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Summary

Previous studies on the effect of cartoon hardly consider the moderating role of colour. Additionally,
studies on the use of social media for health promotion pay less attention to sustainability of health
behaviour. In this study, we examined the moderating role of colour on the effectiveness of COVID-19
YouTube animated cartoons on health behaviour of social media users in Nigeria. We survey a total
of 470 social media users in Nigeria who reported exposure to YouTube COVID-19 animated cartoons.
It was found that colour significantly predict recall of YouTube animated cartoons on COVID-19. In ad-
dition, the result of the study revealed that colour significantly moderate impact ofCOVID-19 YouTube
animated cartoons on health behaviour of social media users. The result further showed that expo-
sure to COVID-19 YouTube animated cartoons will significantly predict knowledge of the virus. The re-
sult also showed that recall of messages theme in COVID-19 YouTube animated cartoons significantly
predicts health behaviour of social media users. Finally, the result of the study showed that self-
efficacy, task self-efficacy, coping self-efficacy, and outcome expectancy significantly predict health
behaviour sustainability among social media users who are exposed to COVID-19 YouTube animated
cartoon. We highlighted the implications of these results on health promotions.
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INTRODUCTION

into account the contribution of exposure to health mes-
sages on knowledge of health issues. The study equally
The objective of this study was to advance literature on  aimed to ascertain if message recall is linked to health

the role of social media in health promotion and health  behaviour. Finally, health behaviour sustainability was

advocacy by recognizing the moderating role of colour
on the effectiveness of YouTube animated cartoons on
health behaviour. In addition, the current study took

explored with the utilization of social cognitive theory.
Therefore, a model was developed to drive the study
objectives.
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Colour is an important component of visual commu-
nication because of its attention catching ability. Colour
also has the capacity of sustaining the attention of mes-
sage receivers as well as revealing the details of the mes-
sage to the receivers. Artists make use of colour to
emphasize some aspects of messages as well as commu-
nicate desired messages. Within the context of health
promotion, colour has been regarded as essential, espe-
cially in the use of posters to communicate health mes-
sages to the target receivers. Colour equally has the
potential of evoking emotions from people. Lee et al.
(2020) conducted an experiment wherein they set to as-
certain how colour evokes peoples’ emotions based on if
it is an object or light in colour such as blue, yellow, red,
or green. The researcher examined 30 participants and
reported that colour significantly influences people’s
emotions. Their results point to the fact that colour
plays a role in evoking emotions from message receivers.
Yang and Wei (2020) also reported that colour was an
essential feature in visual communication. It is perhaps
in consideration of the critical role of colour that they
carefully considered it in visual arts in areas like televi-
sion broadcasting, arts works, movie production, illus-
trations, as well as cartoons.

Generally, cartoons are considered as a comic way of
presenting serious issues. Cartoons provide an opportu-
nity to communicate messages to the target receivers in
a manner that entertains them, educates them, and in-
form them at the same time. Abraham (2009) notes fur-
ther that through the instrumentality of cartoon, serious
issues of public interest can be framed in ways that assist
the general public to understand the issue better. He
adds that cartoons offer information with an opportu-
nity for people to engage in deep reflection on the issues
contained in the cartoon messages. In the views of
Onakpa (Onakpa 2014), the success or otherwise of car-
toon messages is dependent on how familiar the target
receivers are with the issues communicated. Onakpa
notes further that cartoons have classifications. These
are editorial, the comic strip, and animated cartoons.
The focus of the current study was on animated cartoons
which Onuora et al. (2020) described as dramatized
cartoons.

According to Onuora et al. (2020), animated car-
toons can be defined as moveable images that make ef-
fort to communicate information regarding an issue of
public interest. They add that the dichotomy between
animated cartoons and other forms of cartoons is
largely because while the former are fleeting, the latter
are still. Michelsen (2009) says that animated cartoons
are mostly associated with lively and usually humor-

ous images. Oyero and Oyesomi (2014, p. 94)

conceptualize animated cartoons as movies that are
filmed with the utilization of sequence of drawings
which slightly differ in manners that make them ap-
pear as though they are moving. Hitherto, animated
cartoons are mainly communicated through television.
However, there appears to be a change because of the
emergence of YouTube, which is a social media
platform.

The YouTube has been found as a viable venue for
animated cartoons. Animated cartoons focusing on dif-
ferent messages are usually communicated to social me-
dia users through YouTube. Such messages cover areas
like politics, education, marketing, health, among
others. However, in the current study, attention was
paid to health, and in particular, Coronavirus disease
(COVID-19). This is because since the outbreak of
COVID-19 in December, 2019, YouTube has been used
to communicate meaning related to the virus to social
media users. These animated cartoons come in different
colours and languages such as English, Hausa, Igbo, and
Yoruba. In this study, we examined how cartoon colour
moderate the effectiveness of such messages on health
behaviour as related to COVID-19 using a sample in
Nigeria.

COVID-19 in perspective

COVID-19 was first reported in a city called Wuhan,
the Republic of China in December 2019. At first, it was
regarded as a Chinese problem and as such, no one
imagined that the virus had the propensity to spread
across the world and bring economic and political activ-
ities to a standstill. Gever and Ezeah (2020) note that
from the small city of Wuhan, the virus spilled over to
other areas of the country and started spreading to other
countries of the world to a level that borders of coun-
tries were shut down. In worst cases, inter-city move-
ments among countries were restricted, schools were
shutdown, places of worship were also affected, and
public gatherings were discouraged. Peoples’ lives and
livelihood have been greatly affected by COVID-19.

The most disturbing aspect of the virus is that it cur-
rently has no known cure; thus making prevention one
of the most reliable ways of combating it. The virus is
deadly because it has the potential of killing those who
contract it. According to Wu et al. (2020), COVID-19
has a low to moderate (estimated 2-5%) mortality rate
while contracting the virus may occur as a result of con-
tacts with infected persons. For example, when a droplet
from an infected person is inhaled, it can transmit the vi-
rus to another. In addition, an infected person can infect
an object and other unsuspecting persons who come in
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contact with such an object can as well get infected.
Scholars (Ale, 2020; Melugbo et al., 2020; Odii et al.,
2020) agree that COVID-19 has resulted to significant
changes in human activities with varying degrees of
impact.

Since the outbreak of the virus in December last year,
many people have lost their lives while cases have con-
tinued to increase across the world. For example, the
World Health Organization (WHO, 2020a) says that as
at July 28, 2020, a total of 16 341 920 cases have been
confirmed globally, while 650 805 casualties have been
recorded for the virus. In Nigeria, a total of 41 180 cases
have been confirmed as at July 28, 2020, with 860
deaths. These figures imply that the number of casualties
has continued to grow and appropriate health behaviour
is the only way forward because of lack of a definite
cure for the virus. The recommended health behaviour
by WHO are: regular hand washing, use of alcohol-
based hand sanitizers, avoiding public gathering, prac-
tising physical distancing, use of facemask, avoiding
handshake, among others. These preventive health be-
haviour have been identified as crucial for the success of
the fight against the spread of the virus. It is on this note
that different communication approaches have been
adopted with a view to making sure that the masses
have accurate and up to date information that will assist
in preventing and contracting the
Consequently, different communication platforms have

them virus.
been used to communicate information on the virus to
the general public. The social media such as YouTube
has also featured feasibly in these efforts to combat
COVID-19.

The effect of animated cartoons and the power of
colour

Behaviour change is one of the aims of communication.
To effectively change behaviour through communica-
tion, different message elements are utilized. The effect
of cartoons has been examined in literature. Maranzana
(2014) did a study to determine the impact of using ani-
mated cartoons through drawings to assist learning, and
also to help the learners improve on their learning. The
study was carried out by exposing the participants to
episodes of animated cartoon in the classroom by first
removing captions and eventually including captions.
Maranzana subsequently requested the participants in
the study to take note of the words that they did not
know and make efforts to assume their meaning from
the context. Maranzana then requested the participants
to provide information regarding their experiences. The
outcome of the study showed that animated cartoons

were effective in supporting students’ learning efforts.
Rai et al. (2016) utilized an observational approach to
ascertain the effect of animated cartoons on children
aged 5-15 and found that 33% of children who are ex-
posed to cartoons revealed an increase in their violent
behaviour. They also reported that cartoons were effec-
tive in attracting and sustaining the attention of the sam-
ple examined. James et al. (2012) carried out a quasi
experimental study to determine the effectiveness of ani-
mated cartoons on children who were within the ages of
3 to 6years and were going through venipuncture to
know how effective animated cartoons can be as a dis-
traction strategy to reduce the perception of pain. The
researcher reported that animated cartoons were effec-
tive as a distraction strategy to relieve children from
pains. Although these researchers have reported that,
cartoons are effective in behaviour change, they paid
less attention to the moderating role of colour. Marcus
et al. (2011) conducted a study to determine the effect of
visuals on warning health information and reported that
the visual attention of the sample was more towards
health warnings than to brand information on plain
packs versus branded packs. The only aspect that was
not examined by the study of Marcus et al., was the
moderating role of colour in determining the visual at-
tention of the study sample.

In visual communication, colour is one of the impor-
tant elements that is considered with the hope that be-
haviour change will be achieved. Brown et al. (2013)
hold the view that colour is as important in visual com-
munication as the storyline itself. The implication of the
view of Brown is that in making decisions regarding a
storyline that will best assist in behaviour change, there
is the need to also look at the colour combination.
Kuhbandner and Pekrun (2013) corroborate that colour
is known to have effect on people in manners which can-
not be too obvious and as such, colour combination is
essential in visual communication. Researchers (Aslam,
2006; Cheng et al., 2009) report that marketers recog-
nize the power of colour in visual communication, hence
they utilize it in their online marketing to increase sales.
Berens (2014) reveals that the perception which people
have about colour, its combinations, as well as colour
memory are not universal among people, rather, they
are determined largely by the language people speak,
their cultural values and orientation, as well as their en-
vironment and gender. Berens further did a study to as-
certain the effect of colour and found out that colour
has a significant effect on peoples’ emotions, influences
their behaviour, as well as how they feel. Berens particu-
larly reported that colours that are bright, saturated,
and of long wavelength are likely to be more stimulating
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and arousing than less saturated, darker, and shorter
wavelengths of light. Guéguen and Jacob (2014) exam-
ined how colour impact on the looks of workers in the
hospitality industry and reported that colour signifi-
cantly impact on the beauty of waitresses, with wait-
resses who dress in red looking more beautiful than their
counterparts who dress in other colours. Based on their
result, the researchers concluded that colour signifi-
cantly impact on the beauty of workers in hotels. Bagchi
and Cheema (2013) examined the effect of background
colour and the willingness to pay during auctions and
negotiations. The researchers collected data online and
reported that background colour plays an essential role
in influencing the behaviour of people. Although these
studies have provided evidence on the effect of colour,
the researchers did not conduct studies within the con-
text of health promotion. The current study extends lit-
erature in this direction by examining how colour of
cartoons moderate the effect of COVID-19 animated
cartoons on social media users. Based on the above stud-
ies, the researchers hypothesized:

H1: Colour will significantly predict recall of YouTube
animated cartoons on COVID-19.

H2: Colour will significantly moderate impact of
COVID-19 YouTube animated cartoons on health be-
haviour of social media users.

Social media and health promotion

It will not be too hasty to assert that we are now in a so-
cial media dominated era. This is largely because of the
fundamental roles that social media platforms are now
playing in our lives. In addition to changing the way
people interact, social media platforms have also made
communication affordable and available to everyone.
Message options have equally been widened as a result
of social media. For example, message elements can now
include text, video, illustrations, voice, and picture
among others. These elements can as well be combined.
Animated cartoons are good examples of current diver-
sity in message elements. Social media can be defined as
Internet-based communication platforms that are based
on the ideology of web 2.0. Such Internet-based media
allow for instantaneous exchange of information in a
manner that allows persons involved to serve as sender
and receiver at the same time. Researchers (Ugwuanyi
et al., 2019; Wogu et al., 2019; Gever & Okoro, 2020)
are in consensus that social media platforms are evident
of advancement in technology. Examples of social media
WhatsApp,
YouTube, among others. There is growing acceptance of

platforms include: Facebook, Twitter,

social media as their usage has continued to grow glob-
ally. Figures put together by Smart Insight (Smart
Insight 2019) revealed that as at 2019, the total number
of Internet users reached 4.388 billion people. This fig-
ure suggests an increase of 9.1% year-on-year. The data
further showed that the global statistics of social media
users was 3.484, implying an increase of 9% year-on-
year. In addition, the number of mobile phone users
went up by 2% as the number reached 5.112 billion.
The situation is the same in Nigeria because the number
of social media users has continued to increase. For ex-
ample, as at 2019, a total of 24 million Nigerians have
access to social media accounts. Nigerians also spend an
average time of 3 hours, 17 minutes on social media.
This duration is higher than the global average of
3 hours, 14 minutes (Pulse, 2019). The social media plat-
forms have been found useful in health promotion in the
areas of awareness creation, health education, and be-
haviour change. Ziihlke and Engel (2013) aver that
awareness is an essential strategy in public health educa-
tion, and control. Seymour (2018) holds the view that
awareness is critical for health promotion. Lyson et al.
(2019) investigated the utilization of social media plat-
forms as channels to create awareness and reported that
social media platforms are important for health aware-
ness creation.

In addition to awareness, social media platforms also
have been found useful for education efforts. This is be-
cause through the instrument of social media, people
will gain knowledge about the symptoms of diseases, the
causes, treatments, as well as preventive measures.
Gough et al. (2017) conducted a study and reported that
social media use results to improvements in knowledge
of health issues. From the discussion above, evidence
point to the fact that social media results to improved
awareness and knowledge of health issues. However, the
issues of exposure and recall were not substantially con-
sidered and linked to awareness and knowledge. This is
because when social media users are exposed to health
messages and they recall it, it is likely to result to higher
level of knowledge of the health issue. Consequently, the
researchers hypothesized:

H3: Exposure to COVID-19 YouTube animated car-
toons will significantly predict knowledge of the virus.

Health behaviour in the social media era

Change in behaviour is one of the driving forces for
health promotions. Each time there is a health promo-
tion effort, it is premise on the fact that people need to

adapt to certain health behaviour as preventive
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measures. Health behaviour can be broadly classified
into two namely: positive health behaviour and negative
health behaviour. Within the context of health promo-
tion, behaviour that exposes a person to the risk of con-
tracting disease and is at variance with healthy living is
called negative health behaviour. On the other hand, be-
haviour that makes a person less vulnerable to contract-
ing disease is called positive health behaviour. Conner
(2002) corroborates that in explaining health behaviour,
it is helpful to offer a dichotomy between health enhanc-
ing behaviour and health impairing behaviour. Conner
says that health enhancing behaviour promotes safety of
those who engaged in it whereas health impairing be-
haviour has negative consequences on health or exposes
individuals to disease. In this study, attention was paid
to health enhancing behaviour like: regular hand wash-
ing, use of face mask, use of alcohol-based hand sani-
tizers, physical distancing, among others. WHO (2020b)
notes that appropriate health behaviour is one of the
surest ways of ending the carnage of COVID-19 glob-
ally. Laranjo ez al. (2015) conducted a study with a view
to understanding how social media influences health be-
haviour. Their results point to the fact that social media
interventions are significantly associated with change in
health behaviour. Ikpi and Undelikwo (2019) did a
study to ascertain if social media utilization is linked to
health behaviour using a student sample in Nigeria.
Their result revealed that social media utilization is sig-
nificantly correlated with health behaviour. One aspect
which has rarely been considered by previous research-
ers is that of recall. When social media users are exposed
to health messages, they need to recall the contents so
that they will be able to modify their health behaviour.
Based on this assumption, the researchers hypothesized:

H4: Recall of messages theme in COVID-19 YouTube
animated cartoons significantly predicts health behav-
iour of social media users.

Theoretical framework
The theoretical framework that was used in this study
was social cognitive theory. The theory was suggested
by Bandura (Bandura 1986). The fundamental assump-
tion of the theory is that people adopt new bahviour bet-
ter when they observe others demonstrate it. Animated
cartoons on COVID-19 usually demonstrate the desired
health behaviour for social media users to learn through
observation. This is unlike other health messages like
written texts of still pictures. Bandura (2001) notes that
SCT is appropriate for examining health behaviour; this
is because of the interactions between individual, their
environment, and behaviour, with a corresponding im-
plication on healthy living. The interaction that occurs
between the people, their environment and behaviour is
illustrated below:

Figure 1 below explains the interaction among the
components of social cognitive theory.

The theory has some construct which assist in
explaining its assumptions. Among these constructs are:
self-efficacy, which describes the belief that a person has
concerning his or her ability to effectively carry out a
particular behaviour and get the needed results.
Shamizadeh et al. (2019) avers that self-efficacy is an es-
sential requirement for behaviour modification. The the-
ory equally has task as another fundamental construct.
It describes the confidence that a person has to carry out
an action. Other constructs of the theory include: plan-
ning, coping self-efficacy, goal setting, and outcome ex-
pectancy. On the other hand, coping self-efficacy is the
confidence that a person has when executing a task un-
der a challenging circumstance. Goal setting is the de-
sired outcome and it helps to improve self-regulation,
which has an impact on self-efficacy. In addition, out-
come expectancy describes beliefs that are linked to a
certain behaviour which results to definite outcome
(Bandura, 1991, 1998; Young et al., 2014). Although

Personal factors

Behaviour

Fig. 1: Interaction among the dynamics of the theory.

Environmental Influences
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Fig. 2: Study model.

health behaviour, researchers hardly consider this theory
within the context of health behaviour sustainability. In
the current study, we filled this gap as we hypothesized:

HS: Self-efficacy, task self-efficacy, coping self-efficacy,
goal setting, and outcome expectancy will significantly
predict health behaviour sustainability among social me-
dia users who are exposed to COVID-19 YouTube ani-
mated cartoon.

The four hypotheses in this study are presented in a
model as illustrated below:

Figure 2 above presents the study model. It was
hypothesized that: cartoon colour will significantly predict
recall of YouTube animated cartoons on COVID-19;
cartoon colour will significantly moderate impact of
COVID-19 YouTube animated cartoons on health
behaviour of social media users; exposure to COVID-19
YouTube animated cartoons will significantly predict
awareness and knowledge of the virus; recall of messages
theme in COVID-19 YouTube animated cartoons signifi-
cantly predict health behaviour of social media users and fi-
nally, self-efficacy, task self-efficacy, coping self-efficacy,
goal setting, and outcome expectancy will significantly pre-
dict health behaviour sustainability among social media
users who are exposed to COVID-19 YouTube animated
cartoon.

MATERIALS AND METHOD

To conduct this study, the researchers made use of sur-
vey research design to be able to explain and describe
the moderating role of colour on the impact of COVID-
19 YouTube animated cartoons on health behaviour of
social media users in Nigeria. All the social media users
in Nigeria constituted the population for the study.

Nigeria currently has a total of 24 million social media
users (Pulse, 2019). The researchers did a priori power
analysis to determine the sample size that was sufficient
for the study. We utilized G*power program (Faul et al.,
2007) and the parameters were power (1—f) at 0.90,
0.30 effect size f, and 0=0.05. The outcome of the priori
power analysis showed that 470 sample of social media
users were needed to measure statistical differences at
0.05. This means that the sample size for the study was
470. We utilized respondent-driven sampling (RDS)
chain referrals [see (Heckathorn, 2002; Johnston et al.,
2008)] to select a sample for the study. Usually, RDS
begins by sampling initial participants known as ‘seeds’.
The researchers selected the seeds through Facebook
announcements that were pasted on the Facebook pages
of all the researchers. Interested persons were told to
contact any of the researchers through personal mes-
sages for participation. The ‘seeds’ are required to have
characteristics of interest. Social media users were the
seeds for the study. The initial seeds further recruited
persons from their existing network for participation in
the study. This process continued until the needed num-
ber of participants was sampled. The instrument for
data collection in this study was the questionnaire which
was developed by the researchers. There was an intro-
ductory question on the questionnaire that sought to as-
certain if respondents were exposed to YouTube
animated cartoons on COVID-19 or not. Only respond-
ents who indicated ‘yes’ were able to proceed to fill the
questionnaire. The response format for the question-
naire was a combination of multiple option and four-
point likert scale. The researchers collected data for the
study using a time frame of two weeks. A total of three
experts were contacted to validate the questionnaire.
The views of the experts were used to prepare a final
draft of the questionnaire. Concerning reliability, the
researchers made use of test re-test approach using two
weeks interval. The correlation coefficient was 0.89,
suggesting that the instrument was reliable. The
researchers made use of descriptive statistics like simple
percentages and mean to analyse the result for the study.
In addition, inferential statistics like multiple regression
analysis and multiple hierarchical regressions were used
to test the hypotheses for the study. All the analysis was
carried out with the utilization of SPSS version 22.
Tables were used to present the results.

RESULTS

The chain referral sampling yielded the required sample
size of 470 social media users who equally said that they
exposed to COVID-19 YouTube

were animated
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cartoons. There was no significantly statistical difference
among the age (p>0.05), education (p>0.05), gender
(p>0.05), and years of experience (p >0.05) with social
media. The result of the study is presented in accordance
with the hypotheses of the study as shown below:

H1: Colour will significantly predict recall of YouTube
animated cartoons messages on COVID-19.

In Table 1 below, the researcher examined colour as
a predictor of recall of COVID-19 YouTube animated
cartoon messages. It was found that while bright, satu-
rated, and long wavelength colours are likely to enhance
recall, less saturated, darker, and shorter wavelengths of
light are less likely to enhance recall. The first assump-
tion was supported and the researchers concluded with
95% confidence that cartoon colour play a significant
role in enhancing message recall among social media
users in Nigeria.

H2: Colour will significantly moderate impact of
COVID-19 YouTube animated cartoons on health be-
haviour of social media users.

In Table 2 below, a hierarchical multiple regression
model was computed to ascertain the capacity of
COVID-19 YouTube animated cartoons to predict
health behaviour of social media users. Therefore, we
first entered exposure to COVID-19 YouTube animated
cartoons and this accounted for 9% variance in health
berhaviour of the respondents. After adding colour at
step 2, the total variance explained by the model as a
whole was 73%, F (2,421)=13 473, p < 0.001.
Therefore, we conclude that colour significantly moder-
ate the impact of COVID-19 YouTube animated car-
toons on health behaviour like regular hand washing,
use of alcohol-based hand sanitizers, use of face mask,
physical distancing, and avoiding handshake. The sec-
ond assumption was also supported.

H3: Exposure to COVID-19 YouTube animated car-
toons will significantly predict knowledge of the virus.

In Table 3 below, a multiple regression was con-
ducted to ascertain if exposure to COVID-19 YouTube
animated cartoons significantly predict knowledge of

Table 1: Regression analysis of colour as predictors of recall of COVID-19 YouTube animated cartoons

Colour Constant p value R? F-value p-value
Bright colour 3.121 0.513 0.407 12.2039 0.002%*
Saturated colour 0.509 0.001%*
long wavelength colour 0.403 0.002%*
less saturated 0.201 0.123*
Darker colour 0.108 0.203*
Short wavelength colour 0.128 0.432%

Note: **Significant; *insignificant.

Table 2: Hierarchical regression analysis of the moderating effect of colour on the influence of COVID-19 YouTube

animated cartoons on health behaviour

Socialmedia use R? R? change F-value Fchange p-value
Model 1 0.091 0.73 2,421 2,421 0.001
Model 2 0.578 0.539 8,719 13473 0.001

Table 3: Regression analysis of exposure to COVID-19 YouTube animated cartoons as predictors of knowledge of the

virus

Exposure Constant p-value R? F-value p-value
Irregular 4.421 0.242 0.574 12.442 0.122
1-3 times weekly 0.193 0.002
Daily 0.702 0.001
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the virus. It was found that the analysis yielded an over-
all p-value of 0.001 with R. Square value of 0.574. This
means that our model explains 57% variance in predict-
ing knowledge of COVID-19 as a result of exposure to
YouTube animated cartoons. We further found that ir-
regular exposure did not contribute in predicting
knowledge of the virus such as: how it is contracted,
ways of preventing it, as well as its symptoms.
Furthermore, it was found that daily exposure contrib-
uted more (p=0.702) in predicting knowledge of the vi-
The result of the study supports the third
assumption of the study.

rus.

H4: Recall of messages theme in COVID-19 YouTube
animated cartoons significantly predicts health behav-
iour of social media users.

The objective of Table 4 below was to determine if
three levels of message recall predict health behaviour of
social media users who are exposed to COVID-19
YouTube animated cartoons. The outcome of the analy-
sis yielded p-value of 0.001 with R. Square value of
0.524, an indication that the model explains 52% vari-
ance in predicting health behaviour of the respondents
as a result of recall of COVID-19 YouTube animated
cartoons. However, low recall did not significantly con-
tribute to change in health behaviour whereas high re-
call was found to have contributed more (=0.801) in
predicting knowledge of the virus. The result of the
study supports the fourth assumption of the study.

HS: Self-efficacy, task self-efficacy, coping self-efficacy,
goal setting, and outcome expectancy will significantly

predict health behaviour sustainability among social me-
dia users who are exposed to COVID-19 YouTube ani-
mated cartoon.

Table 5 below examined self-efficacy, task self-
efficacy, coping self-efficacy, goal setting, and outcome
expectancy as predictors of health behaviour sustainabil-
ity among social media users who are exposed to
COVID-19 YouTube animated cartoon. It was found
that apart from goal setting, all the other predictors ex-
amined were found to significantly predict health behav-
iour sustainability. Further analysis point to the fact
that coping self-efficacy (B=0.803) had the highest
beta value, an indication that it contributes more in
health behaviour sustainability vis-a-vis COVID-19.
The last assumption was partly supported as goal
setting did not significantly predict health behaviour
sustainability.

Discussion of findings

In this study, we examined the moderating role of colour
in a model that explains the impact of COVID-19
YouTube animated cartoons on health behaviour of so-
cial media users in Nigeria. Specifically, we hypothe-
sized that colour will significantly predict recall of
YouTube animated cartoons on COVID-19. This as-
sumption was supported and we found that bright and
saturated colours with long wavelength are better in en-
hancing recall of YouTube animated cartoons than
darker, dull, and short wavelength colours. It was also
found that colour significantly moderates the impact of
COVID-19 YouTube animated cartoons on health

Table 4: Regression analysis of recall of COVID-19 YouTube animated cartoons as predictors of health behaviour

Exposure Constant B value R? F-value p-value
Low recall 3.223 0.291 0.524 13.142 0.120
Moderate recall 0.191 0.002
High recall 0.801 0.001

Table 5: Regression analysis of self-efficacy, task self-efficacy, coping self-efficacy, goal setting, and outcome expectancy
as predictors of health behaviour sustainability of social media users who are exposed to COVID-19 YouTube animated

cartoon

Colour Constant B value R? F-value p-value
Self-efficacy 3.920 0.509 0.415 14.223 0.001%*
Task self-efficacy 0.521 0.001**
Coping self-efficacy 0.803 0.002%**
Goal setting 0.201 0.113*

Outcome expectancy 0.401 0.003*

Note: **Significant; *insignificant.
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behaviour of social media users. This aspect of the find-
ing has extended the study of Berens (2014); Guéguen
and Jacob (2014); Bagchi and Cheema (2013);
Maranzana (2014); Rai et al. (2016) who examined the
impact of colour on perception without paying attention
to health messages. This addition is important because it
has offered fresh information that will shape future
debates on the impact of colour in visual communica-
tion. Additionally, the current study examined the role
of colour within the context of animated cartoons. This
is an aspect that has not been sufficiently examined by
previous researchers (Abraham, 2009; Onakpa, 2014;
Onuora et al., 2020) that examined the impact of car-
toons on behaviour change. In this direction, the current
study has also extended argument on the impact of car-
toons by also looking at how cartoon elements like col-
our plays a role on its effectiveness.

In addition,it washypothesized that exposure to
COVID-19 YouTube animated cartoons will signifi-
cantly predict knowledge of the virus. The result of the
current study supported that assumption. This means
that the more people are exposed to animated cartoons
such as daily, the more the likelihood that they will have
sufficient knowledge about the virus. In addition, we
found that recall of messages theme in COVID-19
YouTube animated cartoons significantly predict health
behaviour of social media users. The areas (exposure
and recall) have not sufficiently been investigated by
other researchers (Ugwuanyi et al., 2019; Wogu et al.,
2019; Gever & Okoro, 2020) who investigated the im-
pact of social media on behaviour. Such an omission
may not offer sufficient guide on how to utilize social
media for behaviour change communication. Even stud-
ies (Gough et al., 2017; Lyson et al., 2019) that exam-
ined the use of social media for health campaign,
sufficient attention was not paid to the issue of exposure
and recall.

Finally, the result of the current study showed that
self-efficacy, task self-efficacy, coping self-efficacy and
outcome expectancy significantly predict health behav-
iour sustainability among social media users who are ex-
posed to COVID-19 YouTube animated cartoon.
However, goal setting did not significantly predict
health behaviour sustainability. The outcome of the cur-
rent study has extended previous studies by researchers
that have examined health behaviour (Conner, 2002;
Laranjo et al., 2014; Tkpi and Undelikwo, 2019) without
looking at the sustenance of the behaviour. It is one
thing to engage in a behaviour, it is another thing to sus-
tain that behaviour. This is an aspect that has rarely
been investigated even by researchers (Bandura, 1991,
1998; Young et al., 2014; Shamizadeh et al., 2019) that

examined the social cognitive theory to investigate
health behaviour. Therefore, this study has provided a
fresh perspective to the social cognitive theory by show-
ing that its constructs can be utilized to examine health
behaviour sustainability.

CONCLUSION

Our conclusion in this study is that colour plays a signif-
icant moderating role on the effectiveness of animated
cartoons on the health behaviour of social media users
in Nigeria. It is also our conclusion that colour enhances
message recall while recall also plays a role on message
effectiveness. Additionally, it is concluded that exposure
predict knowledge while self-efficacy, task self-efficacy,
coping self-efficacy, goal setting, and outcome expec-
tancy will significantly predict health behaviour sustain-
ability among social media users who are exposed to
COVID-19 YouTube animated cartoon. This study has
made contribution to literature as well as theory, and
practice. In the area of literature, the current study has
extended previous studies in three areas. First, it has pro-
vided information on the moderating role of colour on
the effectiveness of animated cartoons. In the second
place, it has provided information on the important role
of colour on message recall, and lastly, it has shown pre-
dictors of health behaviour sustainability. Concerning
theory, the current study has shown how constructs
from social cognitive theory can be used to explain
health behaviour sustainability. This is an aspect that
has not been examined, especially from the perspective
of developing countries. The result also has implications
on health education practice by showing how new me-
dia and elements of visual communication can be com-
bined during public health emergency.

Implications on health promotion
The result of this study has four broad implications on
health promotion in the following ways:

1. First, it means that health promotions experts can
creatively deploy animated cartoons during public
health emergencies with a view to educating the
masses on the health issues.

2. Social media in general and YouTube are effective
platforms for health promotions.

3. The result equally makes a strong case for the use of
bright, saturated and long wavelength colours in
health promotions regarding public health issues.

4. Construct from social cognitive theory can offer a re-
liable way of ensuring sustainability in health
behaviour.
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Limitation/suggestion for further study

Despite the above contributions, the current study has
is that the
researchers made use of survey. Therefore, the impact of

some limitations. The first limitation

colour and health behaviour was based on the reported
views of the respondents. Another limitation of the
study is the use of only one social media platform. There
may be a need to also examine other social media plat-
forms such as Facebook, Twitter, Instagram, and
WhatsApp for better understanding. In addition, the
current study did not provide information on how col-
our was differentiated form other visual artifacts.
Therefore, the researchers recommend that further stud-
ies should address these limitations.
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