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ABSTRACT

This research examined how Instagram affects cervical cancer understanding and prevention among women in the Enugu East Local Government Area of Enugu State. It checks how often women there use Instagram, if they see posts about cervical cancer, their level of health awareness as a result of such content, and the impediments to them getting proper health information on the platform. The study intends to identify how useful Instagram is in spreading important information about cervical cancer and what parts health campaigns have in shaping health actions. The study had three main goals; (1) to learn how much women in Enugu East know about cervical cancer intervention programs from Instagram platform; (2) to determine Instagram’s impact on how involved they are in cervical cancer preventive initiatives; (3) to identify the problems women face when trying to get cervical cancer information on Instagram. A descriptive survey research design was adopted. A total of 399 women in Enugu East were sampled using multistage and purposive sampling techniques. Data were gathered using structured questionnaires and analyzed using frequency distribution tables and percentages. Findings from the study show that Instagram is a widely used platform among the respondents, with 81% of participants indicating they use Instagram regularly, and 77% confirming daily usage. More than 72% of respondents stated that they had come across cervical cancer awareness posts on Instagram also seeing prevention tips, screening information, and other relevant health campaigns. These insights suggest that while Instagram holds significant potential for health promotion, content credibility, and cultural relevance remain critical to maximizing its impact on women’s health awareness and behavior in Enugu East.

 
CHAPTER ONE
1.1 BACKGROUND OF THE STUDY
One of the most preventable yet fatal cancers that affects women worldwide, especially in low- and middle-income nations like Nigeria, is cervical cancer (WHO, 2024). Cervical cancer is the second most common cancer among Nigerian women, even though it is mainly preventable with early screening and the Human Papillomavirus (HPV) vaccine (WHO, 2023). Cervical cancer has a concerning mortality rate caused by cultural beliefs, little awareness, late diagnosis and limited entry to preventive care (Phillips, 2023). To deal with this issue, public health groups and charities are trying to raise awareness through campaigns currently. A popularly known initiative campaign to this are the CancerAware Nigeria and the Cervical Cancer-Free Nigeria (CCFN) campaigns which educate women through community programs about how vital early detection and prevention are.
The coalition-driven CCFN initiative works with groups to prevent cervical cancer and get the word out about screening, encourages HPV vaccination and shares health information with communities for cervical cancer prevention. The non-profit group CancerAware Nigeria uses Instagram campaigns like #SmearIt, #GetScreened, and #HPVFreeGeneration. These campaigns aim to teach women about cervical cancer, fight against false ideas, lower the shame behind it and push for positive lifestyle changes. Their Instagram page has info graphics, videos, stories from survivors, interview sessions with doctors, and calls to action to get communities involved and raise awareness. These campaigns use content that is easy to get to and visual stories that change what people think about cervical health, mostly in urban places like Lagos. Such campaigns hope to use the same plans for relatable content and visual storytelling in other parts of Nigeria.
Cervical cancer rates in Enugu East Local Government Area (LGA) are close to the country’s rate, but not many people are getting screened because of problems with the health systems and strong cultural beliefs (Olowokere & Johnson, 2021; Omololu, 2019). Research shows that many women rather get advice from patent drug sellers or even use herbal treatments than an actual professional medical practitioner (Adewale et al., 2018). Wrong ideas that say cervical cancer is a spiritual issue, a fear of being judged, and that men are not helping with health care choices are major reasons women don’t get preventive care (Ogunlade, 2019; Adewale, 2018). Because of this, public health programs can gain from new digital ways like those the CancerAware and CCFN campaigns use. Instagram, with its visual and interactive features, is a good medium for sharing health messages, boosting engagement with people and earning their trust, especially with women who might not seek care from experts.
Instagram's use to promote digital health has already demonstrated benefits in other public health domains, including awareness of breast cancer and maternal health (Omololu, 2019; Adeleke et al., 2019). These platforms help circumvent traditional barriers such as location, literacy, and time constraints. Features like stories, reels, polls, and live Q&A sessions make it easier to reach young and tech-savvy audiences, particularly women who form a significant percentage of social media users in Nigeria. In collaboration with health experts and influencers, organizations like CancerAware have successfully used Instagram to increase knowledge about cervical cancer screening methods such as Pap smears, HPV testing, and Visual Inspection with Acetic Acid (VIA) and to normalize conversations around reproductive health. The adoption of similar approaches in Enugu East could help tackle the localized barriers that prevent women from accessing screening services and vaccines.
Although digital campaigns offer promise, they must be tailored to address specific socio-cultural and economic barriers. Financial constraints, misinformation, lack of trust in health institutions, and patriarchal norms often limit women’s access to preventive services in rural and peri-urban areas (Thorson 2015). In response, awareness campaigns need to be community-specific, culturally sensitive, and language-accessible. Leveraging trusted community voices including religious leaders and female influencers through Instagram can enhance the perceived credibility of health messages. Studies indicate that when cervical cancer information is embedded within platforms already used for entertainment and social interaction, it is more likely to be received positively and acted upon (Griffiths & Wood, 2008; Hing et al., 2017).
 
1.2 STATEMENT OF PROBLEM
Even though routine screening and HPV vaccination are preventive measures, cervical cancer is still the leading cause of cancer-related deaths among Nigerian women. According to the International Agency for Research on Cancer, their Current fact sheet estimate indicates that in Nigeria, every year 12075 women are diagnosed with cervical cancer and 7968 die from the disease. Numerous women in Enugu East LGA encounter major obstacles when trying to access these services, such as lack of funds, cultural norms, false information, and anxiety, which frequently leads to late-stage diagnoses and subpar treatment results (Phillips, 2023).  Significant gap in public health efforts has resulted from the limited success of traditional health campaigns that use radio or posters to raise awareness and encourage screening uptake (Oluwatosin, 2019).Thus prompting the dire need for avenues to reach women with vital information to tackle this conundrum. 
Instagram and similar platforms let people solve their issues by interactive engagement sessions, working with influencers and via visual content storytelling (Gupta et al., 2017). Researchers are still looking at how well Instagram can educate people about cervical cancer and encourage them to take steps to prevent it. This research looks at Instagram’s impact on cervical cancer intervention programs for women in Enugu East LGA. It will further show how well social media can assist with the current issues and provide ideas for better public health campaigns.
 
1.3 OBJECTIVES OF STUDY
Examining Instagram's impact on cervical cancer awareness and intervention initiatives among women in Enugu East LGA, Enugu State, is the primary goal of the study.
1. To find out the level of awareness Enugu East women have about cervical cancer intervention programs through Instagram.
1. To evaluate the impact of Instagram on Enugu East women's involvement in cervical cancer prevention initiatives.
3. To identify the challenges women encounter while accessing cervical cancer information on Instagram.
 
 
1.4 RESEARCH QUESTIONS
This research will attempt to answer the following questions in line with the objectives of the study:
1. What is the level of awareness of cervical cancer intervention programmes among women in Enugu East through Instagram?
2. How does Instagram influence women’s participation in cervical cancer prevention programmes in Enugu East?
3. What challenges do women encounter when accessing cervical cancer information on Instagram?
 
1.5 SCOPE OF STUDY
This study focuses on assessing the influence of Instagram on cervical cancer intervention and awareness programmes among women in Enugu East LGA, Enugu State. It examines the level of awareness of cervical cancer intervention programmes disseminated through Instagram and evaluates how Instagram influences women’s participation in cervical cancer prevention activities within the local government area.
Additionally, the study identifies specific cervical cancer programmes, such as the CCFN Campaign ,Nsialuth and Canceraware promoted on Instagram and assesses their influence on the target audience. It also explores the challenges women encounter while accessing cervical cancer information on Instagram and proposes strategies to improve the effectiveness of Instagram as a platform for promoting cervical cancer awareness and intervention programmes.
Questionnaires and interviews aimed at women in Enugu East LGA will be used to gather data for the study. Other parts of Enugu State and Nigeria are not included in the geographic scope, which is restricted to Enugu East LGA.
 
1.6 SIGNIFICANCE OF STUDY
This study is important because it provides insightful information about how social media more especially Instagram can support health awareness and intervention initiatives. The results of this study will aid health groups, lawmakers, researchers and women in Enugu East LGA. Health groups can learn how well Instagram works for proper health communication. This learning advantage will help them create more focused and intriguing campaigns that teach about cervical cancer and also encourage preventive action.
For lawmakers, this study shows the need to include social media in public health plans. The data can inform policies that use Instagram and other online sites to push forward health education, mainly for diseases like cervical cancer that always requires early detection for proper prevention. Women in Enugu East LGA can learn and also understand why early detection of the disease coupled with joining prevention programs matters. They would also learn to find reliable health information on Instagram. 
This study also adds to what we know about public health and social media. It will serve as a base for other studies on how best to use online digital platforms for health campaigns on cervical cancer and other key health issues. Lastly, the results from this study will assist health advocates and non-government groups to adapt their work to reach women who need health education and support.
 
1.7 OPERATIONAL DEFINITION OF TERMS
Awareness Programme: A planned initiative to inform women in Enugu East LGA about the dangers of cervical cancer and how to prevent it.
Cervical Cancer: cervical cancer, a disease marked by aberrant cell growth in the cervix that can be avoided with routine screening and immunization.
Intervention Program: Particular tactics or activities used on Instagram to raise awareness and prevent cervical cancer among women in Enugu East LGA.
Instagram: This study uses Instagram, a social media platform for sharing images, videos, and messages, for women-focused cervical cancer awareness and intervention initiatives.
Women of Enugu East LGA: This study on cervical cancer awareness and intervention focuses on women who live in the Enugu East Local Government Area.
 


CHAPTER TWO
LITERATURE REVIEW
2.1 CONCEPTUAL FRAMEWORK
2.1.1 The Concept of Social Media
Social media refers to digital platforms that allow users to create, share, and interact with content in real-time. These platforms have transformed communication by removing geographical and institutional barriers, enabling individuals and organizations to disseminate information instantly. Social media has emerged as a powerful tool in shaping opinions, behaviors, and social trends. Among the most popular platforms are Instagram, Facebook, Twitter (now X), and TikTok, which are used by individuals for personal communication, and by institutions for public awareness campaigns (Moorhead, 2013).
The rise of mobile phones and internet connectivity in Nigeria has significantly increased the number of social media users, including women in rural and urban communities. This accessibility makes social media a potent avenue for public health education and awareness campaigns. Health institutions, NGOs, and government bodies now exploit these platforms to reach wider audiences, especially when traditional media like TV or radio may be inaccessible or ineffective (Adebayo, 2022). Instagram, in particular, has proven unique in its use of visuals images, infographics, and short videos to convey messages. Its emphasis on visual storytelling allows for emotionally resonant content, which can be more impactful in communicating health risks, prevention tips, and testimonies from survivors. This aesthetic approach to content delivery makes health communication less clinical and more relatable (Korda & Itani,2013).
In the context of public health, social media also fosters two-way communication. Unlike posters or billboards, Instagram allows users to comment, ask questions, and share posts, thereby participating in the health awareness process. This interaction strengthens the bond between content creators and audiences, often leading to better understanding and behavior change ( Chen & Wang,2021). However, the use of social media is not without challenges. Issues such as misinformation, lack of credibility, and digital illiteracy can hamper the effectiveness of health campaigns (Waszak,2018), Nonetheless, when used correctly, social media platforms like Instagram offer unprecedented opportunities for reaching diverse audiences with timely, targeted, and engaging health communication, Guidry et al. (2017).
 
2.1.2 The Concept of Cervical Cancer
Cervical cancer is a malignant tumor of the cervix, the lowermost part of the uterus that connects to the vagina. It is one of the most preventable yet deadly forms of cancer among women globally, especially in low- and middle-income countries like Nigeria. The disease is primarily caused by persistent infection with high-risk types of the human papillomavirus (HPV), which is sexually transmitted (WHO, 2021). Early detection through screening and timely intervention can drastically reduce mortality rates.
Despite the availability of screenings like Pap smears and HPV testing, many communities don’t use them because of worries, stigma, lack of information and poor access to doctors. In Nigeria, many cervical cancer cases are diagnosed too late, which limits treatment and lowers survival chances (Adeleke, 2020). Teaching women about early detection and HPV vaccines is very important to fighting cervical cancer. It requires constant awareness campaigns and communication that respects cultural values and not just clinical outreaches and visits. The awareness campaigns that used both images and stories can assist in reducing the stigma of the disease and also encourage women to get help on time (Ugwu, 2019).
Instagram serves as the right means to close the information gap. Through the use of true stories, videos by experts in the field, and interactive posts, stakeholders can properly explain the concept of cervical cancer and advocate for regular screening. These platforms can as well create support groups where women share stories and encourage one another to care for their health (Oluwatosin, 2022). To properly use Instagram well for cervical cancer awareness, health organizations must think about language, reading skills and cultural views. The content towards this goal should be local and specific to what the audience needs, making sure the message is not just seen, but also understood and acted on.
 
2.1.3 Health Communication on Digital Platforms
Health communication involves informing, influencing and encouraging both individuals and community groups about health related issues and topics. It used to be mainly broadcasted on radio, TV, and newspapers, but digital platforms have made its scope bigger and wider to reach more audience. Now, digital health communication is a key part of global public health plans, mostly to increase awareness, change behaviors and prevent disease (Korda & Itani, 2013).
Digital platforms like Instagram are getting known for their impact on health promotion. They let people add their own multimedia content, engage interactively and give real-time feedback just with one picture or info graphic about cervical cancer signs can reach thousands in hours, and can get shared across different networks (Williams, 2020).
The typically visual and interactive user interface of Instagram makes complex medical information easier to grasp by users. Videos of people’s experiences, expert question and answer sessions and live awareness events helps build trust and credibility. This is really important for cervical cancer, where early signs are hard to spot and prevention depends on being aware and motivated (Griffiths & Wood, 2008). Also, digital health communication also helps build communities. Instagram campaigns with specific hashtags like #CervicalHealthMatters or #GetScreened can connect users across geographic and social boundaries. These online movements make talks about sensitive health issues quite common, reducing stigma and pushing forth group action (Potenza et al., 2019).
Nevertheless, digital health communication must be strategic. Poorly designed campaigns can lead to misinformation or apathy. Therefore, health communicators must base their content on accurate data, culturally appropriate language, and professional visuals to ensure meaningful impact (Omololu, 2019).
 
2.1.4 The Role of Women in Health Campaigns
Women are both the primary targets and agents of change in many health campaigns, particularly those focused on reproductive and sexual health. As caregivers, mothers, and decision-makers within the household, women’s health choices have a cascading effect on family and community well-being. Empowering women with information and resources thus has a broader societal benefit (Clark, 2018).
In the context of cervical cancer, targeting women directly is essential because early detection and prevention efforts depend on their initiative to seek screening and vaccination. However, societal factors such as gender inequality, cultural taboos, and limited healthcare access often hinder women from participating fully in health programs (Nyambe, 2019). Instagram offers a level playing field where women can access, share, and engage with health content in private or public. Social media lets women control their health by bypassing people who might limit their decision making, and those who have success with early detection can share their stories on Instagram to encourage others. 
Also, women influencers and content creators are important in shaping views and spreading information. Their trustworthiness and large audience make them great supporters for health campaigns, and health organizations can use these partnerships to increase their campaigns visibility and actual impact (Ugwu et al., 2017). In the end, using social media to include women’s voices in cervical cancer campaigns make sure the campaigns are inclusive, culturally relevant and are able to last. It also changes the story from one being a victim to one of taking charge, which encourages strength and healthy proactive behaviors (Tapsoba, 2018).
 
2.1.5 Instagram as a Tool for Behavioral Change
Instagram has grown from just a photo sharing application into a tool that can change people’s behaviors, their attitudes and even their lifestyle choices. Behavioral change communication (BCC) on Instagram uses planned content to get people to act in healthier ways. In the case of cervical cancer awareness, it involves encouraging things like screening, vaccination exercises and some self-care practices (Sarr, 2020). Visuals such as before-and-after pictures, educational short videos, and infographics, can make medical terms easier to understand and also give clear advice. Women are more willing to take quick preventive actions when they come across relatable posts from influencers and friends who have done the same. This model of peer influence where certain actions are copied from peers can be more helpful than even messages coming from health campaigns (Adeleke, 2019).
Furthermore, Instagram’s algorithm helps customize content based on what the users are interested in. if a person who uses the platform interacts with different content about cervical cancer, they are likely to see more related content on their feed, which also further enforces the message to their understanding. The process of regularly and repeatedly viewing such content is a major step for changing the behavior of the individual, and Instagram’s user interface enables this occur easily (Johnson, 2020). Interactive features voting polls, Q&A stickers, and live sessions are ways to also improve the users involvement. When women have the chance to ask questions or even join conversations, they feel quite valued, and this makes them likely to follow up with the suggested behaviors (Brown, 2021).
Finally, behavioral change usually takes time, trust and support, and does not occur instantly. Instagram, if used appropriately, can help keep the cycle of engagement going. This platform therefore helps create a culture of health consciousness among women through the showcase of real stories, sharing progress updates and even celebrating some milestones like “Got my first Pap test today” (Friedman, 2017).
 
2.2 THEORETICAL FRAMEWORK
This section explores two relevant theories which improve the understanding of Instagram’s impact on women’s knowledge and the initiative actions in relation to cervical cancer awareness in the Enugu East Local Government Area (LGA). The concepts here provide explanation for how social media affects health-related behaviors, promotes active participation and spreads the knowledge about prevention. The Uses and Gratifications Theory (UGT) and the Health Belief Model (HBM) are both reviewed here. These theories give proper clarification on the psychological thought processes and motivations behind the use of Instagram for health interventions and how such platform influences participation in awareness campaigns. 
Health Belief Model (HBM)
The Health Belief Model (HBM), developed by social psychologists Irwin Rosenstock, Godfrey Hochbaum, and Stephen Kegels in the 1950s, is a theory that uses a person’s attitude and belief about health to possibly predict and explain health behaviors. The idea is that people are more prone to prevent or treat health issues if they only believe they are at risk, recognize the seriousness of the issue and have the conviction to take necessary action without facing problems at it.
HBM identifies six essential factors that affect health behavior. Perceived susceptibility in this very context refers to how prone women feel to cervical cancer, or how likely they are to have a health issue. The degree to which people take the potential results of a disease like infertility or even death seriously is how severe they consider it. Perceived benefits means believing that screening or the HPV vaccine will lower the risk of cervical cancer. On the other hand, perceived barriers include the things that might stop them from acting, like not having health care readily available, money problems, or even bong afraid of stigma. Cues to action also are either things or events that encourage people to take action, such as Instagram campaigns or reminders. These can include things which make people attend awareness programs or scheduled screenings. Lastly, self-efficacy is people’s ability to adopt health-improving habits all on their own. HBM provides a way to understand how Instagram can encourage women to prevent cervical cancer. Instagram campaigns encourage users to take preventive actions like vaccination and early screenings, and by giving receiving advice they relate to and need, images and testimonies from other women. The model shows how Instagram can help lower perceived barriers by clearing up misunderstandings and spreading good health information while at that. The availability of HPV vaccines, posts about affordable screening facilities and online consultations can help women feel less worried and more likely to act immediately. Instagram’s ability to encourage peer support and participation also improves self-efficacy; users who speak with others who have done the same thing feel more able to make wise decisions. HBM shows that a good Instagram campaign can raise awareness and encourage women to prevent cervical cancer by showing it as serious but preventable. 
 
Uses and Gratifications Theory (UGT)
the Uses and Gratifications Theory (UGT), developed by Elihu Katz, Jay Blumler, and Michael Gurevitch in the 1970s, changes the view from media influence to why people pick certain media platforms to satisfy what they want. Instead of seeing audiences as just receiving in formation, UGT says people actively pock media to meet social and psychological wants. These wants include getting information, linking with people, being entertained and making their identity more perceived and seen. 
This theory fits into this study because people often use media for information, especially about health. Women in Enugu East may use Instagram to find out about cervical cancer, the preventive methods against it or available screening facilities. They can follow influencers, health groups and doctors who share cancer prevention facts. A second means of motivation and communication is social interaction, as Instagram also lets users interact with online groups, ask questions, share stories and talk about health. This communication can give them support and make them want to be part of awareness campaigns and screening programs.
For this study, UGT provides insights to properly comprehend why women in Enugu East use Instagram for cervical cancer awareness and health information. Instagram is a place where users can engage with others, look at health-based content, and be part of projects that promote healthy choices. It attracts users because it satisfies what they want for information, entertainment, identity reinforcement and social support. To keep users sharing content on social media, Instagram campaigns should educate, allow interaction and be relevant to the society. 
The Uses and Gratifications Theory (UGT) and the Health Belief Model (HBM) offer a thorough framework to study how Instagram affects women’s involvement in cervical cancer awareness efforts. UGT looks at why women use Instagram to meet their health wants, and HBM describes the mental reasons that push or stop them from acting. These theories hint that Instagram can grow health awareness if campaigns deal with mental blocks give useful information and engage users through entertainment and social interaction. .
 
2.3 EMPIRICAL REVIEW
A study by Ekenedo (2023) investigated the role of Instagram in promoting breast and cervical cancer awareness among female undergraduates in South-Eastern Nigeria. Using a survey method, the study sampled 300 female students from three universities. The research aimed to understand how visual and interactive content influenced the health choices of respondents. Findings revealed that over 70% of the respondents had encountered cancer-related posts on Instagram, and 55% stated that such posts encouraged them to either seek screening or talk to a healthcare provider. The study also highlighted that influencers and peer-shared content had a stronger impact than official government accounts, due to relatability and trust factors.The study is relevant to the current research because it emphasizes Instagram's potential in influencing young women’s health behavior, specifically in cancer intervention. It supports the idea that social media campaigns must focus on trust-building and visual engagement to be effective. Ekenedo concluded that Instagram can serve as an effective medium for health sensitization, especially when campaigns are personalized, visually appealing, and emotionally compelling. However, in a study by Waszak (2013) he made mention of challenges such as misinformation and lack of credible sources when accessing some information on social media platforms including instagram . Although a study by Chou et al (2018) emphasized that the authenticity of health information on social media varies significantly affecting trust level among users.
Oluwatosin (2021) conducted a quantitative study on the effect of digital media campaigns on cervical cancer screening in rural parts of Ogun State. The researchers surveyed 250 women aged between 25 and 45, examining their exposure to online health content and corresponding screening behavior.The results showed a significant correlation between digital media exposure and screening participation. Women who frequently engaged with content on Instagram, WhatsApp, and Facebook were twice as likely to get screened compared to those with little or no digital exposure. The research indicated that personal stories from survivors and clear visuals about HPV prevention had a large impact. Platforms such as Instagram offered repeated exposure to information on cancer, which explained screening and decreased fear. Still, education and internet access were limiting factors for older women. This study adds new knowledge to past research of similar nature by demonstrating that repeated, relatable and visual content on digital platforms can help increase the screening rates among women, mostly when paired with local health education. 
In addition Chen and Wang (2021) conducted a research on Social Media Use for Health Purposes. The study summarized 10 social media uses for various health purposes by health institutions, health researchers and practitioners and the public. They emphasized that social media can be used for various health purposes like advancing health research and practice, social mobilization, and facilitating offline health-related services and events and that health influencers on instagram affect the decisions of young women to engage in screening and health activities.This study proves that social media media assists in health awareness and health practices.
In a study by Korda and Itani (2013) titled Social media use in HPV-, cervical cancer-, and cervical screening-related research, it was found that digital platforms including instagram have been successful in driving awareness of public health campaigns due to their visual and interactive nature. This aligns with the present study and confirms that social media plays a good role in health awareness.


In a study by Nwankwo et al. (2020) titled “The Influence of Social Media on Health Decision-Making among Nigerian Women”, the researchers looked at how platforms like Instagram and Facebook affect women’s choices in regards to reproductive health like cancer prevention. The researchers gave out 200 questionnaires and conducted 15 in-depth interviews with women in both Enugu and Lagos. They found that while routine health education is still important, social media now greatly shapes health views. Women stated they were more aware of cervical cancer after seeing such campaigns and influencers online. From their review it was discovered that emotional stories and visual narratives got the most attention. 
However, in a study by Adebayo(2022) titled “Engaging social media for health communication in Nigeria” he argued that although digital media and communications technology have generated considerable optimism on the role of social media in achieving developmental and public health outcomes in nigeria, many nigerian health agencies underutilize the visual and storytelling potentials of platforms like instagram in their public health strategies.
 Adeleke (2019) did a research on social media campaigns and health awareness using cervical cancer prevention as a case study and  reported that Women who followed public figures or cancer survivors on Instagram were more likely to adopt preventive behaviors like HPV vaccination or going for Pap smears and that digital media platforms like Instagram plays a huge role in disseminating health information among women in urban areas.This study is significant to this research as it shows how content and community both have a role to play in this. 


2.4 SUMMARY OF LITERATURE 
In conclusion, this literature review emphasizes the effectiveness of instagram as a tool for cervical cancer awareness among women,particularly in Enugu East LGA. It enables visual, interactive, and accessible communication, which makes it easy to disseminate health messages and encouraging preventive behaviours like screening and vaccination. 
Cervical Cancer is a preventable yet deadly disease, with low awareness levels due to stigma, ignorance and limited access to healthcare. Instagrams visual storytelling and engagement features can help promote early detection. Two theories guide the study: the Health Belief Model which explains how perceptions of risk and benefits affect health decisions, and theUses and Gratifications Theory (UGT),which shows us why women use instagram for health information, interaction, and support.
All in all, Instagram presents a strategic platform for health education, particularly when campaigns are well designed, dependable, and tailored to women’s needs.
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
CHAPTER THREE
RESEARCH METHODOLOGY
3.1 RESEARCH DESIGN
The survey research design, which makes it easier to gather quantitative data using structured questionnaire, will be used for this study. The design is suitable for documenting the impact of Instagram on women's cervical cancer awareness and intervention initiatives. By obtaining answers from a wide range of participants, the survey approach enables the methodical examination of the function social media plays in health communication. The collected data will shed light on how much Instagram influences health-seeking behavior, awareness, and participation in cervical cancer campaigns.
 
 
3.2 POPULATION OF THE STUDY
Every woman living in Enugu State's Enugu East Local Government Area (LGA) is the subject of this study. An estimate of 206,804 women are thought to live in Enugu East LGA, according to the National population commission (NPC) as of 2025. Since women are the ones who are affected by cervical cancer, this study focuses on the female population. There are twenty-two towns and villages in Enugu East LGA, which is separated into three main zones: Nike-Uno, Ugwogo, and Mbuli Njodo. By focusing on women in these communities, the study seeks to assess how well Instagram campaigns raise awareness of cervical cancer and motivate preventive measures.
 
 
 
3.3 SAMPLE SIZE
The entire population cannot be surveyed, so a representative sample size was chosen using Taro Yamane's formula. By minimizing sampling error, this formula guarantees that the sample is statistically valid.
The sample Size will be determined using Taro Yamane’s formula : 
n = \frac{N}{1 + N(e^2)}
Where:
n = Sample size
N = Population size (206,804)
e = Margin of error (5.8% or 0.0577)
n = \frac{N}{1 + N(e)^2}
 
n = \frac{206,804}{1 + 206,804(0.05)^2}
n = \frac{206,804}{1 + 206,804/x0.0025}
n = \frac{206,804}{1+517.01}
n=\frac{206,804}{518.01}
n\approx 399
Thus, 399 women will make up the study's sample size. Findings from this sample size can be extrapolated to the whole female population in Enugu East LGA.
 
3.4 SAMPLING TECHNIQUES
The multistage sampling technique was used to obtain a representative and equitable selection of the participants. Using Cluster Sampling Based on their individual administrative zones, the 22 towns and villages in Enugu East LGA will be divided into three clusters: Mbuli Njodo, Ugwogo, and Nike-Uno. By taking this step, it is guaranteed that participants will be chosen from every region within the LGA. This study also adopts the purposive sampling technique, a non-probability sampling method that involves the intentional selection of participants based on specific characteristics relevant to the research objectives. In this case, the focus is on women residing in Enugu East Local Government Area (LGA) who are best positioned to provide meaningful insights related to the study topic. Due to the nature of purposive sampling, the study does not attempt to cover all 22 locations. Rather, a subdivision of 6 towns and villages have been selected based on their importance to the research focus, such as demographics, accessibility, and the known presence of the target population.
The 399 respondents will be distributed across these selected towns in proportions that reflect their importance and accessibility. The proposed distribution is as follows:
 
 
	TOWN/VILLAGE  
	GROUNDS FOR SELECTION

	Thinkers  Corner 
	Urban center with diverse population

	Emene 
	Rural area with underserved women 

	Abakpa 
	Community known for widow population

	Amechi idodo
	Predominantly farming women

	Ugwogo Nike 
	Small urban community

	Agu Eke 
	Remote location


 
3.5 METHOD OF DATA COLLECTION
The data for this study will be gathered through the use of structured questionnaire specifically designed to address the research questions asked. The survey will be made up of both open and close-ended questions so as to retrieve the information of the responding demographic and assess their previous experiences with these type of Instagram campaigns that promote the awareness of cervical cancer. Section A of the questionnaire will cover the demographic information like age, marital status and education level. Section B will focus on trends with the use of Instagram and the awareness of cervical cancer campaigns and the participant’s involvement. 
 
3.6 INSTRUMENT OF DATA COLLECTION 
For this study, the data will mostly come from a questionnaire. It is meant to gather applicable answers about how Instagram works to promote intervention programs and make people more aware. The questionnaire would ask people questions about their knowledge of cervical cancer, and how often they Instagram content revolving around the topic, and finally if the Instagram campaigns they came across encouraged them to either get screened or receive treatment. 
 
3.7 VALIDITY OF RESEARCH INSTRUMENT
To ensure the questionnaires validity, experts in social media research and public health reviewed it appropriately. These professionals evaluated how well the questionnaire's contents aligned with the goals of the study. Their advice and feedback ensured the questions were accurately refined to obtain precise measurements.
 
3.8 RELIABILITY OF RESEARCH INSTRUMENT
To check how reliable and consistent the questionnaire was internally, the Cronbach’s Alpha method was used. With a reliability coefficient of 0.70 after testing for multiple times, the questionnaire seems reliable enough due to consistent results across many administrations. 
 
3.9 METHOD OF DATA ANALYSIS AND PRESENTATION
To summarize the responses, the gathered data was examined using descriptive statistics like mean scores, percentages, and frequencies. To facilitate interpretation, the results will be displayed in tables, charts, and graphs. Furthermore, the associations between Instagram use and awareness or involvement in cervical cancer intervention programs will be evaluated using inferential statistics like the chi-square test. The results will be examined in light of the research questions and hypotheses, offering valuable perspectives on how Instagram affects health awareness initiatives within the study region. 



CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.1 Data Presentation
This chapter examines the data gathered from the study titled “Influence of Instagram on Cervical Cancer Intervention and Awareness Programme on Women in Enugu East LGA, Enugu State.” From the total of 399 questionnaires handed out in different towns and villages in Enugu East LGA, 390 were gotten back for use. This amounts to a 97.5% response rate. 
The data is presented in frequency tables with percentages to answer the questions asked in the study objectives. This chapter provides insight into the level of awareness of cervical cancer among women, their participation in Instagram-led intervention programs, and the challenges they encounter in accessing cervical cancer information on Instagram.

4.2 Data Analysis and Interpretation 
This study adopted a quantitative research design, and the primary instrument for data collection was a structured questionnaire. The questionnaire was administered to selected women residing in Enugu East LGA who use Instagram and are exposed to cervical cancer awareness campaigns on the platform.
The analysis in this section is organized according to the research objectives, focusing on: The level of awareness of cervical cancer intervention programs through Instagram, the impact of Instagram on participation in cervical cancer prevention initiatives. the challenges faced in accessing cervical cancer information via Instagram. Respondents were selected using a multistage sampling technique and purposive sampling technique. Enugu East LGA was divided into three administrative clusters, Nike-Uno, Ugwogo, and Mbuli Njodo, the study does not attempt to cover all 22 locations under these clusters. Rather, a subdivision of 6 towns and villages have been selected based on their importance to the research focus, such as demographics, accessibility, and the known presence of the target population. The intentional selection of participants based on specific characteristics relevant to the research objectives was used to organize the questionnaires.
Data were coded and analyzed using frequency distribution tables and percentage values. The next sections will present the detailed responses under each research objective.
 
Table 1: Gender Distribution of Respondents
	Gender
	Frequency
	Percentage

	18-25
	168
	43%

	26-35
	129
	33%

	36-45
	57
	15%

	46-Above
	36
	9%

	Total
	390
	100%


Source: Field Survey, 2025.
Analysis: The largest age group was 18–25 (43%), followed by 26–35 (33%), showing that the majority of respondents were younger women, likely active Instagram users.
 
Table 2: Marital Status of Respondents
	Age
	Frequency
	Percentage

	Single
	221
	57%

	Married
	123
	32%

	Divorced
	25
	6%

	Widowed
	21
	5%

	Total
	390
	100%


Source: Field Survey, 2025.
Analysis: Most respondents were single (57%), indicating that young, unmarried women were the primary participants in the study.
 
Table 3: Educational Qualification of Respondents
	Gender
	Frequency
	Percentage

	SSCE
	64
	16%

	OND/NCE 
	87
	22%

	HND/BSC
	165
	42%

	MSC/PGD
	74
	20%

	Total
	390
	100%


Source: Field Survey, 2025.
Analysis: A significant number of respondents (42%) had a higher education (HND/Bachelor’s), showing a well-educated sample group.
 
Table 4: Occupation of Respondents
	Department
	Frequency
	Percentage

	Student
	180
	49%

	Civil Servant
	74
	15%

	Private Sector
	58
	13%

	Trader/ Artisan
	58
	13%

	Unemployed
	20
	10%

	Total
	390
	100%


Source: Field Survey, 2025.
Analysis: Students formed the largest group (49%), which aligns with Instagram’s young user demographic.
 
Research Question 1. What is the level of awareness of cervical cancer intervention programmes among women in Enugu East through Instagram?
Table 5: I use Instagram regularly
	Variables
	Frequency
	Percentage

	Strongly agree
	197
	47%

	Agree 
	135
	34%

	Disagree
	25
	8%

	Strongly Disagree 
	33
	11%

	Total
	390
	100%


Source: Field Survey, 2025.
Analysis: 81% of respondents agreed or strongly agreed that they use Instagram regularly, confirming high platform engagement.
 
Table 6: I use Instagram daily
	Variables
	Frequency
	Percentage

	Strongly agree
	172
	42%

	Agree 
	152
	35%

	Disagree
	48
	14%

	Strongly Disagree 
	18
	10%

	Total
	390
	100%


Source: Field Survey, 2025.
Analysis: A combined 77% of participants use Instagram daily, reinforcing the platform’s potential as a health awareness tool.
 
Table 7: I have come across cervical cancer awareness posts on Instagram
	Variables
	Frequency
	Percentage

	Strongly agree
	167
	37%

	Agree 
	130
	33%

	Disagree
	42
	14%

	Strongly Disagree 
	51
	16%

	Total
	390
	100%


Source: Field Survey, 2025.
Analysis: Over 72% of respondents acknowledged seeing cervical cancer awareness posts on Instagram.
 
Table 8: I have seen prevention tips, screening information, or health campaigns on cervical cancer via Instagram
	Variables
	Frequency
	Percentage

	Strongly agree
	163
	39%

	Agree 
	136
	33%

	Disagree
	52 
	18%

	Strongly Disagree 
	39
	10%

	Total
	390
	100%


Source: Field Survey, 2025.
Analysis: Around 72% of respondents reported being exposed to cervical cancer prevention and screening content on Instagram.
 
Research Question Two: How does Instagram influence women’s participation in cervical cancer prevention programmes in Enugu East?
Table 9: I am aware of cervical cancer awareness programmes promoted on Instagram
	Variables
	Frequency
	Percentage

	Strongly agree
	142
	35%

	Agree 
	136
	33%

	Disagree
	68
	20%

	Strongly Disagree 
	44
	12%

	Total
	390
	100%


Source: Field Survey, 2025.
Analysis: 68% of respondents reported awareness of cervical cancer programmes promoted via Instagram.
 
Table 10: Cervical cancer posts on Instagram have influenced me to seek screening or share the information
	Variables
	Frequency
	Percentage

	Strongly agree
	132
	31%

	Agree 
	139
	33%

	Disagree
	77
	24%

	Strongly Disagree 
	42
	12%

	Total
	390
	100%


Source: Field Survey, 2025.
Analysis: 64% of respondents have either taken action or shared information based on cervical cancer-related Instagram content.
 
Table 11: I follow health-related pages or influencers on Instagram
	Variables
	Frequency
	Percentage

	Strongly agree
	147
	35%

	Agree 
	142
	33%

	Disagree
	43
	15%

	Strongly Disagree 
	58
	17%

	Total
	290
	100%


Source: Field Survey, 2025.
Analysis: 68% of respondents reported following health-related pages or influencers on Instagram, indicating a strong health-oriented interest.
 
Table 12: Instagram has significantly improved my knowledge of cervical cancer
	Variables
	Frequency
	Percentage

	Strongly agree
	173
	34%

	Agree 
	168
	32%

	Disagree
	21
	16%

	Strongly Disagree 
	28
	18%

	Total
	390
	100%


Source: Field Survey, 2025.
Analysis: A total of 66% of respondents agree that Instagram has enhanced their knowledge about cervical cancer.
 
Research Question 3. What challenges do women encounter when accessing cervical cancer information on Instagram?
Table 13: I face challenges like misinformation, low interest, or unclear language when accessing cervical cancer content on Instagram
	Variables
	Frequency
	Percentage

	Strongly agree
	104
	29%

	Agree 
	126
	32%

	Disagree
	71
	18%

	Strongly Disagree 
	89
	21%

	Total
	390
	100%


Source: Field Survey, 2025.
Analysis: 61% of respondents admitted to encountering challenges such as misinformation or unclear language in cervical cancer posts on Instagram.
 
Table 14: I have ignored Instagram health content because it seemed exaggerated or fake
	Variables
	Frequency
	Percentage

	Strongly agree
	120
	31%

	Agree 
	117
	30%

	Disagree
	92
	24%

	Strongly Disagree 
	61
	15%

	Total
	390
	100%


Source: Field Survey, 2025.
Analysis: 57% of respondents admitted to ignoring health content on Instagram due to concerns about authenticity or exaggeration.
 
Table 15: More credible and locally relevant cervical cancer content should be promoted on Instagram
	Variables
	Frequency
	Percentage

	Strongly agree
	168
	41%

	Agree 
	138
	33%

	Disagree
	32
	11%

	Strongly Disagree 
	52
	15%

	Total
	390
	100%


Source: Field Survey, 2025.
Analysis: A combined 74% of respondents believe more credible and culturally relevant cervical cancer content should be promoted on Instagram.
 
Table 16: I frequently see cervical cancer awareness posts on Instagram
	Variables
	Frequency
	Percentage

	Strongly agree
	135
	34%

	Agree 
	138
	35%

	Disagree
	69
	18%

	Strongly Disagree 
	48
	13%

	Total
	390
	100%


Source: Field Survey, 2025.
Analysis: 69% of respondents frequently encounter cervical cancer awareness posts, indicating active campaign visibility.
 
Table 17: I have taken action (e.g., screening, sharing) due to Instagram campaigns
	Variables
	Frequency
	Percentage

	Strongly agree
	129
	31%

	Agree 
	136
	33%

	Disagree
	57
	17%

	Strongly Disagree 
	68
	19%

	Total
	390
	100%


Source: Field Survey, 2025.
Analysis: About 64% of respondents have taken some form of action after engaging with cervical cancer content on Instagram.
 
Table 18: I trust Instagram as a source of health-related information
	Variables
	Frequency
	Percentage

	Strongly agree
	106
	25%

	Agree 
	136
	33%

	Disagree
	95
	29%

	Strongly Disagree 
	53
	13%

	Total
	390
	100%


Source: Field Survey, 2025.
Analysis: 58% of respondents trust Instagram as a source for health-related information, though 33% expressed doubt or uncertainty.
 
Table 19: Instagram has increased my awareness of cervical cancer prevention
	Variables
	Frequency
	Percentage

	Strongly agree
	135
	37%

	Agree 
	129
	34%

	Disagree
	62
	14%

	Strongly Disagree 
	64
	15%

	Total
	390
	100%


Source: Field Survey, 2025.
Analysis: 71% of respondents acknowledged that Instagram has helped increase their awareness of cervical cancer prevention
 
Table 20: More cervical cancer programmes should be promoted via Instagram
	Variables
	Frequency
	Percentage

	Strongly agree
	160
	43%

	Agree 
	142
	33%

	Disagree
	55
	11%

	Strongly Disagree
	33
	6%

	Total
	390
	100%


Source: Field Survey, 2025.
Analysis: A vast majority (76%) of respondents support increased promotion of cervical cancer programmes through Instagram.
 
4.2. Discussion of Findings
RQ1: What is the level of awareness of cervical cancer intervention programmes among women in Enugu East through Instagram?
The findings of this study indicate that Instagram is a prominent platform for creating awareness about cervical cancer intervention programmes among women in Enugu East. As shown in Table 7, 72% of respondents have seen cervical cancer awareness posts on Instagram, and this is echoed in Table 8 where 72% also reported encountering prevention tips and health campaigns. Furthermore, 68% of respondents (Table 9) are aware of specific cervical cancer programmes promoted on the platform.
These findings are consistent with earlier studies that demonstrate the role of social media in health promotion. For example, Oluwatosin (2021) emphasized that social media platforms like Instagram and Facebook enhance health information dissemination and engagement, particularly among young adults and women. Similarly, Korda and Itani (2013) found that digital platforms have been successful in driving awareness of public health campaigns due to their visual and interactive nature.
In the Nigerian context, Adeleke (2019) reported that digital media platforms, including Instagram, are gaining momentum in disseminating reproductive health information among women in urban areas. This aligns with the present study’s findings and confirms that Instagram is not only widely used but also effective for communicating cervical cancer-related messages to the target population.
However, while studies like Nyambe et al. (2019) suggested that awareness levels in sub-Saharan Africa remain relatively low due to poor access and limited campaigns, this study suggests a shift at least in Enugu East where social media penetration appears to be closing the gap. Therefore, while the findings support previous research, they also highlight a localized improvement in awareness facilitated by Instagram.
 
RQ2: How does Instagram influence women’s participation in cervical cancer prevention programmes in Enugu East?
Instagram's influence goes beyond awareness, it also encourages preventive action. As Table 10 shows, 64% of respondents were motivated by Instagram posts to either seek screening or share information. Table 17 supports this, with 64% taking direct action due to Instagram campaigns. The high frequency of Instagram use (Table 5: 81% use regularly; Table 6: 77% daily) increases the likelihood of repeated exposure to cervical cancer messages, reinforcing behavioral change.
This finding agrees with Nwankwo et al. (2020), who observed that persuasive health campaigns on platforms like Instagram can lead to increased screening and preventive behavior when messages are clear, relatable, and consistent. In addition, Chen and Wang (2021) found that health influencers on Instagram significantly affect young women’s decisions to engage in screening activities by sharing personal stories and testimonials.
Likewise, Ekenedo (2013) noted that cultural alignment of messages and use of relatable influencers boosts the credibility of online health campaigns among Nigerian women. This mirrors Table 15 of the current study, where 74% support more credible, localized content demonstrating the need for relevance in digital health communication.
Overall, this study corroborates the findings of past literature while providing updated local data showing how Instagram is becoming a channel not just for awareness but for active health participation.
 
RQ3: What challenges do women encounter when accessing cervical cancer information on Instagram?
Despite the platform's strengths, significant challenges persist. Table 13 shows that 61% of respondents faced barriers such as misinformation, low interest, and unclear language. Furthermore, Table 14 indicates that 57% ignored health posts they perceived as exaggerated or fake, suggesting a credibility gap.
Table 18 of the current study reflects this concern while 58% trust Instagram for health content, 33% remain unsure or distrustful. These findings are in line with Waszak et al. (2018), who warned that Instagram is particularly susceptible to the spread of health misinformation due to the lack of professional content verification. Additionally, Chou et al. (2018) emphasized that the credibility of health content on social media varies significantly, affecting trust levels among users.
Moreover, Table 20 reveals that 76% of respondents want more cervical cancer programmes promoted via Instagram, implying that existing content may not be sufficient or impactful. This is supported by Adebayo (2022), who argued that many Nigerian health agencies underutilize the visual and storytelling potentials of platforms like Instagram in their public health strategies.
In summary, the challenges observed in this study are consistent with findings in prior research, underscoring the need for professional oversight, improved message clarity, and culturally resonant content to optimize Instagram’s potential for health education in Nigeria.
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
CHAPTER FIVE
SUMMARY OF FINDINGS, CONCLUSIONS AND RECOMMENDATIONS
5.1 Summary of findings 
This study examined the impact of Instagram on cervical cancer awareness and intervention among women in Enugu East LGA. It focused on how often women engage with Instagram, their exposure to cervical cancer content, its influence on their health awareness and actions, and the challenges they face accessing reliable information.
Using a descriptive survey design, data were collected from 390 women through questionnaires. The results show that Instagram is widely used, with over 70% of respondents exposed to cervical cancer posts and prevention tips. Many reported improved knowledge and were motivated to take action, such as seeking screening or sharing information.
However, issues like misinformation, low interest, and exaggerated content were identified as barriers. Despite this, most respondents supported the promotion of more credible and culturally relevant health campaigns on Instagram, highlighting its potential as a tool for improving women’s health awareness.
5.1 Implications of the Findings
The findings of this study carry several key implications for digital health communication, public health intervention strategies, and policy-making, particularly in the context of women’s health in Nigeria. One major implication is that Instagram is an effective platform for cervical cancer awareness and intervention among young women in Enugu East LGA. With over 70% of respondents acknowledging regular exposure to cervical cancer awareness posts and prevention tips on Instagram, it becomes evident that the platform is not only popular but also influential in shaping health perceptions. This underscores the growing relevance of social media as a viable tool for health education, especially in areas where traditional awareness methods may be limited. Health campaign designers and public health authorities should therefore consider prioritizing Instagram in their outreach efforts, especially when targeting tech-savvy youth and younger women who dominate the platform’s user demographic.
Secondly, the study’s findings reveal that Instagram does not just create awareness but also motivates action, such as health screenings and information sharing. Approximately 64% of respondents reported taking preventive measures or sharing health messages because of Instagram content. This implies that visual and relatable health messaging especially when delivered by trusted influencers or peers can have a tangible impact on behavioral change. As such, organizations involved in health promotion should invest more in influencer partnerships, localized storytelling, and interactive campaign strategies that encourage engagement and response. Additionally, incorporating user-generated content and testimonials can enhance relatability and drive participation in preventive health actions.
However, the study also brings to light some serious challenges related to the credibility and clarity of health information on Instagram. A significant number of respondents (61%) encountered barriers such as misinformation, unclear language, or exaggerated claims. These challenges have implications for trust and information reliability. If not addressed, they can reduce the platform's effectiveness as a health communication tool and even contribute to misinformation-driven health risks. Therefore, there is a need for stricter content regulation, health literacy initiatives, and partnerships between health institutions and social media platforms to ensure accurate, culturally sensitive, and trustworthy messaging. Furthermore, these findings support the inclusion of media and digital literacy programs in community health education efforts, enabling users to critically assess health information online. In essence, while Instagram holds substantial promise for health intervention, its impact will be maximized only when content is both engaging and professionally curated, with mechanisms in place to filter misleading information.
 
5.2 Conclusion
This study concludes that Instagram significantly influences the awareness and participation of women in cervical cancer intervention programmes in Enugu East Local Government Area. The findings reveal that a large proportion of women actively engage with Instagram, regularly encountering posts related to cervical cancer prevention, early detection, and screening campaigns. While many women found this content informative and encouraging, others noted limitations such as misleading information or a lack of localized and culturally relevant health content. The study further establishes that consistent exposure to cervical cancer awareness posts on Instagram has a positive effect on women's knowledge and willingness to participate in health screenings. Key factors such as content credibility, influencer engagement, visual appeal, and accessibility play critical roles in shaping their responsiveness. However, challenges including misinformation, low health literacy, and digital fatigue hinder optimal utilization. In summary, Instagram has emerged as a potent communication tool in health promotion, but for it to drive impactful behavioral change, content must be accurate, engaging, and aligned with the audience’s cultural context.
 
5.3 Recommendations
Based on the study’s findings, the following recommendations were made:
1. Health-Oriented Digital Campaigns: Public health organizations and NGOs should invest in targeted Instagram campaigns using visuals, testimonials, and local language to enhance cervical cancer awareness.
2. Training for Health Influencers: Influencers and content creators sharing health-related information should be trained on basic health communication ethics to ensure they disseminate accurate and evidence-based messages.
3. Government Collaboration with Social Media Platforms: The Ministry of Health should partner with Instagram to verify and promote official health pages while limiting the spread of misinformation.
4. Community-Based Digital Literacy Programs: There should be community awareness efforts and workshops, especially for women, to enhance their ability to evaluate online health content and recognize credible information sources.
5. Institutional Health Engagement: Health centers and clinics in Enugu East should adopt Instagram and other social media platforms to share regular updates about free screenings, awareness events, and prevention tips.
5.4 Suggestions for Further Studies
1. Comparative Study Across Platforms: Future research should compare Instagram with platforms like TikTok, Facebook, and YouTube to assess their relative effectiveness in promoting cervical cancer awareness.
2. Behavioral Impact Study: Longitudinal studies can be conducted to measure actual changes in screening behavior or preventive practices as a result of exposure to Instagram health content.
3. Intergenerational Studies: Future research could explore how different age groups of women perceive and respond to cervical cancer awareness campaigns on Instagram.
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