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ABSTRACT This study examined the media for effective education towards attitudinal change during COVID-19
outbreak in Lagos, Nigeria. This study was anchored on agenda setting and social marketing theories to understand the
potential role of the media for health communication interventions. The survey research method was used, while the
online questionnaire served as the data instrument. The results showed that almost half of the study sample indicated
that they had read sufficient number of newspaper reports on COVID-19 in Nigeria, while more than 30 percent of
the respondents had occasionally read newspaper reports on COVID-19 in Nigeria. It was recommended that television
and social media platforms should be used to tailor messages that can demonstrate the nature and dangers of viral
disease such as COVID-19 so as to influence positive priority behaviours.
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INTRODUCTION

In recent times, the plague of COVID-19 has
disrupted the health architecture and economic
security of most nations across the globe. Schol-
ars agree that the advent of COVID-19 reshaped
the health systems, social structure and eco-
nomic planning of most modern societies (Cong
and Yi 2020; Ewodage 2020; Marino et al. 2020).
Arinze-Umobi  and Chiweta-Oduah (2020: 11)
observed that “Corona virus (COVID-19), is a
pneumonia like virus that was detected in De-
cember 2019 in the city of Wuhan in China. On
31st December 2019, 27 cases of unknown etiolo-
gy were identified in Wuhan city, Hubei Prov-
ince in China”. In the same vein, Ogbodo et al.
(2020) asserted that “The world is battling the
coronavirus disease 2019 (COVID-19) pandem-
ic, which as of 20th April 2020, 01:00 BST, has
killed 155 124 with 2 285 210 confirmed cases in
213 countries around the globe”. Importantly,
WHO (2020) reported that the threat of COVID-19
may likely subsist after the outbreak has relapsed.
Thus, COVID-19 is a global health concern that
has negatively affected human existence.

In the realm of health communication, the
mass media can serve as frontline suppliers of
health information for influencing attitudinal
change to curb COVID-19 across the globe.
Scholars such as Okorie and Salawu (2016),

Adler et al. (2020), and Marino et al. (2020) be-
lieve that the media can serve as a veritable plat-
form for health promotion of public health is-
sues in most modern societies. In the same vein,
Ben-Enukora et al. (2019) reasoned that the mass
media serve as veritable platforms for influencing
individuals towards positives attitudinal chang-
es to curb the spread of viral diseases. Hence, the
mass media serve as purveyors of health commu-
nication to a heterogeneous audience. Interest-
ingly, reputable and global health institutions
such as World Health Organisation and Centre
for Disease and Control have recognized the po-
tential role of the media for health education and
literacy so as to influence positive health behav-
iour to curb the spread of COVID-19 across the
globe. Thus, the mass media serve as a veritable
platform for creating awareness and knowledge
about COVID-19 across the globe.

In Nigeria, there have been several media re-
ports, commentaries and campaigns about the
nature and danger of COVID-19 pandemic. For
example, Television Continental (TVC) reported
special news bulletins on COVID-19 outbreak in
Nigeria on a daily basis. The Nigeria Centre for
Disease and Control (NCDC) with partnership
with the Federal Ministry of Information spear-
headed media campaigns to enlighten and edu-
cate Nigerian citizens to engage in social dis-
tancing and personal hygiene to prevent and
manage COVID-19 outbreak (Adler et al. 2020).
Several corporate organisations such as MTN
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Nigeria, Access Bank Nigeria and Dangote Group
created several media activities to sensitize and
mobilize Nigerians towards preventive health
practices (Onu 2020).  For example, MTN Nige-
ria spearheaded a social advertising campaign
titled ‘I will tell your mama’ to mobilize Nigerians to
engage in hygienic practice and social distancing
during the outbreak.

Interestingly, there are several studies about
COVID-19 outbreak in Nigeria. Some studies fo-
cused on the medical epistemology of the dis-
ease (Arinze-Umobi  and Chiweta-Oduah 2020;
Olapegba et al. 2020), while a stream of studies
examined the media coverage of the danger of
the outbreak (Ogbodo et al. 2020; Shalvee and
Sambhav 2020). Nonetheless, there is dearth of
empirical studies on media for effective educa-
tion of COVID-19 outbreak for influencing atti-
tudinal change in West Africa. Thus, this empir-
ical investigation explored the media for effec-
tive education towards attitudinal change dur-
ing COVID-19 outbreak in Lagos, Nigeria. Fur-
thermore, this study explored how the media has
influenced attitudinal change to curb COVID-19
in Lagos, Nigeria.

Study Objectives

1. To determine the intensity of media mes-
sages on COVID-19 in Lagos, Nigeria

2. To assess the level of awareness of COV-
ID-19 in Lagos, Nigeria

3. To examine the attitude towards health ed-
ucation for preventive practices of COV-
ID-19 in Lagos, Nigeria

Research Questions

1. What is the intensity of media messages
on COVID-19 in Lagos, Nigeria?

2. What is the level of awareness of COVID-
19 in Lagos, Nigeria?

3. What is the attitude towards health edu-
cation for preventive practices of COVID-
19 in Lagos, Nigeria?

Hypothesis

Hypothesis One (H11):  there is a significant
connection between the intensity of media mes-
sages and the level of awareness of COVID-19

Hypothesis Two (H12): there is a significant
connection between the intensity of media mes-
sages and the attitude towards the preventive
practices of COVID-19 in Lagos, Nigeria

Theoretical Framework

The agenda setting and social marketing the-
ories were used as theoretical anchorage to un-
derstand the power of media for effective edu-
cation towards attitudinal change during COV-
ID-19. The thrust of the agenda setting theory
stipulates that the media has the power to pre-
determine issues that are important in any mod-
ern society (Folarin 2002). The media can set
agenda on perennial issue so as to create aware-
ness and knowledge about the happenings in
any society. Theorists expound that the mass
media has the ability to tell individuals how to
think about issues in the society (McCombs and
Shaw 1972). In sum, the agenda setting theory is
a theory in media and communication that de-
scribe the influence of the mass media by mak-
ing certain issues become public agenda in most
societies.

Importantly, this theory relates with the core
objective of this study. The mass media can
spearhead an information campaign to create
awareness and knowledge about COVID-19 in
Nigeria. Furthermore, the media coverage on
COVID- 19 can lead to a public agenda, whereby
Nigerian will create micro media reports on their
social media handles such as Twitter, Facebook
and Instagram so as to educate and enlighten
their friends, colleagues and the general public.
In addition, the media can serve as the primary
supplier of health information about COVID-19
pandemic by publishing special reports, bulletins,
commentaries, documentaries and editorials
about the disease.

Also, this study was hinged on the social
marketing theory to understand the potential use
of the mass media for health education for COV-
ID-19. The locus of the social marketing theory
expounds on the promotion of socially valuable
information so as to influence societal accept-
able behaviour (Folarin 1998). Also, the theory
expounds on the integration of marketing ideas
and principles to communicate social goods.
Furthermore, the 4Ps of marketing are applied to
communication approach for societal benefits,
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that is, Product- there should be a conception of
an idea to enlighten and educate the public. This
idea should be tailored to societal valuable in-
formation for sustainable development. For ex-
ample, ‘if you don’t move, the virus will not
move’; Promotion- this focuses on the channel
selection that will achieve maximum publicity
towards societal benefits; Place- the message
should be targeted at locations of significance
that are in great need for societal valuable infor-
mation for sustainable development. For exam-
ple, several social marketing messages were pro-
moted on Instagram on how to use face mask to
prevent COVID-19 virus; Price- this focuses on
the cost for creating communication platforms
and promotion efforts for societal benefits

Review of Previous Studies

COVID-19 is a global health concern that has
reshaped the socio-cultural relationships in most
modern society (Worldometers 2020; WHO,
2021). World Health Organisation (2020) report-
ed that the virus was first identified from Wu-
han, China in December, 2019. From a medical
perspective, COVID-19 is a type of virus that can
trigger severe respiratory disorders that can lead
to death. Importantly, the common signs of COV-
ID-19 are cold, abdominal pain, dry cough, chal-
lenges in breathing and inability to taste or smell.

Notably, several medical and media reports
indicated that almost 35 million people have been
infected of COVID-19 within 10 months of the
pandemic. WHO (2020) reported that 34 million
people had contracted the virus, while more than
1 million persons died due to the virus within 10
months of the pandemic. Furthermore, the coun-
tries with the most infected cases were United
States (7.2 million cases), India (6.3 million cas-
es), Brazil  (4.7 million cases) as at September,
2020 (Worldometers 2020). In Nigeria, there are
almost 60, 000 infected cases and more than 1,000
deaths within ten months of the outbreak in the
country (Worldometers 2020).  In addition, Ni-
geria Centre for Disease and Control (NCDC)
(2020a) reported that community spreading has
triggered the increase of cases of the virus in
the country. In addition, the Federal Ministry of
Health in partnership with the National Centre
for Disease and Control (NCDC) developed several
health protocols to curb the outbreak.

In the realm of communication studies, the
mass media serve as a potent health communi-
cation intervention for viral diseases in any mod-
ern society. Scholars agree that the mass media
serve as important purveyors of health informa-
tion that can increase the awareness and knowl-
edge of viral diseases (Okorie and Bigala 2017;
Okorie and Bwala 2018; Evaristus et al. 2020).
Interestingly, the mass media have been regard-
ed as potential health communication platforms
for crises response during the COVID-19 pan-
demic. Scholars such as Arinze-Umobi and Chi-
weta-Odah (2020) reasoned that the mass media
have used to reinforce health communication
efforts to curb tension, protest and crises dur-
ing pandemic across the globe. In the same vein,
Cong and Yi (2020) observed that “Media re-
ports deliver large numbers of pieces of pan-
demic-related information. During March 16–22,
the viewing of the big four broadcast networks
in the U.S. increased nearly 19 percent versus
the same week in 2019, the viewing of cable news
networks increased 73 percent versus the same
week in 2019; the number of weekly visitors to
U.S. news websites reached 630 million, 68 per-
cent higher than that of February”. In essence,
the mass media have been utilized as sources of
health information for COVID-19 across the globe.

 In the sphere of health communication, there
are empirical investigations on communication
imperatives and COVID-19 pandemic across the
globe. Shalvee and Sambhav (2020) examined
the role of the mass media during pandemics.
The study maintained that the mass media
should serve as a bridge between national gov-
ernments and the society during pandemics or
health outbreaks. The study also recommended
that the different kinds of media such as social
media, digital media and print media can be uti-
lized for health promotion and advocacy during
pandemics

In a similar study, Olapegba et al. (2020) ex-
amined the knowledge and perception of Nigeri-
ans towards COVID-19.  The study sampled 1357
respondents using a purposive sampling tech-
nique. The study found that most of the study
population were knowledgeable about COVID-
19. The study also indicated that radio and tele-
vision were the primary source of health infor-
mation about COVID-19 in Nigeria. The study
recommended that stakeholders should adhere
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to international and national precautionary measures
to curb the pandemic.

In another study, Arinze-Umobi and Chiwe-
ta-Odah (2020) explored the use of the mass
media for crisis response strategies. The study
maintained that the media can serve as crucial
crisis response strategies to curb pandemic or
health outbreaks in any modern society. Fur-
thermore, the findings indicated that films can
used for health education and advocacy during
pandemics. The study recommends that the use
of mass media as a crisis response strategy should
be simplified and communicated effectively in  the
globalized world

METHODOLOGY

The survey method was employed to answer
the research questions of this study. The sur-
vey research method was appropriate to elicit
response on media for effective education to-
wards attitudinal change during COVID-19 in
Lagos, Nigeria. Furthermore, the survey research
method was advantageous to measure the per-
ception of heterogeneous audience such as Lagos,
Nigeria (Anyanwu et al. 2018; Nelson 2020).

Notably, the population of this study was 20
million Nigerians that are residents in Lagos,
Nigeria (National Population Commission 2006).
This population is appropriate because Lagos
State is regarded as the centre point of cases of
COVID-19 in Nigeria (Ewodage 2020). Further-
more, more than 50 percent of confirmed cases
of COVID-19 in Nigeria were located in Lagos
State (NCDC Report 2020b). In addition, Lagos
State is the commercial hub of Nigeria.

For this empirical investigation, the sample
size was 259 data entries of an online question-
naire. The sample size was suitable for this study
because it was in line with Wimmer and Domin-
ick’s (2000) requirement for sample size, which
stipulates that a sample size more than 259 is
reasonable for a population more 100,000. The
purposive sampling technique was adopted to
select the respondents in Lagos State. The sam-
pling technique developed three criteria adopt-
ed for selection of respondents. These criteria
were: (1) The respondent must be a Nigerian (2)
the respondent must reside in Lagos State (3)
the respondent must be internet savvy.

Importantly, the online questionnaire served
as an tool of data collection. The online ques-
tionnaire was created with the use of Google
forms. Furthermore, the online questionnaire
contains classification questions, behavioural
questions and attitudinal questions to examine
the study objectives (Nelson et al. 2018). The
timeline for this research was 30 March, 2020 –
30 September, 2020.  This timeline was essential
for this study because this period signified the
arrival of the index case in Lagos, Nigeria.

Also, different types and levels of statistical
analysis were adopted for this study. Inferential
statistics was used to generate cross-tabulated
data and correlation tests. The bivariate analy-
sis generated data on media reports about COV-
ID-19 in Nigeria. The multivariate analysis was
used to test two hypotheses in line with the
objectives of the study. For the correlation test,
Spearman measurement was adopted to ascer-
tain the significance of a relationship among
paired values. In addition, Somer D’ measure-
ment was used adopted to ascertain the strength
of the variables (Anyanwu et al.  2018, Oduaran
and Okorie 2019; Nelson 2020).

RESULTS

This quantitative-based study examined
mass media for effective education towards in-
fluencing attitudinal change towards COVID-19
in Lagos, Nigeria. These results were investi-
gated statistically to gather data on the aware-
ness of media reports on COVID-19 and atti-
tudes towards preventive health practices to
curb COVID-19 in Lagos, Nigeria.

Table 1 shows that almost half of the study
sample indicated that they had read sufficient
number of newspaper reports on COVID-19 in
Nigeria, while more than 30 percent of the re-
spondents had occasionally read newspaper
reports on COVID-19 in Nigeria. Interestingly,
almost 87 percent of the respondents had fre-
quently watched television reports on COVID-
19, while less than 13 percent of the respon-
dents had seldom watched television reports on
COVID-19. Remarkably, a significant majority of
respondents had frequently read and watched
reports about COVID-19 in Nigeria on What-
sApp groups. In essence, mainstream media plat-
forms such as newspapers and television had
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created messages on COVID-19 to educated
Nigerians about the dangers of the viral disease.
Furthermore, the data have deduced that  the me-
dia intensified the attention level of the prevalence
of COVID-19.

Table 2 shows that almost 65 percent of the
respondents indicated that media messages had
educated them about the symptoms of COVID-
19, while more than 25 percent of the respon-
dents believed that media messages had not
educated them about the symptoms of COVID-
19. Furthermore, more than 66 percent of the re-
spondents believed that media messages had
made them more knowledgeable about the harm-
ful nature of the disease. Interestingly, almost 70 per-
cent of the respondents indicated that they engaged
in hygiene practices to prevent COVID-19.

Hypotheses Testing

H11: There is a significant connection between
the intensity of media messages and awareness of
COVID-19 in Lagos, Nigeria

 In Table 3, the Spearman measurement shows
a link between the variables. Table 3 shows a
strong and positive relationship, which depicts
.000. The significant value is paired by the con-

cordance of 9.336. Thus, the intensity of media
messages have significant connection with the
awareness of COVID-19 in Lagos, Nigeria

H12: There is a significant connection be-
tween intensity of media messages and the atti-
tude towards preventive practices of COVID-19
in Lagos, Nigeria

In Table 4, the Spearman measurement shows
a linkage between the variables. Table 4 shows a
strong and positive relationship, which depicts
.000. The result indicates that the connection is
substantial and positive at .000.  In addition, the
significant value is definite with the concordance
of 74.813. Accordingly, there is a substantial
correlation that exist between the intensity of me-
dia messages and the attitude towards preventive
practices of COVID-19

DISCUSSION

The media can be regarded as a potent chan-
nel for health information in any modern soci-
ety. Scholars believe that the media are regarded
as health communication platforms for disease
control in high and low resource counties (Nel-
son et al. 2013; Okorie and Salawu 2017; Odua-
ran and Okorie 2019; Adesina et al. 2020). This

Table 1: Media reports on COVID-19

Categories I have read newspaper I have watched television I have reports about
report on COVID-19   report on COVID-19   COVID-19 on  Whatsapp

group platforms

Extreme Large Extent 19.9% 46.1% 74.2%
Large Extent 27.3% 39.1% 21.2%
Seldom 30.1% 12.1% 4.6%
Never 22.7% 2.7% 0%

Total 100% n=259 100% n=259 100% n=259

Table 2: Attitude towards media education for prevention of COVID-19

Categories Media messages have Media messages have made me I engage in hygiene
educated me about the  knowledgeable about the practices to prevent
symptoms of COVID-19  harmful nature of the disease     COVID-19

Strongly agree 10% 36.2% 61.2%
Agree 53.7% 30.3% 8.0%
Strongly disagree 25.1 17% 0
Disagree 0 5.3% 17.6%
Undecided 11.2% 11.2% 13.3

Total 100% n=259 100% n=259 100% n=259
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study examined media I for effective education
towards attitudinal change during COVID-19 out-
break in Lagos, Nigeria. Furthermore, this study ex-
plored media exposure, awareness and preventive
practice of COVID-19 in Lagos, Nigeria.

For this quantitative study, the summary of
the findings indicates that that more than 75
percent of the respondents were aware of news-
paper reports, television reports and social me-
dia reports on COVID-19 outbreak in Nigeria.
The implication of this result is that the media
serve as purveyors of health information on the
prevention and control of COVID-19 outbreak
in Nigeria. This result supports the positions of

Arinze-Umobi and Chiweta-Odah (2020) and
Cong and Yi (2020). They asserted that the mass
media have used for health communication ef-
forts to curb pandemic across the globe. Find-
ings of this study also indicated that almost 65
percent of the respondents indicated that me-
dia messages had educated them about the
symptoms of COVID-19, while more than 25 per-
cent of the respondents believed that media mes-
sages had not educated them about the symptoms
of COVID-19.

Importantly, correlation analysis was adopt-
ed to test hypotheses to establish the likelihood
of relationships that subsist between variables.

Table 3: Correlation analysis

Categories Intensity of media I am aware of COVID-19
messages on the
nature of COVID-19

Intensity of media Spearman Correlation 1 .503**

messages on the nature Sig. (2 –tailed) .000
of COVID-19 N 259 259
 I am aware of COVID-19 Spearman Correlation .503** 1

Sig. (2 –tailed) .000
N 259 259

Symmetric Measures

Categories Value   Asymp.                                    Approx. Tb                 Approx.
 Std. Errora      Sig.

Pearson’s R .452 .053 8.130 .000c

Spearman Correlation .503 .046 9.336 .000c

N of Valid Cases 259

Table 4: Correlation analysis

Categories Intensity of media I engage in hygienic
messages on the practices to prevent

nature of COVID-19 COVID-19

Intensity of media messages Spearman Correlation 1 .978**

on the nature of COVID-19 Sig. (2 –tailed) .000
N 259 259

I engage in hygienic practices Spearman Correlation .978** 1
to prevent COVID-19 Sig. (2 –tailed) .000

N 259 259

Symmetric Measures

Categories Value Asymp. Approx. Approx.
Std. Errora  Tb   Sig.

Pearson’s R .861 .040 27.169 .000c

Spearman Correlation .978 .010 74.813 .000c

N of Valid Cases 259
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The first hypothesis confirmed that there is a
significant connection between the intensity of
media messages and awareness of COVID-19.
Table 3 confirmed that a strong and positive
connection exists between the paired variables.
Importantly, the consequence of the result is
that the intensity of media exposure has a direct
influence on the level of awareness of disease.
This finding affirm the assumptions of the agen-
da setting theory, which stipulate that the media
has the ability to predetermine the importance
of public health issues in any modern society. In
addition, the media can spearhead a public
health agenda so as to increase the awareness
of issues in the society. Interestingly, the re-
sults of this study affirms the assumptions of
Adler et al. (2020), who maintained that the me-
dia are major suppliers of health informatinon
for effective eduvation about COVID-19 in Nige-
ria. In line with this position, Marino et al. (2020)
asserted that media platforms are instrumental
health communication vehicles for dissseminating
messages on COVID-19.

The second hypothesis confirmed that there
is a significant connection between the intensi-
ty of media messages and attitude towards pre-
ventive practices of COVID-19. Table 4 confirmed
that a resilient and affirmative connection be-
tween the two variables. The implication of this
result is that the intensity of media exposure will
positively influence the attitudinal change of
Nigerians towards preventive practices to curb
diseases. It is this type of thinking that made
Shalvee and Sambhav (2020) to advocate that
the mass media should serve as a bridge be-
tween national governments and the society
during pandemics or health outbreaks. The study
also recommended that the different kinds of
media such as social media, digital media and
print media can be utilized for health promotion
and advocacy to influence positive health be-
haviours. The results of this study supports the
tenets of the social marketing theory that stipu-
lates that the media should be utilized for dis-
seminating social valuable information about
COVID-19 to influence social change in any
modern society. In essence, the media has the
influence to change the current behaviour of
individuals towards a priority behaviour that
prevents the spread of COVID-19.

Interestingly, a significant contribution of
this empirical investigation is that the media can
be used as suppliers of health messages to in-
fluence the change of current behaviours to-
wards priority behaviours that engage in pre-
ventive health behaviours to curb viral diseases
such as COVID-19 pandemic that crippled the
economic, political and health architecture in
high and low resource countries.

CONCLUSION

COVID-19 has negatively affected the
growth and development of high and low re-
source countries. In Nigeria, more than 1,000 per-
sons have died due to the outbreak of the viral
disease. Importantly, the media serve as suppli-
ers of health information to create awareness and
knowledge about COVID-19 in the Nigerian soci-
ety. Furthermore, media platforms have the ca-
pacity to influence a positive priority behaviour
that can curb the spread of COVID-19 in Nigeria

RECOMMENDATIONS

The media serve as health communication
interventions for the prevention and manage-
ment of viral diseases. It is recommended that
television and social media platforms should be
used to tailor messages that can demonstrate
the nature and dangers of viral disease such as
COVID-19 so as to influence positive priority
behaviours. In addition, media education on
COVID-19 should be a continuous enterprise to
encourage priority health behaviours
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