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Abstract: 

 

This research aims to explore the influence of media channels on public perception towards Covid-

19 among youth aged between 15 to 40 years old living in the Klang Valley area. In this era of 

globalization, various media channels have become a part of our daily lives and has substantive 

impacts on our perception. Throughout the Covid-19 pandemic, media platforms have become an 

essential platform to disseminate information and opinions related to the disease as it offers 

immediacy. However, the information on the various media channels may be a source of 

misinformation in many communities as some information are false and inaccurate. This study 

will employ quantitative survey via Google Form to understand the perception of Covid-19 with 

the influence of media channels among youth and qualitative observation on media channels 

regarding information of Covid-19. Therefore, the objective of this research is to examine how 

various media channels contribute to the public perception of Covid-19 positively and negatively. 

 

Keywords: Media, public perception, Covid-19, social media, misinformation, media channels, 

youths 
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CHAPTER 1 

Introduction 

1.1 Background of Study 

Back in the year 2019, an outbreak of unknown disease from Wuhan, Hubei Province, China has 

occurred. The analysis of the virus showed it to be a novel coronavirus related to SARS-CoV, and 

therefore named severe acute respiratory syndrome coronavirus 2 (SARS-CoV-2). The global 

outbreak of SARS-CoV-2 and the thousands of deaths caused by the coronavirus disease (Covid-

19) across the globe has led the World Health Organization to declare a pandemic on 12 March 

2020. People who are infected with the virus could transmit it to others even without showing any 

symptoms (Liu et al., 2020). The rise of death has caused approximately 200 countries to 

implement social distancing and lockdown. Therefore, Covid-19 has caused major impacts on a 

large number of people across the world such as leading to a significant health crisis and 

unprecedented societal disruptions. 

 

Due to the pandemic and global lockdown, the media played an essential role in disseminating 

crucial information about the virus, its transmission, symptoms, and measures to control its spread. 

At the start of the outbreak, the public were not concerned about the severity of the virus. This is 

because they were misguided by information stating that “there is no evidence of human-to-human 

transmission” by the Wuhan Municipal Health Commission. This statement was widely circulated 

on mass media and social media platforms. On 20 January 2020, the National Health Commission 

team of China confirmed the human-to-human transmission of Covid-19 (Liu et al., 2020). Then, 

Wuhan underwent a lockdown on 23 January 2020 to stop the spread of Covid-19.  

 

In the early stages, the public received various information about Covid-19 through different media 

sources. The information emerged sporadically causing the media to face the daunting task of 

providing timely updates while navigating uncertainties. Conflicting reports, varying guidelines, 

and scientific conjectures often led to confusion among the public. This information overload 

along with the rapid spread of information on social media, contributed to the misinformation. 

 

For youth, the National Youth Development Policy of Malaysia defined broadly as individuals 

aged between 15 to 40 years old (Moh, 2023).  Youth is a period between childhood and adulthood 
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and a transition of dependance into independence, (United Nations, n.d.). The media became a 

primary source of information regarding the pandemic. For example, television, print newspapers, 

radio broadcast, social media and others. However, the social media platforms also facilitated the 

spread of misinformation and rumors, leading to confusion and uncertainty among youth. 

Misinformation ranged from false information and unverified prevention strategies towards the 

virus. This large amount of unreliable information caused public anxiety, hindered cohesive public 

health responses, and affected trust in authoritative sources. 

 

The media's portrayal of the pandemic's impact on different age groups influenced youth' risk 

perceptions. Early reports often emphasized that older adults and those with underlying health 

conditions were at higher risk of severe illness or complications from COVID-19 (Magnani et al., 

2021). While this information was accurate, it may have unintentionally created a perception 

among some youth that they were less vulnerable to the virus, potentially undervaluing the 

importance of adhering to safety measures. 

 

Moreover, conflicting information and sensationalized stories in the media contributed to the rise 

of anxiety and stress among youth. Reports on the rapid spread of the virus, overwhelmed 

healthcare systems, and the uncertainty surrounding the duration and severity of the pandemic led 

to varying levels of concern and fear among this demographic. 

 

The media's coverage also influenced attitudes toward preventive measures. Discussions and 

debates about mask-wearing, social distancing, and vaccination were extensively covered, 

impacting youth perceptions and willingness to adopt these measures. Conflicting narratives and 

misinformation on media platforms sometimes led to doubts or hesitancy among youth regarding 

the risk perception about the Covid-19.  

 

In summary, the media's role in disseminating information about COVID-19 significantly 

influenced the risk perception of youth. While it served as a crucial source of information, the 

abundance of conflicting narratives and misinformation posed challenges, impacting attitudes, 

behaviors, and levels of concern among this demographic throughout the course of the pandemic. 
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1.2 Problem Statement 

 

The COVID-19 pandemic, marked by its rapid spread and impact across the globe, brought forth 

a deluge of information through various media channels. Youth are a demographic highly engaged 

with media platforms such as television, radio, newspaper and social media platforms. Youth relied 

heavily on these sources for updates, guidance, and news about the pandemic. While the media 

played a crucial role in disseminating information, it concurrently contributed to shaping risk 

perceptions among youth in multifaceted ways. 

 

The problem lies in the mixed messaging and varying narratives presented by different media 

outlets. Conflicting information, sensationalized stories, and the spread of misinformation on 

media platforms have often led to confusion, uncertainty, and differing attitudes towards the risks 

perception associated with COVID-19 among youth. This situation poses a significant challenge 

in establishing a cohesive understanding of the pandemic's severity and the effectiveness of 

preventive measures within this demographic. 

 

Therefore, there is a lack of studies that contribute to in-depth analysis on how media influence 

the risk perception of youth regarding Covid-19. Hence, this research aims to explore the following 

research objectives: (1) to examine the types and sources of media influencing youth perceptions 

of COVID-19. (2) To evaluate the credibility and trustworthiness of various media sources in 

influencing the formation of attitudes and beliefs regarding COVID-19 among youth. (3)To 

analyze the correlation between the frequency of media exposure and the changes in youth’s 

attitudes, beliefs, and behaviors towards COVID-19. The research questions for this study are 

listed below: 

 

RQ1:What types of media sources do youth primarily rely on for obtaining information and 

updates about COVID-19? 

 

RQ2:How does the frequency and duration of exposure to COVID-19-related news or information 

through various media channels impact youth’s perceptions of the pandemic? 
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RQ3:What are the types of media contents that significantly influence youth’s attitudes and beliefs 

regarding COVID-19? 

 

The research objectives are listed as below: 

RO1: To examine the types and sources of media influencing youth perceptions of COVID-19.  

 

RO2: To evaluate the credibility and trustworthiness of various media sources in influencing the 

formation of attitudes and beliefs regarding COVID-19 among youth.  

 

RO3: To analyze the correlation between the frequency of media exposure and the changes in 

youth’s attitudes, beliefs, and behaviors towards COVID-19. 
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1.3 Significance of Study 

 

Throughout the global lockdown, the media plays an important role as a source of information for 

youth. Media could be categorized into traditional media and new media. Traditional media 

includes print newspapers, television, radio broadcast and others. Whereas new media includes 

social media platforms, podcasts, e-newspaper and others. The information disseminated through 

these media have a great impact on youth, (Bahfiarti & Arianto, 2022). This is because youths' risk 

perception impacts their behaviors regarding mask-wearing, social distancing, vaccination, and 

adherence to public health guidelines. Misinformation or misinterpretation of risks can lead to non-

compliance with recommended safety measures, potentially contributing to the spread of the virus 

within this demographic and beyond.  

 

Therefore, The study sheds light on the dynamics of information dissemination and consumption 

among youth. Insights into preferred media channels, credibility assessment, and factors 

influencing their perceptions aid in tailoring accurate and accessible information delivery 

strategies. 
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CHAPTER 2 

Literature Review 

2.1 Covid-19 in Malaysia 

 

On 25 January 2020, the first Covid-19 case was detected in Malaysia. It was reported to be 3 

Chinese nationals that had close contact with an infected person in Singapore on 24 January 2020. 

The 3 infected individuals were then treated in the Sungai Buloh Hospital, (Elengoe, 2020). With 

the sudden occurrence of Covid-19, the Ministry of Health immediately came up with standard 

guidelines to manage the disease.  

 

The first Malaysian infected Covid-19 was confirmed on 4 February 2020. He was quarantined at 

the Sungai Buloh Hospital. On the same day, a 4-year-old Chinese national girl who had been 

quarantined at Sultanah Maliha Hospital, Langkawi, since 29 January 2020, had recovered and 

was allowed to return to China. This was the first patient who had recovered from COVID-19 since 

the outbreak began in Malaysia, (Elengoe, 2020). 

 

In March 2020, the number of COVID-19 cases grew slowly until a religious event took place at 

Sri Petaling, Kuala Lumpur, which led to a drastic rise in cases. It has led to a highest number of 

cases in Southeast Asia. The religious event has gathered approximately 16,000 individuals 

including 1,500 foreigners leading to sporadic cases of transmission within the local community, 

(Elengoe, 2020). On 16 March 2020, the number of positive cases increased to more than 553 

cases. Due to the increasing cases of Covid-19 in Malaysia, the government has implemented a 

Movement Control Order starting from 18 March 2020 to curb the spread of Covid-19. Standard 

Operating Procedures (SOP) such as only 1 person from a family could go out to purchase 

necessities, (New Straits Times, 2020).  
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2.2 Media in Health Communication 

 

The media has played an essential role in disseminating information throughout the lockdown. The 

public tends to search for information regarding Covid-19 on media platforms. However, the 

overly spread of information without authentication may lead to unintended consequences and 

may cause harm towards the public. For example, the former US President, Donald Trump, 

previously has suggested drinking chlorine may be a solution to kill the deadly virus. After the 

statement was released, the medical community immediately warned the public to avoid 

consuming harmful chemicals and clarify that the statement was false, (“Donald Trump drank 

bleach to cure Covid”, claims man behind “Magic cure.”, 2021). 

 

During the pandemic lockdown, the usage of new media such as social media had increased 

drastically. For example, Facebook, X (formerly known as Twitter), Instagram, YouTube and other 

social media. The users had posted actively on different segments such as their achievements, 

worries and others. Since the lockdown, there is 87% growth of social media usage, (Anwar et al., 

2020). Various information about the Covid-19 can be found on the platforms. However, the 

authenticity of the information is uncertain as the user could speak freely on the platforms.  

 

On the other hand, traditional media such as radio, newspapers, broadcast television and others are 

also essential in disseminating information about the Covid-19. Traditional media provides 

evidence-based information to the public, (Mheidly & Fares, 2020). However, traditional media 

requires longer response time compared to new media. Therefore, the youth may have their 

preferred type of media channel to obtain information regarding Covid-19. 
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2.3 Media Exposure, Media Trust and Media Bias Perception Influence Public Evaluation 

of Covid-19 in International Metropolises 

 

After the outbreak of Covid-19, the international metropolises have an increase in global media 

exposure as the nations are the home to some of the most well-known metropolises. For example, 

countries such as China, United States, India, Italy, Germany and others. These countries hold 

important status in global economic, political and social development network (Han et al, 2022). 

Therefore, various type of media constantly updates and report the situation of Covid-19 in the 

countries such as prevention measures, infection status, and treatment methods. The public has to 

access different media channels for information regarding the pandemic and facilitate their 

decision throughout the pandemic causing the media to influence the public’s perception. 

 

Effective information dissemination could urge the public to undertake reasonable measures to 

deal with Covid-19. However, poor information dissemination was a predicament in the early stage 

of epidemic. According to Liu&Liu (2020), the individuals in China has experience trauma after 

the exposure towards the information regarding Covid-19 across various media channels. The 

individuals have different levels of trauma depending on the type of media that they were exposed 

to such as social media, official media, commercial media and overseas media.  

 

Besides, studies have found that the panic regarding Covid-19 are affected by the rate of 

misinformation spread and exposure to different type of media and frequency of media consumed 

affects the public risks perception, protective behaviours and mental health conditions, (Kiousis, 

2001). Therefore, the trust towards media of the public may directly relate to the risk perceptions 

towards Covid-19. 
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2.4 Uses and Gratification Theory 

 

The Uses and Gratifications Theory (UGT) is a communication theory that focuses on 

understanding why and how people actively seek out specific media to satisfy their needs. Rather 

than focusing solely on the content produced by media outlets, UGT emphasizes the role of the 

audience in selecting media to fulfill various needs and desires, (Hossian, 2019). The theory 

suggests that the public are not just passive consumers of media but actively choose and use media 

for specific purposes. 

 

During the pandemic, the public greatly relies on the media to obtain information about Covid-19. 

As there are a variety of media available, individuals might turn to various media sources such as 

news, social media, official health websites and others to seek information about COVID-19, 

(Bahfiarti & Arianto, 2022). Individuals actively seek out specific types of information related to 

COVID-19 based on their needs and preferences. Some might prefer in-depth analysis from 

reliable news sources, while others might rely on social media for quick updates or user-generated 

content. This selective exposure reflects their desire to fulfill the need for accurate information, 

contributing to their understanding of the pandemic's severity. 

 

Media content can significantly shape public perceptions of COVID-19. For example, the tone, 

framing, and emphasis on certain aspects. These sensationalized reporting, biased narratives, or 

misinformation can exaggerate or downplay the severity of the pandemic, leading to significant 

impact on public perceptions and behaviors, (Bahfiarti & Arianto, 2022). Biases, misinformation, 

or exaggerated reporting can shape how people perceive the severity of the situation, affect their 

trust in authorities, and influence adherence to preventive measures. For instance, conspiracy 

theories circulated on social media platforms might influence some individuals' beliefs and 

behaviors regarding vaccines or preventive measures. Hence, the different type of content on the 

media channels may affect the risk perceptions towards Covid-19 among youth.  
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CHAPTER 3 

Methodology 

3.1 Introduction 

 

To ensure this research could be conducted successfully, certain procedures must be done precisely. 

It is important to follow these procedures in order to study the Influence of media on public 

perception of Covid-19 among youth in Klang Valley. Research procedure including research 

approach, methods used to collect the data, the target research population & sampling and the data 

analysis method used. 

 

 

3.2 Research Approach  

 

The research approach used for this research is a quantitative approach. Quantitative research 

collects statistically significant information using sampling methods and sending out online 

surveys, online polls, and questionnaires. Quantitative research has the advantage of analyzing 

numerical data and utilizes inferential statistics to derive conclusions that can be extrapolated to 

the broader population (Fleetwood, 2023). This research aims to investigate the influence of media 

on public perception of Covid-19 among youth in Klang Valley. The influence of media on public 

perception of Covid-19 among youth in Klang Valley will be measured through survey 

questionnaires. The same set of questionnaires are given to the respondents.  

 

The research method for this research was chosen based on the research objectives. The questions 

in the survey will be structured in a way that can help to achieve the following research objectives: 

 

RO1: To examine the types and sources of media influencing youth perceptions of Covid-19.  

 

RO2: To evaluate the credibility and trustworthiness of various media sources in influencing the 

formation of attitudes and beliefs regarding Covid-19 among youth.  
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RO3: To analyze the correlation between the frequency of media exposure and the changes in 

youth’s attitudes, beliefs, and behaviors towards Covid-19. 

 

3.3 Data Collection Approach 

 

As a quantitative research approach is used for this research, the data will be collected via surveys 

or questionnaires. For this research, data will be collected via online surveys. The data collected 

will then be explained in forms of tables and graphs. 

 

This research has focused on 10 questions. In order for the respondent to answer with ease, the 

questionnaire has been divided into 2 sections. The first section requires the respondents to fill in 

their demographic information including, name, age, gender and others. The second section 

requires the respondents to answer the multiple-choice response alternatives.  

 

The questionnaire was created using Google Form as it is easier to circulate the questionnaire to a 

large number of respondents at the same time. The questions regarding the influence of media on 

public perception of Covid-19 among youth in Klang Valley is adapted from the research 

conducted by Stjernswärd etl., 2021 to study the Perceptions and effects of COVID-19 related 

information in Denmark and Sweden – a web-based survey about COVID-19 and social media. 

The questionnaire was given approval to be adapted for this research.  

 

A sample of the questions are as below: 

1. Which is (are) your source(s) of information regarding Covid-19? 

● Television 

● Radio 

● Employers 

● Daily newspaper 

● Social media 

● Friends 

● Family 

● Colleagues/classmates 
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● Others 

 

2. Which are, according to you, reliable sources of information about Covid-19? 

● Television 

● Radio 

● Employers 

● Daily newspaper 

● Social media 

● Friends 

● Family 

● Colleagues/classmates 

● None of the above 

● I don’t know  

● I don’t care 

● Others 
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3.4 Population and Sampling 

 

The research population of this study are youth in Klang Valley as they are the target population 

for this study. The criteria required for the respondents to be part of this research are age between 

15 to 40 years old and must be living in Klang Valley. 

 

The sampling method used to collect the sample from the population is the Simple Random 

sampling method. The simple random sampling method falls under Probability Sampling as 

through this sampling, the sample members of the population are chosen randomly. This sampling 

method is suitable to be used for this study as most of the youth uses social media platforms such 

as Facebook, Instagram, WhatsApp and others. Thus, the sample need not be selected on any 

specific basis. 

 

According to the Department of Statistics Malaysia, 2020, the youth population in Malaysia is 9 

million. Klang Valley is centered in the federal territories of Kuala Lumpur and Putrajaya, and 

includes its adjoining cities and towns in the state of Selangor. Including,  Ampang, Bangsar, 

Bandar Baru Selayang, Bandar Sri Damansara, Bandar Utama, Bangi, Batu Caves, Bukit 

Damansara, Bukit Kiara, Cheras, Cyberjaya, Damansara Jaya, Damansara Town Centre, 

Damansara Utama, Gombak, Kajang Town Area, Kepong, Klang, Kota Damansara, Kuala Lumpur, 

Maluri, Miharja, Petaling Jaya, Port Klang, Puchong, Pudu, Putrajaya, Segambut, Setapak, Sentul, 

Sri Hartamas, Sri Petaling, Sungai Buloh, Shah Alam, Subang Jaya, Sungai Besi, Taman Melawati, 

Taman Tun Dr Ismail, USJ and Wangsa Maju. The population of Klang Valley is approximately 

8.4million. Whereas the percentage of the youth is 46.5%. Therefore, youth consist of a large 

population in the Klang Valley.  

 

Based on the sample size table by The Research Advisors, the required sample size for a population 

of 4,185,000 is 107 samples. This is to ensure the confidence level of 70% and margin error of 

0.05. Therefore, the questionnaire will be distributed to 107 respondents despite their race and age. 
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3.5 Data Analysis 

The methods that will be used to analyze the data collected via the online survey are frequency 

analysis and correlation analysis.  

 

Frequency Analysis 

Frequency Analysis is a part of descriptive statistics. In statistics, frequency is the number of times 

an event occurs. Frequency Analysis is an important area of statistics that deals with the number 

of occurrences (Research Optmius, n.d.). This analysis method will be used to analyze the types 

and sources of media influencing youth’s perceptions of COVID-19 and the credibility and 

trustworthiness of various media sources in influencing the formation of attitudes and beliefs 

regarding COVID-19 among youth in Klang Valley.  

 

 

Correlation Analysis 

Correlation analysis is a statistical method used to measure the strength of the linear relationship 

between two variables and identify their association, (SSPS, n.d.). Correlation analysis will be 

used to measure the relationship between the frequency of searching for Covid-19 information and 

the risk perception towards Covid-19 among youth in Klang Valley. 
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CHAPTER 4 

Findings and Analysis 

4.0 Introduction 

 

In chapter 4, the raw data collected from the questionnaires will be analyzed and tabulated with 

Microsoft Excel. The data will be presented in a figure, and chart form. The questionnaires were 

designed using Google Form and distributed by utilizing online platforms such as Instagram, 

Facebook and RED. These platforms are selected as youth are the majority users of the platforms. 

A total of 107 questionnaires were collected within 1 month, starting from 1 March 2024 to 1 April 

2024.  

 

4.1 Consent  

 

 

Figure 4.1 Consent of respondents to fill up the questionnaire 

 

A total of 107 sets of questionnaires were collected via Google Form. 100% of the respondents 

have agreed to participate and fill up the questionnaire for this study.  
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4.2 Gender 

 

 

Figure 4.2 Gender of the respondents 

 

Based on the pie chart above, it was concluded that 69.2% (n=74) of the respondents were female 

and 30.8% (n=33) of the respondents were male. 
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4.3 Age Group 

 

Figure 4.3 Age of the respondents 

 

Based on the bar chart above, the majority of the respondents aged between 22 years old which is 

39.3% (n=42)of the respondents. The second highest age group of the respondents is 23 years old 

contributing to 20.6% (n=22)of the respondents. Next, 11.2% (n=12) of the respondents are 21 

years old followed by the age group of 24 years old with 10.3% (n=11). Whereas the age group of 

25 years old contributed 4.7% (n=5) of the respondents and respondents aged 20 years old 

contributed 3.7% (n=4). The age group of 19, 26, 27 and 28 years old has contributed 1.9% (n=2) 

respectively. Lastly, the age group of 17,18 and 30 years old have contributed 0.9% (n=1) 

respectively.  
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4.4 Information Sources regarding Covid-19 

1. Which is (are) your source(s) of information regarding Covid-19? 

 

Figure 4.4 Which are the sources of information for respondents regarding Covid-19 

 

In this question, the respondents are allowed to select one or more answers. The highest frequency 

of source of information regarding Covid-19 is “social media” with 99 respondents and a 

percentage of 92.5%. The second highest frequency is the option “television” which contributes 

73.9% with 79 respondents followed by “family” with 74 respondents and percentage of 73.8%.  

 

Moving on, the choice “friends” has been opted by 71 respondents with 66.4% of respondents. 

Whereas 52 respondents with a percentage of 48.6% opted for “radio” as their source of 

information regarding Covid-19. Moreover, 43 respondents which is 40.2% of the respondents 

stated that “daily newspapers” are their source of information regarding Covid-19, followed by the 

option “colleagues/classmates” with 37 respondents and a percentage of 34.6%.  

 

Next, 8 respondents which is 7.5% of the respondents have selected the “employers” option as 

their source of information regarding Covid-19. Lastly, the option “employee” and “MySejahtera” 

was selected by 1 respondent respectively with a percentage of 0.9%. 
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4.5 Reliable Information Sources of Covid-19 

2. Which are, according to you, reliable sources of information about Covid-19? 

 

Figure 4.5 Which are the reliable source of Covid-19 information for the respondents 

 

In this question, the respondents are allowed to select one or more than one answer. Firstly, the 

most reliable sources of information about Covid-19 for youth is “television” opted by 78 

respondents, 72.9% of respondents. Secondly, “daily newspaper” is opted by 73 respondents, 68.2% 

of respondents followed by “social media” opted by 63 respondents, 58.9% of respondents.  

 

Moreover, the option “radio” was selected by 49 respondents which is 45.8% of respondents. 

Whereas, “family” was opted by 28 respondents, 26.2% of respondents followed by the option 

“friends” with 22 respondents, 20.6% of respondents. Moving on, 9 respondents which is 8.4% of 

respondents opted for “employers” as their reliable source of information about Covid-19.  

 

Next, the option “colleagues/classmates” were selected by 6 respondents, 5.6% of respondents. 

Lastly, 1 respondent with a percentage of 0.9% has opted for the option “none” whereas no 

respondents selected the option “I don’t know” and “I don’t care”. 
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4.6 Social Media Platforms as Source of Covid-19 Information 

3. I look for/at information about corona in social media on the following platforms 

 

Figure 4.6.1 Respondents look for information about Covid-19 in Facebook and Twitter 

 

In this question, respondents are required to express their agreement on the social media platform 

that they look up on Covid-19 information. First of all, 55 respondents strongly agree that they 

look for information about Covid-19 on Facebook whereas 40 respondents opted for the option 

“agree”. However, 1 respondent stated nor agree neither disagree. Moving on, 5 respondents opted 

to disagree and 6 respondents strongly disagree that they look for Covid-19 related information on 

Facebook. 

 

Next, 11 respondents strongly agree that they look up for Covid-19 related information on Twitter, 

whereas 26 respondents opted for “agree”. Moreover, 33 respondents nor agree neither disagree 

that they look up for Covid-19 related information on Twitter. However, 18 respondents disagree 

that they look up for Covid-19 related information on Twitter whereas 19 respondents strongly 

disagree. 

 



33 
 

 

Figure 4.6.2 Respondents look for information about Covid-19 in Instagram and YouTube 

 

Additionally, 42 respondents strongly agree that they look for Covid-19 related information from 

Instagram whereas 46 respondents agree. Whereas 8 respondents stated that they nor agree and 

neither disagree. However, 5 respondents disagree that they look up information regarding Covid-

19 on Instagram and 6 respondents strongly disagree. 

 

Next, 25 respondents strongly agree that they look up information about Covid-19 on YouTube 

whereas 38 respondents agree. Followed by, 23 respondents nor agree neither disagree that they 

obtain information about Covid-19 on YouTube. However, 9 respondents disagree and 12 

respondents strongly disagree on the matter.  
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Figure 4.6.3 Respondents look for information about Covid-19 in LinkedIn and TikTok 

 

Moving on, 9 respondents strongly agree and agree respectively that they look up for information 

related to Covid-19 on LinkedIn. Whereas 34 respondents nor agree and neither disagree on the 

matter. However, 29 respondents disagree and 26 respondents strongly disagree that LinkedIn is a 

source of Covid-19 information for them.  

 

Moreover, 15 respondents strongly agree and 26 respondents agree that they obtain Covid-19 

related information from TikTok. On the other hand, 27 respondents nor agree neither disagree on 

the matter. However, 16 respondents disagree and 23 respondents strongly disagree that they look 

up for Covid-19 related information on TikTok.  
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Figure 4.6.4 Respondents look for information about Covid-19 in Snapchat, Blogs and others 

 

Following by 6 respondents strongly agree and 10 respondents agree that they look for information 

about Covid-19 on Snapchat. Whereas, 33 respondents nor agree neither disagree on the matter. 

However, 30 respondents disagree and 28 respondents strongly disagree that they look for Covid-

19 information on Snapchat. 

 

Next, 7 respondents strongly agree and 18 respondents agree that they look for Covid-19 related 

information on Blogs. Whereas, 27 respondents nor agree neither disagree on the matter. However, 

30 respondents disagree and 25 respondents strongly disagree that they look up information about 

Covid-19 on Blogs. 
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4.7 Type of Information on Media Channels 

4. I look for/at this kind of information about corona through media channels 

 

Figure 4.7.1 Types of information about authoritative facts and world news regarding 

Covid-19 that respondents look for through media channels  

 

This question aims to find out the type of Covid-19 related information that the youth in 

Klang Valley look up in media channels. Firstly, 51 respondents strongly agree and 48 

respondents agree that they look up on authoritative facts about Covid-19. On the other 

hand, 7 respondents nor agree neither disagree on the matter. However, none of the 

respondents disagree and 1 respondent strongly disagrees that they search for authoritative 

facts about Covid-19. 

 

Moving on, 55 respondents strongly agree and 46 respondents agree that they look for 

world news about Covid-19. Whereas, 6 respondents nor agree neither disagree on the 

matter. On the other hand, none of the respondents disagree and strongly disagree that look 

for world news about Covid-19. 
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Figure 4.7.2 Types of information about news about friends/relatives/mynetwork and 

personal stories regarding Covid-19 that respondents look for through media channels  

 

Next, 40 respondents strongly agree and 46 respondents agree that they look for news about 

friends/relatives/my network regarding Covid-19. On the other hand, 18 respondents nor 

agree neither disagree on the matter. However, 2 respondents disagree and 1 respondents 

strongly disagree that they look for news about friends/relatives/my network regarding 

Covid-19. 

 

Moreover, 34 respondents strongly agree and 46 respondents agree that they look for 

personal stories about Covid-19 experience on media channels. Whereas, 18 respondents 

nor agree neither disagree on the matter. However, 7 respondents disagree and 2 

respondents strongly disagree that they look for personal stories about Covid-19 experience. 
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Figure 4.7.3 Types of information about authoritative facts and world news regarding 

Covid-19 that respondents look for through media channels  

 

Next, 36 respondents strongly agree and 51 respondents agree that they look up on 

information of comparison about Covid-19 and previous epidemics. Whereas, 14 

respondents nor agree neither disagree on the matter. However, 2 respondents disagree and 

4 respondents strongly disagree that they look up information of comparison about Covid-

19 and previous epidemics. 

 

Moving on, 31 respondents strongly agree and 47 respondents agree that they look for 

information about conspiracy theories about Covid-19. Whereas, 17 respondents nor agree 

neither disagree on the matter. However, 7 respondents disagree and 5 respondents strongly 

disagree that they search for information about conspiracy theories about Covid-19. 
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Figure 4.7.4 Types of information about science fiction and novels and/or poem 

regarding Covid-19 that respondents look for through media channels  

 

In addition, 28 respondents strongly agree and 32 respondents agree that they look for 

science fiction about Covid-19 on media channels. Whereas, 22 respondents nor agree 

neither disagree on the matter. However, 16 respondents disagree and 9 respondents 

strongly disagree that they search for science fiction about Covid-19. 

 

Moreover, 19 respondents strongly agree and 28 respondents agree that they look up novels 

and/or poems about Covid-19 on media channels. Whereas, 25 respondents nor agree 

neither disagree on the matter. However, 16 respondents disagree and 19 respondents 

strongly disagree that they search for novels and/or poems about Covid-19 . 
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Figure 4.7.5 Types of information about music and/or art and financial issues regarding 

Covid-19 that respondents look for through media channels  

 

Moving on, 18 respondents strongly agree and 36 respondents agree that they search for 

music and/or art about Covid-19 on media channels. Whereas, 19 respondents nor agree 

neither disagree on the matter. Followed by, 19 respondents disagree and 15 respondents 

strongly disagree that they look for Covid-19 related music and/or art. 

 

Next, 39 respondents strongly agree and 45 respondents agree that they look for 

information related to financial issues regarding Covid-19 on media channels. Followed 

by, 13 respondents nor agree neither disagree on the matter. However, 6 respondents 

disagree and 4 respondents strongly disagree on looking up financial issues regarding 

Covid-19. 
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Figure 4.7.6 Types of information about medical issues and national political strategies 

regarding Covid-19 that respondents look for through media channels  

 

Moreover, 5o respondents strongly agree and 47 respondents agree that they look up 

medical issues regarding Covid-19 through media channels. Whereas, 17 respondents nor 

agree neither disagree on the matter. However, 2 respondents disagree and 1 respondent 

strongly disagrees that they search for medical issues regarding Covid-19. 

 

Moving forward, 39 respondents strongly agree and 40 respondents agree that they search 

for national political strategies regarding Covid-19 on media channels. However, 19 

respondents nor agree neither disagree on the matter. Whereas, 5 respondents disagree and 

4 respondents strongly disagree that they look up national political strategies regarding 

Covid-19. 
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Figure 4.7.7 Types of information about international political strategies and labor 

market issues regarding Covid-19 that respondents look for through media channels  

 

Continue by, 34 respondents strongly agree and 46 respondents agree that they look for 

international political strategies regarding Covid-19 on media channels. Whereas, 20 

respondents nor agree neither disagree on the matter. Followed by, 3 respondents disagree 

and 4 respondents strongly disagree on search for international political strategies 

regarding Covid-19 on media channels. 

 

On the other hand, 32 respondents strongly agree and 47 respondents agree on looking up 

labor market issues regarding Covid-19 on media channels. Where, 18 respondents nor 

agree neither disagree on the matter. However, 5 respondents disagree and strongly 

disagree on searching for labor market information regarding Covid-19 respectively. 
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Figure 4.7.8 Types of information about ethical issues and religion/faith regarding 

Covid-19 that respondents look for through media channels  

 

Additionally, 33 respondents strongly agree and 41 respondents agree that they look for 

ethical issues regarding Covid-19 on media channels. However, 19 respondents nor agree 

neither disagree on the matter. Whereas, 9 respondents disagree and 5 respondents strongly 

disagree that they search for ethical issues regarding Covid-19. 

 

Next, 25 respondents strongly agree and 33 respondents agree that they search for 

information about religion/faith and Covid-19 on media channels. Whereas, 24 respondents 

nor agree neither disagree on the matter. However, 12 respondents disagree and 13 

respondents strongly disagree that they look for information related to religion/faith and 

Covid-19.  
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Figure 4.7.9 Types of information about everyday life/activities/exercises and jokes 

regarding Covid-19 that respondents look for through media channels  

 

Continued by, 42 respondents strongly agree and 44 respondents agree that they look for 

information of everyday life/activities/exercises during Covid-19 pandemic. However, 17 

respondents nor agree neither disagree on the matter. Followed by, 2 respondents disagree 

and strongly disagree respectively on searching everyday life/activities/exercises during 

Covid-19. 

 

Moreover, 28 respondents strongly agree and 24 respondents agree that they search for 

jokes about Covid-19 on media channels. Whereas, 22 respondents nor agree neither 

disagree on the matter. However, 17 respondents disagree and 16 respondents strongly 

disagree that they look for jokes about Covid-19.  
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Figure 4.7.10 Types of information about supportive initiative and others regarding 

Covid-19 that respondents look for through media channels  

 

Moving on, 34 respondents strongly agree and 25 respondents agree that they look for 

information on supportive initiatives related to Covid-19 such as neighbor assistance on 

media channels. However, 20 respondents nor agree neither disagree on the matter. 

Followed by, 10 respondents disagree and 8 respondents strongly disagree on searching for 

information about support initiatives related to Covid-19. 

 

Lastly, 30 respondents strongly agree and 19 respondents agree that they search for other 

information related to Covid-19. Whereas, 26 respondents nor agree neither disagree on 

the matter. However, 9 respondents disagree and 13 respondents strongly disagree that they 

search for other information about Covid-19 on media channels. 
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4.8 Perceive Information on Media Channel from Organizations/Institutions/Individuals 

5. I search for information about corona through media channels from 

 

Figure 4.8.1 Respondents search for information about Covid-19 through media channels from 

politicians and National Health Boards and other authorities 

 

In this question, the source of information that the youth in Klang Valley will be identified. First 

of all,22 respondents strongly agree and 45 respondents agree that they search for information 

about Covid-19 through media channels from politicians. Whereas, 21 respondents nor agree 

neither disagree on the matter. Followed by 13 respondents disagree and 6 respondents strongly 

disagree that they look for information about Covid-19 through media channels from politicians. 

 

Secondly, 56 respondents strongly agree and 37 respondents agree that they look up on information 

about Covid-19 through media channels from National Health Boards and other authorities. 

However, 9 respondents nor agree neither disagree on the matter. Continued by 3 respondents 

disagree and 2 respondents strongly disagree on searching for information about Covid-19 through 

media channels from National Health Boards and other authorities. 
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Figure 4.8.2 Respondents search for information about Covid-19 through media channels from 

WHO and the pharmaceutical industry 

 

Next, 58 respondents strongly agree and 35 respondents agree that they look for information about 

Covid-19 through media channels from The World Health Organization (WHO). Whereas, 11 

respondents nor agree neither disagree on the matter. However, 2 respondents disagree and 1 

respondents strongly disagree on looking for information about Covid-19 through media channels 

from WHO. 

 

Moreover, 38 respondents strongly agree and 42 respondents agree that they search for information 

about Covid-19 through media channels from the pharmaceutical industry. Where, 16 respondents 

nor agree neither disagree on the matter. Followed by, 6 respondents disagree and 5 respondents 

strongly disagree on looking for information about Covid-19 through media channels from the 

pharmaceutical industry. 
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Figure 4.8.3 Respondents search for information about Covid-19 through media channels from 

researches and employers 

 

Moving forward, 31 respondents strongly agree and 47 respondents agree that they look for 

information about Covid-19 through media channels from researchers. However, 21 respondents 

nor agree neither disagree on the matter. Continued by, 6 respondents disagree and 2 respondents 

strongly disagree that they search for information about Covid-19 through media channels from 

researchers. 

 

Moving on, 24 respondents strongly agree and 29 respondents agree on searching for information 

about Covid-19 through media channels from employers from working places. Followed by, 26 

respondents nor agree neither disagree on the matter. However 23 respondents disagree and 5 

respondents strongly disagree that they look for information about Covid-19 through media 

channels from employers. 
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Figure 4.8.4 Respondents search for information about Covid-19 through media channels from 

journalist and healthcare professionals 

 

Next, 20 respondents strongly agree and 39 respondents agree that they look for information about 

Covid-19 through media channels from journalists. However, 23 respondents nor agree neither 

disagree on the matter. Followed by, 15 respondents disagree and 10 respondents strongly disagree 

on searching for information about Covid-19 through media channels from journalists. 

 

On the other hand, 44 respondents strongly agree and 47 respondents agree on searching for 

information about Covid-19 through media channels from healthcare professionals. Whereas, 11 

respondents nor agree neither disagree on the matter. Continued by, 2 respondents disagree and 3 

respondents strongly disagree with looking up information about Covid-19 through media 

channels from healthcare professionals.  
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Figure 4.8.5 Respondents search for information about Covid-19 through media channels from 

patient organizations and sport associations, fitness centers and so on 

 

Additionally, 27 respondents strongly agree and 44 respondents agree that they look for 

information about Covid-19 through media channels from patient organizations. Followed by, 19 

respondents nor agree neither disagree on the matter. However, 13 respondents disagree and 4 

respondents strongly disagree on searching for information about Covid-19 through media 

channels from patient organizations. 

 

Moreover, 20 respondents strongly agree and 26 respondents agree that they look for information 

about Covid-19 through media channels from sport associations, fitness centers and so on. 

Whereas, 30 respondents nor agree neither disagree on the matter. Continued by, 23 respondents 

disagree and 8 respondents that strongly disagree on searching for information about Covid-19 

through media channels from sport associations, fitness centers and so on.  
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Figure 4.8.6 Respondents search for information about Covid-19 through media channels from 

religion/faith representative and artists 

 

Followed by, 14 respondents strongly agree and 22 respondents agree that they look for 

information about Covid-19 through media channels from religion/faith representatives. Whereas, 

34 respondents nor agree neither disagree on the matter. However, 23 respondents disagree and 14 

respondents strongly disagree on searching for information about Covid-19 through media 

channels from religion/faith representatives. 

 

Moving forward, 18 respondents strongly agree and 26 respondents agree on searching for 

information about Covid-19 through media channels from artists. Whereas, 26 respondents nor 

agree neither disagree on the matter. Continued by, 20 respondents disagree and 17 respondents 

strongly disagree with looking up information about Covid-19 through media channels from artists.  
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Figure 4.8.7 Respondents search for information about Covid-19 through media channels from 

influencers and organized group of citizens 

 

Next, 23 respondents strongly agree and 32 respondents agree that they look for information about 

Covid-19 through media channels from influencers. Whereas, 21 respondents nor agree neither 

disagree on the matter. Continued by, 17 respondents disagree and 14 respondents strongly 

disagree on searching for information about Covid-19 through media channels from influencers. 

 

On the other hand, 17 respondents strongly agree and 34 respondents agree that they look for 

information about Covid-19 through media channels from organized groups of citizens. However, 

28 respondents nor agree neither disagree on the matter. Continued by, 18 respondents disagree 

and 10 respondents strongly disagree that they search for information about Covid-19 through 

media channels from organized groups of citizens. 
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Figure 4.8.8 Respondents search for information about Covid-19 through media channels from 

individual citizens and others 

 

Moving on, 15 respondents strongly agree and 33 respondents agree that they look for information 

about Covid-19 through media channels from individual citizens. Whereas, 31 respondents nor 

agree neither disagree on the matter. However, 18 respondents disagree and 10 respondents 

strongly disagree that they search for information about Covid-19 through media channels from 

individual citizens. 

 

Lastly, 15 respondents strongly agree and 22 respondents agree on looking for information about 

Covid-19 through media channels from other individuals or organizations. However, 41 

respondents nor agree neither disagree on the matter. Continued by, 15 respondents disagree and 

14 respondents strongly disagree that they search for information about Covid-19 through media 

channels from other individuals or organizations. 
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4.9 Frequency of Looking Up Covid-19 Related Information 

6. How often do you typically use media channels in a typical week during the pandemic to look 

up for Covid-19 related information? 

 

Figure 4.9 Frequency of respondents look up on Covid-19 related information  

 

This question aims to analyze the frequency of looking up Covid-19 related information through 

media channels among youth in Klang Valley. The highest frequency is multiple times a day with 

47 respondents. Followed by the frequency of a few times a week with 28 respondents and once a 

day with 25 respondents respectively. However, only 4 respondents opted for the frequency of 

rarely/almost never and 3 respondents stated that they look up for Covid-19 related information 

once a week. 
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4.10 Negative Effects Caused by Information of Covid-19 

7. Have you experienced any negative effects related to COVID-19 information on social media? 

 

Figure 4.10 Negative effects caused by information of Covid-19 

 

In this question, respondents are allowed to select one or more answers and the negative effects 

related to Covid-19 information on social media will be analyzed. Most of the respondents, 59 

respondents, 55.1% of respondents, felt sadness due to the Covid-19 related information on social 

media. Followed by, 48 respondents, 44.9% of respondents, felt worried about the future and 47 

respondents, 43.9% felt distressed.  

 

Moreover, 41 respondents, 38.3% respondents, got confused due to covid-19 related information 

on social media. Whereas, 21 respondents, 19.6% of respondence, felt overwhelmed and 20 

respondents, 18.7% respondents, got frustrated. Continued by, 14 respondents, 13.1% of 

respondents stated that they get sarcastic about Covid-19.  

 

Moving on, 12 respondents, 11.2% of respondents opted for the option “none” stating that they 

did not feel any negative effects related to Covid-19 information on social media. Lastly, 5 

respondents, 4.7% of respondents felt anger due to Covid-19 related information on social media. 
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4.11 Positive Effects Caused by Information of Covid-19 

8. Have you experienced any positive emotions related to COVID-19 information on social media? 

 

 

Figure 4.11 Positive effects caused by information of Covid-19 

 

This question aims to analyze the positive emotions related to Covid-19 information on social 

media. The respondents could select one or more than one answers for this question. Majority of 

the respondents, 65 respondents which is 60.7% of respondents, felt that we can learn something 

from this experience with the influence of Covid-19 related information on social media. Next, 29 

respondents, 27.1% of respondents felt hopeful due to the Covid-19 related information on social 

media.  

 

Whereas, 22 respondents which is 20.6% of respondents became stronger in faith and 22 

respondents, 20.6% of respondents opted for “none”. Moreover, 19 respondents which is 17.8% 

of respondents felt safe with the influence Covid-19 related information. Lastly, 6 respondents, 

5.6% of respondents felt confident about the future with the influence of Covid-19 related 

information on social media. 
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4.12 Changes of Social Behaviour as Consequences of Covid-19 Information 

9. Have you changed your social behaviour as a consequence of COVID-19 information on media 

channels? 

 

Figure 4.12 Changes of social behaviour as consequences of Covid-19 Information 

 

This question aims to find out how Covid-19 related information on media channels affects the 

social behaviour of youth in Klang Valley. The respondents are allowed to select one or more 

answers. Most of the youth, 55 respondents which is 51.4% of respondents, preferred not to go 

outdoors. Whereas, 45 respondents, 42.1% of respondents preferred not to leave their home due to 

the information about Covid-19 on media channels.  

 

Followed by, 30 respondents which is 28% of respondents withdraw from being with strangers 

and 26 respondents, 24.3% withdraw from being with friends. Moving on, 23 respondents, 21.5% 

respondents, stated that they withdraw from being with family. Lastly, 18 respondents which is 

16.8% of respondents withdraw from being with colleagues/classmates due to the information of 

Covid-19 on media channels.  
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4.13 Effects of Covid-19 Information from Social Media on Thoughts of Physical Health 

10. How COVID-19 information on social media had affected your thought about your own and 

others’ physical health? 

 

Figure 4.13 Effects of Covid-19 information from social media on thoughts of physical health 

 

This question aims to analyze how social media has affected the respondents’ thoughts about their 

own and other’s physical health. Firstly, 33 respondents strongly agree and 58 respondents agree 

that they are more observant of physical symptoms of Covid-19 in themselves. Whereas, 9 

respondents nor agree neither disagree on the matter. However, 7 respondents disagree and none 

respondents strongly disagree that they have become more observant of physical symptoms of 

Covid-19 in themselves due to the Covid-19 information on social media.  

 

Moving on, 36 respondents strongly agree and 51 respondents agree on becoming more observant 

of physical symptoms of Covid-19 in those around them. However, 13 respondents nor agree 

neither disagree on the matter. Lastly, 6 respondents disagree and 1 respondent strongly disagrees 

that they have become more observant of physical symptoms of Covid-19 in those around them. 

 



59 
 

CHAPTER 5 

Discussion and Conclusion 

5.0 Introduction 

 

In chapter 5, the data analyzed in chapter 4 will be discussed in an in-depth manner. Limitations 

of this research will also be discussed along with the recommendations for future studies. Lastly, 

the conclusion of the entire research will also be discussed in this chapter.  

 

5.1 Major Findings 

 

Based on the data collected in Chapter 4, social media, television, and family are the top 3 sources 

that the youth in Klang Valley rely on to obtain Covid-19 related information. However, the youth 

in Klang Valley perceive that television, daily newspaper and social media are the three highest 

reliable sources for Covid-19 information. This could be seen that the youth perceive that some of 

their sources of information are not reliable such as the information from their family members. 

Instead, the daily newspaper is a form of traditional media and is responsible for disseminating 

accurate information to the public. Therefore, the youth consider the daily newspaper as a reliable 

source of Covid-19 information. 

 

In addition, Facebook, Instagram  and YouTube are the three most preferred social media platforms 

to obtain Covid-19 related information for the youth in Klang Valley. The youth tends to search 

for information such as authoritative facts about Covid-19, world news about Covid-19 and 

comparison about Covid-19 and medical issues regarding Covid-19. Therefore, these are the types 

of information that mainly influence the perception, attitudes, beliefs regarding Covid-19. 

Additionally, the youth search for information about Covid-19 through media channels from The 

World Health Organization (WHO), National Health Boards and other authorities, and healthcare 

professionals.  

 

Moving on, the majority of the youth looks up Covid-19 related information on media channels 

with frequency of multiple times a day. Next, the majority of the youth felt sadness, worried about 

the future and distressed due to the influence of Covid-19 related information on social media. 
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However, 60.7% of the youth felt positive emotions such as feeling that we can learn something 

from this experience. Moreover, the youth have faced changes in social behaviour as a 

consequence of Covid-19 information on media channels such as prefer not to go outdoors, prefer 

not to leave their home and withdraw from being with strangers. On the other hand, the majority 

of the respondents have become more observant of physical symptoms of Covind-19 in themselves 

and in those around them. 

 

According to the data collected, most of the respondents search for Covid-19 related information 

on media channels multiple times a day. Whereas, only 11.2% (n=12) of respondents did not feel 

any negative emotions with the exposure of Covid-19 information on various media channels and 

20.6% (n=22) of respondents did not feel any positive emotion due to the influence of Covid-19 

related information on media channels. Therefore, the higher the frequency of exposure to Covid-

19 related information on media channels, the more negative emotions an individual will be 

produced.  
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5.2 Limitations 

 

The limitation of this research is that the respondents of this study lack diverse age groups as the 

majority of the respondents are 21 and 22 years old. Whereas, the other age group has a very low 

rate of response which only consists of 1 to 5 respondents. However, the youth age group stated in 

Malaysia is between 15 to 40 years old. It is important for researchers to obtain data from each age 

group to ensure that the data collected could represent the youth population in Malaysia.  

 

On the other hand, the second limitation of this study is the sample size. It was mentioned that the 

total population of youth in Klang Valley is 9 million. However, the sample size of this research 

is 107, which is approximately 0.119% of the population. Therefore, the sample size of this study 

may not represent the population in Klang Valley.  
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5.3 Recommendations 

 

As studies about the influence of media on public perception of Covid-19 is still relatively new in 

Malaysia, further research is needed in order to allow the general public to understand how 

perceptions are formed by utilizing media channels. On the other hand, this study is only limited 

to the youth in Klang Valley which could not represent the entire youth population in Malaysia. 

Therefore, future research could be conducted to target the youth across Malaysia to obtain more 

accurate information, data and findings. In addition, the government authorities such as MCMC 

must always be aware of the fake news that is spreading across the various media channels to 

prevent the people from obtaining and further spreading of false information. Lastly, the audience 

and users of the media channels should only trust and share information from trusted authorities 

to prevent misconduct. 
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5.4 Conclusion  

 

In conclusion, this research aims to find out the influence of media on public perception of Covid-

19 among youth in Klang Valley. With the help of Uses and Gratification Theory, it was found 

that the frequency of exposure to Covid-19 related information on media channels has a significant 

impact on the perception of youth in Klang Valley. Besides, this research has successfully 

identified the types of media sources that the youth rely on and the types of Covid-19 related 

information that the youth tend to look up during the pandemic which are television, social media 

and family members. In addition, this study has also found out the media sources that are 

considered reliable by the youth including television, daily newspaper and social media. The media 

channels that they obtain information from and the media channels they consider reliable have a 

slight difference. This shows that the youth have the ability to differentiate the accuracy of the 

information they obtain. In short, youth should verify the accuracy of the information obtained 

from the various media channels to avoid spreading false information and shaping false 

perceptions.  

 

Besides, this study has shown that the frequency of consuming Covid-19 related information 

affects the risk perceptions among youth in Klang Valley. The higher the frequency of consuming 

Covid-19 related information, the more negative emotion the youth will undergo. Therefore, the 

youth must obtain information from trusted sources such as The National Health Boards, The 

World Health Orgainization, Healthcare Professionals and others to ensure that the information 

they consume are accurate and to prevent misconduct in prevention of Covid-19.  
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