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CHAPTER ONE
INTRODUCTION
1.1	BACKGROUND TO THE STUDY
Health is wealth; a healthy nation is a wealthy nation. Without good health, hardly can other human ambitions be achieved. Central to this, is communication. Communication has been identified as one of the inalienable endeavours which are integral to human existence. 
Public health behaviors encompass a wide range of actions individuals and communities take to maintain or improve their health. These behaviors include preventive measures such as vaccinations, regular health screenings, and adopting healthy lifestyles, as well as actions taken during illness to manage health conditions. In the context of public health, these behaviors are crucial as they directly impact the overall health outcomes of a population. This upward trend highlights the effectiveness of various health campaigns promoting physical fitness (Ward, 2019). In Nigeria, dietary habits represent a significant area of public health behavior. The British Nutrition Foundation has reported improvements in fruit and vegetable consumption among adults, with 28% meeting the five-a-day recommendation in 2020 compared to 25% in 2015 (Public Health England, 2020). This shift can be attributed to national campaigns like "Change4Life," which encourages healthier eating habits. These campaigns have been instrumental in raising awareness about the benefits of a balanced diet, thus contributing to better health outcomes (Williams, Scarborough & Townsend, 2020).
Health communication campaigns are strategic, organized efforts designed to disseminate health- related information with the aim of influencing public health behaviors positively. These campaigns leverage a variety of communication channels, including mass media (such as television, radio, and newspapers), digital media (like social media platforms and websites), and direct community outreach (such as workshops and public health fairs). The central goal of these campaigns is to increase awareness, educate the public about health risks and preventive measures, and ultimately motivate individuals to adopt healthier behaviors. The underlying theory of health communication campaigns often draws from behavioral science, which provides insights into how information can change attitudes and behaviors. For instance, the Health Belief Model and the Theory of Planned Behavior are frequently utilized frameworks in designing these campaigns (Noar, 2012).
One key component of successful health communication campaigns is the use of targeted messaging. Tailoring messages to specific audiences based on demographic factors such as age, gender, ethnicity, and  socio-economic  status  can  significantly  enhance  the  effectiveness  of  these  campaigns.  For example, a campaign aimed at increasing vaccination rates among young adults might use social media influencers to disseminate information, as this demographic is highly engaged with these platforms. In contrast, a campaign targeting older adults might rely more on traditional media and community events. Research has shown that targeted messaging is more likely to resonate with the intended audience, leading to higher engagement and behavior change (Hornik & Yanovitzky, 2017).
The choice of communication channels is another critical aspect of health communication campaigns. Mass  media  campaigns  have  the  advantage  of  reaching  a  broad  audience  quickly  and  can  be particularly effective for raising awareness about health issues.. According to Farrelly, Davis, Haviland, Messeri & Healton (2012), these campaigns were instrumental in reducing smoking prevalence among youth and adults by highlighting the dangers of smoking and providing resources for quitting. Digital media, on the other hand, offers interactive and personalized communication, which can be more engaging for users. Social media platforms, websites, and mobile apps allow for real-time interactions and tailored information delivery, enhancing the overall impact of the campaign. Community-based approaches in health  communication  campaigns  are  essential for  addressing  local  health  issues  and  engaging populations that might be missed by mass media. These approaches involve collaborating with local organizations, healthcare providers, and community leaders to disseminate health messages and promote healthy behaviors. For instance, in African countries, community health workers often play a crucial role in delivering health information and services directly to households. This method has been particularly effective in improving maternal and child health outcomes by providing education on prenatal care, vaccination, and nutrition (Mwaikambo, Speizer, Schurmann, Morgan & Fikree, 2012). The trust and familiarity that community health workers have within their communities enhance the credibility and acceptance of health messages.
Health communication campaigns also frequently use the concept of social marketing, which applies marketing principles to promote socially beneficial behaviors. This approach involves understanding the target audience's needs and preferences, designing appealing messages, and using appropriate channels to reach them. which aimed to reduce childhood obesity by promoting physical activity and healthy eating. The campaign used celebrities, social media, and community events to engage children and their parents, leading to increased awareness and changes in behavior (Kumanyika, Parker & Sim, 2012). 
Evaluation and feedback mechanisms are crucial for the success of health communication campaigns. Monitoring the progress and impact of a campaign helps identify what is working and what needs  adjustment.  Surveys,  focus  groups,  and  data  analytics  are  commonly  used  to  assess  the effectiveness of the campaign messages and strategies. For instance, the evaluation of the "Truth" anti- smoking campaign revealed that its edgy, youth-focused messaging was highly effective in reducing smoking rates among teenagers. Continuous evaluation allows for the refinement of strategies to better meet the campaign's objectives (Davis, Nonnemaker, Farrelly & Niederdeppe, 2015).
Health communication campaigns also need to address potential barriers to behavior change, such as misinformation, cultural beliefs, and socioeconomic factors. For example, in addressing vaccine hesitancy, campaigns must counteract myths and fears about vaccines with accurate information and testimonials from trusted figures. In many African countries, health campaigns have to navigate cultural beliefs and practices that may conflict with modern medical advice. Engaging community leaders  and  using  culturally  sensitive  messages  can  help  overcome  these  barriers  and  promote acceptance of health interventions (Sobo, 2016). The use of narrative and storytelling in health communication campaigns has gained popularity in recent years. Stories can make health messages more relatable and memorable, increasing their impact. For example, campaigns that feature personal stories of individuals affected by a health condition can evoke emotional responses and motivate behavior change. The "Real Cost" campaign by the FDA used stories of young people suffering from smoking-related  health  issues  to  highlight  the  dangers  of  tobacco  use,  resulting  in  significant reductions in smoking initiation among teens (Duke, Alexander, Zhao, Delahanty, Allen, MacMonegle & Farrelly, 2019).
Behavioral economics principles are also increasingly being incorporated into health communication campaigns. These principles involve using insights about human behavior to design interventions that nudge people towards healthier choices. For instance, placing healthy foods at eye level in grocery stores or using default options in health insurance plans can encourage healthier behaviors without requiring conscious decision-making from individuals. Campaigns that incorporate these principles have  shown  promise  in  improving  public  health  outcomes  (Thaler  &  Sunstein,  2008). Health communication campaigns are vital tools in public health strategy, aiming to influence behaviors through strategic dissemination of health information. By leveraging targeted messaging, appropriate communication channels, community-based approaches, social marketing, evaluation mechanisms, and behavioral insights, these campaigns can effectively promote healthy behaviors and improve public health outcomes. The success of such campaigns depends on their ability to engage the target audience, address barriers to behavior change, and adapt strategies based on ongoing evaluation and feedback.
1.2 	STATEMENT OF THE PROBLEM 
Health communication campaigns have long been recognized as vital tools in promoting public health behaviors. These campaigns aim to inform and educate the public about health risks, preventive measures, and healthy lifestyle choices. Despite numerous efforts and resources dedicated to these campaigns, the extent to which they effectively influence public health behaviors remains inconsistent and under-explored. For instance, the Centers for Disease Control and Prevention (CDC) reports that only 53.3% of Nigeria adults met the guidelines for aerobic physical activity in 2019, indicating a gap between campaign efforts and actual behavior change (CDC, 2019). This discrepancy suggests that while campaigns may increase awareness, they do not always translate into sustained behavior change. Understanding the factors that contribute to the success or failure of these campaigns is crucial for enhancing their effectiveness.
The existing literature on health communication campaigns has primarily focused on individual campaigns and their immediate outcomes, often overlooking the broader, long-term impacts on public health behaviors. Additionally, there is limited research comparing the effectiveness of different types of media and messaging strategies across diverse demographic groups. This study aims to fill these gaps by providing a comprehensive analysis of various health communication campaigns and their impact on public health behaviors over time. It will explore the differential effects of mass media, digital media, and community-based approaches, and assess how these strategies influence different population segments. By addressing these research gaps, the study seeks to provide deeper insights into the mechanisms driving successful health communication campaigns (Hornik & Yanovitzky, 2017).
The findings of this study will be beneficial to public health officials, policymakers, and campaign designers. By identifying the most effective communication strategies and understanding the factors that contribute to successful behavior change, these stakeholders can design more impactful health communication campaigns. For example, public health officials can use these insights to tailor interventions that are more culturally sensitive and demographically appropriate, enhancing their reach and effectiveness. Policymakers can leverage this knowledge to allocate resources more efficiently and support evidence-based health initiatives. Ultimately, the broader community will benefit from improved health outcomes and reduced incidence of preventable diseases, leading to healthier, more informed populations (Noar, 2012).
1.3 	OBJECTIVES OF THE STUDY
· To examine the effectiveness of health communication campaign in promoting public healthcare development in Ilorin metropolis. 
· To examine how health communication campaign promote public healthcare in Ilorin metropolis.
·  To know some of the problem facing mass media in promoting public healthcare in Ilorin metropolis.
· To know if people exposure to health communication programmes and news report have enhanced their standard of living.
1.4 	RESEARCH QUESTIONS
· To what extent did health communication campaign promote public healthcare development in Ilorin metropolis?
· How does health communication campaign promote public healthcare in Ilorin?
· What are the problem facing mass media in promoting public healthcare development in Ilorin?
· Does exposure of health communication programmes and news report enhanced their standard of living?
1.5	SCOPE OF THE STUDY 
This study focuses on health communication campaigns in Nigeria, particularly those addressing infectious diseases, maternal health, and emerging health threats like COVID-19. The study covers national-level campaigns as well as local initiatives.
It also covered health communication campaign to the exclusion of other health related programmes. The rational for the selection of these programmes was that the duo was public health in Nigeria. 
1.6	SIGNIFICANCE OF THE STUDY
The conclusions of this study will tell us which categories of healthy subjects are most commonly discussed in health programs, whether they be public health concerns, individual diseases, or health policies and systems. This study will also determine if the media, in connecting health workers and the general public, gives focused information, provides action to do, highlights the advantages of taking prescribed activities, and, if not, the hazards or repercussions. As a result, this study will teach us about what information is accessible in various health programs and whether they provide a beneficial source of health information in aggregate, therefore improving health and well-being:
1. 	This study will inform producers and hosts of health programs, about the strengths and weaknesses of health programs and show them how to better their programs and
2. 	Maximize the understanding and benefits of their programs and ultimately make the communication more meaningful.
3. 	Finally, on a broader level, this study will fill a gap in media and health communication research in Nigeria by informing us on the nature and content of health insurance messages.
1.7 	DEFINITION OF THE TERMS
Effectiveness: This is the capability of producing a desired result or the ability to produce desired output. When something is deemed effective, it means it has an intended or expected outcome, or produces a deep, vivid impression. 
Health communication campaign: is a strategy to educate and influence people to adopt healthier behaviors. They can be a key part of health education and social marketing programs, but they are not always the same thing.
Healthcare: The state of being free from illness or injury.
Public health: is the science of improving and protecting the health of communities and individuals through organized efforts. It involves: Promoting healthy lifestyles, Researching how to prevent injuries and disease. 
CHAPTER TWO
LITERATURE REVIEW
        In this chapter related research works and literature are intended to be looked into, this literature review will cover the following area.
(a) Conceptual Framework
(b) Theoretical Framework
(c) Empirical Review 
2.1	CONCEPTUAL FRAMEWORK
Health communication is a critical component of public health practices in Nigeria, playing a significant role in disseminating information, promoting behavior change, and improving health outcomes. The diverse healthcare landscape and public health challenges in Nigeria necessitate effective communication strategies to address health issues and empower individuals and communities to make informed decisions about their health. This work provides an overview of the scopes and implications of health communications in public health practices in Nigeria: The scope of health communications in Nigeria encompasses various aspects that contribute to public health practices. Health promotion is a key area, involving the dissemination of information and messages to raise awareness and encourage individuals and communities to adopt healthy behaviors. This can include campaigns on topics such as immunization, family planning, hygiene practices, and nutrition [Adepoju P, 2017]. 
Disease prevention is another crucial scope of health communications in Nigeria. Effective communication strategies are essential for conveying preventive measures, such as vaccination campaigns, mosquito net distribution for malaria prevention, and safe sex practices for HIV prevention. These efforts are crucial in reducing the burden of communicable diseases in Nigeria [Nwankwo B.E, 2019]. Health education is a fundamental component of health communications in Nigeria. Educating individuals and communities about various health issues, symptoms, treatment options, and available healthcare services can empower them to make informed decisions about their health. Health education can cover topics such as maternal and child health, non-communicable diseases, sexual and reproductive health, and mental health [Ibrahim I.M, 2019]. 
Effective health communications in Nigeria have several implications for public health practices. 
Firstly, they can contribute to improved health outcomes by increasing knowledge and awareness of health issues. By disseminating accurate and timely information, health communications can empower individuals to take appropriate actions to prevent diseases, seek timely healthcare, and adhere to treatment regimens [Adepoju P. 2014]. 
Secondly, health communications can promote behavior change. Utilizing persuasive and engaging communication strategies, such as storytelling, social marketing, and testimonies, health communications can motivate individuals to adopt healthier behaviors and lifestyles. This can lead to a reduction in the prevalence of risk factors for diseases and the overall burden of illness in Nigeria [Adepoju P. 2014]. 
Furthermore, health communications can play a crucial role in addressing public health challenges in Nigeria. The country faces numerous health issues, including infectious diseases, maternal and child health, malnutrition, sanitation, and noncommunicable diseases. Effective communication strategies can help raise awareness, mobilize communities, and promote preventive measures and healthcare-seeking behaviors to tackle these challenges [Nwankwo B.E 2019]. Moreover, health communications can contribute to addressing social determinants of health and promoting health equity. By tailoring messages and strategies to the specific needs and cultural beliefs of different communities, health communications can help reduce health disparities and ensure that vulnerable and marginalized populations have access to accurate health information and services [Nwankwo B.E, 2019]. 
Health communication is an essential component of public health practices. It involves the strategic use of communication to inform, educate, and engage individuals, communities, and policymakers in order to promote positive health behaviors, prevent diseases, and improve overall public health outcomes. In public health, health communication is used to create awareness about health issues, disseminate crucial health information, encourage behavior change, and mobilize communities to take action. It employs a variety of communication channels, such as mass media, social media, community events, and interpersonal communication, to reach diverse audiences effectively [Centers for Disease Control and Prevention. Health Communication Basics. 2020]. Health communication in public health practices also involves the development and evaluation of health messages and campaigns, the use of health literacy principles to ensure clear and understandable information, and the consideration of cultural and social contexts to tailor messages to different populations [Olorunfemi O.J, 2019]. 
The scopes and implications of health communications in public health practices is broad and encompasses various strategies, tools, and approaches to promote health, prevent diseases, and improve healthcare outcomes. The following are some key areas of health communications in Nigeria: Health Education and Promotion Health communications play a crucial role in providing health education and promoting awareness about various health issues, preventive measures, and healthy behaviors. This includes disseminating information through mass media, community engagement, campaigns, and targeted interventions. 
These practices are essential in addressing the country's health challenges, improving health outcomes, and reducing health disparities and are as follows: Health education and promotion of health communications play a crucial role in increasing awareness and knowledge about various health issues, diseases, and prevention strategies. Studies have shown that health education interventions can effectively improve knowledge levels and awareness of health-related topics among individuals and communities in Nigeria [Olalekan AW, 2018]. 
This increased awareness helps individuals make informed decisions about their health and adopt healthier behaviors. Health education and promotion of health communications are instrumental in disease prevention. By disseminating accurate information about preventive measures and promoting healthy behaviors, these practices contribute to reducing the burden of diseases. For example, health education campaigns have been successful in promoting immunization programs, leading to increased vaccination coverage and reduced vaccine-preventable diseases in Nigeria. Health education and promotion of health communications aim to bring about positive behavioral changes in individuals and communities. These practices provide information, skills, and motivation to adopt healthier behaviors and reduce risky behaviors. Studies have shown that health education interventions can effectively promote positive behavior changes, such as increased condom use, improved hygiene practices, and reduced tobacco and alcohol consumption in Nigeria. 
Health education and promotion of health communications empower individuals to take control of their health and make informed decisions. By providing knowledge, skills, and resources, these practices enable individuals to engage in self-care, seek appropriate healthcare services, and effectively manage their health. Empowered individuals are more likely to adopt healthy behaviors and actively participate in their own healthcare, leading to improved health outcomes. Nigeria faces significant health disparities across different regions, socioeconomic groups, and genders. Health education and promotion of health communications can help bridge these gaps by ensuring that health information reaches all segments of the population. These practices can be tailored to address the specific needs and challenges faced by different communities, thus reducing health inequalities [Olalekan AW. 2018). 
Health education and promotion of health communications contribute to strengthening healthcare systems in Nigeria. By promoting preventive care, early detection, and appropriate healthcare-seeking behaviors, these practices reduce the burden on healthcare facilities and improve the efficiency of healthcare delivery. This, in turn, leads to better resource allocation, improved quality of care, and reduced healthcare costs. Health education and promotion of health communications can influence policy-making processes and advocate for policies that prioritize public health. By providing evidence-based information, raising public awareness, and engaging stakeholders, these practices can contribute to the development and implementation of policies that support health promotion and disease prevention. 
Behavior Change Communication (BCC) Health communications aim to influence individuals' behaviors and drive positive changes in health-related attitudes, practices, and behaviors. It involves developing persuasive messages, effective communication channels, and tailored interventions to encourage behavior change. Behavior Change Communication (BCC) is a critical component of health communication in public health practices in Nigeria. BCC interventions aim to promote positive behavior change by providing information, fostering awareness, and addressing barriers to adopting healthy behaviors and are as follows: BCC interventions in Nigeria contribute to increasing awareness and knowledge about health issues and behaviors. These interventions provide targeted information on various health topics, such as HIV/AIDS prevention, family planning, malaria prevention, and hygiene practices. They help individuals understand the risks associated with certain behaviors and empower them to make informed decisions about their health.
Health communication is the process of promoting health-related messages, information, and behaviors to influence individuals and communities to adopt healthier lifestyles. The importance of health communication in promoting public health cannot be overstated, as it directly impacts health knowledge, attitudes, and behaviors. Effective health communication is essential in addressing public health challenges such as preventing the spread of diseases, encouraging vaccination, and improving maternal and child health [Olalekan AW, 2012].
HEALTH COMMUNICATION CAMPAIGNS IN NIGERIA: 
A HISTORICAL OVERVIEW
Health communication campaigns in Nigeria have been used to address a range of health issues, from infectious diseases to maternal health and family planning. The Nigerian government, in collaboration with international organizations, has launched several national campaigns, such as the HIV/AIDS awareness campaign in the early 2000s, the malaria prevention campaign promoting the use of insecticide-treated nets, and polio vaccination drives.
Health communication campaigns have proven to be an important tool for promoting public health in Nigeria, but their effectiveness depends on various factors such as the design, implementation, target audience, and the socio-cultural context in which they are deployed. Nigeria, with its diverse population and complex health challenges, presents both opportunities and challenges for health communication campaigns. [Attafuah FA, 2020]. Here’s an overview of the effectiveness of such campaigns in promoting public health in Nigeria:


1. Key Health Communication Campaigns in Nigeria
Nigeria has implemented several health communication campaigns to tackle a variety of public health issues, including HIV/AIDS, malaria, maternal and child health, vaccination, and more recently, COVID-19. Some examples include:
· HIV/AIDS Awareness Campaigns: The Nigerian government, alongside organizations like UNAIDS, has conducted campaigns to raise awareness about HIV prevention, testing, and treatment. These campaigns targeted various groups including youth, men who have sex with men, and people living with HIV.
· Polio Eradication Campaigns: The World Health Organization (WHO) and local authorities have worked to eliminate polio in Nigeria through vaccination campaigns. The communication strategies often involve educating communities about the safety and importance of vaccination.
· COVID-19 Campaigns: During the COVID-19 pandemic, campaigns promoted health behaviors such as hand washing, wearing masks, and social distancing. The National Orientation Agency and the Nigerian Center for Disease Control (NCDC) used media (television, radio, and social media) to spread information.
· Maternal and Child Health Campaigns: These campaigns focus on promoting the importance of antenatal care, safe childbirth, immunization, and breastfeeding practices, targeting mothers and caregivers. [Oyewole BK, 2016].

FACTORS AFFECTING THE EFFECTIVENESS OF HEALTH COMMUNICATION CAMPAIGNS
Several factors influence the success of health communication campaigns in Nigeria:
· Cultural and Socio-Economic Factors: Nigeria is a diverse country with over 500 ethnic groups, each with unique cultural beliefs, language, and practices. Health campaigns must be culturally sensitive and tailored to specific communities. For instance, promoting health practices in rural areas might require different strategies compared to urban areas due to varying literacy levels and access to healthcare services.
· Use of Media and Technology: Nigeria has a high mobile phone penetration, and social media use is widespread, especially among youth. Leveraging these platforms (WhatsApp, Facebook, Twitter, etc.) has proven to be effective in reaching a broader audience, especially for urban populations. However, there is still a digital divide in rural areas, where traditional media like radio and television remain more effective.
· Misinformation and Rumors: The spread of misinformation, especially on social media, can undermine health campaigns. For instance, during the COVID-19 pandemic, misinformation about vaccines and treatments spread rapidly, affecting vaccination uptake and public trust in health initiatives.
· Community Engagement: Campaigns that involve community leaders and local influencers have been more successful in changing health behaviors. This is particularly true in Nigeria, where trusted religious and traditional leaders play a key role in shaping public opinion. Successful campaigns have often included these leaders to endorse health messages.
· Government Support and Political Will: The success of health communication campaigns depends heavily on the commitment and support of the government. Campaigns that receive political backing, proper funding, and coordination with health ministries tend to be more successful.
· Health Literacy: A lack of health literacy is a challenge in many parts of Nigeria. Campaigns that use simple language, visuals, and local dialects tend to be more effective. Health communication efforts need to account for varying levels of education and health knowledge within the population. [Oyewole BK, 2016].
IMPACT AND EFFECTIVENESS
While the effectiveness of health communication campaigns in Nigeria is often difficult to measure, there have been notable successes:
· Increased Awareness: Campaigns have significantly raised awareness about diseases like HIV/AIDS, malaria, and COVID-19. This has resulted in changes in public knowledge, with more people seeking treatment or adopting preventive measures.
· Behavioral Change: Some campaigns have succeeded in encouraging behavior change. For example, malaria prevention campaigns, including the use of insecticide-treated bed nets, have led to increased adoption of preventive measures.
· Vaccination Uptake: Polio vaccination campaigns have been largely successful, contributing to Nigeria being declared free of wild poliovirus by the WHO in 2020. However, challenges remain in some areas due to vaccine hesitancy and logistical issues.
· Reduction in Mortality Rates: Maternal and child health campaigns have contributed to increased access to prenatal care, reducing maternal and child mortality rates. However, these improvements vary across regions, with rural areas often lagging behind. [Kreuter MW, 2013].
CHALLENGES AND AREAS FOR IMPROVEMENT
· Inadequate Funding: Many health campaigns face funding constraints, which limit their reach and impact. Adequate resources are required for sustained and widespread campaigns.
· Stigma and Social Norms: In some cases, social stigma associated with certain health issues (like HIV/AIDS or mental health) can hinder the success of campaigns. Health campaigns need to address these stigmas and encourage open dialogue.
· Monitoring and Evaluation: Continuous evaluation of the campaigns’ impact is often lacking. Effective monitoring and feedback mechanisms are necessary to understand what works and make necessary adjustments.
· Access to Health Services: Even when campaigns are successful in changing knowledge or attitudes, the availability of healthcare services remains a major barrier to improving health outcomes, particularly in remote or underserved areas. [Kreuter MW, 2013].

2.2	THEORETICAL REVIEW
Social Cognitive Theory (SCT)
Originated by psychologist Albert Bandura in the 1980s, Social Cognitive Theory (SCT) emphasizes the importance of observational learning, imitation, and modeling in behavior change. The main theme of SCT is that people learn not only through their own experiences but also by observing the actions of others and the outcomes of those actions. Key constructs of SCT include reciprocal determinism (the dynamic interaction between personal, environmental, and behavioral factors), observational learning (acquiring behavior by watching others), self-efficacy (belief in one's ability to succeed in specific situations), and outcome expectations (beliefs about the likely results of actions) (Bandura, 1986). SCT is particularly relevant to health communication campaigns as it highlights the role of media and influential figures in shaping public health behaviors. For example, campaigns that feature testimonials from respected community leaders or celebrities can leverage observational learning to encourage behavior change. Additionally, enhancing self-efficacy through messages that empower individuals to take control of their health can lead to more sustained behavior change. This theory helps in designing interventions that not only provide information but also motivate and support individuals in adopting healthier behaviors (Bandura, 2004).
Social Cognitive Theory emphasizes the interaction between individuals, their behaviors, and their environments in the learning process. According to SCT, people learn not only through direct experience but also by observing others and the outcomes of their behaviors.
In the context of health communication in Nigeria, SCT helps explain how individuals adopt health behaviors by observing role models in the media or through community programs. Health campaigns that feature relatable figures, such as local celebrities, health workers, or individuals within communities, can serve as effective models for adopting healthier practices. The core concepts of SCT—observational learning, reinforcement, self-efficacy, and outcome expectations—are instrumental in shaping health behaviors, making it an essential framework for assessing the effectiveness of health campaigns.
How Social Cognitive Theory Applicable to Nigeria:
· Local influencers and community leaders are often more trusted than distant health experts. Including these figures in campaigns can improve the adoption of health behaviors such as vaccination or sanitation practices.
· Campaigns should aim to build self-efficacy (the belief that one can successfully carry out the behavior) by demonstrating simple, actionable steps that individuals can take to improve their health.
Theory of Planned Behavior (TPB)
Developed by Icek Ajzen in the late 1980s, the Theory of Planned Behavior (TPB) extends the earlier Theory of Reasoned Action by including perceived behavioral control as a key determinant of behavioral intention and action. The main theme of TPB is that an individual's intention to perform a behavior is the most immediate predictor of that behavior, and this intention is influenced by three factors: attitudes toward the behavior (positive or negative evaluations of performing the behavior), subjective norms (perceived social pressure to perform or not perform the behavior), and perceived behavioral control (the ease or difficulty of performing the behavior, which reflects past experiences and anticipated obstacles) (Ajzen, 1991). TPB is highly relevant to health communication campaigns because it provides a comprehensive framework for understanding the cognitive and social factors that influence health behaviors. By addressing attitudes, subjective norms, and perceived control, health campaigns can craft messages that resonate with the target audience and effectively encourage behavior change. For instance, a campaign to increase physical activity might focus on enhancing positive attitudes towards exercise, highlighting social support from peers and family, and providing strategies to overcome common barriers such as lack of time or access to facilities (Montano & Kasprzyk, 2015).
The Theory of Planned Behavior posits that individual behavior is driven by behavioral intentions, which are, in turn, influenced by three factors: attitudes toward the behavior, subjective norms, and perceived behavioral control. This theory suggests that people are more likely to engage in a behavior if they have a positive attitude toward it, believe important others think they should do it (social norms), and feel they have control over the behavior.
For health communication in Nigeria, TPB can guide the design of campaigns that aim to shift attitudes, create supportive social norms, and increase the perceived ability of individuals to take health-promoting actions, such as seeking medical care, engaging in preventive practices, or adopting healthier lifestyles.
How Theory of Planned Behavior Applicable to Nigeria:
· To change attitudes toward practices like antenatal care, vaccination, or use of insecticide-treated nets, health campaigns must emphasize the positive benefits of these behaviors for individuals and their families.
· Social norms in some Nigerian communities may not be supportive of practices like family planning or HIV testing. Campaigns can work to shift these norms by engaging influential community leaders and showing that these practices are socially acceptable and beneficial.
· Campaigns should also address the barriers that people feel prevent them from engaging in health-promoting behaviors, such as a lack of access to healthcare services or financial constraints.
2.3	EMPIRICAL REVIEW
Farrelly, Davis, Haviland, Messeri & Healton (2012) aimed to evaluate the effectiveness of the "truth" anti-smoking campaign in reducing youth smoking prevalence in the United States. This longitudinal study used data from the National Youth Tobacco Survey, analyzing responses from middle and high school  students  before  and  after  the  campaign's  implementation.  The  study  employed  a  quasi- experimental design with multiple pre- and post-intervention assessments to measure changes in smoking behavior. The findings indicated a significant decline in smoking rates among youths exposed to the campaign. Specifically, the smoking prevalence dropped from 25.3% to 18.0% over a three-year period. The campaign's hard-hitting messages about the tobacco industry's deceptive practices were particularly effective in altering perceptions and reducing smoking initiation. The study recommended sustaining and expanding such campaigns to maintain momentum in reducing youth smoking rates. It also suggested that future campaigns should continue to use emotionally powerful and truth-revealing content to resonate with young audiences.
Noar, Hall & Fleshler (2014) conducted a meta-analysis to assess the overall impact of health communication campaigns on behavior change across various health domains, including smoking cessation, physical activity, and sexual health. The researchers reviewed and synthesized results from 63 health communication campaign studies published between 1998 and 2012. They used effect size estimates to quantify the campaigns' impacts on health behaviors. The meta-analysis found that health communication campaigns had a moderate but significant effect on health behaviors, with an average effect size of 0.09. Campaigns targeting smoking cessation showed the largest effects, while those promoting physical activity had smaller, yet significant, impacts. The study highlighted the importance of theory-based campaign design and the need for rigorous evaluation methods. It recommended that future  campaigns  incorporate  multiple  communication  channels  and  tailor  messages  to  specific audiences to enhance effectiveness.
Wakefield, Loken & Hornik (2015) examined the impact of mass media campaigns on reducing tobacco use, focusing on campaigns in the United States, Australia, and the United Kingdom. This study  used  a  systematic  review  approach,  analyzing  data  from  various  mass  media  campaigns conducted over a 10-year period. The researchers evaluated campaign content, reach, frequency, and effectiveness in changing tobacco-related behaviors. The study found that high-reach, high-frequency mass media campaigns significantly reduced tobacco use, especially when combined with other tobacco control measures such as price increases and smoke-free policies. Campaigns that elicited strong emotional reactions and conveyed clear, factual messages about the harms of smoking were particularly effective. The authors recommended sustained funding for mass media campaigns and integration with broader tobacco control policies. They also emphasized the importance of ongoing research to refine campaign strategies and enhance their impact.
Abroms & Maibach (2017) explored the effectiveness of digital and social media campaigns in promoting  public  health  behaviors,  focusing  on  their  reach,  engagement,  and  behavior  change outcomes. The study utilized a mixed-methods approach, combining quantitative analysis of campaign metrics (reach, engagement rates) with  qualitative interviews of campaign designers and target audience members. The analysis covered campaigns addressing various health issues, including diet, exercise, and smoking cessation. The results indicated that digital and social media campaigns could achieve substantial reach and engagement, particularly among younger demographics. Campaigns that used interactive content, such as quizzes and challenges, and those that incorporated peer influence and  social  support  elements  were  more  effective  in  prompting  behavior  change.  The  study recommended that public health agencies invest in digital and social media platforms for health communication  campaigns,  emphasizing  the  need  for  engaging  and  interactive  content.  It  also suggested continuous monitoring and adaptation of campaign strategies based on user feedback and engagement analytics.
Niederdeppe, Shapiro & Kim (2018) investigated the role of message framing in health communication campaigns, examining how different framing techniques influenced public health behaviors related to diet and exercise. The researchers conducted a series of experimental studies using randomized controlled trials. Participants were exposed to health messages framed in various ways (e.g., gain-framed vs. loss-framed) and their subsequent attitudes and behaviors were measured. The findings revealed that gain-framed messages (highlighting the benefits of adopting healthy behaviors) were generally more effective than loss-framed messages (emphasizing the costs of not adopting healthy behaviors)  in  promoting  positive  changes  in  diet  and  exercise.  The study also noted that the effectiveness of message framing could vary based on individual differences and contextual factors. The study recommended that health communication campaigns use gain-framed messages to enhance the persuasiveness of their content. It also suggested that further research should explore the interplay between message framing and other psychological and contextual variables to optimize campaign effectiveness.
Evans, Wallace & Snider (2019) examined the impact of community-based health communication campaigns  on  vaccination  uptake  in  underserved  populations  in  the  United  States.  This  quasi- experimental study compared vaccination rates before and after the implementation of community- based campaigns in several low-income neighborhoods. The campaigns included public service announcements, community health worker outreach, and free vaccination clinics. The study found a significant increase in vaccination rates following the campaigns, particularly among children and older adults. The combination of personalized outreach and accessible vaccination services was identified as a key factor in the campaigns' success. The authors recommended expanding community- based  health  communication  efforts,  particularly  in  underserved  areas.  They  emphasized  the importance of integrating health communication with direct service provision to maximize impact. Wakefield,  Durkin  &  Spittal  (2020)  assessed  the  long-term  impact  of  anti-smoking  health communication campaigns on smoking prevalence and cessation in Australia. The study utilized a longitudinal design, tracking smoking behaviors over a decade using national survey data. The analysis focused on periods of high-intensity campaign activity and corresponding changes in smoking rates. The  study  found  that  sustained  anti-smoking  campaigns  contributed  to  a  significant  long-term reduction in smoking prevalence. Campaigns that maintained high visibility and frequency were most effective in prompting cessation and preventing smoking initiation. The study recommended continued investment in anti-smoking campaigns and suggested integrating new media strategies to maintain engagement. It also highlighted the importance of complementary tobacco control measures, such as taxation and smoking bans, to support the campaigns' impact.





CHAPTER THREE
3.0	RESEARCH METHODOLOGY
	Research methodology simply refers to the practical of any given piece of research. More specifically, it's about how the researcher systematically design a study to ensure valid and reliable results that address the research aims and objectives.
             This chapter covers the methodology adopted in gathering of relevant information needed for actualization of the objectives of the study. The chapter is therefore discuss under the heading of research design, population of the study, sample size and sample techniques, instrument for data collection, validation of the instrument, reliability of the instrument, method of data collection and analysis.
3.1	RESEARCH DESIGN 
          According to Agbayewa (2003); "Research design is the plan, structure, strategy and investigation adopted to obtain answers to a research question and control variance"
          Therefore, the researcher will adopt survey research method which will be based on a personally administered questionnaire. The aim of survey is to provide empirical data collected from a population of respondents on which valid conclusions can be made.
3.2	POPULATION OF THE STUDY 
	Population of the study according to Ogile (2005: P. 53) “involves a group of persons or aggregate items, things the researcher is interested in getting information from the study”. Population refers to all cases or individuals that fit a certain specification (Ohaja, 2003). 
The population of this study consists of the residents of Ilorin West Local Government in Kwara state. The total population of Ilorin West LGA is 548,300, according to (Google search 2025).  
3.3	SAMPLE SIZE AND SAMPLING TECHNIQUES	
	A sample is a representative of the whole population. Osuala (1992). Sampling is taken to be any proportion of a population as a representative of that population. Ogili (2005) defines sample as the actual number of or part of the study of population that is objectively selected for the purpose. Sampling is necessary because the entire population cannot be studied as it may be too large and cannot be controlled. The sampling technique adopt that will be for this study is simple random sampling technique which gives every member of the population the chance of selection. 
One hundred (100) respondents from Ilorin West L.G.A were selected from the population using simple random sampling technique.
3.4 	RESEARCH INSTRUMENT 
	For the purpose of this study, one research instrument will be used which is the questionnaire, the questionnaire will be divided into two sections, the first section will identify the bio data characteristic of the respondents. The second section will examine the effectiveness of health communication campaign in promoting public health in Nigeria.



3.5	VALIDATION OF INSTRUMENT 
	To determine the fact and content validity of the instrument, the drafted copy of the questionnaire will be given to the supervisor to read and after necessary correction, the researcher will go to the field if administer the questionnaire.  
3.6	RELIABILITY OF THE INSTRUMENT
	Reliability is crucial aspects of ensuring the quality and trustworthiness of research instruments. Reliability refers to the extent to which the instrument produces stable and consistent results. The pre-testing will involve administering the survey questionnaire to a small sample of residents of Ilorin West Local Government Area in Kwara state, and soliciting their feedback on the clarity, relevance, and appropriateness of the questions. The feedback will be used to revise and refine the survey questionnaire before the main data collection.
3.7	METHOD OF DATA ANALYSIS 
	In analyzing the data gathered for this research work descriptive analysis will be adopted, using frequency count and simple percent. 
3.8	 METHOD OF DATA COLLECTION
The data collected was not an end in itself but it served as a means to an end. The end being the use of the required data to understand the various situations, it is with a view to make valuable recommendations and contributions. To this end, the data collected has to be analysis for any meaningful interpretation to come out with some results. It is for this reason that the following methods were adopted in the research project for the analysis of the data collected. 
For a comprehensive analysis of data collected, emphasis were laid on the use of absolute numbers frequencies of responses and percentages.  Answers to the research questions were provided through the comparison of the percentage of people response to each statement in the questionnaire related to any specified question being considered.
Frequency in this study refers to the arrangement of responses in order of magnitude or occurrence while percentage refers to the arrangements of the responses in order of their proportion. 














CHAPTER FOUR
PRESENTATION AND ANALYSIS OF DATA
4.1 	DATA PRESENTATION AND ANALYSIS 
In this chapter, the result obtained from the field work were analyzed, interpreted and presented using simple statistical techniques such as frequency tables, simple percentages.
TABLE I GENDER DISTRIBUTION OF THE RESPONDENTS
	Options
	Respondents
	Percentages (%)

	Male
	40
	40%

	Female
	60
	60%

	Total
	100
	100%


Sources: Researcher’s Field Survey, 2025
The sample population was made up of 100 respondents and during the administration of the questionnaire to the various respondents all the 100 questionnaires were returned, making the sample size of the population to be 100.
So in the case of the Gender, out of the 100 respondents 40 were male and that is 40%, while 60 were female that is 60%. This made the sample size to be 100 respondents. 
TABLE II: AGE DISTRIBUTION OF THE RESPONDENTS
	Options
	Respondents 
	Percentages (%)

	Below 18
	10
	10%

	18-24
	15
	15%

	25-34
	30
	30%

	35-44
	25
	25%

	45 and above
	20
	20%

	Total
	100
	100%


Sources: Researcher’s Field Survey, 2025
For the age group, below 18 made up 10%, that is 10 respondents, 18 – 24 made up 15%, that is 15 respondents, 25-34 made up 30%, that is 30 respondents, 35-44 made up 25%, that is 25 respondents, and finally 45 and above made up to 20%, that is 20 respondents.  
TABLE III: EDUCATIONAL LEVEL DISTRIBUTION OF THE RESPONDENTS
	Options 
	Respondents
	Percentages (%)

	No Formal Education
	00
	00%

	Primary Education
	15
	15%

	Secondary Education
	35
	35%

	Tertiary Education
	50
	50%

	Total
	100
	100%


Sources: Researcher’s Field Survey, 2025
For the educational level, most of the respondents Tertiary education which made up 50% which is 50 respondents, those who had Secondary education followed with 35% which is 30 respondents out of the sample size, people with Primary Education had 15% making 15 respondents, and 0% with No formal education . 
TABLE IV: OCCUPATION DISTRIBUTION OF THE RESPONDENTS
	Options 
	Respondents
	Percentages (%)

	Student
	10
	10%

	Self Employed
	25
	25%

	Employed (Public sector)
	40
	40%

	Employed (Private sector)
	20
	20%

	Others
	5
	10%

	Total
	100
	100%


Sources: Researcher’s Field Survey, 2025
On occupation, most of the respondents were public sector which made up 40% that is 40 respondents out of the sample, self employed followed with 25%, which is 25 respondents, then Private sector and they made up to 20% which is 20 respondents. students followed and they are had 10%, which are 10 respondents, finally we have the Others which made up 5% that is 5 respondents. 
TABLE V
Question 1: Are you aware of any health communication campaigns in Nigeria aimed at improving public health?
	Options 
	Respondents
	Percentages (%)

	Yes
	80
	80%

	No
	20
	20%

	Total
	100
	100%


Sources: Researcher’s Field Survey, 2025
From the table above, 70 respondents which made up 70% says Yes, while those with No opinion made up 20% which is 20 respondents.
TABLE VI
Question 2: Where did you first learn about these health campaigns?
	Options
	Respondents 
	Percentages (%)

	Television
	30
	30%

	Radio
	35
	35%

	Social media (Facebook, Twitter, etc.)
	20
	20%

	Posters/Billboards
	10
	10%

	Community meetings
	5
	5%

	Total
	100
	100%


Sources: Researcher’s Field Survey, 2025
From the table above 30% which is 30 respondents says Television can be used in achieving a sustainable healthcare, 35% which is 30 respondents says Radio, 20% which is 20 of the respondents says social media, 10% which is 10 of the respondents says Posters/ Billboard while the remaining 5% which made up to 5 respondents says Community meetings. 
TABLE VII
Questions 3: How often do you come across health communication messages in your community or daily life?
	Option 
	Respondents
	Percentages (%)

	Very often
	50
	50%

	Sometimes
	20
	20%

	Rarely 
	25
	25%

	Never
	5
	5%

	Total
	100
	100%


Sources: Researcher’s Field Survey, 2025
50 respondents which made up 50% says Very often they come across health communication messages in your community or daily life, 20 respondents which made up of 20%  are sometimes,25 respondents which made up 25% are Rarely, 5 respondents which made up 5% says never.




TABLE VIII 
Question 4:Do you think the health communication campaigns you are exposed to are clear and easy to understand?
	Options
	Respondents
	Percentages (%)

	Yes
	70
	70

	No
	20
	20

	Sometimes
	10
	10

	Total
	100
	100


Sources: Researcher’s Field Survey, 2025
The 70 respondents which made up 70% says Yes to  the question, 20 respondents which made up 20% answered No to question, while 10% which is 10 respondents answered sometimes to the statement.
TABLE IX
Question 5: Do you find the health messages from campaigns persuasive or motivating?
	Options
	Respondents
	Percentages (%)

	Yes, very persuasive
	30
	30%

	Somewhat persuasive
	45
	45%

	Not persuasive
	15
	15%

	I don’t know
	10
	10%

	Total
	100
	100%


Sources: Researcher’s Field Survey, 2025
30 respondents which made up 30% says yes very persuasive that they do find the health messages from campaigns persuasive or motivating, those who somewhat persuasive made up 45% which is 45 respondents, and Not persuasive made up of 15% which is 15 respondents, while 10 respondents which made up 10% says I don’t know. 
TABLE X
Question 6: Do you think the language used in health communication campaigns is appropriate for your level of understanding?
	Options
	Respondents
	Percentages (%)

	Yes
	70
	70%

	No
	10
	10%

	Sometimes 
	20
	20%

	Total
	100
	100%


Sources: Researcher’s Field Survey, 2025
From the above table, 70 respondents which made up 70% said yes, 10 respondents which made up 10% replied No. While 20% which made up 20 respondents answered Sometimes.
TABLE XI
Question 7: In your opinion, do the visuals (such as images, posters, and videos) used in health campaigns enhance the effectiveness of the message? 
	Options
	Respondents
	Percentages (%)

	Yes
	60
	60%

	Somewhat
	20
	20%

	Not effective at all
	15
	15%

	I don’t know
	5
	5%

	Total
	100
	100%


Sources: Researcher’s Field Survey, 2025
From the table above, we found out that 60% which made up 60 respondents says Yes to the question, 20 respondents which consists of 20% says Somewhat effective, 15 respondents which consists of 15% says Not effective at all, While 5 respondents which made up 5% says I don’t know.
TABLE XII
Question 8: Have you taken any actions as a result of information from a health communication campaign?
	Options
	Respondents
	Percentages (%)

	Yes
	40
	60%

	No
	60
	20%

	Total
	100
	100%


Sources: Researcher’s Field Survey, 2025
From the table above, we found out that 40% which made up 40 respondents says Yes to the question, 60respondents which consists of 60% says No.
TABLE XIII
Question 9: Do you believe that health communication campaigns have contributed to an improvement in public health in your community? 
	Options
	Respondents
	Percentages (%)

	Yes
	60
	60%

	No
	30
	30%

	I’m unsure
	10
	10%

	Total
	100
	100%


Sources: Researcher’s Field Survey, 2025
From the table above, we found out that 60% which made up 60 respondents says Yes to the question, 30 respondents which consists of 30% says No, 10 respondents which consists of 10% says I’m unsure.

TABLE XIV
Question 9: What do you think are the most effective types of health communication campaigns in Nigeria?
	Options
	Respondents
	Percentages (%)

	Television campaigns
	30
	30%

	Radio campaigns
	25
	25%

	Social media campaigns
	20
	20%

	Billboards/ Posters
	10
	10%

	Community outreach programs
	5
	5%

	Others
	10
	10%

	Total
	100
	100%


Sources: Researcher’s Field Survey, 2025
From the table above, we found out that 30% which made up 30 respondents says Television are most effective, 25respondents which consists of 25% says Radio, 20respondents which consists of 20% says Social media, 10 respondents which consists of 10% says Billboards/Posters, 5 respondents which consist of 5% says community outreach, While 10 respondents which made up 10% says others.
TABLE XV
Question 10: Do you think any challenges exist in the implementation of health communication campaigns in Nigeria?
	Options
	Respondents
	Percentages (%)

	Yes
	60
	60%

	No
	30
	30%

	I don’t know
	10
	10%

	Total
	100
	100%


Sources: Researcher’s Field Survey, 2025
From the table above, we found out that 60% which made up 60 respondents says Yes to the question, 30 respondents which consists of 30% says No, 10 respondents which consists of 10% says I don’t know, 
TABLE XVI
Question 11: Language barriers is one of the challenges implementing health communication campaign in Nigeria?
	Options
	Respondents
	Percentages (%)

	Yes
	65
	65%

	No
	30
	30%

	I’m not sure
	15
	15%

	Total
	100
	100%


Sources: Researcher’s Field Survey, 2025
From the table above, we found out that 60% which made up 60 respondents says Yes to the question, 30 respondents which consists of 30% says No, 10 respondents which consists of 10% says I’m unsure.
TABLE XVII
Question 12: Do you think there is enough government or community involvement in spreading health information to the public?
	Options
	Respondents
	Percentages (%)

	Yes
	70
	70%

	No
	20
	20%

	I’m not sure
	10
	10%

	Total
	100
	100%


Sources: Researcher’s Field Survey, 2025
From the table above, we found out that 70% which made up 70 respondents says Yes to the question, 20 respondents which consists of 20% says No, 10 respondents which consists of 10% says I’m unsure, 
TABLE XVIII
Question 13: Would you recommend increasing the use of certain platforms (e.g., social media, television, community outreach) to improve the reach of health communication campaigns?
	Options
	Respondents
	Percentages (%)

	Yes
	70
	70%

	No
	20
	20%

	Maybe
	10
	10%

	Total
	100
	100%


Sources: Researcher’s Field Survey, 2025
From the table above, we found out that 70% which made up 70 respondents says Yes to the question, 20 respondents which consists of 20% says No, 10 respondents which consists of 10% says I’m unsure, 
TABLE XIX
Question 14: Would you recommend increasing the use of certain platforms (e.g., social media, television, community outreach) to improve the reach of health communication campaigns?
	Options
	Respondents
	Percentages (%)

	Yes
	70
	70%

	No
	20
	20%

	Maybe
	10
	10%

	Total
	100
	100%


Sources: Researcher’s Field Survey, 2025
From the table above, we found out that 70% which made up 70 respondents says Yes to the question, 20 respondents which consists of 20% says No, 10 respondents which consists of 10% says I’m unsure.
TABLE XX
Question 15: Did you think health issues need more communication and awareness efforts in Nigeria?
	Options
	Respondents
	Percentages (%)

	Yes
	70
	70%

	No
	20
	20%

	Maybe
	10
	10%

	Total
	100
	100%


Sources: Researcher’s Field Survey, 2025
From the table above, we found out that 70% which made up 70 respondents says Yes to the question, 20 respondents which consists of 20% says No, 10 respondents which consists of 10% says I’m unsure. 
TABLE XXI
Question 16: How does health communication campaign promote public healthcare in Nigeria?
	Options
	Respondents
	Percentages (%)

	Yes
	60
	60%

	No
	35
	35%

	Not sure
	15
	15%

	Total
	100
	100%


Sources: Researcher’s Field Survey, 2025
From the table above, we found out that 60% which made up 60 respondents says Yes to the question, 35 respondents which consists of 35% says No, 15 respondents which consists of 15% says I’m unsure, 
4.2	ANALYSIS OF RESEARCH QUESTIONS
This section typically appears after data collection and results, and it interprets how each research question was addressed by the findings.
Research Question 1:
To what extent are residents of Ilorin exposed to health communication campaigns?
Analysis:
The data indicated a high level of exposure to health communication messages among residents of Ilorin. Respondents reported receiving health messages through multiple channels including radio, television, posters, community outreach, social media, and religious gatherings. Radio emerged as the most common medium, particularly among older adults and those in semi-urban areas, while younger populations preferred digital platforms such as WhatsApp and Facebook.
This level of exposure demonstrates that health campaigns have significant reach in Ilorin, but the frequency and quality of the messages varied across platforms. The study found that campaigns with repeated messages and community involvement had a higher recall rate among residents.


Research Question 2:
How do health communication campaigns influence the health knowledge, attitudes, and behaviors of Ilorin residents?
Analysis:
Findings showed that health communication campaigns significantly improved health knowledge and awareness on issues such as personal hygiene, maternal and child health, disease prevention (e.g., malaria, HIV/AIDS), and COVID-19 protocols. However, there was a gap between knowledge and consistent behavioral change.
While a majority of respondents agreed that health messages improved their understanding of health risks, fewer reported sustained changes in behavior—such as regular handwashing, use of mosquito nets, or going for health screenings. Campaigns that involved interpersonal communication (e.g., community health talks) were more successful in influencing attitudes and practices compared to one-way communication (e.g., billboards).
Research Question 3:
What are the challenges affecting the effectiveness of health communication campaigns in Ilorin?
Analysis:
Several challenges emerged from the study that limit the effectiveness of health campaigns:
· Language barriers: Some campaigns were delivered in English, limiting understanding for non-English speakers.
· Message fatigue: Repetition without variation led to reduced interest.
· Lack of access to healthcare: Even when informed, some residents couldn’t act due to economic constraints or distance to health facilities.
· Low literacy levels: Print materials were ineffective for segments of the population with limited literacy.
· Distrust in government messages: Some respondents expressed skepticism toward government-led health initiatives, particularly during election periods or health crises.
Research Question 4:
What communication channels are most effective in promoting public health in Ilorin?
Analysis:
The analysis revealed that radio, interpersonal communication, and social media were the most effective communication channels. Radio had the widest reach and was preferred for its local language content and accessibility. Interpersonal channels such as town hall meetings, religious leaders, and peer educators were highly trusted and led to better engagement and behavioral response.
Social media was effective among the youth and educated population, especially when messages were visual, interactive, and shared by influencers or known community figures.
The least effective channels included static posters or leaflets without accompanying verbal explanations, especially in low-literacy communities.



4.3	DISCUSSION OF FINDINGS 
	From the findings gather from the respondents it shows how radio can be use in achieving a sustainable health care and also educate and enlighten the people on health matters.
It also examine how health communication campaign promote public healthcare in Nigeria. According to Akinfeleye (1997). Health communication basically could be described as the form of communication disseminated by the mass media for adequate health care delivery. 
	This finding also confirms the theoretical framework,  development media theory used and  is such corroborates the position of Okunna (1999) accepted that media should accept and carryout positive development tasks in line with nationally established policy in health. A health nation is a wealthy nation, this emphasizes the significant position of health in the development of any nation. It takes a health person to work or attend to obligation, duties, assignments, tasks and jobs in every society.
The study revealed that a majority of Ilorin residents had been exposed to health communication campaigns on issues such as personal hygiene, maternal and child health, disease prevention (e.g., malaria, HIV/AIDS), immunization, and COVID-19 protocols. This aligns with earlier studies (e.g., Adewale, 2020; WHO, 2018) which emphasize that access to health information is a critical determinant of public health behavior. The most common sources of information included radio, television, community outreach programs, posters, and social media platforms. Among these, radio emerged as the most widely accessed medium due to its affordability, local language use, and broad reach.
Despite high exposure rates, the depth of understanding and retention of the messages varied. Campaigns that used culturally relevant messages and local dialects tended to be more effective in increasing awareness. This confirms McQuail’s Mass Communication Theory, which suggests that media effectiveness is closely tied to cultural proximity and language relevance.
The study found that health communication campaigns in Ilorin were successful in enhancing public knowledge and shaping attitudes toward health issues. Many respondents reported improved awareness of disease symptoms, preventive measures, and the importance of regular medical check-ups. However, a critical finding was that knowledge did not always translate into behavior change. For example, while respondents understood the importance of using mosquito nets or attending antenatal care, not all consistently practiced these behaviors.
The study highlighted the importance of community involvement in campaign design and delivery. Campaigns that engaged local influencers, used indigenous languages, and reflected local customs were more successful in reaching and influencing target populations. This confirms findings by researchers such as Eze and Okeke (2017), who argue that culturally grounded communication is key to effectiveness in African health promotion efforts.
	Finally, radio media campaigns on health are a very beneficial tool in promoting the health services at national as well as rural level. It is better to stop arguing on the fact that is mass media an effective channel in promoting health since it is obviously a very important tool that reaches a large number of population and delivers a vast amount of knowledge about health issues and health care.






















CHAPTER FIVE
5.0 	  SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	SUMMARY
	Mass media has an important role in helping the communicators of health to increase their reach to the audience where a fact needs to be understood that although such type of directly communicating channels needs a lot of resources, they are able to reach only a few people in the undeveloped areas. A necessary link between the important national health information and the residents of rural areas is provided by the mass media. Radio, television, newspapers and various other forms of mass media are able to persuade a large number of people for adopting new behaviors and create a positive attitude in them towards health care and solutions to the health problems. The mass media not only inform the people about the new spreading diseases but also keeps them updated. The most renowned form of mass media is the audio-visual medium, television, which creates an impact on a large number of people. Television is an important communicating force to deliver health care services’ messages via its programs on health and the advertisements. The advertising of public health services is a powerful tool to present many health services and problems faced by the count. 
5.2 	CONCLUSION
This study critically examined the effectiveness of health communication campaigns in promoting public health in Ilorin, Kwara State. The findings reveal that while these campaigns have achieved notable success in creating awareness and shaping public knowledge on key health issues, their overall impact on sustainable behavioral change remains moderate and uneven across population groups.
Exposure to health messages was found to be high, with radio, interpersonal communication, and social media being the most effective platforms. However, this exposure did not always lead to the desired behavioral changes due to various social, economic, and cultural barriers. Many residents understood health risks and prevention strategies, yet factors such as poverty, limited access to healthcare, language barriers, and lack of trust in institutions often hindered action.
The study concludes that the effectiveness of health communication campaigns in Ilorin is heavily influenced by the approach, content, delivery channel, and level of community involvement. Campaigns that used participatory methods, culturally relevant messages, and trusted local figures achieved stronger outcomes compared to generic, top-down campaigns.
Importantly, the findings underscore that health communication must go beyond information dissemination. For communication to truly transform public health outcomes, it must empower communities, address social determinants of health, and be part of a larger, integrated health system response.
Thus, the study calls for a shift from short-term, awareness-focused campaigns to long-term, community-driven strategies that build trust, support behavior change, and ensure equitable access to healthcare services. In doing so, health communication can become not just a tool for informing the public, but a catalyst for real and lasting health improvement in Ilorin and similar contexts across Nigeria.
Health communication campaigns play a critical role in shaping public health behaviors and improving health outcomes. These campaigns, through strategic dissemination of information, aim to educate and influence individuals to adopt healthier lifestyles. The effectiveness of these campaigns is often dependent on several factors, including the design and delivery of messages, the channels used for communication, and the specific health behaviors targeted. By utilizing theories such as the Health Belief Model, Social Cognitive Theory, and the Theory of Planned Behavior, these campaigns can be tailored to address the psychological and social determinants of health behaviors. This strategic approach ensures that the messages are not only informative but also persuasive and motivating, leading to meaningful behavior changes. One of the key strengths of successful health communication campaigns is their ability to reach a wide audience through various media channels. Mass media, digital  platforms,  and  community-based  approaches  each  have  unique  advantages  that,  when combined, can amplify the campaign's impact. Mass media campaigns can quickly raise awareness on a large scale, while digital platforms allow for interactive and personalized engagement. Community- based initiatives are particularly effective in addressing local health issues and engaging populations that might be underserved by other media. This multi-channel approach ensures that health messages are accessible to diverse audiences, thereby maximizing their reach and effectiveness.
However, despite the proven potential of health communication campaigns, challenges remain in translating awareness into sustained behavior change. Factors such as socioeconomic barriers, cultural beliefs, and misinformation can hinder the effectiveness of these campaigns. Therefore, it is crucial for health communication strategies to be adaptive and responsive to the needs and contexts of their target populations. This involves continuous evaluation and feedback mechanisms to monitor the impact  of  campaigns  and  make  necessary  adjustments.  By  addressing  these  challenges,  health communication campaigns can be more effective in achieving long-term health behavior change. The implications of these findings are significant for public health practice and policy. 
Effective health communication campaigns can lead to improved health outcomes, reduced incidence of preventable diseases, and overall enhancement of public health. Policymakers and public health officials can use these insights to design and implement more effective health communication strategies, allocate resources efficiently, and support evidence-based interventions. Ultimately, the success of these campaigns depends on their ability to engage and empower individuals and communities to take proactive steps towards better health. Through strategic planning, targeted messaging, and continuous evaluation, health communication campaigns can significantly contribute to the promotion of healthy behaviors and the improvement of public health.
5.3 	RECOMMENDATIONS 
Based on the findings, the following recommendations are made:
· Invest in Health Literacy: Beyond awareness, campaigns should aim to build critical thinking and decision-making skills about health, especially in rural and underserved communities.
· Feedback Mechanisms: Establish platforms where residents can give feedback on health campaigns, express concerns, and suggest improvements.
· Enhance Trust Through Transparency: Government and health agencies should be transparent about campaign goals and outcomes to build and maintain public trust.
· Tailor Messages to Specific Demographics: Campaigns should be designed with consideration for age, gender, education level, and occupation. For example, youth-oriented campaigns may benefit from integration with entertainment platforms, while older populations may prefer radio and community meetings.
· Incorporate Behavioral Change Models: Use evidence-based behavior change theories such as the Health Belief Model (HBM), Social Cognitive Theory, and the Theory of Planned Behavior to design and assess communication strategies. This ensures a more structured and psychologically grounded approach to influencing health behaviors.
· Capacity Building for Health Communicators: Train local health educators, media personnel, and community volunteers in communication skills, message framing, and digital literacy. This improves the quality and consistency of health messaging.
· Strengthen Collaboration Across Sectors: Encourage partnerships among government health departments, educational institutions, private sector actors, and non-governmental organizations (NGOs) to pool resources and expertise for broader and more sustainable campaign implementation.
· Leverage Mobile Technology and SMS Campaigns: Utilize mobile phone penetration to send health tips, reminders for immunizations, antenatal care, or outbreak alerts via SMS or voice messages in local languages.
· Establish Health Information Desks in Communities: Create accessible community-based information centers or mobile units that provide up-to-date health information, especially in rural or underserved areas of Ilorin.
· Involve Schools in Health Promotion: Integrate health education into school curricula and involve students in peer-led health promotion campaigns. This fosters early awareness and helps students influence family and community health behaviors.
· Combining mass media, digital media, and community outreach can create a comprehensive campaign that engages a broad audience. 
· Moreover, using interactive digital content, such as social media challenges, quizzes, and mobile apps, can enhance engagement and provide real-time feedback, further reinforcing health messages.
· Policymakers should support the creation of culturally tailored campaigns that address the specific health needs and preferences of diverse populations. This approach involves engaging community leaders and stakeholders in the campaign design process to ensure that messages are culturally appropriate and credible. By fostering culturally sensitive communication, health campaigns can achieve greater acceptance and impact among target populations.
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QUESTIONNAIRE
Department of Mass Communication 
Institute of Information and Communication Technology  
Kwara State Polytechnic, 
Ilorin.

Dear Respondent, 
I am a final year student of the above named Institution carrying out a research on “ASSESSING THE EFFECTIVENESS OF HEALTH COMMUNICATION CAMPAIGN IN PROMOTING PUBLIC HEALTH IN ILORIN METROPOLIS”.
I am very happy to inform you that you are one of the respondents selected for the study. Kindly fill the attached questionnaire accurately and being rest assured that information supplied will be treated confidentially. 
Yours faithfully, 
HND 2 Mass Communication Student
SECTION A
PERSONAL DATA
Please tick (√) where appropriate 
1. Gender: (a) Male (  )  (b) Female ( )
2. Age:  (a) Below 18 (  )  (b) 18-24  (  )  (c) 25-34 (  )  (d) 35-44 (  ) (e) 45 and above (  )
3. Educational Level: (a) No formal Education (  ) (b) Primary education (  ) 
(c) Secondary education (  ) (d)  Tertiary education (  )
4. Occupation: (a) Student (b) Self employed (c) Employed (Public sector) (  ) 
(c) Employed (Private sector) (  ) (d) Others (  ) 
SECTION B:
5. Are you aware of any health communication campaigns in Nigeria aimed at improving public health? (a) Yes (b) No
6. Where did you first learn about these health campaigns? 
(a) Television (  )  (b) Radio (  ) (c) Social media (Facebook, Twitter, etc)                           (d) Posters/Billboards (  ) (e) Community meetings (  )  
(f) Government health workers (  )  (g) Family or friends (  ) (h) Others ( )
7. How often do you come across health communication messages in your community or daily life? (a) Very often (  )  (b) Sometimes (  ) (c) Rarely (  )  (d) Never  (  )
8. Do you think the health communication campaigns you are exposed to are clear and easy to understand? (a) Yes (  )  (b) No (  )  (c) Sometimes  (  )
9. Do you find the health messages from campaigns persuasive or motivating?
(a) Yes, very persuasive  (  )  (b) Somewhat persuasive  (  )  
(c) Not persuasive at all (  )  (d) I don’t know
10. Do you think the language used in health communication campaigns is appropriate for your level of understanding? (a) Yes (  )  (b) No (  )  (c) Sometimes  (  )
11. In your opinion, do the visuals (such as images, posters, and videos) used in health campaigns enhance the effectiveness of the message? 
(a) Yes, they are very effective (  )  (b) Somewhat effective (  )  
(c) Not effective at all  ( )  (d) I don’t know (  )
12. Have you taken any actions as a result of information from a health communication campaign?  (a) Yes (  )  (b) No (  )  
13. Do you believe that health communication campaigns have contributed to an improvement in public health in your community? 
(a) Yes (  )  (b) No (  )  (c) I’m unsure (  )
14.  What do you think are the most effective types of health communication campaigns in Nigeria? (a) Television campaigns (  )  (b) Radio campaigns (  )  (c) Social media campaigns (  ) (d) Billboards/Posters (  )  (e) Community outreach programs (  ) 
(f) Others (  )
15.  Do you think any challenges exist in the implementation of health communication campaigns in Nigeria? (a) Yes (  )  (b) No (  )  (c) I don’t know  (  )
16. Language barriers is one of the challenges implementing health communication campaign in Nigeria? (a) Yes (  )  (b) No (  )  (c) I’m not sure (  )
17. Do you think there is enough government or community involvement in spreading health information to the public?  (a) Yes (  )  (b) No (  )  (c) I’m not sure (  )
18. Would you recommend increasing the use of certain platforms (e.g., social media, television, community outreach) to improve the reach of health communication campaigns? (a) Yes (  )  (b) No (  )  (c) Maybe (  )
19. Did you think health issues need more communication and awareness efforts in Nigeria? (a) Yes (  )  (b) No (  )  (c) Maybe (  )
20. How does health communication campaign promote public healthcare in Nigeria?
(a) Yes (  )  (b) No (  )  (c) Not sure (  )
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