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ABSTRACT 

This paper is a review on existing studies in area of incidence, knowledge and 

adoption of cervical cancer prevention messages. In the course of critical 

review, studies show that cancer in most cases lead to death and the second 

most frequent malignancy is cervical cancer which is associated with women of 

child bearing age. The developed countries are treating cervical cancer via 

technology, medical and clinical care and getting concrete result but not the 

case with developing country like Nigeria. Media sensitization is key as a 

solution to address lack of awareness and effective prevention methods, late 

detection and paucity of treatment programmes which are notable problems 

encountered in the developing world. This study adopts library research method 

with the aid of secondary data sourced from relevant Journal, Conference 

proceedings, Textbooks, and National dailies to mention few. The paper 

concluded that health communication is desirable; because understanding of 

cervical cancer risk factors, infection as well as the possible result of late 

discovery and treatment is generally low among Nigerian women. Suggestively, 

mass media should be properly harnessed persuasively; for health campaign 

and promotion to create positive behavioral change among women. This will 

thereby curb the death threatening cervical cancer at its alarming rate. 
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INTRODUCTION 

Cancer is one of the most serious challenges of public health facing humanity 

in the 21st century and in all nations of the world. Cervical cancer starts in the 

cervix, which is the bottom section of the uterus that joins the vaginal canal. 
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Human Papillomavirus is the main cause of this disorder (HPV), this virus is 

commonly transmitted through sexual contact. WHO (2018) defined cancer as 

a a broad name encompassing a wide range of diseases which possess a potential 

of affecting any part of the human body. WHO (2018) estimated cancer to be 

the leading cause of death nationwide, in 2018, 9.6 million people was recorded 

to have died as a result of cancer. Its adverse effect and uncontrollable growth 

is predominant in the developing and poor countries, where cancer prevention, 

diagnosis, and treatment resources are scarce or not even available (Ferlay, 

Soerjomataram, Ervik, Dikshit, Eser & Mathers, 2012). This calls for attention 

as regards issues relating to cancer as there becomes a need to create awareness 

and as well look for possible cure or treatment.  

Cervical cancer has been identified as the It is the most prevalent cancer among 

women affecting more women compared to than any other cancer (WHO, 

2014). Adetifa and Ojikutu (2009) note that “in Nigeria, between 1960 and 

1980, cervical cancer had 19.9% prevalence while breast cancer had 11.2%; but 

between 1981 and 1995, breast cancer had taken over the lead with 25.7% while 

cervical cancer followed closely with 22.7%”. Agbo (2018) asserts that “every 

two minutes around the world, a woman dies of cervical cancer”. She goes on 

to say that the World Health Organization (WHO) stated in 2017 that 14,089 

Nigerian women died per year from cervical cancer, making it the second 

highest cause of cancer mortality. According to the World Health Organization 

(2014), 14,550 women are diagnosed with cervical cancer each year, with 9,659 

dying as a result of the disease. Furthermore, it was estimated that over two 

million women globally would die of cervical cancer in 2015 which eventually 

(ICO Information Centre on HPV and Cancer, 2015). 

Over the last 30 years, secondary preventive initiatives have led to high 

awareness, thorough screening, early diagnoses, and therapy for pre-cancer and 

early cancer have considerably reduced cervical cancer incidence and fatality 

rates in nations having enhanced economic and social standards. The same 

cannot be said for developing countries where there are rising incidences of 

cervical cancer. Comparatively, 528,000 cases of cervical cancer were reported 

worldwide in 2012, with around 85 percent of these instances occurring in less 

developed parts of Africa and Asia. That same year, about 266,000 deaths 

occurred as  a result of cervical cancer worldwide, with nearly nine out of ten 

cases, or 231,000 women, living and dying in low to middle income nations, 

and only 35,000, or one out of every ten, living and dying in countries 
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with advanced economies (WHO, 2014). A main factor for this disparity is the 

lack of knowledge, preventative measures, early diagnosis, and therapy 

programs which means that cervical cancer is only detected at its late stages 

when it has become a must for victims to seek proper medical attention. At this 

stage (advanced stage), effective therapy becomes late which causes mortality 

rates to rise.  

Most efforts being made to reduce cancer and improve the health behaviour of 

people come in form of media campaigns which serve as a means through which 

messages can be communicated from experts in a particular field to the general 

public. Media campaign is also a process of systematically and strategically 

intervening through the mass media (Print, Broadcast and Internet) or through 

education (training, literacy, and school) for the primary goal of bringing about 

constructive societal change, which might be political, cultural economic, social 

or personal (McPhail, 2009). McPhail goes further to note that there is the 

urgent need of using effective campaigns to bring positive messages and 

information that could improve less developed countries, Nigeria inclusive. 

Cancer campaigns address what cancer is, the symptoms, risk factors, treatment, 

screening methods, treatment and test centres etc with the sole aim of curtailing 

the increasing mortality rate caused by cervical cancer through early detection 

and lifestyle changes. 

According to Risi, Bindman, Campbell, Imrie, Everett, Bradley, & Denny 

(2004), media have been said to be a veritable means for public education about 

health interventions in developing countries. More specifically, various media 

have been used in passing information across to women on cervical cancer. 

Television, newspaper, internet and social media have been found to be viable 

means of passing information on cervical cancer to women (Nattembo, 2018).  

Sodeinde, Adekoya and Ajilore (2019) also explained that the media plays a 

crucial influence in improving knowledge as well as bringing to the fore 

provision of health facilities thus helping to improve knowledge, attitude and 

perceptions. It is believed that the media would also assist in reaching vast 

majority of audience as well as encourage them to adopt healthy behaviours. It 

is a widely accepted fact that the media is of utmost significance in the 21st 

century as it has been a major source of sharing information among both old 

and young alike. The media is perceived to be one of the most effective tools in 

creating awareness, sharing conscious information and making the masses 

aware of what is going on in their immediate environment.  
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In previous times, several studies have been carried out to reveal incidences of 

cervical cancer, the use of media in creating awareness and improving women's 

awareness, attitudes, and uptake of cervical cancer information. Hence, the need 

for this study which presents a critical review of related literature in aspects of 

cancer incidence and prevalence in Nigeria, in addition to the awareness, 

attitude and the implementation of cervical cancer prevention messages. 

 

Incidence and Prevalence of Cervical Cancer 

In Sub-Saharan Africa, Ntekim (2012) assessed the incidence, mortality, 

prevention, and management of cervical cancer. The study synthesized data and 

information from peer-reviewed journal articles, workshop proceedings, 

hospital and regional cancer registry statistics, reports from specific centers, 

conference proceedings, and a review of cervical cancer research conducted at 

the authors' institution, The University College Hospital in Ibadan, Nigeria. 

Cervical cancer is shown to exist worldwide, however the highest rates of 

incidence and mortality are seen in Eastern, southern and Western Africa, 

according to the study. Cervical cancer accounts for  over 22 percent of all 

malignancies in women in Sub-Saharan Africa. Socio-cultural, socio-economic, 

biological, and absence of knowledge of cervical cancer prevention were 

fingered as some of the causes of the incidence in these parts of Africa. The 

review however failed to explore how the government and institutional efforts 

in the cervical cancer prevention in Sub-Saharan Africa. 

The incidence of cervical cancer in Calabar, Nigeria was researched by Ebughe, 

Ekanem, Omoronyia, Omotoso, Ago, Agan, and Ugbem (2016). Cervical 

cancer data held in the Calabar cancer registry between January 1, 2004 and 

December 31, 2013 was obtained and used for this investigation. During the 

study period, the researchers discovered 130 cases of cervical cancer. Female 

patients ranged in age from 30 to 76 years old, with a mean age of 44.6 (10.2). 

The average age at diagnosis appears to be decreasing steadily, especially in 

later years. The gross rate, adjusted rate, and age-specific incidence, 

respectively, were 17 per 100,000, 15 per 100,000, and 20 per 100,000. Between 

2004 and 2008, there was an estimated yearly decline of 9.4 percent in the 

incidence rate. However, during this period which spanned from 2009 and 

2013, there was an average yearly rise of 1% in the incidence rate. The study 

however did not provide explanation on the factors responsible for the decrease 



 

SSAAR (JHSPR); Journal of                                                          March, 2022 

Human, Social & Political Science Research  

 

75 | P a g e  

 

Editions 

and increase in the rate of incidence of cervical cancer in Calabar during the 

study period. 

Bruni, Albero, Serrano, Mena, Collado, Gómez, Muñoz, Bosch and De Sanjosé 

(2021) in a study conducted to offer critical details for Nigeria on cervical 

cancer and some other cancers, with the goal of strengthening advice for health 

care policy implementation of direct and indirect cervical cancer prevention 

initiatives in the country having discovered that cervical cancer is Nigeria's 

second most common cancer, second only to breast cancer among its female 

population Morounke, Ayorinde, Benedict, Adedayo, Adewale, 

Oluwadamilare, Sokunle, and Benjamin, 2017). The study reported that over 

12,000 more cases of Cervical Cancer cases are being annually in Nigeria out 

of 27,806 in West Africa, and 604,127 globally. Of the number diagnosed in 

Nigeria, 7,968 deaths were recorded for the year 2020. The study further reveals 

that out of every Nigerian 100,000 women, 33 were infected with cervical 

cancer for the year. The study did not investigate the knowledge of incidence, 

as well as the attitude to which the women in Nigeria turned towards cervical 

cancer prevention and screening.  

The Catalan Institute of Oncology (ICO) and the International Agency for 

Research on Cancer (IARC, 2021) examined the prevalence of cervical cancer 

in Nigeria, as in many other countries of the world, ln an effort to hasten the 

development and implementation of human papillomavirus (HPV) preventive 

measures in order to minimize the global prevalence of cervical cancer as well 

as other HPV-related disorders. According to the report, Nigeria has 56.2 

million women aged 15 and up who may be vulnerable to developing cervical 

cancer. According to current statistics, 12075 women are diagnosed with 

cervical cancer each year, with 7968 dying from the disease. Cervical cancer is 

the second most common malignancy among women between the ages of 15 

and 44. Cervical HPV infection affects about 3.5 percent of women of the total 

population at any given time, and HPVs are responsible for 66.9% of invasive 

cervical malignancies. The study however did not include any information 

about women's awareness of cervical cancer at the time it was conducted. 

 

Knowledge, Attitude, and Practice of Cervical Cancer Screening Among 

Women in Nigeria 

Ahmed, Sabitu, Idris, and Ahmed (2013) who also researched the practise, 

attitude and knowledge, of cervical cancer screening amidst women in the 
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marketplace in Zaria. The respondents were drawn from a major market in the 

city. 260 responses where analysed from respondents, most of whom were 

reportedly between ages 15 to 44 and an average age of 33.2 years. Only 15.7 

percent of the respondents were unmarried. The majority of the respondents 

(60.2 percent) were married. The Hausa are the most common tribe among the 

respondents. The majority of the respondents (66.9%) had heard of cervical 

cancer, and their understanding of risk factors for cervical cancer was usually 

inadequate, albeit 62.5 percent were aware that sexually transmitted infection 

was a risk factor. Although they had a reasonable understanding of cervical 

cancer symptoms, they had a negative attitude toward cervical cancer screening 

(19.6 percent ). The survey also found that some patients would seek treatment 

in hospitals (72.1%), traditional healers (10.5%), and religious healers (7.4%), 

while 10.1 percent would not seek treatment at all. The gap identified was that 

the researchers did not study the availability of screening centres, and 

affordability of screening for those women, considering their socio-economic 

status.  

Based on the 2006 National Population Result for Nigeria, Idowu, Olowookere, 

Fagbemi, and Ogunlaja (2015) explored the factors of cervical cancer screening 

adoption among women in Ilorin, North Central, Nigeria, a primarily urban 

center. The majority of people (67%) have heard of cervical cancer, according 

to the results. The mass media was the most common source of information, 

according to 102 (44.7 percent) of the 228 women who knew about the disease. 

Meanwhile, 92.0 percent of respondents had insufficient understanding about 

cervical cancer. The majority of responders (67%) were knowledgeable 

about cervical cancer screening, and 66.9% were aware of the implications of 

screening in the prevention of cervical cancer disease. Furthermore, the vast 

majority of responders (97.0%) were in favor of cervical cancer screening. Only 

27 (8.0 percent) of those questioned had ever been tested for the condition. Eight 

of these women (29.6%) indicated they had been examined twice, while 25.9% 

responded that they had been examined three times. The most common reason 

for not engaging in screening activities among respondents who had never been 

examined before was a low risk perception of cervical cancer. They came to the 

conclusion that most women in North Central Nigeria had a poor understanding 

of cervical cancer and a low incidence of cervical cancer screening. Considering 

the study was carried out in urban area may however not make the findings 
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easily generalisable to women in rural areas, considering the socio-economic 

disparity between the generality urban and rural dwellers in Nigeria. 

Modibbo, Dareng, Bamisaye, Jedy-Agba, Adewole, Oyeneyin, Olaniyan and 

Adebamowo, (2016) considered limitations to the screening of cervical cancer 

among Nigerian women were investigated. The study identifies religious and 

cultural modesty responsibilities, gender of healthcare practitioners, fear of 

results disclosure, fear of nosocomial infections, lack of information, hospital 

prejudice, and the necessity for spouse approval as barriers to screening uptake. 

The study did not elicit information from respondents about their readiness 

towards adoption of cervical cancer screening in the barriers. This would have 

made their intentions known, as some may only be hiding under the guise of 

religious and cultural restrictions.  

Ingwu (2016) investigated cervical cancer knowledge and screening habits 

among women attending prenatal clinics in Enugu's tertiary hospitals. A 

descriptive cross-sectional design was used in this investigation. Each study 

setting had a proportionate sample group of 250 pregnant women, and 

convenience sampling was employed to choose participants for the study. Only 

8.1 percent of pregnant women recognized that cervical cancers are caused by 

the human papillomavirus, and 39.5 percent recognized pap smear as a 

screening test, indicating that they had a poor understanding of the disease. 

Cervical cancer screening has a low uptake, with only 2.8 percent having 

completed the test. Poor accessibility to health information and invasion of 

patients' privacy were recognized as important barriers to cervical cancer 

screening, according to the study. The study was however limited in that the 

factors responsible for poor access to health education were not explored. 

 

Media Interventions in Promoting Knowledge and Attitude towards 

Cervical Cancer Prevention 

So, Law, Chan, Leung, Chan, and Chair (2019) investigated the creation and 

assessment of a multimedia intervention aimed at preventing cervical cancer in 

Hong Kong using South Asian women. A survey was used in the study to 

examine participants' perceptions of the intervention's acceptability and 

effectiveness. To gather feedback on the intervention's effectiveness and long-

term sustainability, focus groups and/or telephone interviews with persons in 

charge of community organizations were undertaken. The intervention was 

successfully executed in collaboration with 54 community organizations, 51 of 
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which expressed a willingness to continue doing so at their centers, based on 

the report. Through participation at 51 health seminars, 1061 South Asian 

women underwent the intervention. The intervention was deemed acceptable 

and effective by over 90% of those polled. Objective data, such as the 

magnitude of the increase in cancer screening uptake among the participants 

post-intervention, were not used in this study, which limits its findings. As a 

result, it's impossible to draw clear judgments about the intervention's success. 

Lyson, Le, Zhang, Rivadneira, Lyles, Radcliffe, Pasick, Sawaya, Sarkar, and 

Centola (2019) researched whether participation in an online social media 

platform and receiving brief, customised messages is important in increasing 

understanding, awareness, and prevention behaviors related to HPV and 

cervical cancer. On a social networking site, 782 participants were randomly 

assigned to nine-person groups. Over the course of five days, participants were 

presented a unique random set of 20 personalized messages. Participants 

conducted a baseline and post-survey to measure their HPV and cervical cancer 

knowledge, awareness, and preventative activities. According to the findings, 

HPV knowledge can be raised by participating in a quick online social media 

platform and receiving targeted health messaging. Because the study was 

conducted online, it cannot be applied to illiterate and low-income women who 

do not have access to or cannot use social media for contact. 

Nagamma, Ashok, Konuri, and Chandrasekaran (2020) looked into the impact 

of audiovisual and print media interventions on cervical health knowledge 

women in rural areas of south India. A quasi-experimental research was used in 

this research. The study enlisted the help of 166 women. Two interventional 

(Experimental/Control) groups were assigned to the participants. Participants in 

the experimental group saw a film and then had a face-to-face conversation with 

a health educator, whereas those in the control group were given a booklet. A 

standardized questionnaire was used to measure awareness of a variety of risk 

factors, as well as the Pap smear test and cervical cancer treatment (pre and post 

intervention test). The results demonstrate that in the experimental group, 

knowledge gain across various dimensions was statistically significant (P 

<0.001) after the audio-visual/face-to-face interactive sessions. For those who 

participated in the control group, following the receiving of the pamphlets, their 

knowledge increased significantly too. The study however failed to state the 

comparative effectiveness between the two health promotion methods of audio-

visuals and the use of pamphlets.  
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 Calderón-Mora, Alomari, Byrd and Shokar, (2021) evaluated “The 

Effectiveness of a Narrative Video to Promote Prevention and Early Detection 

of Cervical Cancer Among Latinas”. A narrative film aimed towards Latinas 

was disseminated via the internet as part of the intervention. The novella-style 

movie, which is 17 minutes long and has a culturally relevant storyline and 

location, addresses cervical cancer risk factors and statistics, the necessity of 

screening, and testing barriers. After seeing the narrative film, understanding of 

cervical cancer and the Pap smear rose modestly (change score = 0.04; p =.78). 

The lack of long-term follow-up data to assess subsequent testing behavior or 

determine whether improvements were sustained is a weakness of this study. 

 

Theoretical Framework 

Health Belief Model 

The Health Belief Model (HBM) depends on the understanding that an 

individual will make a health-related move such as the use of condom if that 

individual perceives that a negative health condition (i.e., HIV, HPV etc.) could 

possibly be evaded. It could be due to an optimistic desire that by making a 

suggested health move, such an individual will avoid a negative health 

condition (i.e., using condoms will be effective at preventing HIV, HPV, and 

other infections), and acceptance that she can effectively make a suggested 

health move (i.e., he or she can use condoms easily and confidently). 

The Health Belief Model is a structure for spurring individuals to take optimistic 

health action that utilises craving to dodge a negative health outcome as the 

prime inspiration. For instance, HIV is considered a negative health outcome, 

and the craving to stay away from HIV can be used to rouse explicitly dynamic 

individuals into rehearsing safe sex. Also, the craving to be free of cervical 

cancer can be utilized in encouraging individuals to go for screening as at when 

due. The way an individual perceives the risk of the development of cervical 

cancer and severity of the disease can determine the actions such individual will 

take to prevent the disease. It's imperative to take note that maintaining a 

strategic distance from a negative health outcome is an integral part of HBM. 

 

Health Communication, Attitudinal and Knowledge Change 

Communication plays an important part in increasing one's chances of gaining 

knowledge and completing ceremonial functions. Humans are revealed as part 

of a society through communication (WHO, 2009). As a result, Ngigi and 
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Busola (2018) simply define as "a way of human beings reacting to other 

people's symbolic behavior" (p. 84). The National Cancer Institute (1989), 

Duffy and Jackson (1998), and Adesina, Adeloye, Falola, Adeyeye, Yartey, and 

Kayode-Adedeji (2020) have all demonstrated the importance of 

communication in promoting personal and public health. This is founded on the 

premise that good communication can raise awareness and result in important 

behavioral or attitude changes. Reports in the media on various health 

conditions can have an overbearing effect and change people's health habits 

over time (Wakefield, Loken & Hornik, 2010). The media's enormous influence 

makes them potentially crucial vehicles for disseminating essential health 

information and policy prescriptions in a way that influences public health 

behavior (Hayes, Ross, Gasher, Gutsein, Dunn & Hackett, 2007). Several health 

communication studies have looked into this area and discovered that health 

information in the media, such as newspapers, has an impact on people's health 

behaviors and attitudes (Feeley & Vincent, 2007; Wakefield et al., 2010; A. L. 

Wang et al., 2009). Because of the powerful nature of the media, it is possible 

for them to portray popular perspectives on a variety of topics, including health, 

in ways that have an impact on broader sectors of society (Wang et al., 2009). 

As a result, it is believed that a sizable portion of the population now gets their 

information about numerous health issues, including HIV, from the press 

(Chapman & Lupton, 1994). 

Health communication aims to persuade the target audience to adopt a specific 

behavior by providing them with knowledge. Intervention methods to modify 

behavior in the afflicted group are a source of worry, and both the government 

and non-governmental organizations must completely support them (Ngigi et 

al., 2018. p. 84). It aims to reduce and remove the risk factors associated with 

unhealthy lifestyle choices. As a result, according to Enwald (2013), health 

communication strives to reduce and eliminate the risk factors associated with 

lifestyle-related health behaviors. However, access to relevant health 

information is required to achieve this health behavioral change (Adesina, et al, 

2020). Milgrom (2015), on the other hand, believes that any successful 

communications program focused at influencing behavior must be based on 

theory. She goes on to say that health programs and companion communications 

campaigns should incorporate elements of at least one behavior-change theory, 

because most studies have found that changes in behavior and even knowledge 

vary depending on a variety of factors such as individual perceptions, beliefs, 
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and emotions, which all influence behavior change decision-making. Individual 

decision-making is also influenced by interpersonal elements such as familial 

effects such as social support and relationships. Similarly, social norms impact 

how individuals make health-related decisions. Individual behavior change is 

influenced by structural issues such as the country's economic condition, 

political atmosphere, law enforcement, and regulations. Some behaviors (e.g., 

smoking) are so deeply ingrained in societal norms that an ecological strategy 

focusing on the person, as well as their society and wider surroundings, is 

necessary (Milgrom, 2015). 

Personal knowledge, condition perception, socio demographic characteristics, 

and the accessibility of health services all influence health care seeking 

behavior, according to Chadza, Chirwa, Maluwa, Malata, Kazembe, and 

Chimwaza (2012). Health-care seeking behavior is a complicated result of 

several factors functioning at the individual, household, and community levels, 

relying on these factors and their interactions. Ngigi et al. (2018) emphasize the 

importance of health communication by stating that it is a powerful and 

essential human connection that can favorably influence behavior change 

toward societal health issues. Interaction at the intrapersonal, interpersonal, and 

mass media levels, as well as community participation information and 

communication, can increase knowledge, modify attitudes and norms, and 

generate changes in health-related practices. 

Cancer knowledge behavior is a critical aspect in determining whether a person 

chooses to live a healthy lifestyle or avoids behaviors that raise the chance of 

having cancer disease (Shim, Kelly & Hornik, 2006). Cancer fatalism attitudes, 

for example, may help or hinder people obtaining treatments or cancer-related 

knowledge (Kim & Lwin, 2020). The intricacy of psychological pathways 

connecting health beliefs and cancer-related information behaviors has yet to be 

fully unraveled, owing to the paucity of empirical evidence (Chae, 2016). 

The media is an external component that has a significant impact on cancer 

cognition and beliefs creation and reinforcement (Wong-Kim, Sun & Demattos, 

2003). The process of media influence on the establishment of cancer beliefs 

and behaviors is still being researched (He and Li, 2021). However, diachronic 

and cross-sectional research from a variety of countries and locations have 

found that media exposure can raise cancer awareness or lead to fatalistic ideas 

about the disease (Im & Huh, 2017). 
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In light of the foregoing, Ngigi et al. (2018) believe that it is critical to ensure 

that accurate information reaches a specific population and that positive change 

is modeled, as mainstream media messages are circulated via different channels 

to promote or raise awareness to the public to change behavior regarding health 

issues affecting them. People are educated about health issues such as cervical 

cancer and strategies to enhance and safeguard their own health, including more 

efficient use of the health-care delivery system, through education. On the other 

hand, evidence suggests that using mainstream media on its own for public 

health initiatives is insufficient and may fail to achieve the desired health results 

among individuals (Ishikawa & Kiuchi, 2010). As a result, health 

communication professionals and practitioners are expected to incorporate 

various channels of mass media as well as other methods of expression 

(interpersonal, verbal, group, organizational, and cultural) into public health 

programs addressing cervical cancer and other health-related issues. This 

method emphasizes why health communication is said to as a hybrid and 

interdisciplinary subject of study (Nacinovich & Langdon-Neuner, 2011). 

 

Mass Media and Exposure to Health Messages   

It is undeniable that the media's growing dominance is a force to be reckoned 

with. The media's influence on public sentiment and daily decisions accounts 

for a portion of this power. The general population frequently views the media 

as an unbiased source of information, according to Schiavo (2007, p. 132). As 

a result, since better health is a top priority for individuals in communities, 

achieving and maintaining it requires a wide range of skills. As a result, because 

health is one of the key areas covered by the media, individuals look to it for 

health information (Carducci, Alfani, Sassi, Cinini, & Calamusa, 2011). 

In principles and application, health communication flourishes within the media 

impacts spectrum. The overall impacts of various degrees of mass press 

coverage on media audiences are known as media effects, and these effects 

might include changes or modifications in people's behavior, attitudes, 

orientation, or views (Bello, 2015). To put it another way, media effects are the 

relationship among media coverage and audience behavior (Bello, 2015, p. 

113). Media impacts, according to McQuail (2010), are the unforeseen 

consequences or outcomes of exposure to mass media messaging. Furthermore, 

it is important to recognize that media effects are ongoing, as media influence 
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on audiences does not end with exposure. This is due to the fact that media 

program audiences' mental codes during exposure, which shape how we think 

and act at any moment those mental codes operate in the conscious and 

unconscious minds of media audiences (Potter, 2013). The consequences could 

be limitless or all-powerful depending on the communication setting 

(hypodermic needle or magic bullet theory). Minimum (two-steps flow 

hypothesis and uses and gratification theory), forceful (agenda setting), and 

negotiated media impacts (selective perception, social constructive approach, 

and social psychology perspective) media effects are all possibilities (McQuail, 

2010; Hoijer, 1998; Noelle-Neumann, Oso & Bello, 2012). 

According to Bello (2015), another major component is the media's interactions 

with key relevant stakeholders around the world, such as governments and 

multilateral organizations, as well as the nonprofit and corporate sectors. Both 

of these causes, in addition to the media's entertainment appeal, have 

contributed to the mass media's growing power. The broader question of media 

effects includes, among other things, links between media, politics, and the 

public, as well as the use of media for public health programs (p. 116). 

According to Anderson, Ihori, Bushman, Rothstein, Shibuya, Swing, and 

Saleem (2010), there appears to be agreement among media 

analysts/researchers, social and behavioral scientists, and mental health workers 

that mass media still have some impact or power on audiences in the field of 

health communication. For example, television, like other technologies such as 

electronic entertainment, is a structure of narrative in which drama, advertising, 

news, health talks, and other programs provide a reasonably consistent system 

of media images through every home (Bello, 2015). 

Because the media is the primary medium of communication in Western 

civilization, there is a lot of competition for media coverage. People depend on 

the media as their primary source of information and are more influenced by 

what they hear or read in terms of health and other life decisions (Schiavo, 2007, 

p. 132). According to Noar (2006), mass media campaigns have long been a 

strategy for promoting public health, with routine uses of existing media such 

as tv, radio, and newspapers being widely employed to expose huge populations 

to messages. In public health, Schiavo (2007) says that “media can influence 

people’s perception of disease severity, their views about the potential risk of 
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contracting the disease, or their feelings about the need for prevention or 

treatment. It can help reduce the stigma associated with many diseases or break 

the cycle of misinformation and silence about health conditions that are under-

diagnosed, undertreated, or underreported” (p. 133). Similarly, mainstream 

media campaigns have been shown to be more productive and useful in 

increasing immunization rates (Porter & others, 2000), vaccination awareness 

(McDivitt, Zimicki, & Hornik, 1997), cervical cancer screening among 

ladies (Ramirez and others, 1999), and awareness of the risks associated with 

cervical cancer (Ramirez and others, 1999). The list of the media's effects on 

health beliefs and behaviors is endless (positive and negative). 

 

Adoption of Media Messages on Health Communication 

There are a variety of techniques and platforms through which health care 

professionals can communicate with their target audience. To reach their 

purpose, they can choose from a variety of tools and channels. One popular 

channel through which a large audience could be reached is the Mass media. 

Through the mass media, audience behaviour could be modified and 

consequently leads to improvement in health and health related issues. Also, in 

order to reach the targeted audiences effectively, audiences preferred formats, 

channels, and contexts etc. should be considered (United States Department of 

Health and Human Services, 2000). This would allow health experts and the 

audience to communicate effectively. However, for efficient communication, 

the audience's information preferences should match the channels through 

which health information is delivered. Different types of mass media include 

the internet (World Wide Web), television, and newspapers, and when 

launching a health campaign, the selected media should complement the 

channel that the targeted audience prefers (Hartman, 2009). 

The choice of tools and communication channels have direct impact on the 

adoption of the information being passed across to the audience. Also, the 

demographic information of the audience should be put into consideration at the 

point of deciding which communication tools to use. For example, television, 

social media and other sophisticated media could be appropriate for audience in 

urban and civilized areas. However, these media tools are not applicable to 

audience in rural environments where access to network, internet and data are 
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not available or in limited supply. To such audience the use of radio as a 

communication tool would be preferable.  According to Huo, Zhang and Ma 

(2018), the adoption of media messages on health communication issues 

depends on varieties of issue which include trust of the channel as well as the 

communicator, the richness of the information, accuracy, perceived knowledge 

consensus as well as the relevance of the information to audience. This is to say 

that for audience to adopt any health information on the media, there must be a 

considerable level of trust that the audience have both in the platform as well as 

in the knowledge of the professional giving the information. This is because 

trust determines the feeling of security audience has on the channel as well as 

the person given the information, there is need for audience to be convinced as 

to whether the professional is knowledgeable, reliable, straightforward and 

effective in the delivery of the message. 

According to Wang and Sun (2020), different forms, content, and source 

characteristics have variable levels of acceptance of health information through 

social media. The direct determinant of informational influence is the usefulness 

of information created by argument quality and source reliability (Sussan & 

Siegal, 2003). Human attitudes and behaviors can be influenced by information 

in two ways: core and peripheral. The central way involves the quality of the 

information given while the source credibility of the information is explained 

as the pheripheral way. The quality of Information as well as the credibility of 

its source have always been regarded as key factors that might hinder or foster 

the reception of information especially on health. Information quality is more 

important, as it indicates the inherent features of the information being provided 

(Wang & Sun, 2020). The significance of trust is also emphasized. When it 

comes to health training, the more trust you have in your health information, the 

more inclined you are to take a chance on embracing it (Lim and Kim, 2012). 

If the audience regards the information as reliable knowledge, they will take 

steps to follow the recommendations that come with it. As a result, trust is a 

critical tool for converting health knowledge into healthy behavior. 

 

Conclusion  

Cervical cancer has been found to be the second-most-common cancer affecting 

women in Nigeria. The reviews established that cervical cancer is more 



 

SSAAR (JHSPR); Journal of                                                          March, 2022 

Human, Social & Political Science Research  

 

86 | P a g e  

 

Editions 

prevalent in developing countries. The review also captured knowledge and 

awareness of cervical cancer in Nigeria. It was found that while the general 

knowledge as regards cervical cancer among women is high, knowledge about 

risk factors, infection, and possible result of late discovery and treatment is 

generally low among Nigerian women. The adoption of cervical cancer 

screening among Nigerian women and their perception towards it is generally 

poor, but can be improved through women exposure to cervical cancer health 

promotion messages, health education. Mass media, has been found to create 

awareness on cervical cancer, as well as improve the knowledge of women on 

the condition, and also encourage uptake of cervical cancer screening. Reports 

in the media on various health conditions might have an overbearing effect and 

change people's health behaviors over time. 

 

Recommendations 

This paper makes the following recommendations in order to promote media 

messages on cervical cancer prevention: 

1. The mass media should be armed with the right information on cervical 

cancer, so as to disseminate the appropriate information that can model 

a positive behaviour change. 

2. The mass media should integrate various channels of mass media in to 

its campaign on cervical cancer. This will help to get the message across 

to audience in different demography 

3.  The government, cancer control bodies, non-governmental 

organisations on cervical cancer should provide an avenue where media 

practitioners can work with cervical cancer specialists, to have more 

Information as regards cervical cancer, its risk factors and its prevention 

methods. This will help the media to determine the structure of its 

messages on the disease and the right information to disseminate to the 

populace. 

4. Health shows and talks on cervical cancer in the broadcast media should 

be encouraged and funded by the government. Exposure to these 

messages in the broadcast media can improve the knowledge and attitude 

towards cervical cancer prevention. 
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