
Methods
 
We conducted research on previous research that has already been 
done on media impact on the perspective of global climate change. 
We searched the follow terms to conduct our research: News media, 
Journalism, Perspective, Opinion, Climate Change, Influence, People

Introduction
 
People’s opinions on climate change are influenced by the media they 
consume -- news outlets on TV, online journals, social media, etc. In an 
attempt to study the degree of how extreme this correlation is between 
the public’s opinions and the media’s influence, we searched for both 
scholarly and non-scholarly sources online to congregate into one place. 
Our goal in this research was to inform people of what sorts of bias to 
watch out for in the news, and exercise caution in attempting to find 
trustworthy sources to draw information from.

Discussion
• Big businesses and federal governments typically dominate the media, leaving smaller 

businesses and individuals with fewer chances to add what they believe is important to know, 
or their specific agendas, in the media¹

• There is no one person or group who gatekeeps what gets shown to the public -- the federal 
and local governments, advertisers, groups with certain political agendas, etc. typically all 
contribute to what gets filtered through to the public¹

• Past research suggests that there’s a general lack of knowledge regarding climate change. 
Media reports on skeptics more often than they should be²
• Social media can encourage further education on climate change and its issues, 

but at the same time, encourages skeptical people to debate the topic in favor of 
denial³

• There is a discrepancy between people who believe in climate change and 
people who believe it is a hoax online, and it is likely due to social media platforms 
creating spaces for likeminded individuals to come together, rather than set the 
stage for a proper debate between both sides³
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Results
 
Our research has largely confirmed our original argument that the media and news 
outlets do indeed attempt to persuade the public into believing one thing or another. 
The public consumes what they originally agreed with, and sometimes, those who 
are constantly consuming only what they believe in will become an extreme form 

of this belief. We encourage all people to stay watchful and unbiased when finding 
information about climate change, because without caution, misinformation and opinions 
without research run rampant.

Figure 1: Table 
depicting the 
different common 
ideologies and 
their beliefs on the 
matters of climate 
change²


