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1. Introduction 

Since Covid-19 was declared a pandemic and became a world disaster, almost all activities have 

been carried out online. Online activities encourage digitization through the use of visual media. 

Digital to facilitate and accelerate the dissemination of information in various fields, especially in 

the health sector (Patanjali & Bhatta, 2022). The need for information desired as a source of 

information through data visualization is interesting and preferred (Sulistyawati et al., 2021). The 

role of communication in various visual health narratives has become increasingly important in 

providing health information and education during the Covid-19 pandemic (Ndwandwe & 

Wiysonge, 2021). Communication is exchanging information between individuals or groups with 

the meaning or purpose to be conveyed. The message or information can be verbal or non-verbal 

(Yasmin, 2021). During a global pandemic, heightened fears motivate people to seek accurate and 
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 Many disease information problems are caused by a lack of knowledge 
and public misunderstanding of health information. Health 
communication includes disseminating health information to the public 
to achieve healthy living behaviours, creating awareness, changing 
attitudes and providing motivation for individuals to adopt 
recommended healthy behaviours to be the main objectives of health 
communication. This study aims to analyze the use of visual narratives 
in health promotion during a pandemic that focuses on non-technical 
aspects. In addition, knowing the health promotion strategy includes 
visuals, communication, and media. The research method used is 
qualitative. This research tries to understand phenomena in their natural 
setting and context, namely that researchers do not try to manipulate the 
observed phenomena. The data collection method in this study is 
observation and literature study. In this research procedure, the first 
stage is planning, the second stage is field data study and data analysis, 
and the third stage is drawing conclusions. The results showed that the 
Ministry of Health, through the Directorate of Health Promotion and 
Community Empowerment, has prepared integrated promotional 
facilities, including publication, print, and audiovisual media. This 
promotional tool is a website that can be accessed to view and download 
promotional media. Visual narratives are selected very comprehensively 
based on field data obtained from regions in Indonesia. The ignorance 
of health promotion workers causes the error in the use of narratives in 
the health promotion media in making promotional means for 
information of a local nature. Due to the lack of knowledge of the health 
promotion team in the region in choosing the right narrative for the 
promotional media used. 
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credible information more quickly and change health behaviours accordingly. People tend to trust 

more that accurate and complete information makes them feel more secure and less anxious (Kim, 

2022). 

Health communication includes the use of the role of communication to convey messages and 
influence the decision-making process. Health communication aims to bring positive behaviours to 
individuals to combat health problems (Jacob, 2020). Health communication should adopt a 
resource-oriented approach and a wide array of health knowledge practices (Samerski, 2019). Health 
communication is also related to efforts to improve and manage health by individuals and 
communities. The interaction between health and individual behaviour is in society's biological, 
psychological and social situations (Baloch et al., 2021). These three factors affect the health status 
of an individual. Through health communication, we learn the interchange between the three factors. 
Strong health status and the level of trust from various community parties to receive advice and act 
accordingly become capital in building a good health ecosystem (Flew, 2021). This understanding is 
important so that future health program interventions can be developed to change individual 
behaviour to be healthier (Beneria et al., 2021). 

Regulation of the Minister of Health Number 74 of 2015 concerning Efforts to Improve Health 
and Disease Prevention states that health promotion is a process to empower the community through 
informing, influencing, and helping the community to play an active role in supporting behaviour 
and environmental changes as well as maintaining and improving health towards an optimal health 
degree (Kementerian Kesehatan Republik Indonesia, 2015). The minister of Health regulation 
empowers the community to maintain health so that it is more productive through socialization 
through promotion (Utami, 2022). Health promotion in all health programs boils down to the ability 
to maintain and improve health, whether it is the health of individuals, groups or communities. 
Health promotion using media such as posters, flyers, leaflets, brochures, photos, illustrations, and 
videos through resources owned by the Government is the capital in carrying out health 
communication strategies (McNab & Skapetis, 2019).  

This research focuses on visual narratives that have been published and have received less 
attention from the public. The use of verbal narratives is so dominant visual narratives are only a 
complement so that the information to be conveyed receives less attention and is not on target. The 
purpose of the study was to analyze the use of visual narratives in health promotion in the pandemic 
era on non-technical aspects using health communication theory. In addition, the author also wants 
to know health promotion strategies, including visual, communication, and media strategies. This 
research can be a reference material for the Ministry of Health in designing health communication 
campaigns for the public so that the message to be conveyed is well communicated and on target. 

2. Theoretical Framework 

2.1. Visual Narrative 

 Visual narratives have existed since prehistoric times. We can know about the history and 
events humans experienced at that time from paintings found on the walls of prehistoric cases. 
Visual narratives have existed since prehistoric times. We can know about the history and events 
humans experienced at that time from paintings on the walls of prehistoric caves (Rahma, 2020). 
Visual narrative is structuring the past, present and future through the analysis of Expectation, 
Attention and Memory. The result of a visual narrative is a future that is expected through the 
present and presented through memories of the past. Understanding it requires understanding the 
rules of composition and syntagmatic that govern the diachronic order of criteria (Abdillah et al., 
2020). Visual narrative is used to convey information to expand the audience's knowledge or insight. 
A visual narrative is a story told primarily or entirely through a visual medium, such as photos, 
illustrations, or videos. There are no restrictions on the type of narrative created visually - visual 
narratives can be fiction or nonfiction of any genre (Hisham, 2021). 

  A static visual narrative is a visual narrative that is text or contains still images, while an active 
visual narrative has the opposite nature to a static visual narrative. Every visual narrative has four 
components: clarity, realism, dynamism, and continuity (Rahma, 2020). Readability in visual 
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narratives is divided into two: clarity of story and object. Likewise, realism leads to the audience's 
perception of the story being expressed through something real and acceptable. 

2.2. Health Communication  

Health communication is interpreted as sharing meaning among healthcare providers (doctors, 
nurses, psychiatrists, etc.) and between healthcare providers and their clients (patients and their 
families), and other health stakeholders to promote health (Mulyana, 2016). According to the World 
Health Organization (WHO), health communication is the process of conveying messages by 
communicators through certain channels or media to lead to a state of health, both physically, 
mentally and socially (WHO, 2020). This study also refers to previous research, namely Health 
Communication: A Review by Metta Rahmadiana. The study concluded that health communication 
in various forms, such as advocacy media, mass media, entertainment media and the internet, can 
form attitudes and change individual behaviour by increasing awareness and knowledge about health 
issues, health problems and solutions to improve and maintain health degrees (Katzman et al., 2021). 
The research also explains the forms of health communication and mass media health campaigns to 
communicate health issues (Hossain et al., 2020). Health communication contributes to and is part 
of disease prevention and health promotion efforts (Wittenberg et al., 2021). Health communication 
is also considered relevant to several contexts in the health sector, including (1) the relationship 
between medical experts and patients, (2) the reachability of individuals in accessing and utilizing 
health information, (3) individual compliance with the treatment process that must be undergone and 
compliance in carrying out medical advice received, (4) the form of health messaging and health 
campaigns, (5) dissemination of information about health risks to individuals and populations, (6) an 
outline of health profiles in mass media and culture, (7) education for health service users how to 
access public health facilities and health systems, and (8) the Development of program applications 
such as telehealth (Fero et al., 2020). 

Communication can be interpreted as transferring a message from one source to the recipient to 
be understood. The communication process usually involves two parties, either between individuals 
with individuals, individuals with groups or groups with groups that interact with mutually agreed 
rules (Sari et al., 2020). The functions of health communication are: (1) To convey messages 
(information) or disseminate information to others. From disseminating this information, it is hoped 
that the recipient will know what he wants to know, (2) To convey a message (information) or 
disseminate educational information to others. That is, from the dissemination of this information, it 
is hoped that the recipient of the information will increase knowledge about something he wants to 
know, (3) To give instructions to the recipient of the message, (4) To influence and change the 
attitude of the recipient of the message (Cornelissen, 2007). 

As a supporter of communication of health promotion media, illustrations are needed as a 
companion to texts because, in general, people are more impressed to see an informational text 
displayed with photos or illustrative images (infographics). Images represent a thousand words; 
images convey messages very quickly and can have various meanings. Images or illustrations in an 
advertisement or promotional media have a persuasion function. The display of an image close to 
reality makes it easier to persuade the public; not only product representation but also a model that 
demonstrates the message carried by promotional media will look more real (Saddhono et al., 2020). 

2.3. Digital Age 

The digital age is a living condition or era where all activities that support life have been 
facilitated by technology (Nugroho, 2021). The digital age makes life easier for humans in various 
ways, such as through the flow of information and telecommunications. Still, of course, it has a 
negative-positive influence on social life. The digital age was born with the emergence of internet 
networks, especially computer information technology (Setiawan, 2017). After the emergence of the 
digital age, communication technology from electronic media at the beginning of its emergence 
using analogue systems, then switched to digital systems with the presence of transformation of 
media products such as e-books, the internet, digital newspapers, e-libraries, e-shops etc. This era is 
also often referred to as the digital revolution. The digital revolution began in the 1990s in the world. 
After the emergence of the principles of the digital system, the digital age is an era where the flow of 
information through communication media is clear, accurate and fast (Rahayu, 2019). 
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3. Method 

This research uses qualitative methods to understand phenomena in natural settings and contexts 
instead of in the laboratory. Researchers do not seek to manipulate the observed phenomena and do 
not make predictions in the study (Prasetiyo et al., 2020). Data collection techniques are carried out 
by observing visual narratives to find out the truth, situation, condition, context, space, and meaning 
in the visual narrative of health promotion that has been published through digital media in the 
Directorate of Health Promotion and Community Empowerment of the Ministry of Health of the 
Republic of Indonesia. In addition, researchers also collect documentation data, which is to collect 
visual narratives in the form of posters (Miles & Huberman, 2012).                      

The data analysis of this study is the use of visual narratives in public health promotion 

strategies at the Directorate of Health Promotion and Community Empowerment of the Ministry of 

Health of the Republic of Indonesia. The data analysis model used in this study refers to Miles and 

Huberman, namely the Interactive model (Miles & Huberman, 1992). The analysis in the study is 

carried out at the time of data collection and after the completion of data collection in a certain 

period. Activities in data analysis are data reduction, data presentation, and conclusion or 

verification, as in the figure below: 

Table 1.  Data Analysis Activities 

 

 

 

 

 

 

 

 

 

 

4. Results and Discussion 

The Ministry of Health, through the Directorate of Health Promotion and Community 

Empowerment, has prepared integrated promotional facilities, which include publication, print, and 

audiovisual media. This promotional tool is a promkes.kemenkes.go.id website that can be accessed 

to view and download health promotion media.  

 

 

 

 

Fig. 1.  Socialization on prevention of Covid 19 

The selection of visual and verbal narratives is carried out very comprehensively, based on field 

data obtained from regions in Indonesia; there are also errors in the use of narratives in the field of 

health promotion media caused by the ignorance of health promotion workers in the regions in 

making promotional facilities for local information. 
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Fig. 2.  Socialization poster about prevention of covid 19 

Fig. 3.  Indoor and Outdoor Promotional Media of the Ministry of Health 

The Directorate of Health Promotion and Community Empowerment has Publication Media 

consisting of several categories. It is grouped into three means of publication, including (1) Print 

Media: Banners, backdrops, books, Flyers, infographics, health calendars, Reports, Materials, 

merchandise, leaflets, Posters, Banners, Banners, Banners, (2) ILM Videos, Social Media, Jingles, 

Short films, (3) Laws and Regulations in the form of Inpres, Decree of the Minister of Health, 

Decree of the Minister of Health,  Circular letter, Panrb Regulation, and Decree of the Director 

General. The selection of health promotion materials is based on observational data on social 

distancing information, vaccinations, and issues that develop in the community related to health, as 

shown below: 

4.1. Visual Narrative 

From the amount of metadata taken through publish or perish and visualized using VOS viewer, 
researchers limited 1000 research articles to the keyword visual narrative of the pandemic. The gap 
research found in the picture above, which is marked with dark circles, shows that research related 
to visual narratives in the context of a pandemic in the digital age, the position is still small and 
small. The research map is more dominant in the context of pandemic-related research. Therefore, 
this research is important to discuss to increase knowledge related to the context of visual narratives 
during a pandemic. 

 

 

 

 

 

 

 

 

 

 

Fig. 4.  Visual narrative map in the context of a pandemic 



86  ISSN: 2723-7672 

 

 Sabri & Vani Dias Adiprabowo (Visual Narrative of the Pandemic as a Form of Health Communication…) 

Visual narratives have existed since prehistoric times. We can know about the history and events 
that humans experienced at that time from paintings on the walls of prehistoric caves (Rahma, 
2020). The findings of paintings drawn by prehistoric humans prove that at that time, they were not 
familiar with writing, so to donate information about events or experiences, they used visuals as 
narratives. In modern times, the Development of visual and verbal narratives complements each 
other to convey information from the media that use them; before the invention of visual narrative, 
modern technology was done manually, but over time and technology for work began to shift to 
digital. Visual narrative is one of the branches of visual culture; this study is an effort at structuring 
the past, present and future, which uses the analysis method of expectation, attention and memory 
(Abdillah et al., 2020). Narration is a work in which various aspects of the series of stories come 
from meaning (Ahsin, 2016). From the description above, it can be stated that narrative is a way to 
convey stories with certain meanings, so that they are easy to understand. So it can be concluded that 
narrative is a method to explain something so that the audience easily understands it. The purpose of 
creating a kind of narrative (Indah, 2020) ; (1)Used to convey information so that it can expand the 
knowledge or insight of the audience; (2)Used to provide an experience so the audience can feel the 
experience. 

 

 

 

 

 

 

 

 

 

 

Fig. 5.  Visual narrative map in the context of a pandemic 

In his book "Visual Storytelling: The Art and Technique", there are two types of visual narratives 
(Caputo dalam Rahma, 2020);  Static and Active visual narrative. Static visual narratives are text or 
contain still images, while active visual narratives are the opposite of static visual narratives. From 
the analysis of field data, researchers found that the use of static visual narratives is very dominant 
in health promotion, such as posters, flyers, stand banners, banners, brochures, print and digital 
media advertisements, as well as on web home pages that are a source of information about digital 
health communication, this type of media is often called outdoor indoor promotional media The use 
of static visual narratives is due to the large amount of important information that must be conveyed 
So that images or illustrations are only as a complement to explain the content of the text. It is 
impossible to use active visual narratives where images or illustrations are more dominant than text. 
Of course, it will not be enough in one front page of the media alone and will not be effective for 
cost, place and space, so the selection of a static visual narrative becomes an effective solution. We 
can find this on indoor posters and flyers, brochures, catalogues about health, leaflets and other print 
media (Jacob, 2020). 

The choice of the type of media for health promotion determines the success of the health 
communication you want to convey, for example, the selection of outdoor promotional media; of 
course, the material must be distinguished from the content of the material in the promotion of 
indoor media. Because outdoor promotional media will usually be viewed casually, the audience's 
concentration will not focus on so much text information. For example, billboards and banners are 
installed on the side of the road or at crossroads. Usually, the material for this media is only 
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noticeable information and does not explain technical because it will not be possible for road users 
to read in detail; usually prepared by using images or illustrations as points of view and central of 
interest. 

The use of active visual narratives in health promotion media on the internet and television, 
which uses animation and live action. In this media, important information is communicated in 
verbal narratives or dialogues and shown tutorials related to specialized health care so that the 
audience who sees it becomes understanding and understanding of the health information. From the 
field data analyzed by researchers, the use of active visual narratives in health promotion is not as 
much as the use of static visual narratives because of the considerable cost of this promotional media 
to convey health information (Kim, 2022). To anticipate this, the Ministry of Health made 
promotional media in the form of static visual narratives in the form of comic strip media and health 
comics in the form of books (Esakandari et al., 2020). To explain an important piece of information 
that is technical and requires drawings or illustrations as props. This method is sometimes quite 
effective compared to using an active visual narrative that costs money in health promotion 
(Chiplunkar et al., 2020). 

4.2. Health Promotion Strategies 

Health Promotion is a process to empower the community through activities to inform, influence 

and help the community to play an active role in supporting behaviour and environmental changes 

as well as maintaining and improving health towards an optimal degree of health (Kementerian 

Kesehatan Republik Indonesia, 2015). This Minister of Health explains efforts to Improve and 

Control Diseases, so health promotion is carried out in the form of (1) the Development of health-

minded public policies, (2) Creating a Conducive Environment, (3) Strengthening Community 

Movements, (4) Developing Individual Capabilities, (5) Realigning the Direction of Health Services. 

To support the promotion, it is necessary to prepare a strategy; (1) Community Empowerment, (2) 

Advocacy, (3) Partnerships. To do that is all supported by the Right Methods and Media, valid and 

accurate data, and optimal resources, including professional HR. 

4.3. Communication Strategy 

Health Workers' Understanding of Health Communication Patterns is very important so that all 
levels of society can understand the information to be communicated. So it can be understood how 
communication strategies are very important in conveying health info through promotion. According 
to Schiavo, health communication is a study of the application of communication strategies to 
provide information and influence individual and group decisions in improving health (Paramasari 
& Nugroho, 2021). A good communication pattern by health workers will increase people's 
confidence to maintain a healthy lifestyle. The purpose of this health communication is so that 
people, groups or individuals can find important information about health problems and change their 
behaviour to match health values (Endarwati, 2015). 

Health communication is a way to channel information, influence and motivate individuals and 
even institutions in the health sector (Paramasari & Nugroho, 2021). In motivating individuals and 
groups, methods and strategies are needed to make the mindset change; of course, this method is 
delivered orally and in written and printed form to be read and pondered by each individual in 
responding to the information he hears and reads. According to Setyabudi (2017), health promotion 
methods are based on communication techniques: (1) Direct Counseling Method in the direct 
counselling method, the extension workers face or face-to-face with the target. Included here are 
home visits, among others. (2). Indirect Counseling Methods In indirect counselling methods, health 
extension workers or communicators do not face or face to face with communicants, but 
communicators use other media to greet messages such as using print media, among others; Posters, 
Brochures, Flyers, leaflets. 

4.4. Media Strategy 

According to Notoatmojo in Maydianasari & Ratnaningsih (2021), media can help overcome 
many obstacles to understanding, making it easier to convey material or information to the target or 
society. It must be known that selecting the right promotional media is very important in health 
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promotion. The use of narratives must also be adjusted to the media used so that the information 
conveyed is right on target. According Jatmika et al. (2019) Health promotion media are divided 
into three types, namely: 

Print media can convey health messages, such as booklets, leaflets, Rubiks and posters. A 
booklet is a medium to convey health messages in the form of books in the form of writing and 
images. A leaflet is a medium for conveying information in the form of a folded sheet of paper. 
Rubik is media shaped like a magazine that talks about health issues (Charlesworth, 2020). The 
posters are print media that contain messages or health information that are generally pasted on 
walls, public places or public transportation. Electronic media is a dynamic mobile media that can be 
seen and heard in conveying health messages. Examples of electronic media are TV, radio, movies, 
video movies, CDs, and VCDs. Outdoor media conveys its message outside the room through print 
and electronic media, for example, billboards, banners, exhibitions, banners and big screen TV. 
Billboards are large-sized posters that can be seen in general at work. A banner is a message in 
writing accompanied by an image made on a piece of cloth with a predetermined size. 

5. Conclusion 

The Directorate of Health Promotion and Community Empowerment of the Ministry of Health of 

the Republic of Indonesia has prepared community health promotion facilities through integrated 

web media containing health promotion publications for the public. This media contains aspects 

needed by the relevant health ministries for uniformity in health promotion throughout the country. 

The findings in the field regarding health promotion media that have received less public attention in 

conveying information due to incorrect narrative selection are not right, more local, due to the lack 

of knowledge of the health promotion team in the region in choosing the right narrative for the 

promotional media used. Not all health workers in the region understand health communication 

because Indonesia's geography is so wide. The cases found in the field are different in each region, 

so regional health workers sometimes socialize according to the level of cases encountered through 

the promotion of local health communication so that it is easy to understand the area according to 

the social level of the community. 

References 

Abdillah, F., Maeni, P., & Nurmalinda, E. (2020). Analisis Narasi Visual Poster Asian Games 2018 
Versi Panahan (Mel Ahyar). Jurnal Desain, 7(2), 126. https://doi.org/10.30998/jd.v7i2.5832 

Ahsin, M. N. (2016). Peningkatan keterampilan menulis karangan narasi dengan menggunakan 
media audiovisual dan metode quantum learning. Refleksi Edukatika, 6(2), 158–171. 
https://doi.org/10.24176/re.v6i2.607 

Baloch, Q. B., Maher, S., Iqbal, N., Shah, S. N., Sheeraz, M., Raheem, F., & Khan, K. I. (2021). 
Role of organizational environment in sustained organizational economic performance. Business 
Process Management Journal. https://doi.org/10.1108/BPMJ-02-2021-0084 

Beneria, A., Castell-Panisello, E., Sorribes-Puertas, M., Forner-Puntonet, M., Serrat, L., García-
González, S., Garriga, M., Simon, C., Raya, C., Montes, M. J., Rios, G., Bosch, R., Citoler, B., 
Closa, H., Corrales, M., Daigre, C., Delgado, M., Dip, M. E., Estelrich, N., … Ramos-Quiroga, J. 
A. (2021). End of Life Intervention Program During COVID-19 in Vall d’Hebron University 
Hospital. Frontiers in Psychiatry, 12. https://doi.org/10.3389/fpsyt.2021.608973 

Charlesworth, A. (2020). Absolute essentials of digital marketing. In Absolute Essentials of Digital 
Marketing. https://doi.org/10.4324/9781003015789 

Chiplunkar, S., Gowda, D., & Shivakumar, H. (2020). Adaptation of pharmaceutical marketing and 
drug promotion practices in times of pandemic COVID-19. … Journal of Health & Allied …. 
https://go.gale.com/ps/i.do?id=GALE%7CA626370540&sid=googleScholar&v=2.1&it=r&linkacc
ess=abs&issn=22784292&p=HRCA&sw=w 



ISSN: 2723-7672  89 
  

W: http://journal2.uad.ac.id/index.php/commicast/index | E: commicast@comm.uad.ac.id 

Cornelissen, J. (2007). Corporate Communications: Theory and Practice. In Strategic Direction 
(Vol. 23, Issue 8). https://doi.org/10.1108/sd.2007.05623hae.001 

Endarwati, E. (2015). Komunikasi Kesehatan Untuk Pencegahan Penyakit Leptospirosis Pada 
Masyarakat Desa Sumberagung, Penerapan. https://doi.org/10.24912/jk.v7i1.4 

Esakandari, H., Nabi-Afjadi, M., Fakkari-Afjadi, J., Farahmandian, N., Miresmaeili, S. M., & 
Bahreini, E. (2020). A comprehensive review of COVID-19 characteristics. In Biological 
Procedures Online (Vol. 22, Issue 1). https://doi.org/10.1186/s12575-020-00128-2 

Fero, K. E., Weinberger, J. M., Lerman, S., & Bergman, J. (2020). Perceived Impact of Urologic 
Surgery Training Program Modifications due to COVID-19 in the United States. Urology, 143. 
https://doi.org/10.1016/j.urology.2020.05.051 

Flew, T. (2021). The Global Trust Deficit Disorder: A Communications Perspective on Trust in the 
Time of Global Pandemics. Journal of Communication, 71(2), 163–186. 
https://doi.org/10.1093/joc/jqab006 

Hisham, H. (2021). Apa itu narasi visual? Hisham.Id. 

Hossain, M. M., Tasnim, S., Sultana, A., Faizah, F., Mazumder, H., Zou, L., McKyer, E. L. J., 
Ahmed, H. U., & Ma, P. (2020). Epidemiology of mental health problems in COVID-19: A review. 
In F1000Research. https://doi.org/10.12688/f1000research.24457.1 

Indah. (2020). Pengertian Dari Narasi Visual. Lancangkuning.Com. 

Jacob, R. (2020). Visualising global pandemic: A content analysis of infographics on COVID - 19. 
Journal of Content, Community and Communication, 10(6), 116–123. 
https://doi.org/10.31620/JCCC.06.20/09 

Jatmika,  septian emma dwi, Maulana, M., Kuntoro, & Martini, S. (2019). Pengembangan Media 
Promosi Kesehatan. In Buku Ajar. 

Katzman, J. G., Tomedi, L. E., Thornton, K., Menking, P., Stanton, M., Sosa, N., Harkins, M., 
Katzman, N., Liu, J., Archer, G. R. D., & Arora, S. (2021). Innovative COVID-19 Programs to 
Rapidly Serve New Mexico: Project ECHO. Public Health Reports, 136(1). 
https://doi.org/10.1177/0033354920969180 

Kementerian Kesehatan Republik Indonesia. (2015). Upaya Peningkatan Kesehatan Dan 
Pencegahan Penyakit. Upaya Peningkatan Kesehatan Dan Pencegahan Penyakit, Nomor 65(879), 
2004–2006. 

Kim, M. (2022). How can I Be as attractive as a Fitness YouTuber in the era of COVID-19? The 
impact of digital attributes on flow experience, satisfaction, and behavioral intention. Journal of 
Retailing and Consumer Services, 64(July 2021), 102778. 
https://doi.org/10.1016/j.jretconser.2021.102778 

Maydianasari, L.-, & Ratnaningsih, E.-. (2021). Analisis Kebutuhan Media Promosi Kesehatan 
Layanan Provider Initiated Testing and Counseling (PITC) bagi Ibu Hamil. Jurnal Kesehatan 
Vokasional, 6(1), 1. https://doi.org/10.22146/jkesvo.61700 

McNab, M., & Skapetis, T. (2019). Why video health education messages should be considered for 
all dental waiting rooms. PLoS ONE, 14(7), 1–11. https://doi.org/10.1371/journal.pone.0219506 

Miles, M. B., & Huberman, M. (1992). Analisis data kualitatif : buku sumber tentang metode 
metode baru. 

Miles, M. B., & Huberman, M. A. (2012). Analisis Data Kualitatif: Buku Sumber Tentang Metode-
Metode Baru. In Universitas Indonesia_UI Press. 

Mulyana, D. (2016). Health and Therapeutic Communication: An Intercultural Perspective. Rosda. 

Ndwandwe, D., & Wiysonge, C. S. (2021). COVID-19 vaccines. In Current Opinion in 
Immunology (Vol. 71). https://doi.org/10.1016/j.coi.2021.07.003 

Nugroho, A. (2021). Pengertian era digital & dampaknya bagi kehidupan. Qwords.Com. 



90  ISSN: 2723-7672 

 

 Sabri & Vani Dias Adiprabowo (Visual Narrative of the Pandemic as a Form of Health Communication…) 

Paramasari, S. N., & Nugroho, A. (2021). Strategi Komunikasi Kesehatan dalam Upaya 
Membangun Partisipasi Publik pada Masa Pandemi Covid-19. Jurnal lensa mutiara komunikasi, 
5(1), 123–132. https://doi.org/10.51544/jlmk.v5i1.2036 

Patanjali, S., & Bhatta, N. M. K. (2022). Work from Home During the Pandemic: The Impact of 
Organizational Factors on the Productivity of Employees in the IT Industry. Vision. 
https://doi.org/10.1177/09722629221074137 

Prasetiyo, M. H., Rokhman, F., & Zulaeha, I. (2020). Determinants of Language Attitudes of 
Elshinta Semarang Radio News Broadcasters and Radio Republik Indonesia (RRI) Pro 1 
Semarang. Seloka: Jurnal Pendidikan Bahasa Dan Sastra Indonesia, 9(2). 
https://doi.org/10.15294/seloka.v9i2.40163 

Rahayu, P. (2019). Pengaruh era digital terhadap perkembangan bahasa nnak. Al-Fathin: Jurnal 
Bahasa Dan Sastra Arab, 2(1), 47. https://doi.org/10.32332/al-fathin.v2i2.1423 

Rahma, A. A. (2020). Narasi visual dalam virtual reality. Prosiding Koma Dkv, 1, 18–25. 

Saddhono, K., Ardianto, D. T., Sudasna, K., Saidon, H. J. B., Chinda, K., & Azizan, A. T. (2020). 
CONVASH 2019: Proceedings of the 1st Conference of Visual Art, Design, and Social Humanities 
by Faculty of Art and Design, CONVASH 2019, 2 November 2019, Surakarta, Central Java, 
Indonesia. EAI Publishing. 

Samerski, S. (2019). Health literacy as a social practice: Social and empirical dimensions of 
knowledge on health and healthcare. Social Science and Medicine, 226(February), 1–8. 
https://doi.org/10.1016/j.socscimed.2019.02.024 

Sari, M. H. N., Hasnidar, H., Pakpahan, M., Lakhmudien, L., Mahawati, E., Marpaung, Y. M., 
Novela, V., Ani, M., Susanty, S. D., & Yanti, C. A. (2020). Dasar-Dasar Komunikasi Kesehatan. 
Yayasan Kita Menulis. 

Setiawan, W. (2017). Era Digital dan Tantangannya. Seminar Nasional Pendidikan. Seminar 
Nasional Pendidikan, 1–9. 

Setyabudi, R. G. (2017). Analisis Strategi Promosi Kesehatan dalam Rangka Meningkatkan 
Kesadaran Hidup Sehat oleh Rumah Sakit Jiwa Daerah Dr. RM. Soedjarwadi Provinsi Jawa 
Tengah. 12(1). 

Sulistyawati, S., Rokhmayanti, R., Aji, B., Wijayanti, S. P. M., Hastuti, S. K. W., Sukesi, T. W., & 
Mulasari, S. A. (2021). Knowledge, attitudes, practices and information needs during the covid-19 
pandemic in indonesia. Risk Management and Healthcare Policy, 14, 163–175. 
https://doi.org/10.2147/RMHP.S288579 

Utami, N. T. (2022). The role of social media instagram community to tourism promotion in 
Baubau city. COMMICAST, 3(1), 67–74. 

WHO. (2020). WHO Coronavirus disease (COVID-19) outbreak situation. Coronavirus Disease 
(COVID-19) Outbreak Situation. 

Wittenberg, E., Goldsmith, J. V., Chen, C., Prince-Paul, M., & Johnson, R. R. (2021). 
Opportunities to improve COVID-19 provider communication resources: A systematic review. In 
Patient Education and Counseling (Vol. 104, Issue 3). https://doi.org/10.1016/j.pec.2020.12.031 

Yasmin, R. A. (2021). Komunikasi verbal vS komunikasi non-verbal. Binus.Ac.Id. 

 


