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INTRODUCTION

The main objective of the study was to figure out the significant reasons
visual communications represent evocative public health awareness in the
fight against COVID-19 in Nigeria. Specifically, The descriptive-survey sought
to: (i) locate the most predominant sections of the visual arts noticeable in
raising awareness about covid-19 in Nigeria, (ii) bare the most popular
reasons Nigerians seem to prefer fabric face masks to the transparent face
shields, and (iii) find out the media of public health literacy that visual
communications should enhance in the fight against COVID-19 in Nigeria. A
validated questionnaire was used for data collection. The final respondents
were 200 students from: (i) University of Nigeria, Nsukka, and (ii) Alvan
Ikoku Federal College of Education, Owerri. The Vis-Com-EPHA data
percentage rating table was used for data distribution and conversion. Data
were calibrated thus: 0-40% = (R) Rejected, 41-69% = (AA) Averagely
Accepted, 70-100% = (HA) Highly Accepted. Findings showed that textile and
fashion are the most predominant visual arts sections in the fight against
covid-19 in Nigeria. Fabric face masks come in different designs, uniformed
with dresses. Social network media, government vehicles, personal outfits,
and professional uniforms were also discovered as media that could be
explored for evocative covid-19 public health literacy.

Keywords: Visual communications, evocative, face mask, COVID-19.

The coronavirus disease 2019 (COVID-19) is a novel
respiratory disease caused by a variety of corona viruses
(SARS-CoV-2). It is spread through infected air droplets
projected during coughing or sneezing. Covid-19 was first
reported on the 31st December, 2019 in Wuhan, China. On
January 30, 2020 the World Health Organisation declared

that COVID-19 was a public health emergency.

On January 23, 2020, the World Health Organization’s
International Health Regulations (IHR) Emergency
Committee, according to Dixit et al (2020), advised that all
countries should be prepared for containment, including
active surveillance, early detection, isolation and case
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management, contact tracing and prevention of onward
spread of 2019-nCoV infection, and to share full data with
WHO.

The panic created by those disseminating information
about COVID-19 in Nigeria, especially in the first and
second quarters of 2020 was so infectious. This was as a
result of the threat-sounding methods that dominated the
rest. According to Odubanjo (2020), perhaps the biggest
danger faced at the moment is panic. To control a disease
like COVID-19, it is critical that human behaviour is
controlled in a way that inhibits the spread of the diseases.

The matter is worsened now that the COVID-19 vaccine
has been discovered; most Nigerians now have more
reasons to throw caution to the winds. While severe
warnings still hold that there is still need for Nigerians to
observe the COVID-19 preventive measures, irrespective of
the good news of the arrival of the vaccine in Nigeria. This
again calls for acceptable methods for disseminating the
information so that the average Nigerian citizen, especially
those in the rural areas, will have no reason to play down
the veracity of issues raised about the pandemic. Way back,
Odubanjo (2020) cautioned that the challenge with panic is
that people change their behaviour erratically. They might
even behave in a way that leads to the disease spreading, or
poses a different risk entirely to them and their
communities.

Visual communication is the means of delivering a
message through visual elements, such as illustrations,
drawings or electronic images. The characteristics of visual
communication are five: objects, models, graphs, maps and
photographs. All these elements determine the look and
feel of the presentation and make it all the more desirable
for the audience (InfoGraphic Design Team, 2019). When
the communication gap created by talking and hearing
deficiencies is closed by systematic artistic use of the visual
and gestural communication modes, worthwhile healing
has taken place. (Alu et al, 2018). There is no
contemplation that stands as irrefutable as arts being
unique, and therefore should be uniquely attended to, in
research cases (Alu et al., 2020). InfoGraphic Design Team
(2019) avers that in marketing, visual communication has a
crucial role to play. That's because with the help of visual
means the target audience can grab and digest information
more efficiently. Hence, today, more and more marketers
realize the advantages of communicating with the audience
visually. According to Hackmer (2017), if we have learned
anything about relationships, it is that they can take time to
build, and require trust and reliability in order to be
successful. This means there needs to be reciprocity, or the
idea that you give as much as you receive. Sayers (2006)
opines that the difficulty of selling a good idea should not
be underestimated, even where it has the endorsement and
support of government or civil society. Providing
information and promoting understanding of an issue is
relatively easy to achieve with the right strategies and
approaches. According to Tyler and Likova (2012), despite
the divergence between arts and sciences, a growing body
of quantitative research suggests that the learning of

science may be enhanced by relationships with the arts.

But visual communication itself should be -carefully
harnessed in order for maximum dissemination of
information to be achieved. Though it is often opinionated
in the visual arts quarters that beauty is not always about
directness or realism, in the case of employing the face
mask as utilitarian, aesthetic and therapeutic instrument
for the war against COVID-19, the face mask must be
attractively packaged.

Arts-engagement is an umbrella term encompassing the
various ways in which individuals interact with art. In
public awareness, strategies that incorporate visual arts
reduce excessive verbosity, thereby giving more attention
to illustrative or artistic ways of marketing the desired
message (Archibald et al, 2014). Moreover, art can
illustrate to people why environmental topics are relevant
for them in their daily lives, without sounding “preachy”
(Neal, 2015). During the last decade (2005-2015),
according to Nurmis (2016) artists from all over the world
have taken on climate change as the subject matter of their
work. Encouraged by activists (most notably Bill
McKibben), artists have appropriated climate change as a
social problem and decided that they too, alongside
journalists, scientists, and activists, were called upon to
engage with this issue.

The earliest recorded face mask-like objects in history
date to the 6th century BC. Some images of people wearing
cloth over their mouths were found on the doors of Persian
tombs. Global Times (2020) reports that the earliest item
in China that is similar to today’s face masks was a kind of
scarf woven with silk and gold threads from Yuan Dynasty
in 1279-1368. Rigby (2020) reports that medical historian
Professor Thomas Schlich, from McGill University in
Canada, said: "The Spanish flu is the first time I know of that
it was mandatory for people who were not doctors or care-
takers to wear masks to protect others in order to protect
themselves."

The design of the mask took a big step forward in the
19th century. In 1827, according to_Global Times (2020),
Scottish scientist Robert Brown discovered "Brownian
motion," which theoretically proved the protective effect of
masks on dust. In 1848, the mask made by American Lewis
Hassley for miners obtained the first patent for a protective
mask, which was a milestone in the history of face masks.
Propaganda films, pictures and newspaper articles from the
Second World War show that face masks, not gas masks
were suggested by the British government to help prevent
an outbreak of influenza among Londoners huddled in tube
stations to avoid German bombing in 1940 and 1941
(Rigby, 2020).

Following the global prescription for the use of face
masks as one of the preventive and protection kits against
COVID-19, the face mask became a scarce commodity in
Nigeria. The few available ones became too expensive for
the common man to afford. It seemed the foreign made
ones only suited the prescription. Sampson (2020) reports:
In Nigeria, Aba, precisely, which had before now depended
solely on foreign face masks, it was easier getting a lion’s



meat than purchasing one face mask. Where it was seen, the
cost went as high as N1, 000 or more and people groaned.
The situation was that bad. With the advent of coronavirus,
another opportunity appeared for Aba to show the stuff it is
made of. Apart from the lockdown of cities and, in some
instances, countries, to curtail the pandemic, health
professionals and scientists advocated among other
personal protection equipment (PPE), the wearing of face
masks in public places. This somewhat brought succour to a
rather hapless society.

It actually started late February in Aba - a major
commercial town in the eastern part of Nigeria known for
product innovation and creativity. Individual tailors
competed on production of unique designer masks and face
caps. West African Pilot News (2020), reports that by the
end of March, designer facemask became a trend in major
African countries._In corroborating this, Sampson (2020)
states: Rising to the occasion, Aba people brought their
ingenuity to bear. As often said, just present the prototype
of anything you want and then go to bed and await a perfect
copy. This is exactly what has happened this time. COVID-
19 threw a face mask challenge of sorts, and Aba companies
and tailors rose to the occasion to the point that a single
face mask, which sold for over N1, 000, could today be
bought with N50 in Aba.

The fall in the price of face masks from N1000 (2.57 USD)
to N50 (0.13 USD) was made possible by artistic ingenuity
(Naira to US Dollar conversion, as at September 02, 2020).
Aba tailors are producing for Abia State Government and
also for individuals. It is important to note that Aba tailors
supplied 400,000 units of face masks to Danjuma
Foundation, while the military is to take delivery of a
truckload of face masks from the industrial city. The masks
are meant for Abuja and the Defence Industries Corporation
of Nigeria (DICON) in Kaduna (Ofurum, 2020).

In presenting visual communications as a vehicle for
advancing public health awareness, this paper did not set
out to provide medical solutions for COVID-19 but to
provide aesthetics and psychotherapy in one bloc. The
quest was to know if the Aba made face mask, in its
multifarious beautifications has made the face barrier
strategy more acceptable than before or not. The society is
often immersed in massive exposure to health hazards,
even as part of daily business schedules. Common hygiene
is no longer a norm, especially among traders in the tropics.
COVID-19 is deadly because the way it is passed on is the
actual lifestyle of most Nigerians, especially the artisans
and traders. There is need to use measures that easily
attract the people to dissuade them from unhygienic habits
and make them accept to obey the precautionary measures
laid out for COVID-19.

MATERIALS AND METHODS
Study Design and Population

2 art-offering institutions in Eastern Nigeria; 1 University
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and 1 College of Education, were randomly selected for the
study during the COVID-19 lockdown. Specifically: (i)
Department of Fine and Applied Arts, University of Nigeria,
Nsukka, and (2) Department of Fine and Applied Arts, Alvan
Ikoku Federal College of Education, Owerri, were selected
because both institutions have art education sections in
their fine arts departments. The descriptive-survey design
was adopted for the study, conducted from July 01-
November 30, 2020. 300 questionnaires were distributed
via personal e-mail addresses to students from the
Departments of Fine and Applied Arts, University of
Nigeria, Nsukka and Alvan Ikoku Federal College of
Education, Owerri. 30 of the questionnaires were returned
with incomplete data while 70 weren'’t returned at all. The
200 complete and returned questionnaires finally
constituted the population of the study; 120 males and 80
females.

Participant Eligibility Criteria

Eligibility for participation was based on the factors shown
in the chart below:

Selected (N=300) [] Ecluded(100)
Reasons for exclusion:

1. Refusal to mail back questionnaires (70)
2. Invalidated because ofincomplete data (30)

Males (120)
Randomized (n=200)

Analysed: (n=200)

Females (80)

Research Objectives

The main objective of this study was to find out the reasons
visual communications represent evocative public health
awareness in the fight against COVID-19 in Nigeria,
specifically to find out: the most predominant sections of
the visual arts noticeable in raising awareness about
COVID-19 in Nigeria, the most popular reasons Nigerians
seem to prefer fabric face masks to the transparent face
shields, and the media of public health literacy that visual
communications should enhance in the fight against COVID-
19 in Nigeria.

Study Tools

The instrument for data collection was a questionnaire
designed by the researchers for the study, using the “Google
forms” web. There were also photographs on related
publications, cited from tabloids (appendix A). The
questionnaire consisted of:

1. Socio-demographic data: the first segment of the
questionnaire was meant to elicit personal data from the
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Table 1. Vis-Com-EPHA data percentage rating of the most predominant sections of the visual arts noticeable

in awareness-raising about COVID-19 in Nigeria

R/Q 1:

What are the most predominant sections of the visual arts noticeable in raising awareness about

COVID-19 in Nigeria? (n=200)

GUIDE STATEMENTS/INDICES YES (%) NO (%)
1 Painting 6 (3%) 194 (97%) R
2 Sculpture 0 (0%) 200 (100%) R
3 Photography & Drawing 55 (27.5%) 145 (72.5%) AA
4 Graphics & Screen-printing 160 (80%) 40 (20%) HA
5 Ceramics & Hospitality Designs 0 (0%) 200 (100%) R
6 Textile & Fashion Designs 200 (100%) 0 (0%) HA
7 Art Education 0 (0%) 200 (100%) R
8 Art History 0 (0%) 200 (100%) R
9 Interior Decoration 0 (0%) 200 (100%) R
10 Installation 0 (0%) 200 (100%) R

Key: 0-40% = (R) rejected, 41-69% = (AA) averagely accepted, 70-100% = (HA) highly accepted.

Source: Aly, N. F. et al. (Field work; 2020)

respondents, covering: gender, age, marital
residency or visiting and professional status.

2. Visual Communications for Evocative Public Health
Awareness (Vis-Com-EPHA): this section bears 10 clusters
of guide statements/indices for each of the three research
questions, making a total of 30 statements/indices, to be
used in answering the research questions.

3. Research Question 1: What are the most
predominant sections of the visual arts noticeable in raising
awareness about COVID-19 in Nigeria?

4., Research Question 2: What are the most popular
reasons Nigerians prefer fabric face masks to the
transparent face shields?

5. Research Question 3: What are the media of public
health literacy that visual communications should enhance
in the fight against COVID-19 in Nigeria?

6. Response Options: The response options for the
questions were: YES and NO.

status,

Validation of Instruments

The instrument was pilot-tested and validated by 3 experts
in visual art education; 2 from the Department of Fine and
Applied Arts, and 1 from the Department of Educational
Foundations, University of Nigeria, Nsukka.

Data Collection

The questionnaires were completed and returned online.
Participants were allowed to complete not more than one
form, each. Data were expressed in percentages. During
data percentage conversions the Visual Communications
for Evocative Public Health Awareness (Vis-Com-EPHA)
data percentage rating table, patterned after the
questionnaire was used.

Procedure for Data Analysis

Data were analysed using simple and direct percentage
ratings to convert the distributions on the YES (affirmative)
and NO (non-affirmative) responses. Under the guide
statements/indices, the following typified the acceptability
and rejection rung: 0-40% = (R) rejected, 41-69% = (AA)
averagely accepted, 70-100% = (HA) highly accepted. Only
statements/indices that were rated (HA) highly accepted
(HA) and (AA) averagely accepted were discussed. The (R)
rejected ones were therefore, not discussed.

RESULTS
The following findings were made
distribution of data on the tables.

Data on Table 1 shows that Textile and Fashion designs
having all respondents (100%) in the affirmative, meaning
that both are the most predominant sections of visual arts
noticeable in awareness-raising about COVID-19 in Nigeria.
Then Graphics and Screen printing, with 160 (80%) in the
affirmative, and only 40 (20%) ticking NO, came next in
acceptance. Photography and Drawing, with 55 (27.5%)
having ticked YES and 145 (72.5%) on the NO side, coming
third, was rejected. The rest of the outlined indices were
rejected.

Table 2 shows that because fabric face masks are now
uniformed with dresses, now bear artistic illustrations, and
are more colourful, the three are the most popular reasons
Nigerians prefer fabric face masks to transparent face
shields, with all 200 (100%) in the affirmative, respectively.
Also highly accepted was the statement that fabric face
masks come in many attractive designs, with 193
respondents (96.5%) on the YES box, leaving only 7 (3.5%)
on the NO. Then, because fabric face masks are cheaper to

following the
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R/Q 2:
What are the most popular reasons Nigerians prefer fabric face masks to the transparent face shields?
(n=200)
GUIDE STATEMENTS/INDICES YES (%) NO (%)
11 Fabric face masks are cheaper to acquire 185 (92.5%) 15 (7.5%) HA
12 Transparent face shields can break or crack on your face 156 (78%) 44 (22%) HA
13 Transparent face shields generate heat 89 (44.5%) 111 (55.5%) AA
14 Fabric face masks are more hygienic 116 (58%) 84 (42%) AA
15 Fabric face masks come in many attractive designs 193 (96.5%) 7 (3.5%) HA
16 Fabric face masks are now uniformed with dresses 200 (100%) 0 (0%) HA
17 Fabric face masks now bear artistic illustrations and images 200 (100%) 0 (0%) HA
18 Fabric face masks now bear badges and emblems of 182 (91%) 18 (9%) HA
organisations, names or nick names of persons.
19 Fabric face masks are more colourful unlike the transparent 200 (100%) 0 (0%) HA
face shields
20 Transparent face shields are too bulky to be worn about 123 (61.5%) 77 (38.5%) AA

Key: 0-40% = (R) rejected, 41-69% = (AA) averagely accepted, 70-100% = (HA) highly accepted.

Source: Alu, N. F. et al. (Field work; 2020)

Table 3. Vis-Com-EPHA data percentage rating of the media of public literacy that visual communications

should enhance in the fight against COVID-19 in Nigeria

R/Q 3:

What are the media of public health literacy that visual communications should enhance in the fight

against COVID-19 in Nigeria? (n=200)

GUIDE STATEMENTS/INDICES

YES (%) NO (%)

21 Electronic Bill boards
22 Vests and crested wears

142 (71%)x
179 (89.5%)x

58 (29%) HA
21 (10.5%) HA

23 Public address systems 17 (8.5%) 183 (92.5%) R

24 Oral historians 0 (0%) 200 (100%) R

25 Social network media 196 (98%)x 4 (2%) HA
26 Professional outfits, uniforms, jackets or gowns 175 (87.5%)x 25 (12.5%) HA
27 Bags, goods containers and cartons 113 (56.5%)x 87 (43.5%) AA
28 Labels, containers of palliative packages 180 (90%)x 20 (10%) HA
29 Government owned vehicles 193 (96.5%)x 7 (3.5%) HA
30 Television and radio jingles 90 (45%)x 110 (55%) AA

Key: 0-40% = (R) rejected, 41-69% = (AA) averagely accepted, 70-100% = (HA) highly accepted.

Source: Alu, N. F. et al. (Field work; 2020)

acquire, it was also highly accepted with 185 (92.5%)
agreed while 15 (7.5%) ticked NO. That fabric face masks
now bear emblems of organisations was accepted by 182
respondents (91%) while only 18 (9%) disagreed. On
average acceptance was the statement that transparent face
shields are too bulky to be worn about, with 123 (61.5%) in
the affirmative and 77 (38.5%). Also, 116 (58%) agreed
that fabric face masks are more hygienic while 84 (42%)
are on the NO. 89 (44.5%) affirmed that transparent face
shields generate heat while 111 (55.5%) disagreed.

Table 3 reveals social network media as the most highly
accepted media, with 196 respondents (98%) having ticked
YES and only 4 (2%) ticked NO. 193 (96.5%) opted for
government-owned vehicles while only 7 (3.5%) disagreed.

180 (90%) agreed that labels and containers of palliatives
should be capitalised on for visual communications, only 20
(10%) disagreed. 179 (89.5%) ticked YES for vests and
crested wears while 21 (10.5%) rejected the option. On
professional outfits, uniforms, jackets and gowns 175
(87.5%) affirmed, but 25 (12.5%) disagreed. But 142 (71%)
agreed on electronic bill boards, leaving out 58 (29%) in
the non-affirmative. 113 (56.5%) agreed on bags and
containers of goods whereas 87 (43.5%) disagreed, making
it an averagely accepted option. On television and radio
jingles 90 (45%) agreed while a higher number of 110
(55%) ticked NO, making it averagely accepted.

Due to the lock-down imposed on people globally at the
time, the researchers could not go out for direct
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Figure 1

Figure 2

Figure 3

Figures 1, 2, 3:

Source:
Published:
Publisher:

April 26,2020
(Ignatius Chukwu) BusinessDay online

photographing of Aba-made face masks and its wearers,
rather, advantage was taken of the few coverage made by
daring journalists, as published. The pictographic data
collected from tabloids reveal that there are Aba-made face
masks in Nigeria patterned to be in uniform with associated
head gears. There is a meeting point behind the ears for the
face masks and head gears or scarves, both of which are
tied at the back of the head. Observation shows that this

Brilliant face masks designed and displayed on mannequins in Port Harcourt

https://businessday.ng/life-arts/article/garden-city-big-ladies-discover-face-mask-fashion-for-covid-19/

category of face masks are designed for women. The
mannequins used to display them readily look like
turbaned faces (Figures 1, 2 and 3). There are also face
masks designed with expensive lace and beaded materials.
The diamond-like visual impressions and crochet effects
makes one wonder if the wearer finds breathing as easy as
those wearing light-fabric face masks. Though there are
artistic face masks reputed to have been designed in Lagos
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Figure 4: Nigerian fashion stylist Sefiya Diejomoah, 35, poses for a picture with a blinged-out face
mask matching with  her clothes, in Lagos, Picture taken May 14, 2020. REUTERS/Temilade

Adelaja (REUTERS)

https://www.hindustantimes.com/fashion-and-trends/fashion-in-the-times-of-covid-19-style-conscious-

Source:
africans-turn-compulsory-masks-into-fashion-accessories/story-hZFC1ENXju7P5TnBo]qpVP.html
Published: May 15, 2020

Publisher: Hundustan Times (Posted by: Alfea Jamal)

Figure 5: Joanna Ebere Nduka, Nigerian gospel singer and her sister Ugomma Nduka, after Sunday

service in Abuja

Source: Joanna Ebere (personal facebook account)
Published: August 23,2020
Publisher: Joanna Ebere

(Figure 4), Aba fashion designers in claiming that they
initiated the trend have made a litany of similar blinged-
out face masks to suit dresses. Again this design favours the
women. Face mask designs in Aba also embrace the use of
multicoloured waxed fabrics with elastic ear holders

attached on it as suspenders. These sets of face masks are
seen commonly worn by both men and women in public
places (Figures 5, 6, 7 and 8). There are also amazing
combinations of the transparent face shield and fabric face
masks in one design. This design is touted to have been
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Figures 6, 7, 8: Face masks: Multiple designs made in Aba, Nigeria: ready for distribution

Source:  https://www.westafricanpilotnews.com/2020/05/02 /africa-turns-face-masks-into-a-fashion-
statement-exclusive-photos/

Published: May 02, 2020

Publisher: West African Pilot News

Figure 9 Figure 10

Figures 9, 10: Made in Aba face masks; amazing combination of fabrics and transparent shields. Touted to be
have been designed after the face of the commercial tricycle ‘keke’.

Source: https://www.nairaland.com/5800562/made-aba-mask-govt-prefer
Published: April 18,2020
Publisher: Naira Land Forum

modelled after the face of the commercial tricycle are ‘stone’ laced designs of face masks used by extremely
commonly called ‘keke’ in Nigeria (Figures 9 and 10). There fashion-conscious ladies in major cities beyond Aba. While
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Figure 11

Figure 11 and 12: Actor and television presenter Ada Afoluwake Ogunkeye AKA Folu Storms was
among those attending

Source: https://www.bbc.com/news/world-africa-51899526

Published: May 15,2020

Publisher: BBC News Africa
the sampled face mask is ascribed to Lagos, Aba face mask out home-made face masks in Nigeria (Figures 11 and 12).
designers claim to have started experimenting with diverse Aba-made face masks have become credible sources of

fabrics almost as soon as it became a challenge to fashion huge income, as they are packaged in industrial quantities
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Figure 13: Aba - Nigeria: Individual tailors competed on production of unique designer masks and face caps.

Source:

exclusive-photos/

Published: May 02,2020
Publisher: West African Pilot News

and attractively too. (Figure 13).

DISCUSSION

This study was necessitated by the global scramble for
COVID-19 solution. In tapping into the evocative impacts of
visual communication for public awareness the study was
not targeted at discovering vaccines for COVID-19 but
aimed at wusing the aesthetic imports of visual
communications to educate the people more directly about
COVID -19 without frightening them, yet providing
psychotherapy.

Textile and Fashion Designs were the most predominant
sections of visual arts noticeable in awareness-raising
about COVID-19 in Nigeria, as evidenced in the results. The
aspect of the precautionary measures where visual
communication has been represented so well is the wearing
of protective face masks. The study discovered that because
of the multifarious designs and colourations on the face
fabric mask, it was preferred to the synthetic transparent
face shield.

Nigerians also prefer fabric face masks to the synthetic
transparent face shields because face masks are now
uniformed with dresses, bear artistic illustrations, and wear
more colourful designs than the transparent face shields. It
was also discovered that fabric face masks now bear
emblems of organisations and individual nick names. The
three averagely accepted reasons, of the options given,
were the non-visual communications-related ones, while
the highly accepted seven are the visual communication-

https://www.westafricanpilotnews.com/2020/05/02 /africa-turns-face-masks-into-a-fashion-statement-

related ones.

The media of public health literacy to be enhanced by
visual communication in the fight against COVID-19 was the
social network media, from the indices on the result spread,
while the majority accepted that government-owned
vehicles should be crested for effective communication.
Labels, containers, vests, uniforms and professional outfits
were accepted as veritable media for mass literacy against
COVID-19. While electronic bill boards, television and radio
jingles were accepted, individually mobilised surfaces like
bags and goods containers were the most accepted media of
public literacy. Generally findings showed that whereas the
fabric face mask has shown veritable presence of visual and
therapeutic communications, more should be done to
incorporate other aspects of mass media.

Limitations of the Study

The compulsory economic lock-down, following the COVID-
19 pandemic made it only possible at the time of the field
work to distribute and receive questionnaires online. Since
the students were not in the schools following the
lockdown and lecturers’ national industrial action, physical
contacts were not possible. The same applied to the
collection of publications and associated photographs.

Conclusion
The study, in revealing that aesthetically therapeutic

tendencies abound in the use of fabric face masks in
Nigeria, also paved way for deeper thinking of how visual



communications could be harnessed beyond the face mask,
to spread the precautionary measures, as well as douse
fears about the coronavirus. Approaches that can easily be
patronised by literates and illiterates, the poor and the rich,
the urban dwellers and the suburbs alike, such as the
tangibly artistic ones, on 2 and 3-dimensional surfaces are
recommended for evocative and therapeutic visual
communications.
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APPENDIX A
THE QUESTIONNAIRE
SECTION A : SOCIO-DEMOGRAPHIC DATA
NAME Surname first:
GENDER Male or Female:
AGE Indicate: 15-30 or 31-60:
MAR. STATUS | Married/Single:
RESIDENT Abia, Enugu or Imo:
VISITOR Indicate state of residence:
PRO. STATUS | Student, worker, business:
SECTIONB:  VISUAL COMMUNICATIONS FOR EVOCATIVE PUBLIC AWARENESS (VIS-COM-EPHA)
R/Q What are the most predominant sections of the visual arts noticeable in raising awareness about COVID-
1 19 in Nigeria? (n=200)
GUIDE STATEMENTS/INDICES YES NO
1 Painting
2 Sculpture
3 Photography & Drawing
4 Graphics & Screen-printing
5 Ceramics & Hospitality Designs
6 Textile & Fashion Designs
7 Art Education
8 Art History
9 Interior Decoration
10 & Installation
R/Q What are the most popular reasons Nigerians prefer fabric-made face masks to the transparent face
2 shields? (n=200)
GUIDE STATEMENTS/INDICES YES NO
11 Fabric-face masks are cheaper to acquire
12 Transparent face shields can break or crack on your face
13 Transparent face shields generate heat
14 Fabric face masks are more hygienic
15 Fabric face masks come in many attractive designs
16 Fabric face masks are now in uniform with dresses
17 Fabric face masks now bear artistic illustrations and images
18 Fabric face masks now bear badges and emblems of organisations, names or nick names of
persons.
19 Fabric face masks are more colourful unlike the transparent face shields
20 Transparent face shields are too bulky to be worn about
R/Q What are the media of public health literacy that visual communications should enhance in the fight
3 against COVID-19 in Nigeria? (n=200)
GUIDE STATEMENTS/INDICES YES NO
21 Electronic Bill boards
22 Vests and crested wears
23 Public address systems
24 Oral historians
25 Social network media
26 Professional outfits, jackets or gowns
27 Bags, goods containers and cartons
28 Labels, containers of palliative packages
29 Government owned commercial vehicles
30 Television and radio jingles




