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Abstract: The purpose of this study is to determine the critical function of
public service advertising in raising health awareness among Kanpur residents
and how it is influencing people’s attitudes in the COVID-19 scenario. A total
of 200 Kanpur residents were considered for this study, and data was collected
using seven-point Likert scale questionnaires. This study’s data is gathered
through a convenient sampling procedure. We have one dependent variable
(e.g., public service advertising) and four independent variables (e.g.,
healthcare ad, informativeness, attitude change, source credibility) in this study,
thus it is a multivariate analysis. To arrive at a conclusion, the claimed
relationship between the variables was tested using multiple regression
analysis. Findings of the current study reveal that public service advertising is
one of the most effective forms of advertising for raising public awareness and
influencing people’s attitudes and health behaviours so that the COVID-19
pandemic catastrophe may be properly managed. As a result, many people’s
lives have been saved. Thus, based on the findings of the study, the researchers
suggested that public service advertising be used to spread COVID-19

awareness in order to increase health awareness.
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1 Introduction

The world is a very dynamic place and it is currently confronted with numerous
difficulties in the guise of social and health issues. Coronavirus is the most well-known
pandemic disease in this regard, as it has spread rapidly and has a specific makeup in
India as well. Every country in the world is attempting to deal with this extremely
difficult problem (Brahmi and Sonia, 2013). India is likewise attempting to effectively
combat the pandemic. Since this disease is new to the planet, no one knows how to cope
with it or how to save humanity. In the current situation, the only remedy is to raise
awareness about the disease. The Indian government is also attempting to raise awareness
about this extremely difficult health problem. As a result, public service advertising has
emerged as the most successful technique for raising COVID-19 awareness and saving
the lives of the general public in the country.

COVID-19 emerged lately in Wuhan, China, as a result of growing population and
direct human contact. Coronavirus was first discovered at a seafood market and has since
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infected a number of people all over the world. People all throughout the world were
unaware of the severity of the sickness. In order to raise awareness, the World Health
Organization has taken the initiative and is working with local media outlets to do so.
According to World Health Organization (2020), it is critical to raise awareness in order
to combat an enhanced coronavirus ratio. The international community has taken
numerous steps in this direction, particularly in the areas of mobility and travel.
Furthermore, various healthcare public service advertising programs have begun to
educate people about the pandemic’s transmission and impacts (Wang et al., 2020a).

Coronavirus is a highly dangerous disease, and the media must play a critical role in
raising public awareness through public service advertising (Nooh et al., 2020). In many
parts of the world, new rules geared at maintaining social distance and intended at
expelling this deadly disease from the society, despite the fact that people’s irrational
behaviour is considered as a result of a lack of understanding (Sadati et al., 2020; Vohra
and Soni, 2016). As Wogu (2018) also emphasised the value of media-based healthcare
public service advertising efforts, citing them as a reliable source of information.
According to him, the majority of people, particularly those living in rural areas, are still
uninformed of this health problem and are failing to address it. As a result, public service
advertising campaigns are best suited to alerting them about the need of following the
appropriate healthcare practises in order to preserve their lives and prevent the spread of
this deadly disease (Brahmi and Laadjal, 2015).

After witnessing such a difficult circumstance as a result of COVID-19, (Yang, 2020)
researchers concluded that modern marketing and advertising strategies have a substantial
impact on people’s behaviour (Muhammad et al., 2021)., which has been proven in the
past to be beneficial in a variety of social and health issues. We can infer that interactive
feature advertising allows consumers to acquire useful information about events
occurring across the world from one another. Health communication is recognised as the
most essential part of public service advertising in India, and it is also seen as the most
effective vehicle for disseminating information in society during the COVID-19
lockdown era. By producing, disseminating, and passing along health-related
information, viewpoints, and advances about various health crises impacting Indian
society, the mass means of communication are most successful in delivering health
communication.

In the light of these challenging health issues, Gupta and Sharma (2015) highlighted
the importance of mass media in providing important health information to the general
public, allowing ordinary people to make informed decisions about this deadly pandemic
that is sweeping the globe and taking proper action to protect their lives and health. In
this regard, the function of public service advertising in disseminating information about
COVID-19 in India is very significant. For an effective and rapid global response, media
platforms are playing a critical role in communication between researchers, scientists,
public health experts, and funding agencies (Roy et al., 2020). They also hope to improve
public awareness and healthcare practises by facilitating information transmission and
enhancing knowledge (Gralinski and Menachery, 2020).

For the purpose of their physical and mental health and progress, it is critical to
provide an environment that is conducive to learning. The job of public service
advertising is critical. A source of information for the general public a winning
combination is the use of effective public service advertising in the media. In the
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COVID-19 age, public service advertising can serve to create an environment that fosters
good health and education.

2 Review of literature

2.1 Public service advertising

Public service advertising is one of the most powerful ways to raise awareness and
impact change, and it also serves as a driver for India’s overall economic growth (Kaya,
2007). The use of marketing knowledge, concepts, and tactics to preserve and promote
social purposes in public service advertising allows for a wider scope of social marketing
than that of managerial marketing. The major element in social marketing is the shift
from a managerial to a social orientation, and it is against this backdrop that we see a
need for the concept to be applied by all sorts of organisations, regardless of whether they
work for profit or not. Institutions nowadays adopt an integrated marketing
communication strategy to reach out to their clients. They employ a variety of media,
including television, radio, magazines, newspapers, billboards, and the internet (Lee and
Kotler, 2011).

Today, public service advertising has grown in popularity and is often regarded as
one of the most successful methods for raising social awareness and influencing people’s
attitudes. When designing a social message for effective public service advertising, it is
critical to keep the target audience in mind. The impact of the message is increased much
more when the target group is thoroughly understood. Public service announcements
should have a brief and to-the-point message. These statements might be dramatic, and
they should ideally stand out among all the other commercials (Block, 2009). When
crafting a social message, it is critical to keep the target audience in mind (Crosby and
Bryson, 2005) should be communicated via a public service announcement the effect of
the message given is enhanced by a good understanding of the target population. Public
service announcements should have a brief and to-the-point message (Wood, 2012).
Governments and non-profit organisations are increasingly using a social marketing
approach to facilitate voluntary behaviour change in order to increase society and
individual wellbeing, according to the report (Nicolini et al., 2017).

Paul and Singh (2016) in their study, they found that public service advertisements
with an educational message appeal have a long-lasting effect on people’s minds. Public
service advertisements assist people in properly understanding social and health issues
and encourage them to change their thinking in response to the message. As a result,
public service reports and addresses these issues. The general population pays more
attention to advertisements and responds positively to them. Television, radio,
newspapers, social media, magazines, and other strategic communication vehicles have
all shown to be reliable. The goal of public service commercials is to change people’s
attitudes and behaviours in society as a whole.

2.2 Healthcare advertising

In the midst of COVID-19 pandemic, when people all over the world, including those in
India, are largely unaware of the disease and have no idea how to deal with it, public
service advertising have emerged as a viable option for raising awareness about this
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public health crisis. In this regard, Kim and Diwas (2020) underlined the importance of
these advertising, which have a big impact on changing people’s minds. These kind of
public awareness initiatives are quite effective in achieving the desired results. Previous
studies in this area have also demonstrated a favourable impact on people’s attitudes and
tried to encourage the public to support the essential healthcare procedures. Drugs,
alcohol use, HIV, cancer awareness, Tuberculosis, and other ‘media advertisement
campaigns’ are some of the most prominent examples of public service advertising that
have a beneficial impact on attitudes and cause positive behavioural change (Wakefield
et al., 2010).

In similar fashion (Gordon et al. 2012) impacted the advertisements in conveying
information about the threat of HIV and educating people about all of the preventative
measures was also examined. Lapierre et al. (2017) highlighted the importance and
influence of healthcare public service advertisements, particularly on youngsters and the
younger generation. This trend was particularly evident during the COVID-19 pandemic,
which had a significant impact on young people’s attitudes. According to the findings of
this study, public service advertising has an important role in keeping the general public
informed about preventative measures. It is exceedingly fatal, according to several
studies, especially for the elderly and those with compromised immune systems (Xu et
al., 2020). Coronavirus moved fast from China to other countries, causing widespread
alarm among health professionals and creating a number of challenges. Within three
months of its spread, thousands of cases were reported from various nations, making it a
terrifying pandemic for the entire world (Li et al., 2020). Coronavirus has now become
more dangerous than extreme acute respiratory syndrome (SARS-CoV), according to an
urgent inquiry into its causes (Wang et al., 2020a).

H1 Healthcare advertisements positively enhance the effectiveness of public service
advertisements.

2.3 Informativeness of advertising

Wang et al. (2020a) analysed the effectiveness of healthcare public service advertising in
raising awareness about the COVID-19 pandemic was underlined in their study. We
continue to learn new information about coronavirus on a regular basis. As a result,
arming the public with information regarding the pandemic’s origins, causes, and
preventative actions is a pressing requirement. As a result, public service advertisements
can help promote public knowledge about the coronavirus, which is a fatal respiratory
disease (Nooh et al., 2020).

We have a responsibility as media and marketing researchers to use various
marketing tools and techniques to help raise awareness about serious health issues such
as COVID-19. The use of public service advertising, in particular, will aid in the fight
against coronavirus transmission. Many people are still ignorant of the danger of
COVID-19, so we should utilise these messages to educate the public on how to protect
themselves and prevent the disease from spreading (Debatin et al., 2009; Huh, 2020;
Schiffman and Wisenblit, 2015).

The main goal of public service advertisements is to raise public awareness of
concerns and promote public health. This is because, when the world is faced with a
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significant threat, communication via various media means such as television, radio,
newspapers, and social media is the only method to keep people informed and urge them
to defend themselves (Suresh and Srinivasan, 2008; Mohsen et al., 2014; Munnukka
et al., 2016).

H2 Informativeness positively enhances the effectiveness of public service
advertisements.

2.4 Source credibility of advertising

A person’s faith in the validity of a message communicated in public service advertising
is referred to as credibility. When it comes to facts, credibility is a multifaceted concept
that encourages people to trust communicators. The receiver’s ability to ascribe actuality
and substance to how they are experiencing and acknowledging the message sent to the
general public (Hovland et al., 1953; Eisend, 2006). On the other hand credibility of
information has been viewed and judged on the basis of its relevance (Wang and Soergel,
1998; Sternthal et al., 1978) in their study found that source trustworthiness increases the
credibility of the source of information, which leads to a shift in respondents’ attitudes
(Mansour and Diab, 2016).

As World Health Organization (2020) is working with partner medical health
professionals and countries to assess the necessary medical assistance and provide
training to medical professionals in order to further reduce the spread of coronavirus. At
the same time, the World Health Organization is collaborating with various media
platforms around the world to raise awareness through public service advertisement
(Mohsen and Luigi, 2021). To fight with coronavirus, it has become very critical for
everyone in the world to raise awareness, according to World Health Organization
(2020). The international community, along with India, has given a number of
instructions to this purpose, particularly in the fields of mobility and travel.

As a result, disseminating information regarding the sources, causes, and prevention
measures to the general people is critical. Coronavirus is a life-threatening respiratory
disease that can be transmitted through the media (Nooh et al., 2020). Wogu (2018)
emphasised the significance of media-based healthcare public service advertising and
viewed these efforts as a reliable source of useful information (Tajpour et al., 2021).

H3 There is a positive and significant relation between attitude change and public
service advertisements.

2.5 Attitudinal change

A person acquires these attitudes from several sources. Bagozzi and Yi (1989) found in
their analysis that direct personal experiences, associations with family and peer groups,
neighbourhoods, economic status and occupations, and mass communications as major
and important sources of forming the attitude (Ekta et al., 2017).

In social psychology, however, there has recently been a resurgence of interest in the
link between attitude and behaviour (e.g., Brannon, 1976; Liska, 1975; Schuman and
Johnson, 1976; Fung, 2017). The increasing consensus appears to be that attitude is just
one of several factors that influence behaviour. Yang (2020) discovered that modern
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marketing and public service advertising have a significant impact on people’s behaviour,
which is useful in a variety of ways, particularly when it comes to social and health issues
(Duffett, 2017).

To further affirm this, (Jones, 2012) the researchers investigated the link between
public service advertisements and Generation Y’s capacity to obey the rule. Public
service advertisements, according to the researcher, are intended to benefit the public and
assist them in dealing with any social or healthcare difficulties that may emerge, such as
COVID-19. According to the findings of this issue’s research, healthcare practitioners
and organisations employ comprehensive techniques to support societal behavioural
changes (Mihir and Mohsen Salem, 2022). Also affirmed by O’brien et al. (2020) as
healthcare practitioners are also working very hard with local government to yield the
Public Service campaigns that influence behavioural change, as they said.

In this case, it has been discovered that changing one’s attitude and changing one’s
behaviour share the same goal. According to the preceding discussion, attitudes toward
goals can predict multiple-act criteria. Similarly, if the attitudinal entity’s objective and
intervention aspects are the same as those of the behavioural entity (Tunio et al., 2021),
attitudes toward acts can anticipate single-act requirements (c.f., Ajzen and Fishbein,
1974,) attitude-change tactics are widely used in big mass media projects, the impact of
attitudes on smoking initiation and cessation is essential and school-based interventions
(Bruvold, 1990).

H4 Source credibility positively enhance the effectiveness of public service
advertisements

3 Proposed hypothesis

H1 Healthcare advertisements positively enhance the effectiveness of public service
advertisements.

H2 Informativeness positively enhances the effectiveness of public service
advertisements.

H3 There is a positive and significant relation between Attitude change and public
service advertisements.

H4 Source credibility positively enhance the effectiveness of public service
advertisements.

4 Research methodology

This research begins with a review of the literature in order to better understand the
effectiveness of public service commercials in COVID-19 era in terms of other
significant criteria. Taking all of the characteristics into account, a closed-ended
questionnaire was created to collect relevant data from the target audience. With the
support of professionals, a seven-point Likert scale questionnaire for measuring was
created (Mohsen and Sonia, 2014). On a seven-point Likert scale, responses range from
strongly agree to strongly disagree. The questionnaire was issued to Kanpur City
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residents. The data was collected using a convenience sample method. After receiving
responses from the respondents, necessary revisions to the questionnaire were made, and
the questionnaire’s reliability was tested. Furthermore, the researchers contacted
230 people, but only 200 of them were judged to be suitable for the study. After that,
using multiple regression analysis, analyse the data and reach a conclusion.

4.1 Research gap

We observed a paucity of research on COVID-19 in India, notably in the realm of public
service advertising. The current study aims to overcome this gap by identifying the
numerous aspects of public service advertising that make it more effective in generating
public awareness and educating people about this issue.

5 Analysis

All 200 respondents are included in this study. In Table 1, it is clearly shown that the
mean score of Fac 1, i.e., healthcare advertisements is highest as well as standard
deviation is minimum that means the influence of Fac 1 is highest in all the available
four factors for study. Fac 3, i.e., attitude change is the second important factor in this
study. Fac 4 and Fac 2, i.e., source credibility and informativeness also have a
contributory role in developing towards public service advertising effectiveness with all
above factors.

Table 1 Descriptive statistics
N Minimum Maximum Mean Std. deviation
Fac_1 200 1.89 7.00 4.9222 1.35285
Fact 2 200 1.00 7.00 4.4577 1.73864
Fact 3 200 1.26 7.00 4.8112 1.30637
Fact 4 200 1.00 7.00 4.7164 1.41968
Valid N (listwise) 200

Table 2 Model summery

Model R R square Adjusted R square Std. error of the estimate
1 0.2792 0.560 0.340 12.52263

Note: #Predictors: (Constant), Fact 4, Fact 2, Fac_1, Fact 3.

The value of ‘R’ (coefficient of correlation), i.e., 0.279, shows a good level of prediction
for public service advertising. R square column shows the R2 value (also called the
coefficient of determination), which is the proportion of variance in the dependent
variable that can be explained by the considered independent variables. The value of
R2 = 0.56, which means that the considered independent variable explains 56% of the
variability of the dependent variable. That simply means model is predicting the
significant relation (R2 = 0.56) between dependent and independent variable.
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Table 3 ANOVA

Model Sum of squares df Mean square F Sig.
1 Regression 9,442.652 4 2,360.663 14.380 .002b
Residual 32,011.829 195 164.163
Total 41,454.481 199

Notes: 2Dependent variable: Public service advertising.
bPredictors: (Constant), Fact 4, Fact 2, Fact 1, Fact 3.

The F-ratio in ANOVA, Table 3, checks the overall regression model is a good fit for the
data. Table 4 illustrates that the considered independent variables (statistically
significantly) predict the dependent variable, i.e., Public service advertising, (F' 4,195)
= 14.380, p < 0.05). Therefore, we can conclude that the regression model is a good fit
for the data.

Table 4 Coefficient

Unstandardised Standardised
Model coefficients coefficients ¢ Sig.
B Std. error Beta
1 (Constant) 1.972 3.963 0.702  0.000
Fac_1 (healthcare ad) -.2.020 0.737 -0.191 -2.740  0.007
Fact_2 (informativeness) —0.805 0.545 -0.104 -1.478 0.005
Fact_3 (attitude change) -2.056 0.658 -0.217 -3.125 0.002
Fact 4 (source credibility) — —2.2642 0.641 -0.281 —4.124  0.000

Note: Dependent variable: Public service advertising; (p < 0.05).

5.1 Estimated model coefficient

The general equation of coefficients predicts endorsers credibility from source
attractiveness, trustworthiness, source expertise, similarity. Public service advertising
= 1.972 + (-2.020 * health awareness ad) + (—0.805 * informativeness) + (-2.056
* attitude change) + (-2.2642 * source credibility). This un-standardised coefficient
shows that how much the dependent variable varies with a change in the independent
variable.

5.2 Statistical significance of independent variables concerning endorsers and
its credibility

If we test the independent variables separately, it shows the statistical significance
relationship of each independent variable. If p < 0.05, we could say that the coefficients
are statistically significant. At the same time, if p > 0.05, so we can say that the
coefficient is statistically insignificant. The t-value and p-value are denoted in the ‘t’
column and ‘Sig’ column of Table 4.

Stepwise multiple regressions were adopted to test the hypothesis. Table 4 shows that
the four-independent variable, i.e., source attractiveness, trustworthiness, source expertise
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and similarity are significantly defining the dependent variable, i.e., credibility
(R2=10.56, adjusted R2 = 0.34, F = 14.380, P < 0.05, df = 4).

Based on the above discussion, we can conclude that health awareness advertisement
has a significant impact on increasing the effectiveness of public service advertisement.
The strongest determinant of the in public service advertisements are health awareness
advertisement (beta = —0.191, P < 0.007), informativeness (Beta = —0.217, P < 0.002),
attitude change (beta = —0.281, P < 0.000) and source credibility (beta = —0.104,
P <0.005). Therefore, the result shows that Hypothesis H1, H2, H3 and H4 are accepted.

Through the above discussion, we can draw the inference that all the four independent
variables have a significant impact to increase the effectiveness of the dependent
variable, i.e., public service advertising

6 Managerial implication

The results of the preceding research provide some key insights for marketing experts on
the use of public service advertising at the COVID-19 in the context of social and
health-related issues to raise awareness and modify attitudes about these issues among
respondents in society. Marketers are urged to pay extra attention while building these
campaigns that feature information connected to this topic in order to assure the efficacy
of a public service commercial. People’s attitudes about change are greatly influenced by
the healthcare advertisement, its informativeness, and the source’s legitimacy. As a
result, the effectiveness of public service advertising can be improved by ensuring that
target audiences can easily relate with their real-life problems and begin to adopt the
message for their own benefit. Investment in marketing activities that strengthen people’s
involvement or focusing health awareness advertising campaigns at those respondents
who are already emotionally concerned with these issues related to public service
advertising can boost the effectiveness of public service advertising. However, as the
current study’s findings reveal, public service advertising is one of the most successful
forms of advertising for raising public awareness and changing people’s attitudes and
health behaviours in order to effectively cope with the COVID-19 pandemic crisis. Many
people’s lives have been saved as a result of this.

As far as we know, there is no medication on the market that can cure the COVID-19
condition (Nadia et al., 2021). Scientists are working tirelessly to find a solution to this
issue. Until we have a suitable answer to this problem, public service advertising in the
form of healthcare advertising must play a critical role in raising awareness about this
disease, because accurate information saves many lives. That is also a pressing
requirement.

7 Contribution of the study

To summarise, public service advertising is both fascinating and perplexing. To begin
with, it is used by a diverse range of advertisers for a diverse range of objectives, with a
diverse range of possible outcomes. The current study focuses on the social side of
advertising, with the goals of such advertising ranging from modifying behaviour to
influencing how people think about COVID-19. The study’s goal was to find aspects that
could assist make public service advertising more effective at changing or altering the
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target audience’s behaviour. As a result, the effects of such factors were explored in
depth. The results of these criteria would surely aid in the production and promotion of
public service advertising that has the desired impact on its target audience.

8 Suggestions

Finally, researchers would like to make suggestions like, Different types of creative
advertising messages should be utilised to capture people’s attention, pique their interest,
educate them, and encourage them to alter their minds about positive social change. For
public service advertising to be more effective, the correct target demographic and media
mix must be chosen. To change people’s opinions, various social media and conventional
media should be employed efficiently. To improve the effectiveness of public service
advertising, it is critical to understand the wants and aspirations of the target audience in
order to create more successful social advertising messages by categorising people’s
needs and goals for behavioural change.

9 Limitation

The serious limitation of this research is to complete the work in a limited time frame. In
this research work only, few variables have considered for the study that may not
sufficient to describe public service advertising effectiveness. The use of self-report
questionnaires could be the study’s principal weakness. Despite its utility in determining
the subjective state of mind, disposition, or attitude of responders (Wallbott and Scherer,
1989), the most imperious limitation of this exploration is the generalisability of findings.

10 Scope for future research

Future research should concentrate on looking at the several other aspects that were not
considered in this study. Variable like emotional, rational message appeal (Zhang et al.,
2014; Grigaliunaite and Pileliene, 2016) and fear message appeal (Mostafa, 2020) in
public service advertising to make it more effective, future studies can also consider other
factors like using celebrity endorsers (Aziz et al., 2013; Menon et al., 2001) which can
have a significant role in public service advertising effectiveness.
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