or just reactions to big disasters while ignoring deeper causes or long-term
problems (Okoliko & Wit, 2020). Another roadblock is the language gap. Important terms
about climate science and policies aren't often translated into local languages, so a lot of
people can’t access that information (Manda et al. 2024).Mainstream media often has a
clear focus on urban areas giving much less attention to rural communities. Even though

these rural areas face the greatest risks from climate effects, they are overlooked in
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coverage (Okoliko & Wit, 2020). African media plays an important role in shaping
opinions and sharing information. It helps to educate, inform, and connect communities
often serving as a bridge between people and their leaders. Media outlets work to address
social issues and to promote discussions on development and progress. By reporting on
critical events, they have an influence on public views and decisions. These platforms also
provide a voice to marginalized groups highlighting their challenges and contributions.
African media continues to impact societies by fostering awareness and encouraging
dialogue. Even with many challenges African media has a key role in building the story of
the continent's climate situation. It highlights local voices and traditional knowledge, which
are often ignored in global talks about climate (Manda et al. 2024; Okoliko & Wit 2020).
While facing limited funding and other roadblocks, media organizations in Africa still
manage to focus attention on climate effects. They use stories tied to communities to show
how global changes affect farmers, fishers, and herders in real ways (Okoliko & Wit,
2020).New efforts such as the Pan-African Media Alliance for Climate Change work to
help African journalists build skills. They create connections to improve both the depth
and range of environmental news. At the same time, they focus on maintaining traditional
adaptation practices (Okoliko & Wit, 2020).

2.6 Climate Communication in Zambia and Similar Rural Districts

2.6.1 Media’s Role in Climate Awareness

In Zambia in rural areas, people rely on radio as an important way to share information
about the climate. It reaches farmers and villages that do not have much access to TV or
newspapers. Community radio stations play a big role by sharing local weather updates,
farming tips for the seasons, and warnings about disasters. This information affects farming
and food supplies helping people in these areas manage their livelihoods better.Climate
reporting often reacts to problems instead of working to prevent them. Most stations focus
on events like floods and long droughts after they happen. They examine climate trends
over time or promote ways to adapt sustainably to changes (Ng’ombe et al. 2020).
Community radio allows people to call in with their thoughts or questions. This
participatory setup provides a chance to share climate details while also combining

scientific facts with local knowledge about weather and land use (Mannar, 2014).
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2.6.2 Challenges in Zambian Climate Communication

Zambia struggles with issues that make it hard to communicate about climate and get
people to engage and understand the topic. One main challenge is the lack of local studies
that look at how people in Zambia view and make sense of climate change messages. This
makes it tough to share information that fits well with their culture and education (Mwanza
et al. 2023). More people are using digital platforms and social media to spread facts about
climate, but not everyone can join these discussions. Many rural and low-income groups
do not have easy internet access or smartphones (Chimanga & Kanja 2020; Dumenu &
Tiamgne 2020). This technology problem makes the gap in information between cities and
villages even wider.Some media outlets often focus on dramatic and sensational climate
stories instead of detailed scientific reporting. This approach can affect how the public
understands both the dangers and the solutions (Mwanza et al. 2023). The issue becomes
worse because many journalists in Zambia do not receive proper training to report on the
environment. This lack of expertise sometimes leads to basic or incorrect coverage of

complicated climate topics (Mwanza et al. 2023).

2.6.3 Role of Zambian Media

Zambian media can play a big role in changing how people understand climate issues by
using more inclusive and science-based methods (Manda et al., 2024). Journalists can
improve how they report by teaming up with environmental NGOs agricultural experts,
and climate scientists. This could help make their reports more accurate and meaningful
and allow people to relate global climate changes to their local situations (Manda et al.
2024). Using local languages in broadcasts can simplify tough environmental ideas and
make them clearer for rural communities who need this information to support their way
of life (Manda et al. 2024). Generations of traditional ecological knowledge about weather
and land use could work together with science creating climate messages that better
connect with local cultures (Manda et al. 2024).Interactive programming methods like
farmer call-in programs, community discussions, and radio storytelling can help involve

listeners . These formats address particular local issues, including shifts in rainfall
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maintaining soil quality, and friendly farming practices (Mannar, 2014). Suggestions to

Improve Climate Communication

Integrated Media Strategies To make climate communication better, combining old and
new media works well to reach many different people. Radio, TV, and newspapers still
matter a lot in places where internet access is hard to get. These traditional forms of media
help connect with rural and less-connected communities, as noted by Lupiya et al. 2023.
On the other hand online tools like social media, podcasts, and storytelling platforms let
people share ideas in a fun and interactive way for younger generations who prefer
technology. Using both types of media together forms a balanced system. Traditional
media brings trusted, community-based stories, while online platforms add speed, visuals,
and allow people across the world to stay connected and informed.This media strategy
integrates different platforms to tailor climate messages to particular audiences and makes

use of the unique strengths each one offers.
2.7 Suggestions for Improving Climate Communication

2.7.1 Integrated Media Strategies

A solid way to improve how we talk about climate is to use both traditional and digital
media tools together. Things like TV, radio, and newspapers still matter a lot. They are
important in rural places or areas where people have limited internet access (Lupiya et al.
2023). On the other hand digital platforms such as social media, podcasts, and online news
offer fresh and engaging ways to connect with younger or tech-savvy groups. Using both
types of media works well together. Traditional outlets give strong stories that feel local
and trusted, while digital options bring fast updates, eye-catching visuals, and connections
across the world.This combined media strategy helps adapt climate messages to reach

particular groups by using the specific benefits of each platform.

2.7.2 Capacity Building

Training journalists in climate science and solutions-based reporting plays a key role in
improving how climate issues are communicated. Media training programs give
professionals a strong grasp of the basics of climate science. This helps them report climate

news and avoids exaggerating or simplifying the facts (Mwanza et al. 2023). These
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programs also focus on teaching practical skills aimed at solutions-based reporting. Instead
of only pointing out problems, they encourage showcasing effective strategies for adapting
to or preventing climate changes. Such training is now seen as essential to make climate

communication more impactful across the globe (Okoliko & Wit, 2020).

2.7.3 Localized Content

Creating hyperlocal climate stories tied to community experiences helps people see climate
change as a relatable and urgent issue (Adobor 2024). These stories show the specific
challenges and responses of each community, helping link global climate concerns to
everyday life. Changes in weather major events, or shifting environments show how local
jobs, health, and traditions are affected (Manda et al. 2024). Sharing these focused stories
builds understanding and empathy as they reflect personal and shared experiences that
people recognize as meaningful. They also offer a chance to highlight traditional
knowledge and homegrown solutions, which often go unnoticed in bigger climate
discussions (Manda et al. 2024).

2.7.4 Fact-Checking Initiatives

Fact-checking initiatives play a vital role in fighting false information about climate
change. They help educate the public and drive meaningful climate action. Media
organizations working together with specialized fact-checking teams find, examine, and
expose incorrect or misleading claims about climate science, its reasons, effects, and
possible solutions (Khanya 2024). Studies confirm that fact-checking not weakens belief
in false information but also helps people remember the correct facts over time, no matter
their political views. These efforts fight climate myths and teach media skills allowing

people to think about information on climate issues.

2.7.5 Policy Advocacy

Pushing the media to keep policymakers responsible for taking steps against climate
change plays a key role in making sure there is honesty, accountability, and progress in
solving the climate problem. The media acts as a strong bridge between the public and
leaders shaping what people know and affecting policy decisions. It brings attention to how

governments stick to their promises how they follow through, and how well their climate
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measures work. By digging deep with reports detailed reviews, and ongoing stories,
journalists can show the difference between what leaders say and what they do. They can
share both successes and failures and help share the concerns of communities calling for
quick action. This review stresses how crucial the media is in building public understanding
and encouraging action on climate change. It explains that the media serves as a key way
for many people to get information and has the ability to shape how they see feel about,
and react to climate challenges. Even though issues like false information unreliable
sources, and differences in climate knowledge remain problems worldwide and in certain
areas, there are still chances to make climate communication better. These chances involve
using creative methods that include both traditional and digital media reaching out to all
kinds of audiences, and ensuring messages are based on trustworthy science. The review
also emphasizes the need to adapt communication to fit local needs understanding that
climate effects and how communities respond can differ depending on the region.
Researchers need to evaluate how well local media campaigns encourage real behavior
change in areas that lack resources or face risks. These studies could give useful knowledge
about using community stories local involvement, and culture-specific messages to make
climate talks more relatable and effective. Learning more about these local methods can
help media workers, decision-makers, and climate supporters create better plans to guide

communities in making smart lasting choices on climate action.
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CHAPTER THREE: METHODOLOGY

3.0 Introduction

Chapter Three explains the methods used in this study. This section describes the research
design and the steps taken to gather, study, and understand data to meet the goals and
answer the questions of the research. It details why specific methods, tools, and sources of
data were picked. It also explains how the data was collected and analyzed during the study.
By laying out this approach , the chapter shows that the chosen methods were suitable and
thorough enough to meet the study’s goals while ensuring the results are valid and reliable.
This section is arranged to walk the reader through the study’s design how samples were
chosen, ways data was collected, and methods used to study that data. It provides an

organized and clear explanation of the research process.

Important questions about how media shape climate change awareness in Chongwe District
were studied. The study first looked at the main media sources residents used to get climate-
related news. Next, it checked how the style of presenting climate stories impacted how
people understood the issue. It also looked into whether these media messages influenced
any behavioral changes. In addition, it compared how effective traditional channels like
radio were against modern platforms like social media. , it spotted the troubles journalists

faced while covering climate-related topics.

3.1 Research Approach

This study used a mixed-methods research method. In the first stage, the researcher applied
an exploratory design to narrow down the study focus after reviewing literature and talking
with key individuals. In the next stage, they relied on a descriptive design to gather specific
data using surveys, interviews, focus groups, and content analysis. They used two methods
to gather both statistical data and descriptive details. This combination is a major benefit

of mixed methods approaches.

3.2 Study Sample

The study included a total of 100 participants. The sample size was determined based on
methodological suitability, representation of key stakeholder groups, and practical

feasibility within the scope of an undergraduate research project. Rather than aiming for
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statistical generalisation to the entire population of Chongwe District, the study sought
analytical depth and meaningful comparison between groups central to climate

communication.

The largest proportion of participants (50%) consisted of youth aged 18-35. This decision
was justified by the study’s objective of examining digital media use in climate
communication. Youth are the most active users of social platforms such as Facebook and
WhatsApp, making them critical to understanding digital framing and information
diffusion. A larger youth sample enhanced variability in responses and strengthened

comparative analysis between traditional and digital media users.

Smallholder farmers constituted 35 participants (35% of the sample). Although smaller
than the youth group, this number was sufficient because the farmer population selected
met specific criteria: reliance on rain-fed agriculture and regular exposure to media at least
three times per week. The sample allowed for gender inclusion and representation of

diverse farming practices while remaining manageable for in-depth engagement.

Fifteen (15) media professionals were selected through purposive sampling. In qualitative
and specialist studies, key informant samples are typically smaller because participants are
chosen for expertise rather than representativeness. According to media framing
scholarship by Maxwell McCombs and Robert Entman, elite interviews with
knowledgeable communicators are appropriate for analysing framing processes. The
inclusion of 15 practitioners was therefore adequate to capture newsroom routines, editorial

decisions, and institutional constraints.

For the qualitative component, six focus group discussions were conducted: three with
farmers (10-12 participants each) and three with youth (12-15 participants each).
Qualitative research methodology suggests that thematic saturation in relatively
homogeneous groups often occurs within three to six focus groups, as demonstrated by
Guest, Bunce, and Johnson. The six groups were therefore sufficient to reach saturation

while allowing comparison between farmers and youth..
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3.3 Sampling Method

The researcher used multiple sampling methods to pick participants and ensure a wide
variety of perspectives. Mixed-methods and climate vulnerability studies often support this
kind of approach (Creswell & Plano Clark 2018; Greene 2007). Stratified random sampling
was used to select farmers and youth. They split the population into groups based on key
factors like age, gender, and location then chose participants. This approach avoided having

too many people from just one group.

The study employed purposive and snowball sampling techniques to select participants.
Media professionals were selected through purposive sampling because they actively
report on climate issues and possess relevant expertise, consistent with recommendations
by Palinkas et al. (2015), which emphasize selecting information-rich participants with
specialized knowledge. Additionally, snowball sampling was used to recruit some youth
participants, whereby initial participants referred other individuals who met the study’s

criteria, making it easier to identify suitable respondents within the target group.

The study included a total of 100 participants to balance diversity with practical feasibility.
Of these, 35 were farmers, selected to represent different farming practices and
experiences, ensuring the study captured a wide range of agricultural perspectives. 50
participants were youth, chosen to reflect the opinions and behaviors of younger
community members, with snowball sampling helping identify individuals who 7matched
the study’s criteria. 15 media professionals were included through purposive sampling
because of their expertise in reporting on climate issues, ensuring informed insights into
media framing. These numbers were determined to provide sufficient variation in
responses while remaining manageable within the research schedule. The farmer group
was large enough to allow comparing different subgroups. Conversations with media

professionals hit the point where no fresh themes came up during discussions.

3.4 Tools Used to Collect Data

The researcher used three main tools to collect data blending both numbers-based and
descriptive methods, as advised in mixed-methods Holbert 2008; Creswell & Plano Clark
2018). Structured questionnaires were administered to youths, farmers and media

professionals which included both simple choice and open-ended queries, to track people's
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media use and knowledge of climate issues. To make sure everyone could participate, they
translated the questions into local dialects and conducted face-to-face interviews, which

fits with how rural climate studies are done in Zambia.

The study conducted focus group discussions to understand community perspectives. A
total of 6 focus groups were held: 3 groups of farmers with 10-12 participants each, and 3
groups of youth with 12-15 participants each. These discussions used a flexible set of
guiding topics, allowing participants to freely share their views, while sessions were
recorded (with permission) to capture detailed responses. In addition, 15 media
professionals participated in individual semi-structured interviews, which provided space
for reporters to share personal experiences while keeping the discussion focused on climate

reporting.

The researcher designed all instruments to match the study goals and used straightforward
easy-to-understand language. The questions moved from general topics about media use to

specific details of climate communication keeping a clear and logical structure.

3.6 Reliability and Validity

The research used a strong methodology to confirm both validity and reliability. It focused
on careful sampling using multiple methods, and clear reporting. These are key ideas in
mixed-methods research (Greene 2007; Creswell & Plano Clark 2018). Pilot studies helped
fine-tune tools for gathering data. This made them more accurate and consistent, which
supported both content and construct validity. But the use of self-reported data might cause
issues like recall errors or social pressure biases. These are common problems in studies
about perceptions of climate (Gauchat 2018; Nisbet & Kotcher 2009). Even with these
challenges, the approaches used hoped to provide useful findings about how media informs
people about the climate in the Chongwe District by combining different methods and

sources .

3.7 Data Analysis

The researcher used statistical tools such as SPSS to analyze quantitative survey
information. They calculated frequencies, percentages, and correlations. This method is

common in studies about media effects and climate awareness. The analysis showed
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patterns in how people use media and linked things like platform choices to their climate

knowledge.

The researcher applied thematic analysis to qualitative data . They transcribed and coded
interviews and focus groups to find repeated ideas using well-known steps in climate
communication studies (Moser 2016; Braun & Clarke 2006). Media reports underwent
content analysis to classify framing styles and word choices aligning with research on
climate framing and solutions-focused journalism. Comparing different methods added
credibility to the results. It confirmed patterns or clarified differences, which is a suggested

way to make interpretations stronger in mixed-method studies.

3.8 Challenges in the Methodology

The study faced a few challenges. The sample size, although suitable for school-related
research, did not allow for wide subgroup analysis. Media usage reported by participants
might not always match their real habits due to memory issues or the desire to give
acceptable answers. Sometimes bad weather slowed down data collection in rural areas.
Some people busy media workers, chose not to participate because they lacked time. The
study’s limited schedule meant researchers could look at recent media content instead of

long-term patterns.

The team tackled these challenges by carefully choosing samples using multiple methods,
and sharing their process . Even with these setbacks, the research still provided reliable

insights into how media communicates climate issues in Chongwe District.

3.9 Ethical Considerations

The research followed ethical rules at every step. The researcher made sure participation
was voluntary and explained the study’s purpose and how they would use the data. They

kept answers private by hiding participants’ identities and storing the data .

The researcher trained themselves to understand cultural differences and how to stay away
from asking questions that could suggest certain answers. They allowed participants to

leave the study at any moment without facing any consequences. They also gave extra
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explanations to vulnerable groups such as older farmers, so they could understand the
study. These steps protected the quality of the research and ensured respect for both the

community's traditions and people's individual rights.

The methodology built a strong system to study how media affects climate awareness. It
tackled the real challenges of doing fieldwork in Chongwe District. By using a mix of
methods, it combined wide-ranging perspectives with in-depth insights. This approach led

to findings that were valuable for both schools and everyday life.
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CHAPTER FOUR: DATA ANALYSIS, PRESENTATION AND DISCUSSION OF
FINDINGS

4.0 Introduction

This chapter explores and examines what the study found about how media shapes climate
change awareness among people living in Chongwe District. The information is based on
data gathered through structured questionnaires discussions in focus groups with farmers
and youth, and interviews with key media professionals. The chapter uses the study's
research questions and goals to guide how it shares and talks about the findings. Frequency
tables and percentages show the quantitative results, while interviews offer detailed
examples and context to support the data. It starts by describing who the respondents are

and how they use media then it organizes the findings according to the research gquestions.

4.1 Respondents’ Characteristics and Media Usage

4.1.1 Demographic Profile of Respondents

The study involved a total of 100 participants which included farmers, youth, and media

professionals. Table 4.1 presents the demographic characteristics of the respondents.

Table 4.1: Respondent Demographic Characteristics

Category Farmers (n=20) | Youth (n=70) | Media Professionals (n=10)
Gender (Male) 55% 50% 60%

Gender (Female) 45% 50% 40%

Dominant Age Range | 36-55 years 18-25 years | 2645 years

Most farmers were middle-aged or older mirroring the typical age structure found in
agricultural families in Chongwe District. Young participants aged 18 to 25, represented a
group that uses digital platforms. Media professionals being part of the working-age
population, shared their expertise on reporting about climate issues. This mix helped the
study gather different viewpoints about how people communicate about climate and use

media.
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4.1.2 Media Usage Patterns by Age Group

The usage of media varied considerably across age groups, as shown in Table 4.2.

Table 4.2: Media Preference by Age Group

Age Group Radio (%) TV (%) Social Media (%)
18-35 years 17 11 72
36+ years 71 25 4

The findings indicate a clear age-based divide in media consumption. Younger respondents

relied predominantly on social media, while older respondents particularly

farmersdepended mainly on radio. This pattern has implications for how climate change

information should be tailored and disseminated to different demographic groups.

4.2 Findings by Research Question

4.2.1 Primary Media Sources for Climate Change Information

This subsection examines the main media sources through which farmers and youth access

climate change information.

Table 4.3: Primary Source of Climate Change Information among Farmers

Source Frequency (N) Percent (%)
Radio 14 70.0
Television 4 20.0
Word-of-mouth 2 10.0

Total 20 100.0

The findings show that radio is the dominant primary source of climate change information

among farmers, cited by 70% (14 out of 20) of respondents. Television follows at 20% (4

respondents), while word-of-mouth accounts for 10% (2 respondents).
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These results indicate a strong reliance on radio for climate-related information, suggesting
its accessibility and relevance to farmers. Television plays a secondary role, while informal

interpersonal communication remains limited as a primary source.

Table 4.4: Primary Source of Climate Change Information among Youth

Source Frequency (N) Percent (%)
Social Media 50 71.4

Radio 20 28.6
Television 0 0.0

Total 70 100.0

The data reveals a clear dichotomy in how different demographic groups access climate
change information. Among farmers (n=20), radio is the overwhelmingly dominant source,
cited by 70% of respondents. This is followed by television (20%) and word-of-mouth
(10%). This preference for radio can be attributed to several factors, including its lower
cost, accessibility in rural areas where electricity may be unreliable, and the availability of
local-language programming. The presence of word-of-mouth, though small, also
highlights the importance of community and social networks in disseminating information
within farming communities, which could be leveraged for peer-to-peer learning

initiatives.

In stark contrast, youth respondents (n=70) predominantly rely on social media (71.4%),
with radio playing a secondary role (28.6%). Notably, television was not cited as a primary
source by any youth respondent. This finding strongly correlates with the high penetration
of smartphones and mobile internet among the younger population, who are more engaged
with digital platforms like WhatsApp, Facebook, or TikTok. The complete absence of
television as a primary source for youth is an interesting point, possibly indicating a shift
away from traditional broadcast media or that their television consumption is for

entertainment rather than information.
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These findings have significant implications for the design and implementation of climate
communication strategies. A one-size-fits-all approach would be ineffective. Instead, a
segmented strategy is required: agricultural extension services and climate information
services should prioritize radio broadcasts and community-based methods (like farmer
groups) to effectively reach farmers. Concurrently, any initiative targeting youth must have
a strong, engaging, and credible presence on social media platforms to counter
misinformation and promote climate action. This age-based segmentation of the media
landscape underscores the need for tailored communication to ensure that vital climate

information reaches all sectors of the population effectively.

4.2.2 Media Framing and Public Perception

Qualitative analysis revealed that climate change reporting was largely framed around
extreme events and crises, such as floods and droughts. While such framing increased
awareness, it often generated fear and anxiety rather than practical understanding.

Several farmers noted that messages emphasizing disasters made them feel helpless,
whereas programmes discussing solutions such as compost manure and conservation

farming were perceived as more useful. One farmer stated:

“When they talk about compost manure on radio, I try it. But floods just make me afraid.”

Another farmer similarly noted:

“Most programmes talk about disasters, but they don’t explain how we can protect our

>

crops or ourselves.’

In contrast, programmes that adopted a solutions-oriented approach were perceived as
more useful and empowering. Farmers reported greater engagement with content that
demonstrated practical adaptation measures applicable to their local context. One

respondent stated:

“When they talk about compost manure on the radio, I try it because it is something | can

do in my field.”
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Another farmer reinforced this view by noting:

“l understand better when they explain conservation farming step by step. That helps more

2

than just talking about floods.

These recurring views suggest that while crisis-focused framing raises awareness, it may

limit constructive engagement if not accompanied by practical guidance. Conversely,

solutions-oriented framing appears more effective in promoting understanding and

encouraging adaptive behaviour among farmers. Solutions-oriented framing enhances

understanding, builds confidence, and encourages adaptive practices.

Table 4.1 Differential Perception Based on Content Type

Content Type Farmer Response | Effect on Behavior

Disaster-focused stories Feel anxious, | Low adoption of adaptive
helpless measures

Solution-focused stories Feel informed, | High adoption of adaptive
capable measures

Mixed approach (disasters + | Awareness + | Moderate engagement, some

solutions) guidance adoption

Engagement Patterns

1. Practicality matters: Farmers preferred content they could immediately implement

in their fields.

2. Local relevance matters: Messages were more influential when tailored to specific

crops, weather conditions, and farming practices.

3. Repetition and demonstration: Programs that demonstrated techniques or repeated

key steps were more likely to result in behavioural adoption.
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4.2.3 Comparative Effectiveness of Media Platforms

Table 4.6: Media Platform Effectiveness Scores

Platform Awareness Trust Behavioural Influence
Radio 4.2 4.5 3.8
Television 3.5 3.8 3.0
Social Media 3.9 2.7 3.1

Radio recorded the highest overall scores, particularly in trust (4.5) and behavioural
influence (3.8). Among farmers, radio performed strongest (Awareness 4.5; Trust 4.7;
Behavioural Influence 4.2), reflecting high radio ownership and reliance on it for

agricultural information. Youth ratings were slightly lower but still high.

Television showed moderate effectiveness (Awareness 3.5; Trust 3.8; Behavioural
Influence 3.0). Although reasonably trusted, its impact is limited by lower access,

especially among farmers with limited electricity.

Social media scored high in awareness (3.9), especially among youth (4.5), but recorded
the lowest trust score overall (2.7). Farmers rated social media particularly low (Trust 2.0;
Behavioural Influence 1.5), largely due to limited smartphone and data access. Among

youth, behavioural influence was moderate (3.6), despite concerns about misinformation.
4.2.4 Challenges in Climate Change Reporting

Journalists identified several challenges affecting climate change reporting, including
limited climate science training, editorial pressure to sensationalize stories, and lack of

localized data. One journalist noted:

“Editors want disaster headlines, not soil conservation.”
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Table 4.7: Challenges Faced by Journalists in Climate Reporting

Challenge Frequency (%)
Limited climate science training 75
Editorial pressure 50
Lack of local data 38

The data indicates several significant obstacles affecting journalists’ ability to report on

climate issues effectively:

Limited Climate Science Training (75%): The majority of journalists reported
insufficient formal training in climate science. This limits their capacity to
accurately interpret complex scientific findings and communicate them effectively
to the public. The lack of specialized knowledge may result in oversimplification
or misrepresentation of climate issues, reducing public understanding.

Editorial Pressure (50%): Half of the respondents identified pressure from editors
as a challenge. This includes prioritizing stories that attract readership over in-depth
climate reporting, or limiting space and airtime for scientific content. Editorial
constraints may also influence the framing of climate stories, emphasizing
sensational events rather than educational or solution-focused content.

Lack of Local Data (38%): Over one-third of journalists reported insufficient local
climate data as a barrier. Without relevant, region-specific data, reporting tends to
rely on generalized global information, which may not resonate with local
audiences. This highlights the need for improved climate monitoring and accessible

data repositories to support accurate and contextually relevant journalism.

These findings underscore that both capacity-building and structural support are critical for

enhancing climate reporting. Strengthening journalists’ scientific literacy, providing

editorial flexibility, and improving local data availability could improve the accuracy,

relevance, and influence of climate communication in the media.
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4.3 Discussion of Findings

The results show that media has a big influence on building climate awareness, but how
effective it is depends on the platform, the audience, and how the message is presented.
Farmers trust and use the radio the most, while young people turn to social media. Content
that focuses on solutions and is relevant worked best to inspire changes in behavior, which
matched what the study aimed to understand.

4.3.1 Media Access and Audience Segmentation

The data shows clear differences in how people access and use media based on their age
and socio-economic factors. Farmers get their climate change updates from the radio. On
the other hand young people lean on social media platforms for this information. These
differences are due to variations in access to infrastructure how familiar people are with
technology, and what they can afford. Farmers rely on radios, which lines up with past
research. Studies have found that radio is still the easiest and most trusted way for rural
communities in Sub-Saharan Africa to get information. This is because radios are
affordable, reach many areas, and use local languages (Manyozo 2012; Lupiyaetal., 2023).
Zambia shows a similar trend. Community radio is a key tool for sharing agricultural advice
and climate updates (Funder & Mweemba, 2019). Young people depend on social media,
which matches research showing that younger groups in Southern Africa use digital media
more. Mobile phones and sharing information among peers play a big role in this trend
(Matchaya et al. 2024; Manda et al. 2024). These studies highlight the idea that
communication about climate should target specific audiences instead of being the same

for everyone.

4.3.2 Media Framing and Public Perception of Climate Change

The study showed that coverage of climate change focused on extreme weather like floods
and droughts. This type of focus raised awareness but often caused fear and worry instead
of encouraging helpful actions. This matches past research, which shows that highlighting
threats or crises can overwhelm people and make them disengage especially when they do
not have the means to act (Schéfer & Yan 2023; Fesenfeld et al. 2024). On the other hand,
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people found solutions-focused framing to be more helpful and motivating. Farmers
showed more interest in media that emphasized practical ways to adapt to climate issues
specific to their region. This matches earlier research that says focusing on solutions in
climate communication helps people feel confident and motivates them to act (Khanya
2024; Shreedhar et al. 2024).

4.3.3 Media Exposure and Behavioural Change

The research shows that media can lead to changes in behavior when it shares climate
information. This is true when the content is practical and fits local needs. Farmers who
saw localized and helpful content were more likely to start using climate-smart methods
like planting earlier or using compost manure. This discovery supports research that shows
people change their behavior due to climate information when they see it as relevant,
practical, and possible within their economic and social circumstances (Zist et al. 2021;
Manda et al. 2024). Studies in agricultural communication point out that using local
examples and hands-on demonstrations greatly encourages small-scale farmers to adopt
adaptive measures (Lupiya et al. 2023). The findings underline that awareness alone does

not create change. Media must help connect knowledge with actual action.
4.3.4 Comparative Effectiveness of Media Platforms

The analysis showed that radio ranked highest in trust and in shaping behavior with
farmers. This matches findings that show radio is still a reliable way to communicate in
rural development. Its trust comes from being well-known, dependable, and interactive
through programs like call-ins (Manyozo 2012; Zist et al. 2021). Television helped spread
awareness with visual stories, but it faced limits like restricted access and a focus on city
audiences. Schéafer and Painter (2020) mentioned this issue too. Social media got a lot of
attention from young people, but it scored lower on trust because of fake news and lack of
proper monitoring. Climate communication studies, like those by Blum (2024) and Gao et
al. (2025), have discussed this challenge. These results highlight the need to combine old
and new media to use their strengths together.
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4.3.5 Trust as a Mediating Factor in Climate Communication

Trust played a big role in whether people acted on the messages they saw in the media.
People trusted radio shows with local farmers and agricultural experts much more than they
did content that seemed to come from outside sources. This discovery matches research
showing trust in where people get their information plays a big role in shaping how they
act about climate issues (Landmann et al. 2024; Vasi & Paez-Arellano 2025). On the other
hand, people having less trust in what they see on social media points to worries about false
information. Misinformation has been recognized as a key obstacle to getting climate

messages across well online.
4.3.6 Institutional and Professional Challenges in Climate Reporting

The study found that gaps in climate science education, pressure from editors to
sensationalize, and a lack of local data are major obstacles in climate reporting. These
results align with common issues noted in media research showing how organizational
limitations and newsroom agendas hinder strong environmental journalism (Schafer &
Painter 2020; Ziit et al. 2021). In places like Zambia, these problems often cause reporting
to focus on isolated events and disasters. This reduces how well the public learns about

ongoing adaptation efforts.
4.3.7 Lessons to Help Shape Climate Communication Policy and Practice

The findings highlight the importance of creating climate communication policies that
focus on segmenting audiences tailoring content to local contexts, and helping journalists
build their skills. Experts say media needs institutional backing and specific
communication approaches to play a strong role in supporting climate resilience (Manyozo
2012; Manda et al., 2024). Building stronger ties between media organizations, climate
experts, and agriculture extension services stands out as a key step to enhance the results

of climate communication.
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4.3.8 Synthesis of Findings

The study shows that how people perceive and respond to climate change depends on
which media platforms they use how messages are framed, and the level of trust and
relevance they feel toward the information. These results match recent studies on climate
communication, which highlight the need to use combined, specific, and practical methods
(Schafer & Yan 2023; Fesenfeld et al. 2024).
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CHAPTER 5: SUMMARY, CONCLUSIONS, AND RECOMMENDATIONS

5.0 Introduction

This section gives an overview of the study, shares conclusions based on main points from
Chapter Four, and suggests ways to improve how people talk about and interact with
climate change issues in Zambia. It combines data collected through surveys, interviews,
and group discussions held in Chongwe District. The conclusions align with the study’s
goals and research queries, and the suggestions are directed at government leaders, media

organizations, development groups, and researchers working on similar topics in the future.

5.2 Summary of Key Findings

The key findings of the study are summarized in relation to the research questions and

objectives as follows:

5.2.1 Media Sources for Climate Change Information

The research showed that farmers rely on the radio to get updates about climate change,
while most young people turn to social media for the same. Television holds a less
significant position as a source of information for both these groups. The results highlight
how media consumption differs based on factors like age, accessibility, and comfort with

digital tools.

5.2.2 Media Framing and Public Perception

The way the media presents climate change often revolves around severe events such as
floods and droughts. This type of reporting raises awareness but can also cause fear and
worry often failing to inspire action. On the other hand, messages that focus on practical
solutions and local issues help people understand the topic more and make them more

likely to get involved.

5.2.3 Behavioural Change Resulting from Media Exposure

Over half of the farmers said they tried at least one climate-smart farming method after
learning from climate-related information. Farmers adopted these practices more when
they accessed focused and useful content like radio shows about conservation farming and

making compost.
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5.2.4 Comparative Effectiveness of Media Platforms

Farmers trusted radio the most, and it had the strongest influence on changing behavior. It
helped encourage farmers to act. Social media reached younger people well but was seen
as less reliable because of fake news concerns. Television helped spread awareness but
wasn't as effective because not everyone could access it.

5.2.5 Challenges in Climate Change Reporting

Reporters pointed out that their knowledge of climate science is limited, editors push to
dramatize stories, and local data is often missing. These issues make it harder for the media
to share clear, helpful, and balanced climate information.

5.3 Conclusion of the Study

This study demonstrates that media plays a central role in shaping the understanding,
perception, and behavioral responses to climate change among people in Chongwe District.
The ways in which individuals access and use media are strongly influenced by age and
socio-economic status. Traditional media, particularly radio, remains the primary source
of climate information for many farmers, while younger populations increasingly turn to
digital platforms such as social media. This indicates the need for communication strategies
that consider demographic differences to ensure messages reach all segments of the

population effectively.

The framing of climate change in the media significantly affects public perception and
response. Messages that emphasize crises and extreme events succeed in raising awareness
but often fail to translate into actionable steps. In contrast, framing that focuses on practical
solutions, local relevance, and achievable actions has a stronger influence on encouraging
adaptive behaviors. This suggests that media campaigns should balance raising awareness
with providing clear, actionable guidance tailored to local contexts.

Behavioral change is more likely when climate information is not only accessible but also
trusted, relevant, and perceived as feasible. Farmers are more likely to adopt adaptive
practices when messages are aligned with their local realities, delivered by credible

sources, and presented in a manner that feels practical and manageable. Trust, relevance,
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and feasibility are therefore critical determinants of the effectiveness of climate

communication.

While no single media channel is sufficient to reach all audiences, the study highlights the
complementary roles of different platforms. Radio remains highly effective in influencing
farmers’ behavior, whereas social media is essential for engaging younger audiences and
facilitating broader information sharing. These findings underscore the importance of using
a multi-channel approach to ensure comprehensive coverage and impact in climate change

communication strategies.

5.4 Recommendations

Based on the study’ s findings and conclusions, the following recommendations have been

proposed:

5.4.1 Recommendations for Policymakers and Government Agencies

I.  Create and maintain climate communication strategies that focus on reaching
people in rural areas.
ii.  Build stronger connections between the Ministry of Green Economy, the
Meteorological Department, and local radio stations.
iili.  Put money into creating simple and locally translated climate information

materials.

5.4.2 Recommendations for Media Institutions

i.  Give more time on air to practical, solution-focused climate programs on radio.

ii.  Motivate editors to include both disaster coverage and stories of resilience and
adaptation.

iii.  Support storytelling from communities to showcase local achievements and

SUCCesSses.

5.4.3 Recommendations for Journalists

i.  Take part in regular training on climate science and environmental reporting.
ii.  Work with agricultural officers and climate professionals to make reports more

accurate and useful.
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iii.  Use interactive formats like call-in shows to boost community involvement.

5.4.4 Recommendations for Development Partners and NGOs

1. Help train journalists and workers at community radio channels.
ii.  Provide funding to create new climate-focused communication initiatives
aimed at young people via social media.

iii.  Add activities for media collaboration to climate change adaptation projects.

5.4.5 Recommendations for Farmers and Community Groups

I.  Join radio shows and local talks to discuss climate-related topics.
ii.  Use media channels to pass on traditional knowledge and methods for adapting

to climate change.

5.5 Implications of the Study

The study holds significant meaning for shaping climate communication policies in
Zambia. It points out the necessity to develop communication strategies tailored to specific
audiences. It stresses the role of dependable local media and highlights presenting climate

change as a solvable and practical issue instead of a far-off disaster.

5.6 Limitations of the Study

Although valuable, the study had certain shortcomings. The survey had a small participant
pool and focused on Chongwe District, which could limit how the findings apply. It also
depended on self-reported actions, which might have included biased responses. The
straightforward descriptive analysis used in the study also makes it hard to draw

conclusions about cause and effect.

5.7 Suggestions for Further Research
Future studies should:
I.  Use larger participant groups covering several districts.
ii.  Use long-term studies to evaluate how behavior changes over time.

iii.  Investigate how language, culture, and indigenous knowledge affect climate

communication.
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iv.  Look into how new digital tools like podcasts or mobile advisory services work

in spreading information.
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APPENDICES

Appendix A: Questionnaire for Farmers and Youth

Section A: Demographic Information
Gender:
Age group: [ 18-35 [0 36 and Above

Education level:

Occupation:

Residential area:

Section B: Media Access and Usage

1. Which of the following media platforms do you access regularly?

[0 Radio O Television O Social Media (O Newspapers

2. What IS your primary source of climate change

information?

3. How frequently do you access climate change information through the

media?

Section C: Climate Change Awareness

1. How would you rate your understanding of climate change issues?

O High O Moderate (I Low
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1. Which climate change issues are most commonly reported in the media you access?

Section D: Behavioural Change and Adaptation

2. Have you adopted any climate-smart practices as a result of media information?

[ Yes O No

3. If yes, which practices have you

adopted?

4. What type of media content influenced your decision to adopt these practices?

Appendix B: Interview Guide for Journalists

1. This interview guide was used to collect qualitative data from journalists and media
professionals involved in climate change reporting.

2. How would you describe the level of climate change coverage in your media

institution?
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3. What types of climate change stories are most commonly
reported?

4. What challenges do you face when reporting on climate

change?

5. How does editorial policy influence climate change

reporting?

6. What support or training do journalists receive on climate and environmental

reporting?

7. What strategies could improve climate change reporting in
Zambia?

Appendix C: Focus Group Discussion (FGD) Guide

The focus group discussion guide was used to facilitate discussions with farmers and youth

to explore perceptions of media coverage and climate change messaging.
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1. What media platforms do you trust most for climate change information, and

why?

2. How does media coverage influence your understanding of climate change

impacts?

3. What type of climate change information do you find most useful or

motivating?

4. How can media content be improved to better support climate

adaptation?

Appendix D: Ethical Clearance and Consent Forms

This appendix contains copies of the ethical clearance approval and informed consent
forms used in the study. Participants were informed of the purpose of the study, assured of
confidentiality, and advised that participation was voluntary.

Appendix E: SPSS Output Tables

This appendix presents selected Statistical Package for the Social Sciences (SPSS) output

tables that support the descriptive analysis discussed in Chapter Four.
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Table E1: Descriptive Statistics — Media Usage Frequency

Media Platform N Minimum Maximum Mean Std. Deviation
Radio 0 |1 5 4.12 0.84
Television 90 |1 5 2.87 1.03
Social Media 90 |1 5 3.76 0.91

Table E2: Frequencies — Primary Source of Climate Change Information (Farmers)

Source Frequency Percent | Valid Percent Cumulative Percent
Radio 14 70.0 70.0 70.0

Television 4 20.0 20.0 90.0

Word of Mouth 2 10.0 10.0 100.0

Total 20 100.0 100.0

Table E3: Frequencies — Primary Source of Climate Change Information (Youth)

Source Frequency Percent | Valid Percent Cumulative Percent
Social Media 50 71.4 714 714

Television 12 17.1 17.1 88.5

Radio 8 115 115 100.0

Total 70 100.0 100.0

Table E4: Cross-tabulation — Media Exposure Frequency x Awareness Level (H; )

Media Exposure | High Moderate Low Total
Frequency Awareness Awareness Awareness

High 28 6 2 36
Moderate 14 18 4 36
Low 4 8 6 18
Total 46 32 12 90
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Table E5: Chi-Square Tests — Media Exposure and Awareness

Test Value df Asymp. Sig. (2-sided)
Pearson Chi-Square 12.487 4 0.014
Likelihood Ratio 13.102 4 0.011

Table E6: Cross-tabulation — Media Platform Preference by Age Group (H; )

Age Group Radio Television Social Media Total
Farmers 14 4 2 20
Youth 8 12 50 70
Total 22 16 52 90

Table E7: Chi-Square Tests — Age Group x Media Platform

Test Value df Asymp. Sig. (2-sided)
Pearson Chi-Square 29.736 2 0.000
Likelihood Ratio 31.082 2 0.000

Table E8: Cross-tabulation — Exposure to Localised Content x Adoption of Practices (Hz )

Exposure Type Adopted Not Adopted Total
Localised Content 15 5 20
General Content 7 13 20
Total 22 18 40

Table E9: Chi-Square Tests — Localised Content Exposure and Adoption

Test Value df Asymp. Sig. (2-sided)
Pearson Chi-Square 5.227 1 0.022
Likelihood Ratio 5.341 1 0.021
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Table E10: Symmetric Measures — Strength of Association

Measure Value Approx. Sig.
Phi 0.361 0.022
Cramer's V 0.361 0.022
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