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ABSTRACT

Healthy Living Behaviours (HLB) are essential for improving
public health. The rapid growth of social media provides new
opportunities for health promotion through interactive,
accessible, and wide-reaching information dissemination. This
study aimed to analyse the effectiveness of social media-based
health promotion interventions in improving knowledge,
attitudes, and HLB practices among the working-age
population. A quasi-experimental design with a non-equivalent
control group approach was employed. Sixty respondents were
selected through purposive sampling and divided into an
intervention group (n=30) and a control group (n=30). Data
were collected using a validated and reliable questionnaire and
analysed using the Shapiro-Wilk test, paired t-tests, and
independent t-tests (a=0.05). The intervention group
demonstrated significant improvements in knowledge (A=17.2;
p<0.001), attitudes (A=15.1; p<0.001), and HLB practices
(A=18.6; p<0.001), while no significant changes were observed
in the control group (p>0.05). Independent t-test results
confirmed significant differences between groups, with the
greatest effect observed in HLB practices (A=14.7; p<0.001).
Social media-based health promotion is an effective, innovative,
and scalable strategy for enhancing knowledge, attitudes, and
HLB practices, supporting evidence-based public health
programmes and digital health promotion initiatives in
Indonesia.
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INTRODUCTION

Healthy and Hygienic Living Behaviours (PHBS) constitute a set of behaviours consciously
adopted to improve the quality of life and the health status of the population through promotive
and preventive measures. PHBS is a key component in the prevention of various communicable and
non-communicable diseases, which remain the primary contributors to the global health burden
(Mufidah et al., 2024). In Indonesia, the implementation of PHBS has become a government priority
programme; however, the achievement of household PHBS indicators still shows disparities
between regions and has not yet yielded optimal results. This situation has led to rising rates of
morbidity, mortality, and the burden of healthcare costs—all of which could actually be prevented
through the consistent adoption of healthy behaviours (Kemenkes, 2021; Rosyadah, 2025).

The main issue in the implementation of healthy lifestyle practices is not only the low level
of public knowledge, but also the gap between knowledge and practice (the knowledge-behaviour
gap). Many individuals understand the importance of handwashing, maintaining environmental
hygiene, engaging in physical activity, and adopting a healthy lifestyle, yet are unable to consistently
put these behaviours into practice in their daily lives. This situation indicates that changes in health
behaviour are influenced by various factors, such as knowledge, attitudes, the social environment,
access to information, and individual motivation (Safrudin et al., 2026).

Advances in digital technology have transformed the way the public communicates and
seeks health information. Social media platforms such as Instagram, TikTok and Facebook have
become easily accessible, interactive sources of information with a wide reach. The nature of social
media allows health messages to be conveyed rapidly and repeatedly, thereby potentially increasing
public engagement with health messages (Wahyuni et al., 2022). Furthermore, interactive features
such as comments, polls, content sharing, and Q&A sessions facilitate two-way communication that
can strengthen the learning process and promote changes in health behaviour (Wenas & Arsastha,
2025). The use of health influencers has also been shown to increase the acceptance of health
messages, as information is conveyed in a more persuasive manner that is easily understood by the
audience (Rubiah et al., 2026).

In theory, the effectiveness of social media in influencing health behaviour can be explained
through the Health Belief Model, the Theory of Planned Behaviour, and Social Cognitive Theory,
which emphasise the importance of individual perceptions, social norms, self-efficacy, and exposure
to behavioural models in the process of health behaviour change. Through the repeated
dissemination of information, the formation of digital social norms, and the visual presentation of
examples of healthy behaviour, social media has the potential to drive simultaneous changes in
knowledge, attitudes, and practices.

Nevertheless, previous research findings remain mixed. Most studies report an increase in
knowledge following social media interventions; however, the impact on actual behavioural change
remains inconsistent (Warongan et al., 2025). Furthermore, previous studies generally focused on
only one or two dimensions of PHBS, employed research designs with limited controls, or were
conducted on specific population groups, meaning the generalisability of the results remains

limited. Research within the Indonesian context that simultaneously evaluates changes in
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knowledge, attitudes, and PHBS practices through structured social media interventions is also still
relatively scarce.

Given this research gap, a study is needed that can evaluate the effectiveness of social media-
based health promotion interventions more comprehensively across all dimensions of healthy
lifestyle behaviour. The uniqueness of this study lies in the use of a quasi-experimental design with
a control group, the simultaneous measurement of the three dimensions of PHBS (knowledge,
attitude, and practice)) and the implementation of a social media intervention combining
infographics, short videos, interactive polls, and Q&A sessions over a four-week period. Thus, this
study is expected to provide empirical evidence regarding the effectiveness of social media in
bridging the knowledge-behaviour gap whilst enriching the literature on digital health promotion

in Indonesia.

METHODS

This study employs a quantitative approach using a quasi-experimental design with a non-
equivalent control group. The study aims to evaluate the effectiveness of a social media-based health
promotion intervention on improving knowledge, attitudes, and practices regarding Clean and
Healthy Living Behaviours (CHLB). Measurements were taken twice: before the intervention (pre-
test) and after the intervention (post-test) in both the intervention and control groups.

The study was conducted in the city of Padang over an 8-12 week period. The study
population consisted of individuals of working age (18-35 years) who were active social media
users. Sampling was carried out using purposive sampling based on the following inclusion criteria:
(1) active social media use of at least 2 hours per day, (2) possession of an active Instagram, TikTok,
or Facebook account, (3) willingness to participate in the entire research process, and (4) completion
of the informed consent form. Exclusion criteria included respondents who did not complete the
intervention in full or did not complete the post-test. Based on these criteria, 60 respondents were
selected, comprising 30 respondents in the intervention group and 30 respondents in the control
group.

The research instrument comprised a structured PHBS questionnaire consisting of 15
multiple-choice knowledge items, 15 attitude items using a 1-5 Likert scale, and 10 self-report
practice items. Prior to use, the instrument was tested for validity and reliability on 30 respondents
with characteristics similar to those of the research sample. The validity test results showed that all
items had correlation coefficients greater than the table r (calculated r = 0.412-0.812; table r = 0.361),
so all items were deemed valid. The reliability test using Cronbach’s Alpha yielded an alpha value
of 0.821 for knowledge, 0.873 for attitudes, and 0.856 for practice, indicating good reliability.

The intervention group received social media-based health promotion over four weeks, with
posts published 3—4 times per week in the form of infographics, short videos, digital posters,
interactive polls, and Q&A sessions. The material provided covered handwashing practices,
environmental sanitation, physical activity, and other healthy lifestyle behaviours. The control
group received no specific intervention and only received routine health information available in

the local community.
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Data analysis was performed using statistical software. Univariate analysis was used to
describe the characteristics of the respondents and the distribution of the study variables. Prior to
conducting parametric analysis, the data were tested for normality using the Shapiro-Wilk test. The
test results showed that all variables had a p-value > 0.05, indicating that the data were normally
distributed and met the assumptions for the use of parametric tests. Bivariate analysis was
performed using a paired t-test to test for differences in pre-test and post-test scores within each
group, whilst an independent t-test was used to compare post-test scores between the intervention
and control groups. The statistical significance level was set at o = 0.05.

The study obtained ethical approval, and all respondents provided informed consent prior
to participation. The confidentiality of respondents” identities was guaranteed, and all data were

used solely for research purposes.

RESULTS
1. Respondent Characteristics (Univariate Analysis)

Table 1. Distribution of Respondent Characteristics (n = 60)

Characteristics Intervention Group (n=30) Control Group (n=30) Total (%)
Age (Mean + SD) 24.6 £ 3.2 years 25.1 + 3.5 years -
Gender
Man 12 (40%) 11 (36.7%) 38.3%
Woman 18 (60%) 19 (63.3%) 61.7%
Education
SENIOR HIGH SCHOOL 10 (33.3%) 11 (36.7%) 35.0%
College 20 (66.7%) 19 (63.3%) 65.0%
Social Media Intensity
<3 hours/day 9 (30%) 10 (33.3%) 31.7%
>3 hours/day 21 (70%) 20 (66.7%) 68.3%

Respondent characteristics in both groups were relatively homogeneous, both in terms of
age, gender, education, and intensity of social media use. This indicates that both groups had
comparable baselines, so differences in outcomes after the intervention can be more validly

attributed to the treatment.

2. Descriptive PHBS Score (Knowledge, Attitude, Practice)
Table 2. Average PHBS Score Before and After Intervention
Variables Group Pre-test (Mean + SD) Post-test (Mean + SD) A Mean

Knowledge Intervention 65.2+8.1 824+6.7 +17.2
Control 66.1+7.9 69.3+7.5 +3.2
Attitude Intervention 705 +6.5 85.6 +5.8 +15.1
Control 712 +6.8 73.5+6.3 +2.3
Practice Intervention 60.3+74 789+6.9 +18.6
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Control 61.0+7.1 64.2+6.8 +3.2

3. PHBS Knowledge
There was a significant increase descriptively in the intervention group (A =+17.2), compared
to the control group, which only experienced a small increase (A =+3.2). This indicates that exposure

to educational content through social media is effective in increasing respondents' understanding.

4. Attitude towards PHBS
The intervention group showed a significant increase in positive attitudes (A = +15.1), while
the control group remained relatively stable. This indicates that social media improves not only

cognitive but also affective aspects of respondents.

5. PHBS Practices
The increase in practice in the intervention group (A = +18.6) is an important finding, as it
indicates a real change in behavior. In contrast, the control group experienced only minimal change,

indicating the limitations of the no-intervention approach.

6. Distribution of PHBS Categories
Table 3. Respondents' PHBS Level Categories

Variables Category Pre Post Pre Control  Post Control
Intervention Intervention (%) (%)
(%) (%)
Knowledge Low 40% 10% 36.7% 30%
Currently 50% 30% 50% 50%
Tall 10% 60% 13.3% 20%
Attitude Negative 33.3% 6.7% 30% 26.7%
Positive 66.7% 93.3% 70% 73.3%
Practice Not 46.7% 13.3% 43.3% 36.7%
enough
Good 53.3% 86.7% 56.7% 63.3%

The distribution of categories shows a very clear shift in the intervention group:
e Proportionhigh knowledge increased from 10% to 60%
o DPositive attitudes increased to 93.3%
e Good PHBS practices increased significantly to 86.7%
In contrast, the control group showed less significant changes. This strengthens the
indication that social media-based interventions have a substantial effect on improving all
dimensions of PHBS.
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Bivariate Analysis
1. Paired t-test (Pre-test vs Post-test in each group)

Table 4. Results of the Paired t-test in the Intervention and Control Groups

Variables Group Mean Pre- Mean Post- Mean t-value  p-value
test test Difference
Knowledge Intervention 65.2 82.4 +17.2 10.85 0.000
Control 66.1 69.3 +3.2 1.98 0.056
Attitude Intervention 70.5 85.6 +15.1 9.72 0.000
Control 71.2 73.5 +2.3 1.65 0.108
Practice Intervention 60.3 78.9 +18.6 11.23 0.000
Control 61.0 64.2 +3.2 1.89 0.068

Information:p < 0.05 (significant)

1. Interpretation of Paired t-test:
a. Intervention Group
All variables (knowledge, attitude, practice) showed an increase.statistically significant (p

= 0.000). A high t-value indicates a strong intervention effect. This confirms that social media-
based health promotion interventions are effective in improving all dimensions of PHBS.
b. Control Group

There was no significant change in all variables (p > 0.05). Although there was an increase
in the average, the change wasnot statistically significant, so it can be considered as natural

variation or uncontrolled external effects.

2. Independent t-test (Comparison between groups)
Table 5. Results of the Independent t-test between the Intervention and Control Groups

Variables Mean Intervention Mean Control Mean t-value p-value
(Post) (Post) Difference
Knowledge 82.4 69.3 13.1 6.45 0.000
Attitude 85.6 73.5 12.1 5.98 0.000
Practice 78.9 64.2 14.7 6.87 0.000

Information:p < 0.05 (significant)
Interpretation of Independent t-test:

There are differences thatstatistically significant between the intervention and control groups
on all variables (p = 0.000).

The intervention group had consistently higher scores than the control group after the
intervention.

The largest average difference was found in the PHBS practice variable (A = 14.7), indicating
that the intervention not only had an impact on cognitive aspects, but also succeeded in encouraging

real behavioral changes.
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DISCUSSION
1. Average PHBS Score Before and After Intervention

The results of the study indicate that social media-based health promotion interventions are
capable of significantly improving knowledge, attitudes and healthy lifestyle practices in the
intervention group compared to the control group. These findings indicate that social media not
only serves as a means of disseminating health information but is also capable of influencing the
process of attitude formation and behavioural change. The greatest improvement was found in the
dimension of PHBS practices, suggesting that health information delivered repeatedly and
interactively can encourage individuals to adopt healthy behaviours in their daily lives.

These findings are consistent with the research by Seiler et al. (2022), Bhandari et al. (2024),
and Mustofa & Sani (2024), which reported that social media-based health interventions are effective
in improving health knowledge and behaviour across various target groups. However, this study
demonstrates a more comprehensive contribution as it successfully demonstrates simultaneous
improvements in the aspects of knowledge, attitudes, and PHBS practices.

Theoretically, these results support Social Cognitive Theory and the Health Belief Model,
which explain that repeated exposure to health information can increase perceived benefits, self-
efficacy, and motivation to adopt healthy behaviours. In practical terms, these findings suggest that
social media can be utilised as an efficient, easily accessible health promotion medium that is well-
suited to the characteristics of the working-age population.

The researchers assume that the success of the intervention is influenced by a combination
of visual content, consistent frequency of exposure, and the high level of interactivity on social

media, which is capable of increasing respondents” engagement with health messages.

2. Respondents' PHBS Level Category

The shift in PHBS categories within the intervention group indicates that the social media
intervention not only improved respondents’ average scores but also significantly altered the
distribution of PHBS levels. The decrease in the proportion of the low category and the increase in
the high category suggest a behavioural change among the majority of respondents.

These results are consistent with the research by Nazarnia et al. (2023), Warongan et al.
(2025), and Shaluhiyah et al. (2025), which found that digital interventions are capable of improving
health literacy and promoting significant changes in health behaviour. The similarity of these
findings reinforces the view that social media is an effective means of reaching community groups
with varying levels of health literacy.

In practical terms, the shift in the PHBS category indicates that social media has the potential
to be used as a large-scale health promotion strategy at relatively low cost. Theoretically, these
findings support the Transtheoretical Model and the Diffusion of Innovations Theory, which explain
that behavioural change occurs through a gradual process influenced by exposure to information

and the social environment.
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The researchers assume that varied and easily understandable content formats are key
factors enabling respondents with low initial knowledge levels to still accept and implement the
health messages provided.

3. Results of the Paired t-test in the Intervention and Control Groups

The results of the paired t-test showed that all variables in the intervention group exhibited
a significant increase following the intervention, whereas the control group showed no significant
change. These findings indicate that the changes observed were a direct effect of the social media-
based health promotion intervention.

These findings are consistent with those of Chang et al. (2022), Nazarnia et al. (2023), and Li
et al. (2021), who reported that digital interventions based on behaviour change theory resulted in
significant improvements in health indicators compared to pre-intervention levels.

Theoretically, these results reinforce the Information Processing Theory, which explains that
repeated exposure to information through various media formats can enhance the processes of
understanding, information retention, and behaviour formation. In practical terms, these results
demonstrate that social media-based health promotion programmes can serve as an effective

alternative for health education in the short term.

4. Results of the Independent t-test between the Intervention and Control Groups

Significant differences between the intervention group and the control group across all
variables indicate that social media-based health promotion is more effective than approaches
without structured interventions. The largest difference in the practice dimension suggests that
social media is capable of bridging the gap between health knowledge and behaviour.

These findings are consistent with the research by Bhandari et al. (2024) and Seiler et al. (2022), which
showed that social media interventions have a greater impact on behavioural change compared to
groups that did not receive an intervention.

The practical implication of these findings is the need to integrate social media into public
health promotion programmes as a health communication strategy that is more adaptable to
developments in digital technology. Theoretically, these results support the Theory of Planned
Behaviour and Social Cognitive Theory, which explain that behaviour is influenced by attitudes,
social norms, and an individual’s belief in their ability to perform an action.

The researchers hypothesise that the high level of behavioural change in the intervention
group was influenced by digital social interactions that fostered positive norms and increased

respondents” motivation to adopt healthy lifestyle practices in their daily lives.

CONCLUSIONS

This study proves that social media-based health promotion interventions are significantly
effective in improving Clean and Healthy Living Behaviors (PHBS) across all measured dimensions.
The intervention group showed significant increases in knowledge (A =+17.2), attitudes (A = +15.1),

and PHBS practices (A = +18.6) after four weeks of intervention, as confirmed by a paired t-test with
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a p-value of 0.000 for all three variables. In contrast, the control group did not show statistically
significant changes (p > 0.05). Intergroup comparisons using independent t-tests yielded significant
differences in knowledge, attitudes, and practices (p = 0.000), with the largest difference found in
the practice dimension (A = 14.7). These findings indicate that social media is not only effective in
improving cognitive aspects but also capable of driving real behavioral changes. Social media-based
interventions are recommended as innovative, scalable, and evidence-based health promotion
strategies in community PHBS improvement programs, especially for productive age groups in the
digital era.
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