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Abstract
This article examines the crucial need to adequately prepare our young people for self and national development by instilling in them the requisite knowledge structures for reviewing, critiquing and packaging media products. This is predicated on the current media explosion which has thrown forward a flurry of media options that seem to drown the world with often conflicting information on a continuous basis. In the midst of this, there appears to be a great lack of understanding of the cultural, economic, political and technological constraints/influences on the creation and transmission of messages. Indeed many fail to understand media messages as constructed reality. This article, however, contends that media literacy needs not be seen as an attempt to turn the consuming public into media cynics. Rather, it is an empowerment skill for the public to be ‘sane’ consumers of media messages. It, therefore, recommends that media literacy be introduced in our school system beginning from the secondary level.
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Introduction 
	A common feature of our globalising world is the explosion of media options which are continually offering a bewildering amount of information on a variety of issues.  
By the beginning of the century, mainstream media outfits operational in Nigeria could be easily memorised using nursery school rhymes. Not so today as we have about 43 radio stations owned by the Federal Government alone; 41 radio stations owned by various State Government; 25 private radio stations in addition to 27 campus radio stations at various stages of take off. In addition, there are 48 television stations owned by the Federal Government, 32 State Government owned television stations, 15 private owned as well as 41 satellite stations (www.nbc.gov.ng).
	The case of the print media defiles specific enumeration because media in this category have acquired an uncanny reputation for mysteriously appearing and disappearing in large numbers with equal regularity.
	By far the most noticeable manifestation of media proliferation is on the internet. With the internet, for example, most of the radio/television stations and print titles have online versions that contain more information than the physical versions. 	The internet has also boosted the preponderance of social media - a plethora of internet-based applications that allow the creation and exchange of user-generated content. Social media yield an inexhaustible list among whom are Facebook, Twitter, Myspace, Orkut, LinkedIn as well as chat rooms, blogs, have your says among several others. With advances in technology, cell phones, video cameras, podcasts, v-casts and other tools facilitate easy communication via the web.
	Without doubt, this multiplicity of avenues of communication has expanded the frontiers of freedom of expression. In Nigeria as is the case all over the world, the situation has shifted from the notion of a passive media audience where the public stand on the high ground of ICT access media messages with better fidelity and contribute to the content through letters to the editor, interactive online comments, telephone calls to live programmes and participation in other user-generated online platforms. This is the basis upon which Ocampo (2010) avers that, contemporary mass media provide “More opportunities, greater access to expertise, information and news, frequent valuable feedback, accelerated growth through viral effects (and) lower cost and better quality attention.”
	A natural pay off of these various media is that since society depends on the mass media for information upon which the society grows, more media outlets ordinarily would yield more information and consequently more opportunities of society growth and sustenance. In an era that information is considered as an asset and at a time when participatory democracy (made possible through untrammeled access to means of communication for free expression of opinions) is believed to be the most civilized form of governance, these developments in media circles are deemed to be not just apt for effective functioning as global citizens but also as necessary ingredients for the exercise of citizenship.
	For young people particularly, the democratization of communication channels has provided them with numerous social and interactive media which according to Dahl (2009) provide youth with practical hands-on experience in media and technology experience that can translate into professions in journalism, film, radio, music production, new media and emerging technology (p.6). Furthermore, Dahl (2009, p.3) continues that “young people who participate… learn to do more than write a good English paper or upload a video on you tube – they find an opportunity for creative self-expression and a means to tell authentic and challenging, fact-based stories to a targeted audience.”
	Increasingly however, has been the concern about the adverse impact of the media when used irresponsibly. History is replete with evidences of how the mass media have been used as tools of warfare as in Cote d’Ivoire and Burundi. Here in Nigeria, the mass media when tightly tied to the apron strings of vested interests, the end result is skewed reports which misinform rather than offer objective pictures of events. Instances are manifest in use of state-owned media which most often are turned into propaganda machinery against perceived and real opponents. The inherent danger here is that many of the scandalized opponents are deemed by undiscerning audiences as so portrayed. 
	Concern over effects of mass media has particularly focused on young people. The concern is two pronged – this category of audience is considered impressionable and is wont to take constructed reality as gospel truth. The larger concern which stems from the first is the expectation placed on the young people as baton bearers for tomorrow. It follows then that if the young people learn from a faulty representation of reality today, the future will hold cheer. 
	Strasburger, Wilson and Jordan (2009) aptly capture this concern:
The evidence that media contribute to child and adolescent behaviour is substantial and can no longer be ignored. Half a century of research shows that the media can have an impact on virtually every concern parents and pediatricians have about children and teenager  - early sexuality activity, drug use, aggressive behaviour, obesity, eating disorders…(p.2)
	As the internet has become perverse and young people have shown the lead in social media usage, the concern on their social media use is not less. A recent alarm was sounded by no less a personality than the Chief Executive Officer of Google, Eric Schmidt. Kleinman (2010) reports that young people may one day have to change their names in order to escape their previous online activity, Google boss, Eric Schmidt has warned. Mr. Schmidt told the wall street journal he feared “they did not understand the consequences of having so much personal information about them online.” 
         Besides the concern of having to contend with embarrassing content stored online in later life, the revealing of so much personal information online can expose one to physical peril. A recent case in point is that of Adnan Patrawala, 16 year old teenager from Mumbai, India who described himself on his Orkut profile and made his kidnappers and murderers to know more of him and ensnare him into a trap which ultimately led to the death of the young boy.  
	Social media also tend to make audiences addictive to the internet thereby causing them to neglect other productive endeavours. Employers have started complaining of employees whom they believe are spending too much time on social media while at work. Footages of events – workshops, seminars and conferences have severally shown many participants using cell phones while events are in progress. A recent case was the bashing of a Russian governor on Twitter by the Russian Prime Minister. Reason: the governor was captured surfing the net on his blackberry why the Kremlin meeting was in progress. 
	It is inconceivable to prohibit access of the young people to the media because they are also necessary for their development, instilling in them a complement of competencies necessary to make them skillful producers and discerning consumers of media products appears to be the most reasonable route.

Media Literacy 
	Interest in media literary has steadily grown over the years and along with the interest, a number of intertwined terms have been brought forth to refer to what is generally known as media literacy. The three most interchangeably used terms are media education, media study and media literacy education.  Some scholars have even expressed preference for media education to explain what people conceive as media literacy. Media education they contend, is a broad description of all that takes place in a media-oriented classroom where as media study occurs when schools or teachers organise specific courses or units to study the media. Media literacy then becomes the outcome from work in media education or media study.  While all the coinages have their merits, it is preferable to stick with the more widely recognized and used term – media literacy. Mwesige as cited by Sseppunya and McMane (2008, p.3) describes media literacy as, “citizens’ understanding not only the place of the media in society but also the place of the specifics of media production and consumption and how the processes affect the final product.” 
	The definition underscore the need for citizens awareness  of the importance of media institutions to society as well as an understanding of what  the mass media say, write or show and factors that make the content  to come out the  way they do. A more widely cited definition of media literacy is that which was advanced in the USA 1992 National Conference on Media Literacy as “the ability to access, analyse, evaluate and create messages in a variety of contexts”. This definition has enjoyed wide appeal for its simplicity and conciseness.
	Reference to ability or what may constitute a state of media literacy is the possession of defined competencies or tools necessary to effectively understand the media. As regards analysis and evaluation, the definition emphasises an active approach to media patronage where one is not a gullible patron/captive audience but  puts  every media  message to a critical analysis which experts say, covers, identification of  author, purpose and point of view,  examining construction techniques and genres, examining patterns of media representation and detecting propaganda, censorship, and bias in news and public affairs programming.
	This process thereby transforms media consumption into an active and critical process, enabling people to gain greater awareness of the potential of misrepresentation and manipulation, especially through advertising and public relations techniques. The awareness extends to citizens being creators of their own media messages. 

Theoretical Base of Media Literacy
	Media literacy is rooted in the critical theory. Over the years, scholars like Barry Duncan and Dan Blake have contributed immensely to the development of media literacy. Theoretically however, John Pungete who came up with the eight key concepts of media literacy provided a base for all media literacy, giving teachers a common language and framework for discussion. While other scholars have reduced the concepts or tinkered with them, many media literacy educators have considerably agreed with eight key concepts which are: 
· All media are constructions. This entails that mass media do not present simple reflections of external reality. Rather, they present carefully crafted constructions that reflect many decisions and result from many determining factors. Media literacy then strives to deconstruct the constructions.
· The media construct reality. Majority of the observations and experiences from which we build up our personal understandings of the world are created by the mass media.
· Audiences negotiate meaning in the media. The media provide us with much of the material upon which we build our picture of reality and we all, “negotiate” meaning according to individual factors – personal needs, anxieties, family and cultural background etc. 
· Media have commercial implication – most media production is business, and must therefore make a profit. Media literacy here encourages an awareness of how media are influenced by commercial considerations like ownership control, advertising etc and how these affected content. 
· Media contain ideological and value messages. Media messages most of the time proclaim values and ways of life. Media content that purports to be objective can hide explicit and implicit values and ideology. Most modern media content maintains a social status quo or “sells” a consumer lifestyle.
· Media have social and political implications. The media have great influence on politics and on forming social change. These in turn significantly influence media operations. 
· Form and content are closely related in the media. Each medium has its own grammar and codifies reality in its particular way. Different media will report the same event, but create different impressions and messages. 
· Each medium has a unique aesthetic form. 
      Media literacy, for a long time, has been deemed important, but it is more appreciated today for three reasons as advanced by Livingstone and Graaf (2010, p.5) note: 
(1) Democracy, participation and active citizenship, since a media literate society is better able to support an informated, critical, and inclusive public sphere. 
(2) The knowledge economy, competitiveness and choice, since in a market economy increasingly based on information, often in a complex and mediated form, media literacy supports innovation and creativity, sustaining a rich array of choices for consumers.
(3) Lifelong learning, cultural expression and personal fulfillment, since our highly reflexive, heavily mediated symbiotic environment information and frames the choices, values, and knowledge that give significance to everyday life.  

Media Literacy and Youth Empowerment 
	Defining the youth has been one of the most difficult endeavours recently. While many consider plausible the simple definition that youth represents the period of life between childhood and adulthood (majority), maturity itself may not correspond to chronological age as immature individuals could exist within all age ranges. The term is further compounded with definition problems as it is interchangeably used with teenagers, adolescents and young persons.  Attempts to save the situation with age classifications have rather muddled the thinking of who youths or young people are. The United Nations, for instance, for statistical purposes, defines youths as those persons between the ages of 15 and 24.  The Commonwealth of Nations on its part sees young people as those between the ages of 15 and 29. The Africa Union on its part has raised the bar to 35 years. Ladipo (2008) citing World Health Organization categorization says the youth are aged between 15 – 24 years while young people range between 10 – 24 years. 
	Whether we align with the African Union or narrower definitions of the young people the fact remains that this section constitutes a very significant portion of our population. Of the world 6.8 billion people, people age 10-24 years amount to more than 1.8 billion. In Nigeria, “about 44% of the population is less than 15 years; 30.33% 10-19 years; 36.7% 10-24 years” (Ladipo, 2008 p.2). These figures show that one in three Nigerians - some 45 million is in the age range of 10 – 24 years. Bring in the African Union perspective and the young people’s population will be high indeed. It is these statistics that have established Nigeria with the world’s 8th largest concentration of young people.
       The need for special attention for young people finds no better expression than this rendered by UNESCO (2010):
Both in the global north and south, there is agreement that, more than any other social group, it is the young who encounter the uncertainties generated by economic and cultural globalization.  While the transition to adulthood, which defines the nature of young people’s later lives can be a straightforward period of opportunities and advancement, for most young people, it is more risky and challenging than ever before (p.3). 
	The opportunities and risks is manifest in all spheres of life. Armed with more awareness, youths of the world according to Obiad (2010, p.1) “are leading the use of new technology to network, create and speak for change. They are challenging traditional gender roles and paving the way for equity and equality in the 21st century”. In spite of these opportunities, young people are one of the most encumbered groups in society. More than half of the young people are stricken by poverty, every year, some 15 million adolescent girls become “unprepared” mothers just as 40 per cent of all new HIV infections occur among young people aged 15 – 24 years (Obaid, 2010). 
	In Nigeria, the problems are no less severe.  Initiation of sexual activity before marriage is rampant, and at an earlier age too. Transactional sex is higher among young people – a gate way to contact with sexually transmitted diseases.  Teenage pregnancy is high and most of the times result to unsafe abortion which claims lives or leaves permanent injury. Add this up to unemployment and the magnitude of the challenges will be better appreciated. 
	It is consideration of these encumberances that UNESCO’s (2010, p.4) admonition is apt that “as today’s young people are crucial for shaping our future, it is imperative that they be provided with the tools which will enable them not only to cope but to develop to  their full potential.” Over the years, several initiatives have been evolved in the country with the objectives of empowering the young people.  While some have focused on creating employment, others have targeted arming the youth with Information, Communication and Technology (ICT) skills such as the Mobile Internet Units (MIUs) project as well as the Computer-in-School Initiative. 
	However, providing these avenues alone would not be complete as Siu (2009) had reported that “While technological advances have afforded indigenous young people the opportunity to establish an open dialogue worldwide, they are striving to strike a balance between using new technologies effectively and maintaining face to face communication inherent in their cultures.” 
	This among several other challenges situates the need for media literacy among young people for as Livingstone and Graaf (2010) justify, though it is increasingly recognised that media literacy is important across the life span, academic research and educational initiatives have historically focused  more on children than adults, in recognition of their particular vulnerability to media persuasion. 

Method
	The study employed the survey research design using the Federal Capital Territory, Abuja as the study area. Though, the area is too minute to be representative of the country, its cosmopolitan nature makes it a miniature Nigeria. The area is also noticeably saturated with media as well as teeming population of zealous young people. Using the convenience sampling technique, a sample of 150 respondents was drawn among the target age groups (at three Youth friendly Centres) and served with the questionnaire. Questionnaire distribution was done within a week. 
Results
Out of the total number of 150 copies questionnaire distributed, 143 were returned satisfactorily completed. Age distribution showed that majority were within the age bracket of 16 – 24 years (64.3% or N = 92). Thirty-seven respondents representing 25.9 per cent were 25 years and above while the least age bracket was respondents below 16 years who were 14, the percentage equivalent of 9.8.
	Concerning educational attainment, results showed 68 respondents (47.5%) were those who completed secondary education and are pursuing higher studies while 36 respondents (25.2%) were out of school. These are youth who have completed secondary education and are seeking admission as well as those with no visible hope of accessing higher education. Respondents with higher educational qualifications were 21 (14.7%) while 18 respondents (12.6%) reported being in the secondary school. 


Table 1: Media Exposure and Preference. 
Medium 					Frequency		percentage 
Books 					74 			    51.7 
Cell phones                           	           143			    100
Magazines 					49 			    34.3 
Newspapers 					64 			    44.7
Radio 						143 			    100
Television 					137 			    95.8
Social Media 				139 			    97.2

	Responses pertaining to media forms most exposed to which also imply preferred media showed radio and cell phones with 100 percent responses. Social media which are accessed through internet-enabled computers and cell phones and other devices elicited affirmative response from 139 respondents  (97.2%) while the television also attracted considerable exposure (95.8%  N = 137). Respondents who are exposed to books were 74 (51.7%) while lowest exposure figures were recorded for magazines (34.3%) and newspapers (44.7%). 

Tables 2: Average time spent on media per day. 
Time Range		 		Frequency                      Percentage 
Most of the time 			   81 			          56.6 
Moderate time 			   46 			          32.2
Little time 				   16 			          11.2
                                                       143                                   100
	Among the respondents covered 81 or 56.6 per cent admitted spending most of the time of the day being exposed to their media of choice. Those who claim to spend only moderate time on the media on an average day were 46 (32.2%) while respondents that say they spend only a little time on mass media in a day were 16, representing 11.2 per cent.
	On what the respondents do with the media, results show that networking occupied the top position of list of activities with 97.2% (N=139). One hundred and thirty-two respondents (92.3%) also said they enjoy music on the media just as 111 respondents (77.6%) use their preferred media for research purposes. Drama/movies and reality shows attracted 108 and 103 responses (75.5% and 72%) respectively while 74 respondents said they enjoy news on the media. The least use of the media recorded concerned documentaries – 31 responses (21.7%)
Table 3: Uses of the media
Uses 		 			Frequency                       Percentage 
Documentaries 				31			21.7
Drama/movies 				108 			75.6
Music 						132 			92.3
Networking 					139 			97.2 
News 						94 			65.7 
Reality shows 			           103 			72.0 
Research 					111 			77.6 

Table 4: Engagement with the media 
Response 		 		      Frequency                     Percentage 
Compose and upload music 		   08 			  5.6 
Comment and contribute to news 
stories on online media 			   36 			25.2
Produce a short film using phone or 
digital camera and upload online		   03 			  2.1 
Set up status on social media 	              139 			97.2 
Write a blog 					   05 			3.2 

	Engagement with the mass media sought to establish the level of involvement of respondents with the media they are exposed to. Nearly all respondents reported setting up status on Social media like Orkut, Facebook and Twitter but only 36 respondents or 25.2 per cent comment on stories they read online or contribute their own write-ups. Eight respondents (5.6%) claim they have used online facilities to upload music they have composed themselves. Respondents who have set up their websites and those that maintain blogs were five (3.2%) in either case while only two respondents said they have used new technologies and produced short movies which they uploaded online.
        The study also sought to know whether there are rules governing use of the mass media at respondents’ homes or schools. In response, 51 respondents (35.7 %) agreed that there are rules regarding media use in their homes or school while 66 respondents (46.1%) disagreed. Twenty-six respondents or 18.2 % were not sure of any rules imposed either in their homes or schools to regulate media use.
   
Table 5: Are there rules governing media use at your home or school?
Response 	           Frequency		                    Percentage 
Yes 				51				      35.7
No				66				      46.1
Not sure 			26				      18.2
143                                           100

Table 6: Rules governing media use at home or school rules
Rules 					              Frequency  	            Percentage 
Limited time for calls, radio,
television, internet				          29		                  56.9
Restriction on types of books, films, 
magazines, websites	 		          38		                   74.5
no cell phones				          03		                     5.9

       Among the 51 respondents that admit to imposition of rules governing media use at home or school, 38 (74.5%) identified restriction on types of book, films, magazines and websites as a rule on media use in their homes or schools while 56.9 per cent (N=29) identified the rule of placing limitation on time for calls, viewership of television, listening to radio and using the internet.  Three respondents (5.9%) said they were barred from use of cell phones.
	Closely linked to the rules are the sanctions or controls put in place to enforce the rules of media use either at home or school.  All respondents in whose homes or schools there are regulations on media use said there are mechanisms used to filter or skip channels on the media so as to ensure compliance with embargoed content.  Twenty respondents said they were given limited allowances for recharge cards to curtail excessive cell phone usage while ten respondents said their phone use log was regularly checked.

Table 7: Awareness of the nature of mass communication
Issues  					Frequency   	            Percentage 
Mass media message are 
constructed reality 			                 21			        14.7
Mass media have commercial 
Implications 				                 99			         69.2
Mass media contain ideological 
and value messages 		               23			         16.1
Mass media have social and 
political implications 			     74			          51.7

	The study sought also to gauge respondents’ understanding of key underlying dynamics of the creation and dissemination of mass media message.  From the responses, 99 respondents (69.2%) claimed awareness of the fact that mass media have commercial implications.  This is followed by 74 respondents or 51.7 per cent who acknowledge that social and political considerations underline mass media operations.  On knowledge of mass media messages containing ideological and value messages, 23 responses or 16.1 per cent was recorded while only 21 respondents (14.7%) reported awareness of the core concept that mass media message are merely a construction of reality. 



Table 8: Exposure to lessons on dynamics of mass media
Responses 		    Frequency		    Percentage 
Yes 				112				78.3
No 				31				21.7
				143				100
	As the table shows, 112 respondents representing 78.3 per cent claim to have been receiving lessons on the nature of mass media while only 31 (21.7%) responded to the contrary. A further probe of those who said they have received lessons on the nature of mass media revealed that 112 (100%) were taught how to use the internet.  Sixty-eight respondents or 60.3 per cent said they received lessons bordering on the importance of the mass media while 17 per cent (N=19) had lessons that encouraged maximization of the benefits of the mass media as well as the minimization of the flipsides.

Discussion 
	The findings derived from the study present no new discovery but rather reinforce previous research findings.     
	Exposure to and preference for mass media still tilts in favour of broadcast and the new media as evident in the low exposure and preference figures for magazines (34.3%) and newspapers (44.7%). Reading is fast becoming a dying practice.  The public is being increasingly swayed to the glow of television, the less tasking world of radio and recently the allure and ease of searching and browsing through the web.  Even the reading most people do now is reduced to skimming rather than deep engaged reading.   This is one fear that Nicholas Carr, a technology scholar recently expressed as Anderson and Raine (2010) cite:
The kind of deep reading that a sequence of printed pages promotes is valuable not just for the knowledge we acquire from the author’s word but for the intellectual vibrations those words set off within our own minds.   In the quiet spaces opened up by the sustained, undistracted reading, we make our own associations, draw our own inferences and analogies, foster our own ideas. If we loose those quite spaces, or fill them up with ‘content’, we will sacrifice something important not only in our selves but in our culture (p.I).
	While many people have challenged Carr’s argument insisting that the internet era avails fluid-intelligence - the ability of find meaning in confusion and solve new problems independent of acquired knowledge, we cannot overlook the old assertion that readers are leaders.  This suggests that the fewer readers among our young people today, the likelihood of fewer effective leaders tomorrow.  
	From the findings, we can also deduce many young people spend an overwhelming time on the media.  With 56.6 percent of respondents admitting to spending most of the time per day using the media and 32.2 per cent claiming moderate usage, the picture points to considerably amount of time.  As Bell (2010) suggests, even those addicted to the media especially the social media may be unaware of the addiction and by extension, the time they spend there, for:
Unlike alcohol, technology doesn’t produce visible results of abuse vomiting or hangovers, for instance.  So technology has the quality of one kind of an addiction-like hit we get when we’re online/networking/social ‘mediazing’. The hit/rush/soothing quality of our behaviour is often difficult to see because we are so close to it (p.1). 
	However, while the young people have a large presence in the media, they do more of consuming the messages than being message producers.  With the exception of social media where status are created and linkages with friends trigger interactions, fewer respondents reported uploading own creative materials and posting comments on online media.  The finding tends to suggest lack of confidence on the part of youths to create as well as meaningfully participate in serious discourses other than the trivial.  	In a related result, most of the preoccupation of the young people with the media centre around networking and accessing music.  Though research is identified as one major use of the media by respondents (77.6%), experiences with students show an unhealthy practice of wholesome copying of sometimes extraneous online material most of the time due to intellectual laziness.  
	Many respondents have claimed knowledge of the workings of the mass media garnered in both formal and informal settings.  However, further probing showed that they grossly lacked knowledge of the repertoire of competences that audiences require to effectively analyse, evaluate and create media messages in a wide variety of modes, genres and forms.  This may be a natural fallout of the tragedy of an uninformed society where the older generation that is expected to get the newer generation sensitized is itself ignorant.  Since the adult population is largely illiterate what it can pass to the younger generation is the illiteracy.  

Conclusion 
	Our world today is one of rapidly chasing communication technologies far beyond what Goldhaber (1993) said regarding the world is awash with communication and the public is drowning in a sea of information which most of the time, like fast food, may feed us but not offer nourishment.  This is much in line with what American president, Barak Obama remarked recently described as “a network of Misinformation that in a new media can get churned out constantly” (Daily Trust, 2010: August 31, p. 37).
	Taken also that young people who are impressionable have taken to the media as their primary sources of information, there is the urgent need to develop among the Nigerian young people the capacity to assess media sources, examine mass media content and associated issued so as to be more effective participants in mass media operations. 
	The mass media will continue to remain as very necessary institutions in our lives.  They assume even more strategic importance in democratic settings where information needs to continually flow between the leaders and the led.  Media literacy ought not to be therefore seen as a concerted effort to create a cynical attitude among media users but rather to make them intellectually skeptical and ‘sane’ producers and consumers of mass media messages.
	As rightly observed in UNESCO and Youth Strategy (2010), youth participation is more compelling now as we take into account the disproportionate effects of social transformations on young people.  The speed at which educational content must evolve in order to incorporate new requirements and technologies means that young people must constantly adopt their knowledge and skill bases.
	Coincidently, 2010 this is the International Year of the Youth, dedicated by the United Nations to inspire young people with the ideas of peace, freedom, progress, solidarity and dedication to the objective and goals of progress and development.  Serious commitment to young media literacy will be one way of pursuing these goals, and as Onumah (2008) puts it:
We will be investing in the future of this country and the democratic process if we are able to produce young, active conscious citizens who are not only able to ask questions and reflect on information but are critically aware of the media and their impact.

Recommendations 
1.	Taking a cue from developed countries like Sweden which since 1980 has made media literacy compulsory at all levels of education, media literacy should be introduced in the country as a compulsory subject beginning at the secondary school level.
2.	Communication scholars should take lead in improving media literacy among young people and adults alike, ACCE can form a panel to develop a media literacy curriculum which will be ‘sold’ to relevant educational authorities.
3.	A population based national media literacy audit should be conducted to ascertain the true position of media literacy especially among the young people to assist in devising appropriate interventions.
4.	Parents need to be far more aware of media influence, inculcate values in their children and teach them how to use the media responsibly.
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