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Abstract 

This paper examines role of communication marketing on the environmental impact of Covid-19 and global 

economy. Covid-19 pandemic had serious negative impact on global economy and the economy of Nigeria as well. 

What made the 2020 economic crisis different from other economic crises or recessions in Nigeria was that most 

economic agents, who should have helped to revive the economy, were unable to engage in economic activities due 

to fear of contracting the Covid-19 disease, while other economic agents did not engage in economic activities when 

the government imposed and enforced its social distancing policy and movement lockdown in Abuja, Lagos and 

Ogun states on the 30th March of 2020. A total number of 115 respondents were selected purposefully for this study. 

The findings showed that there was a negative significant correlation between Communication marketing and 

Environmental Impact of Covid-19 which implies that Communication marketing help in minimizing the 

environmental impact of Covid-19, in such a way that various communication channels and medium were used 

during pandemic period for business transactions and marketing. Also, social media platforms and radio are the 2 

channels mostly used by respondents for communication marketing during pandemic crisis. The study recommends 

that government, policy makers and various stakeholders at the helm of affairs should endeavour to improve on 

communication channels so as to provide an effective medium for communication marketing during crisis period. 
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Introduction 

Since the debut of Covid-19 in Nigeria on 27th February 2020, the Nigerian economy appeared to have entered 

turbulence. Thirteen days after its importation from Italy, precisely March 11, the World Health Organisation 

(WHO) declared Covid-19 a global pandemic (Olubusoye, 2020). As the spread of the virus continues 

internationally and locally at an unimaginable scale, the official responses appear to focus mainly on limiting the 

spread within the country through social isolation policies, which include shutting educational institutions, limiting 

work and restricting movement of people, providing palliatives to the “vulnerable and poorest of the poor”, 

imposition of night time curfews, and so on. 

Recessions are not new in Nigeria. During the 2016 recession, the monetary authority in Nigeria defended the local 

currency from forced devaluation against the dollar and adopted a managed float foreign exchange system, which 

worked well from 2016 to 2019 (Ozili, 2020). In the aftermath of the 2016 recession in Nigeria, it was almost widely 

believed that unexpected and sustained decline in oil price was the most important cause of recessions in Nigeria. 

But in 2020, nobody thought that a public health crisis could trigger an economic crisis in the country. What made 

the 2020 economic crisis different from other economic crises or recessions in Nigeria was that most economic 

agents, who should have helped to revive the economy, were unable to engage in economic activities due to fear of 

contracting the Covid-19 disease, while other economic agents did not engage in economic activities when the 

government imposed and enforced its social distancing policy and movement lockdown in Abuja, Lagos and Ogun 

states on the 30th March of 2020. 
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The Covid-19 pandemic affected the global economy in two ways. One, the spread of the virus encouraged social 

distancing which led to the shutdown of financial markets, corporate offices, businesses and events. Two, the rate at 

which the virus was spreading, and the heightened uncertainty about how bad the situation could get, led to flight to 

safety in consumption and investment among consumers and investors (Ozili and Arun, 2020). There was a general 

consensus among top economists that the corona virus pandemic would plunge the world into a global recession. 

Top IMF economists such as Gita Gopinath and Kristalina Georgieva stated that the Covid-19 pandemic would 

trigger a global recession. 

Objectives of the Study 

The primary objective of the study is to examine the role of communication marketing on the environmental impact 

of Covid-19 and Global Economy. 

The secondary objectives are: 

i. To examine the role of communication marketing on the environmental impact of Covid-19 

ii. To determine the channels through which communication marketing can be effective during pandemic crisis. 

Significant of the Study 

This study would assist policy makers, media houses and government to discover roles that communication 

marketing can play during pandemic crisis and various through which communication marketing can be effective. 

This will enable them to create a robust communication system necessary to inform people adequately and create 

awareness consistently on Covid-19 and how to prevent the virus.  It is the expectation of the researcher that, when 

this research is fully conducted, it will make an enormous contribution to knowledge of the existing literature on the 

role of communication marketing on the impact of environmental impact of Covid-19 

Impact of Covid-19 on Nigerian Economy 

The lack of demand could reduce domestic oil production (supply) in the short to medium term. As such, fiscal 

space could be narrowed significantly further limiting the Government’s ability to cope with an emergency 

response. These estimates, however, do not consider the adverse effects of the corona virus and related disturbances 

to other economic activities such as domestic trade and services which account for the bulk of GDP. 

The impact is already partially felt in the exchange rate which has depreciated by 1.0% since mid-February 2020 but 

the informal market indicates an expectation of a larger depreciation of the Naira. Amidst the pressure, on March 

20th, the Central Bank adjusted the currency to ₦ 380 per dollar. A week before the announcement, informal sources 

indicated that the Naira was trading at ₦ 380 per dollar in the parallel/black market (Ogunjemilua et al, 2020). 

The impact of the outbreak of Covid-19 in the advanced economies on jobs and financial transactions could have 

further negative impact on remittances, which in 2018 represented 80 percent of the Federal budget, affecting the 

livelihood and spending patterns, which in turn could have a negative impact on the economy and wellbeing of the 

people. The changes made to the policy rate and exchange rate depreciation (assuming the official exchange rate 

will follow the black-market rate with a time lag) alone could raise the inflation rate to 14% against the projected 

11% for 2020. 
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Environmental Impact of Covid-19 

The outbreak of Covid-19 and mitigating measures such as lock down and social distancing affected social and 

economic situations across the country. Several wedding ceremonies were cancelled while most economic activities 

were halted (The Economist, 2020).  These situations affected both low and high-income earners in various 

businesses. More so, traders and transporters have been affected while religious activities are now being conducted 

mostly on the internet and only those who can afford to buy data and smart phones are those favoured while the 

poorest poor in the country could not get involved in online worshipping (Orjinmo, 2020).  The overall impact of 

these situations is on Public Health wellbeing, hence ban on social gathering and introduction of social distancing 

approach in human social interaction was very strange in this part of the world. However, governments at the 

federal, state and the grassroots levels have not provided tangible palliatives to the masses, to cushion the effects on 

the people which have made most people who live from hand to mouth to ignore the preventive measures in pursuit 

of food at the detriment of Public Health protection strategies. 

Because of the lockdown, automobile traffic drastically reduced as many people had to stay at home because they 

was restriction of movements and curfew was declared in States which were badly affected by the virus. Also, 

worship centers were closed down during the period of February and July, 2020 in most States in the country, so as 

result roads and transportation networks were not congested. Many of the church auditoriums were empty because 

they had to go online and conduct online services. 

Also, because of the reduction in economic and business activities, many of the business environments were 

relatively quiet and noise produced from generating set in most business environment was reduced drastically.  

The Role of Communication Marketing 

In the face of Covid-19, social media is a great way for individuals and communities to stay connected even while 

physically separated. With the advent of social media in the 21st century, not only are we learning the latest news 

updates, but we’re also using platforms like Facebook and Twitter to provide personal and business updates. For 

businesses, this means leveraging social media to support employees and customers like never before. For the 

government, it means doing its best to efficiently share factual and up-to-date information. 

DiMaggio (2011) admits that the Internet changes society and this is supported by Bowd (2016) who posits that the 

advent of social media came with opportunities for news outlets to engage more people thereby leading to an 

increased spread of information to a wider audience. Meanwhile the research conducted by Oginni and Motui (2015) 

analyzes the engagements of Africans with the social media. These scholars assert that the engagement of Africans 

with social media is relatively low and that authors did not fully explore the impacts of social media usage for civic 

engagements in individual countries or sub regions of the African continent. To this end, the pandemic has made 

Africans, specifically Nigerians to be more active in social media in order to keep up with the global sphere. The 

Covid-19 and the lockdown policies introduced by the government made people to be solely dependent on the 

media, thus the influence the media had during this period have not been attained in any other pandemic. 

Social media as a tool of communication provides huge information outlets to Nigerians during this pandemic. The 

announcement of the first Coronavirus victim was made through various social media platforms such as Twitter, 

Facebook, and various websites. Since a good number of Nigerians have access to these platforms, it was easy to 

spread this information. Subsequently, Health Care Agencies such as the NCDC updated the masses on the number 

of cases that have are positive, fatal or have recovered in Nigeria through these social media platforms. This gave 

Nigerian citizens a better chance to be fully prepared for Covid-19; as opposed to the period of the Influenza 

pandemic in which there was limited news on the virus when it came to Nigeria. At the time of the Influenza, the 

colonial government of Nigeria was only able to curtail it in parts of Lagos by disinfecting houses; however, 

limitations in the spread of information prompted the faster spread of the disease to other parts of the country 

(Adebowale, 2020). 
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Despite the uptick in alarmist-focused media spend, there are many businesses providing powerful and empathetic 

responses to COVID-19. The main responsibility of brands right now is to provide for the safety and well being of 

their employees and customers. That said, there are certain business models that lend themselves particularly well to 

providing relief for many people during this time. 

Because of the lockdown during the pandemic, many businesses started exploring online channels and social media 

platform like Facebook, Twitter etc to advertise and market their products. Several businesses had to go online. 

Most schools in Nigeria started online teaching by organizing online classes for their students using online video 

platform like zoom, Google Classroom, WhatsApp etc. 

The Agenda Setting Theory 

This is a theory that stipulates that media have the ability to advise or tell audiences what issues are major and 

relevant thus setting the “Agenda”. They can achieve this by choosing what stories to consider news worthy and 

how prominence and space they give them (Folarin, 1998). Agenda Setting describes the “Ability of the mass media 

to influence the salience of topics on the public agenda”. That is if a news item is covered frequently and 

prominently the audience will regard the issues as more important. This is what really happened in Nigerian 

situation where messages on Corona Virus Disease were often and widely spread in almost all the media systems in 

the country. There are those who believe that when there is sufficient individual exposure to persuasive messages, 

mass media channels are effective in promoting individual health behaviour (Yanovitzky and Blitz, 2000). Kreps 

(2005) has also noted that mass media channels play the role of a catalyst to bring change in the development 

process, and they become one of the key social and cultural institutions in society. The influence of mass media cuts 

across social and geographical barriers in society (Soola, 2003, Okorie, 2011), as they disseminate information to 

target audience in society. This extends to almost every segments of society that is exposed to their programmes. In 

sum, mass media has been used to promote health related lifestyle behaviour because the focus of public health has 

undergone a rapid shift from disease. Treatment to disease precaution or health promotion. Through mass media, the 

society was given the awareness of the causes of Corona Virus and the various ways to prevent the disease such as 

avoiding contact with infected people, regular hand washing using soap, water and disinfectant etc. 

Methodology 

This study made use of a survey research design which was carried out in form of questionnaire. The population of 

this study is resident of Ijebu Ode Local Government Area of Ogun State. A total number of 115 respondents were 

selected purposely for this study. The sampling technique used in this study is purposive sampling. The main 

objective of a purposive sample is to produce a sample that can be logically assumed to be representative of the 

population. Data analysis was done after the data gathered are coded using the Statistical Package for Social 

Sciences (SPSS). Data analysis was done using Descriptive Inferential and Descriptive statistics. The descriptive 

statistics used was simple percentages, frequencies and pie chart while Pearson Correlation was used for answering 

research questions. 
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Data Analysis and Interpretation 

Table 1: Demographic Characteristics of Respondents 

Demographic Characteristics Frequency Percent 

Gender   

Male 59 51.3 

Female 56 48.7 

Age (Years)   

18-25 years 5 4.3 

26-39 years 63 54.8 

40-54 years 46 40.0 

55 years and above 1 0.9 

Educational Qualification   

SSCE 10 8.7 

NCE/OND 23 20.0 

HND/BSC 70 60.9 

Postgraduates 12 10.4 

Total 115 100.0 

 

Table 1 shows that 59 (51.3%) of the respondents are male while 56 (48.7%) are female. Also, over 50% of the 

respondents (54.3%) are within the age bracket of 26-39 years, while 46 (40.0%) are within the age group of 40-54 

years. In addition, around 60% of the respondents are graduates with 70 (60.9%) having HND/BSC educational 

qualification while 23 (20.0%) are NCE/OND educational certificate holders while 12 (10.4%) have postgraduate 

degree. 

Table 2: The Role of Communication Marketing  

Statement SA A SD D 

Platforms like Facebook and Twitter to provide personal and 

business updates 

50 

(43.3%) 

52 

(45.2%) 

7(6.1%) 6(5.2%) 

 

Many people depend solely on the social media as source of 71 30 9 (7.8%) 5(4.3%) 
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information during the Covid-19 pandemic (61.7%) (26.1%) 

Many people resort to using the social media as medium of 

transacting business during the lockdown period 

30 

(26.1%) 

78 

(67.8%) 

1(0.9%) 6(5.2%) 

Many businesses provided powerful and empathetic responses 

to Covid-19 using social media platform 

62 

(53.9%) 

48 

(41.7%) 

2(1.7%) 3(2.6%) 

During the pandemic most organizations like schools and 

religious organizations went online and use gadgets like Zoom 

for effective communication 

38 

(33.0%) 

76 

(66.1%) 

- 1(0.9%) 

From table 2 on the role of communication marketing, 52 (45.2%) of the respondents agree that Platforms like 

Facebook and Twitter to provide personal and business updates, 71 (61.7%) and 62 (53.9%) of the respondents 

strongly agree respectively that many people depended solely on the social media as source of information during 

the Covid-19 pandemic and many businesses provided powerful and empathetic responses to Covid-19 using social 

media platform. Also, 76 (66.1%) of the respondents agree that during the pandemic most organizations like schools 

and religious organizations went online and use gadgets like Zoom for effective communication. 

Table 3: Pearson Correlation of Role Communication Marketing and Environmental Impact of Covid-19 

 

 Communication 

Marketing 

Environment

al Impact 

Communication Marketing 

Pearson Correlation 1 -.107** 

Sig. (2-tailed)  .256 

N 115 115 

Environment Impact 

Pearson Correlation -.107** 1 

Sig. (2-tailed) .256  

N 115 115 

There was a negative significant correlation between Communication marketing and Environmental Impact of 

Covid-19 (r = -.107, p <0.05). This implies that Communication marketing help in minimizing the environmental 

impact of Covid-19, in such a way that various communication channels and medium were used during pandemic 

period for business transactions and marketing. Also, organizations such as schools and religious bodies made use of 

various social media platforms to reach to their audience and carry out their functions. 

 

 

Figure 1: The channels through which communication marketing can be effective during pandemic crisis 
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From figure 1, Social media platforms and radio are the 2 channels mostly used by respondents for communication 

marketing during pandemic crisis. The other channels are Television and Print media. 

Conclusion 

Covid-19 pandemic had serious negative impact on global economy and the economy of Nigeria as well. Many of 

the private sectors in Nigeria were badly affected as some of them had to resort to laying off of employees and 

reducing salaries by half.  A total number of 115 respondents were selected purposefully for this study. The findings 

showed that there was a negative significant correlation between Communication marketing and Environmental 

Impact of Covid-19 which implies that Communication marketing help in minimizing the environmental impact of 

Covid-19, in such a way that various communication channels and medium were used during pandemic period for 

business transactions and marketing. Also, social media platforms and radio are the 2 channels mostly used by 

respondents for communication marketing during pandemic crisis. Communication marketing also played a major 

role during the pandemic as many businesses and activities such as religious gathering had to go online and more 

businesses had to advertise products and services online. 

Recommendation 

This study recommends that government, policy makers and various stakeholders at the helm of affairs should 

endeavour to improve on communication channels so as to provide an effective medium for communication 

marketing during crisis period. 
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