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Introduction: The COVID‐19 pandemic is an unprecedented and unique fallout worldwide and creates colossal
disruption in human survival. During the pandemic, social networking sites (SNS) played a significant role in
disseminating news related to the pandemic.
Methods: This research is based on primary data collected from 400 successful respondents via online Google
Form. Bivariate Pearson's Chi‐square and multivariate binary logistic regression analysis were performed to
determine the impact of the explanatory variables on the study variables.
Results: This study reveals that most respondents (n = 360, 90 %) use SNS to get up‐to‐date news, and 72.5 %
(n = 290) read health‐related information. The highest number of participants (n = 386, 96.5 %) were
Facebook users. Multivariate binary logistic regression reveals that “reading news on SNS” and “sharing infor-
mation related to COVID‐19 on social media” significantly influence the spread of awareness of COVID‐19.
“Unauthentic news sources” and “stop using social media to stay away from panic” also have a substantial
impact on the spread of panic during the COVID‐19 pandemic.
Conclusion: SNS has become an inevitable medium of information carrier nowadays. Social media users are
found significantly aware of the COVID‐19 pandemic. The findings of this study might assist the concerned per-
sons in taking the necessary steps to propagate authentic news and regulate appropriate policies to prevent
spreading misinformation.
1. Introduction

The Coronavirus disease (COVID‐19), caused by severe acute respi-
ratory coronavirus 2 (SARS‐CoV‐2), spreads rapidly worldwide, infect-
ing over 180 million people with around 3.9 million deaths by July 5,
2021. Bangladesh registered the first three cases on March 8, 2020,
and as of July 5, more than 950,000 cases and 15,000 deaths were
reported across the country. Throughout this pandemic, different
online portals, social networking sites (SNS), disease‐related websites
have circulated information and instructions about COVID‐19 [1].

Social networking sites such as Twitter, Facebook, Instagram, and
YouTube are powerful platforms for disseminating information world-
wide as it is extensively used by a wide range of people [2,3]. For
example, the World Health Organization (WHO) created a messaging
service using SNS outlets such as Facebook and WhatsApp to answer
questions regarding COVID‐19 in 15 different languages [4]. In addi-
tion, Vietnam's Ministry of Health also established an official social
media account to send messages to citizens about COVID‐19 protection
measures [5]. An analysis of Korean Twitter data found that people
using the term “Coronavirus” in tweets communicated more frequently
and helped spread information faster [6]. Starting from the first detec-
tion of the virus, Bangladesh began to organize daily press confer-
ences. These were also aired live on social media and television
channels of the country simultaneously every day. The government
stitute of
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of Macao SAR also did the same by disseminating information and
keeping transparency of the situation [7]. A study found that citizen
engagement is positively influenced by social media's latest crisis news
and government event handling [8]. During the Pandemic, it was
mandatory to wear masks regularly outside the home, which became
a crucial factor for preventing the transmission of COVID‐19. A study
was conducted using the keyword “mask” where they analyzed more
than four thousand tweets using the keyword and tweeters hashtags
and popular tweets encouraged the public to wear masks [9].

People were and still find this COVID‐19 period stressful. However,
conventional and modern social media spread stress on online social
gatherings more than the disease [10]. SNS are not always reliable
regarding information shared by users, and evidence showed that it
is a potential source of misinformation and unauthentic news during
the pandemic [6,11]. Misinfodemics, which means the spread of false
information during a pandemic with or without any maleficent inten-
tion, was observed more frequently during COVID‐19. The spread of
misinformation further deteriorates the situation and creates fears
amongst citizens [10]. Various such information like the conspiracy
theory of coronavirus being lab‐made in China, different drugs and
highly concentrated alcohol as treatment options, etc., are continu-
ously circulated since the beginning of the pandemic [12–14]. Such
news can spread fear and panic, and frequent exposure to fake infor-
mation may lead to mass trauma leading to post‐traumatic stress disor-
der (PSTD) among users [15].

In Bangladesh, currently, there are 45 million SNS users till Jan-
uary 2021 [16]. The most popular sites are Facebook and Twitter, fol-
lowed by YouTube and Instagram [17]. Social media awareness
campaign plays a crucial role in enlightening people about the conse-
quences of the coronavirus. Such communication sites are the inevita-
ble platform to spread the awareness and knowledge of COVID‐19.
Different public campaigns have been initiated focusing on the neces-
sity of practicing hand hygiene and inappropriate usage of protective
masks and sanitizer in a public place [18]. Recently, the United
Nations Development Program (UNDP) Bangladesh launched an SNS
campaign with the hashtag #MaskUpBangladesh to promote the use
of masks.

Following the importance of social media, the current study is a
modest attempt to investigate the impact of social media on the spread
of awareness of COVID‐19 during this pandemic in Bangladesh. We
also estimated the effects of social media on creating panic among
users in this crisis.
2. Methods

2.1. Survey design and participants

In this study, we used a cross‐sectional questionnaire survey among
Bangladeshi citizens aged 18 years or more who understood the con-
tents of the questionnaire. This survey was conducted to collect pri-
mary data from June 15, 2020, to August 27, 2020. During this
period, Bangladesh experienced the first wave of COVID‐19. It was
not feasible and advisable to conduct any personal interview for a sur-
vey in that situation. Therefore, the data was collected online using
Google Forms via a social networking site, Facebook. A questionnaire
was prepared, and a pilot survey was carried out on twenty respon-
dents to detect any inconsistencies in the questionnaire. This survey
was approved by the Ethical Review Committee of Noakhali Science
and Technology University.
2.2. Questionnaire preparation

We developed a survey questionnaire with 29 questions organized
into three sections. The first section was designed to obtain back-
ground information, including the socio‐demographic characteristics
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of the participants (6 questions). The second section of the survey
included questions on the preference and use of social networking sites
as a news source and the source of COVID‐related news (8 questions).
The third section consisted of questions that addressed the awareness
and panic towards the current COVID‐19 information on social net-
working sites (13 questions). In this study, the questions regarding
possible influences on the awareness of COVID‐19 were: “Social media
is helpful during the lockdown”, “Reading news on SNS”, “Believe
news on SNS, Share news related to COVID‐19 on SNS”, “Repeatedly
seeing hygiene and healthy lifestyle info on SNS”, “Visit COVID‐19
information sites for updates”, “Click on the link related to COVID‐
19 report”, and “Ever purchased any medicine knowing information
about COVID‐19 treatment on SNS.” The questions in the awareness
model are considered following the research conducted by Liu, P.L.,
2020, on “COVID‐related information‐seeking behaviour” [19–21]
and peoples' news sharing behaviour [22]. The questions considered
to have possible impacts on panic spread during COVID‐19 were:
“Sharing misleading information related to COVID‐19 on SNS”, “Get-
ting confusing news”, “Think to stop following confusing pages or
groups on SNS”, “Considered stopping using social media to stay away
from panic”, “Unauthentic news sources can mislead people”. The
design of the questions in this study is slightly extracted from the study
examining the Fear of Missing Out (FoMO) relating to the misleading
SNS [23] and research assessing the impact of misinformation during
COVID‐19 [15,24,25]. The questionnaire was designed in English and
was pre‐tested to ensure its quality and suitability with the statistical
analysis. The questionnaire was arranged in yes/no responses and
multiple‐choice and was easily understandable.
2.3. Statistical analysis

The raw data collected for the research was preprocessed for statis-
tical analysis. As the data was qualitative and categorical, non‐
parametric tests were performed throughout the study. At the very out-
set, a frequency distribution table of demographic and socio‐economic
variables was constructed to understand the background characteris-
tics of the respondents. Pearson's Chi‐square test was performed to
ascertain the association between the target variable and explanatory
variables. The variables found statistically significant in the bivariate
Chi‐square test were further considered for the multivariate analysis.
Multivariate binary logistic regression analysis was performed to
determine the direction and magnitude of the influence of explanatory
variables on the response variable. The exponential of the logistic
regression model parameters was the odds of the individual category
of each exogenous variable [26]. The qualitative categorical data do
not follow any distribution and the distributional assumption is unnec-
essary, and thus multivariate binary logistic regression model is appro-
priate for the current research.
3. Results

SNS plays a vital role in spreading news rapidly among people. Dur-
ing the COVID‐19 pandemic, SNS became a popular way to get instant
information worldwide. The demographic and socio‐economic charac-
teristics of the respondents who participated in this study are repre-
sented in Table 1. The maximum of the respondents belongs to the
age group 20–30 years (n = 329, 82.3 %). Male and female respon-
dents are 205 (51.2 %) and 195 (48.8 %), respectively. The study dis-
closes that 191 (47.8 %) of the participants are postgraduate, and 182
(45.5 %) are graduates. Regarding occupation, highest number of
respondents are students (n = 210, 52.5 %) following service holders
(private) (n = 91, 22.8 %). As the SNS can be used through new elec-
tronic technology, older people are less susceptible to using these elec-
tronic devices. On the other hand, youngers are highly interested in
using these devices, and it is known that most of the younger people



Table 1
Frequency distribution of respondents' demographic and socio-economic
characteristics.

Variables Categories Frequency Percent

Age 18–20 31 7.8
20–30 329 82.3
30–50 40 10

Gender Male 205 51.2
Female 195 48.8

Education Qualification Illiterate 1 0.3
Secondary 26 6.5
Graduate 182 45.5
Postgraduate or more 191 47.8

Occupation Student 210 52.5
Searching For job 49 12.3
Service Holder (Private) 91 22.8
Service Holder (Public) 28 7
Business 3 0.8
Home Maker 2 0.5
Other 17 4.3

Place of Residence Rural 94 23.5
Urban 306 76.5

No. of family members 2–4 181 45.25
5–8 197 49.25
8+ 22 5.5

Monthly Family Income
(In Taka)

≤20,000 113 28.2

>20,000–≤40,000 137 34.3
>40,000–≤50,000 76 19
>50,000+ 74 18.5
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are students in Bangladesh. That is the reason a high percentage of the
respondents in this study are students. The most significant number of
respondents (n = 306,76.5 %) are currently living in urban areas.
Maximum of the respondents (n = 197, 49.25 %) informed that of
having family members 5–8. The highest number of the respondents
(n = 137, 34.3 %) reported that their monthly family income was
20 k‐40 k.

The information on the use of social networking sites by the respon-
dents is presented in Table 2. It was observed that the maximum of the
respondents (n = 360, 90 %) uses SNS to keep up to date with the
world's news. Most people (n = 292, 73 %) look for news on SNS
about infections and deaths due to COVID‐19. Moreover, many respon-
dents (n = 290, 72.5 %) read health news on SNS, followed by social
news (n = 286, 71.5 %). Several respondents reported that they often
visit the IEDCR website to get news related to COVID‐19.

Fig. 1 represents the percentage of media used by the respondents
to get up‐to‐date news about the pandemic. Fig. 1 also illustrates that a
maximum number of the respondents use social networking sites
(n = 360, 90 %) to get up‐to‐date information. A low percentage of
users have access to the traditional news portal (television and
newspaper).

The figure indicates that SNS is a popular information source
among other conventional information portals. The percentage of
SNS used by the respondents in this study is demonstrated in Fig. 2.
The most popular SNS in Bangladesh is Facebook (n = 396, 95.5 %)
followed by YouTube (n = 304, 76 %). Fig. 3 represents the most pop-
ular social networking sites worldwide, and it is observed from Fig. 3
that 2.7 billion people use Facebook, followed by YouTube (2.29 bil-
lion) and WhatsApp (2 billion) in 2021. Hence, both in the context
of the world and Bangladesh, Facebook is most popular.

The majority of the respondents (n = 383,95.5 %) in the current
study reported that social network sites (SNS) help spread the aware-
ness of the COVID‐19 pandemic (Table 3). Most of the respondents
(n = 352, 88 %) read news related to COVID‐19 from SNS. Many peo-
ple (n = 312, 78 %) think that the information received from social
networking sites is entirely up to their belief. Ninety‐four percentof
the participant (n = 376) support that the information like frequent
3

hand washing, maintaining social distance, using masks, following
healthy lifestyles to boost immunity, etc. (hygiene info), repeatedly
seeing on SNS helps raise awareness about the COVID‐19 pandemic.
60.2 % of the respondents reported that they did not share any infor-
mation related to COVID‐19 during the pandemic. Table 3 represents
Pearson's chi‐square test of association between response and predic-
tor variables in this study. A significant association (p < 0.05) was
found between social media use during the lockdown and the spread
of awareness of COVID‐19. This study also reveals that reading news
on SNS was substantially associated (p < 0.05) with the spread of
awareness of the COVID‐19 pandemic (Table 3). The variable “Believe
news on SNS” is significantly associated with “ SNS spread awareness
of COVID‐19 pandemic ”. The association between sharing news
related to COVID‐19 and the spread of awareness of COVID‐19 was
found significant (p < 0.05). Information related to COVID‐19 repeat-
edly seen on SNS significantly related to the spread of awareness of
COVID‐19.

In Table 4, hygiene info refers to frequent hand washing, maintain-
ing social distance, using masks, following healthy lifestyles to boost
immunity, etc. From Table 4, it was observed that most of the respon-
dents (n = 344,86 %) reported that Sharing misleading information
on SNS related to COVID‐19 is confusing (p < 0.05), and 66.5 % of
the respondents (n = 266) think to stop browsing those sites and
found a significant association with the spread of panic. Moreover, sev-
eral people (n = 203, 50.7 %) considered stopping using social media
to stay away from the panic during the COVID‐19 pandemic
(p < 0.05) was also significantly associated with the spread of fear.
Finally, it is found that unauthentic news source significantly misleads
people (n = 306, 76.5 %) and lead to panic throughout the situation of
the COVID‐19 pandemic (p < 0.05).

Logistic regression analysis reveals that reading news on SNS has a
significant impact on the spread of awareness of COVID‐19 during the
pandemic (p < 0.05) (Table 5). People who reported reading news on
SNS are more than sixfold (OR:6.25, 95 % CI: 1.71–22.87) likely to be
aware of the pandemic than those who do not read news on SNS. It is
found from the study that sharing news related to COVID‐19 on SNS
has significant influences (p < 0.05) on the awareness of the
COVID‐19 pandemic. Moreover, people sharing news related to
COVID‐19 are eleven times more susceptible (OR: 11.22, 95 % CI:
1.89–66.41) to be aware of the pandemic than people not sharing
news. People reporting SNS is helpful during lockdown are 3.81 times
more likely to think that SNS is spreading the awareness of the COVID‐
19 pandemic than the respondents who reported SNS does not spread
the awareness. Respondents who repeatedly see information (like fre-
quent hand washing, maintaining social distance, using masks, follow-
ing healthy lifestyles to boost immunity, etc.) on SNS are 4.03 times
more likely to think that SNS is the way to spread awareness of the
COVID‐19 pandemic. Hosmer and Lemeshow test of goodness of fit
(x2 = 12.78, p = 0.12) provides that the binary logistic regression
model of the perception of the spread awareness of COVID‐19 fits
the data well in this research.

The binary logistic regression analysis of the perception of panic
during COVID‐19 on the selected variable is presented in Table 6.
The respondents who ever think to stop using social media to stay
away from panic are about five times (OR: 4.82, 95 % CI: 0.89–5.26,
p < 0.05) likelihood of suffering from panic during the COVID‐19 pan-
demic compared to the respondents who do not think to stop following
SNS.

Moreover, respondents believing unauthentic news sources can
mislead people significantly impacted the panic during the COVID‐
19 pandemic (p < 0.05). Finally, the respondents who believe that
unauthentic news sources can mislead people are a twelve times
higher likelihood (OR:12.20, 95 % CI:3.93–38.87) of suffering from
panic during the COVID‐19 pandemic than those who do not believe
such a statement. The result of the Hosmer and Lemeshow goodness



Table 2
SNS use information during the COVID-19 pandemic.

SNS user information N % SNS user information N %

Getting up-to-date world news on Often visit websites
Television No 229 57.2 IEDCR website No 255 63.7

Yes 171 42.8 Yes 145 36.3
Reading newspaper No 288 72 WHO pandemic dashboard No 250 62.5

Yes 112 28 Yes 150 37.5
Social networking sites No 40 10 Corona info-BD No 290 72.5

Yes 360 90 Yes 110 27.5
Kind of news read on SNS related to COVID-19 Worldometer No 297 74.2
The number of infections and the death No 108 27 Yes 103 25.8

Yes 292 73 Others No 348 87
Location of distributed case No 184 46 Yes 52 13

Yes 216 54 Often visited SNS
Up to date information or press release by Govt No 149 37.3 Facebook No 14 3.5

Yes 251 62.7 Yes 386 96.5
Vaccination information No 131 32.8 Instagram No 202 50.5

Yes 269 67.2 Yes 198 49.5
Hospital and test facilities No 148 37 Twitter No 355 88.8

Yes 252 63 Yes 45 11.2
Remedial information No 288 72 Snapchat No 368 92

Yes 112 28 Yes 32 8
Kind of news read on SNS Youtube No 96 24
Social news No 114 28.5 Yes 304 76

Yes 286 71.5 Tiktok No 391 97.8
Health news No 110 27.5 Yes 9 2.2

Yes 290 72.5 Linkedin No 286 71.5
Technology No 163 40.8 Yes 114 28.5

Yes 237 59.2 Whatsapp No 125 31.2
Political news No 211 52.8 Yes 275 68.8

Yes 189 47.2 Skype No 341 85.2
Sports No 240 60 Yes 59 14.8

Yes 160 40 IMO No 299 74.8
Miscellaneous No 212 53 Yes 101 25.2

Yes 188 47 Zoom No 287 71.5
Good source of COVI-19 information Yes 113 28.3
Facebook No 63 15.7 LinkedIn No 374 93.3

Yes 338 84.3 Yes 27 6.7
Instagram No 350 87.3 WhatsApp No 356 88.8

Yes 51 12.7 Yes 45 11.2
Twitter No 372 92.8 Zoom No 385 96

Yes 29 7.2 Yes 16 4
YouTube No 251 62.6 Others No 394 98.3

Yes 150 37.4 Yes 7 1.7
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of fit test (x2 = 3.01, p = 0.81) implies that the binary logistic regres-
sion model of the impact of SNS on the spread of panic during the
COVID‐19 pandemic fits the data well in this study.
4. Discussion

Social media is a powerful technology for information diffusion
in the modern world. Social networking sites (SNS) are the potential
server for disseminating information among the people and thus play
a significant role in creating awareness during COVID‐19 [11,27].
No studies based on the behavior of SNS users and its impact on
COVID‐19 awareness or panic were done yet in Bangladesh. This
study aimed to understand the perception and role of SNS in spread-
ing awareness and panic among Bangladeshi users by an online
survey.

Due to country‐wise lockdown all over the world, there was a rise
in social media use also. Our study found that people were finding
social media significantly useful during the lockdown time. Similar
to our research, a study also found that COVID‐19 was associated with
more frequent and overuse of SNS and more significant SNS addiction
[21]. People also use SNS for various coronavirus disease‐related news
and to understand the global perspective. In a study, data revealed that
sharing information about physical activities on SNS during COVID‐19
had significant positive feedback [28]. Moreover, it is also noted that
4

there is a dispute on which social media provided better reliable infor-
mation related to the ongoing pandemic. In our study, the majority of
the participants were found using Facebook (96.5 %), YouTube
(76 %), and WhatsApp (69 %) but Twitter (11.2 %) and other sites
were not much popular among the study participants (Table 2). Simi-
lar to our findings, an online portal shows 92.16 % of Bangladeshi peo-
ple use Facebook, followed by YouTube and Twitter [29]. Our
observation showed a similar result with overall Bangladesh's SNS
users preference, as Facebook and YouTube have the highest number
of users in the country according to recent reports [30]. A large num-
ber of our participants informed that Facebook (84 %), YouTube
(37 %), and Twitter (13 %) provide relatively valuable information
related to COVID‐19. Surveys of different countries also reported sim-
ilar results like our study; a majority of participants found using Twit-
ter and WhatsApp in Saudi Arabia [31,32] and Facebook, WhatsApp,
YouTube in Jordan and Srilanka for COVID‐19 related information
and news [33]. In addition, most participants found using WhatsApp,
line, Facebook in Indonesia also [3]. A Taiwanese survey among Face-
book users also found that 80 % of 1904 participants mainly use the
internet as a source of information about COVID‐19 [34]. Interest-
ingly, a Srilankan study also revealed that most citizens use Facebook,
and this site is responsible for spreading fear and panic about the
COVID‐19 outbreak [32]. A study in America analyzes English‐
language conversations on 100 posts each on Reddit, YouTube, and



Fig. 1. Percentage of media users to get up-to-date news in Bangladesh.

Fig. 2. Percentage of social media most frequently visited by the respondents in Bangladesh.
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Facebook. They used a Social Identity Model of Individuation Effects
(SIDE) and observed that among those sites, Reddit users were more
frequently provided social support than the other two [26].

Most of our study participants admitted that they follow health‐
related news on SNS, and the majority of them also believed such
information. Similar to our study, a US‐based survey revealed that
most social media users (638/1003, 63.6 %) were reluctant to fact‐
check what they see on the internet with a health professional, despite
a high likelihood of COVID‐19 misinformation on social media [35].
5

Similarly, a survey from Iraq also reported that 76.4 % (516 users)
of participants read health news on SNS during COVID‐19 [36]. Our
data also showed that participants mostly search for “The number of
infections and the death” followed by “Vaccination information” in
the SNS. An analysis based on 2.8 million tweets on Twitter found four
categorical themes have been widely tweets which involved the “ori-
gin of COVID‐19″, ”the source of a novel coronavirus,“ ”the impact
of covid‐19 on people and countries“, and ”methods of decreasing
the spread of Covid‐19″ [37].



Fig. 3. Most popular social networking platform worldwide in 2021 (in million).

Table 3
Frequency distribution and test of association of the effect of SNS on spreading the awareness of COVID-19 pandemic with the selected variables.

Selected Variables Categories Frequency (%) SNS spread awareness of COVID-19 pandemic

SNS spread awareness of the COVID-19 pandemic No 17(4.3)

Yes 383(95.5) No (%) Yes (%) Chi- Square P-value

Social media useful during lockdown No 18(4.5) 5(28) 13(72) 25.639 0.000
Yes 382(95.5) 12(3) 370(97)

Reading news on SNS No 48(12) 9(19) 39(81) 28.182 0.000
Yes 352(88) 8(2) 344(97)

Believe news on SNS No 88(22) 8(9) 80(91) 6.497 0.017
Yes 312(78) 9(3) 303(97)

Share news related to COVID-19 on SNS No 12(3) 5(42) 7(58)
Yes 318(79.5) 7(2) 311(98) 46.004 0.000
May be 70(17.5) 5(7) 65(93)

Repeatedly seeing hygiene and healthy lifestyle info on SNS No 24(6) 5(21) 19(79) 17.254 0.002
Yes 376(94) 12(3) 364(97)

Visit COVID-19 information sites for updates No 97(24.2) 4(4) 93(96) 0.005 0.603
Yes 303(75.8) 13(4) 290(96)

Click on the link related to COVID-19 info No 190(47.5) 11(6) 179(94) 2.108 0.114
Yes 210(52.5) 6(3) 204(97)

Ever purchased any medicine knowing information about COVID-19 treatment on SNS No 305(76.3) 16(5) 289(95)
Yes 95(23.7) 1(1) 94(99) 3.139 0.059
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The impact of SNS on raising awareness about the COVID‐19 pan-
demic is significantly high; 95.5 % of our study participants reported
that SNS helps spread awareness regarding the COVID‐19 pandemic.
A study with 2555 participants explicates that social media platforms
significantly influenced public health protection against the COVID‐19
Pandemic [33]. Reading news connected to COVID‐19 on SNS has a
significant impact on spreading awareness of the pandemic. This study
revealed that the respondents reading news on SNS are six times more
susceptible to being aware of COVID‐19. Moreover, news on SNS gen-
erally contains information regarding viral transmission and personal
protection to avoid infection. An infographic about airway manage-
ment of patients with suspected or confirmed COVID‐19 was rapidly
shared on Twitter and WeChat [38,39]. That's the reason reading news
on SNS impacts the awareness of the COVID‐19. In addition, SNS sig-
6

nificantly influences public health protection as well as awareness
against the COVID‐19 pandemic [33].

People sharing news about COVID‐19 on SNS is significantly influ-
enced the spread of awareness about the pandemic. Our findings sug-
gest that the participants who share news related to COVID‐19 have
eleven times greater odds of being aware compared to the respondents
who do not share any information. A study informed that 43 % of the
participants share COVID‐19 related information on SNS, and only 2 %
forward the information without confirming and reading the sources
[31]. A Bolivian study reported high exposure to COVID‐19 news on
SNS was associated with higher risk perception [40].

The current study confirms that stopping using SNS to avoid panic
significantly influences the spread of fear during the lockdown. Our
result also revealed that the respondents who considered stopping



Table 4
Frequency distribution and bivariate analysis of the effect of SNS on panic during COVID-19 pandemic with the selected variables.

Selected Variables Categories Frequency (%) Misleading information related to COVID-19 on SNS
spread fear and panic among the people

Misleading information related to COVID-19 on SNS spread fear and panic No 37(9.3)

Yes 363(90.8) No
(%)

Yes
(%)

Chi-Square p-value

Getting confusing news No 56(14) 15(27) 41(73) 23.853 0.000
Yes 344(86) 22(6) 322(94)

Think to stop following confusing pages or groups on SNS No 134(33.5) 23(17) 111(83) 15.035 0.000
Yes 266(66.5) 14(5) 252(95)

Considered stopping using social media to stay away from panic No 197(49.3) 31(16) 166(84) 19.454 0.000
Yes 203(50.7) 6(3) 197(97)

Unauthentic news sources can mislead people No 22(5.5) 9(41) 13(59) 36.881 0.000
Yes 306(76.5) 16(5) 290(95)
May be 72(18) 12(17) 60(83)

Table 5
Logistic regression analysis of the spread of the awareness of COVID-19 on SNS on the selected variables.

Selected Variables B S.E. Exp(B) 95 % C.I. for EXP(B) p-value

Lower Upper

Social media useful during lockdown (Yes) 1.338 0.73 3.813 0.911 15.956 0.067

Reading news on SNS (Yes) 1.833 0.662 6.251 1.709 22.871 0.006

Believe news on SNS (Yes) 0.934 0.624 2.545 0.75 8.643 0.134

Share news related to COVID-19 on SNS
(No)

1 0.027

Share news related to COVID-19 on SNS (Yes) 2.418 0.907 11.221 1.896 66.408 0.008

Share news related to COVID-19 on SNS
(Maybe)

2.07 0.953 7.921 1.223 51.326 0.03

Repeatedly seeing hygiene and healthy lifestyle info on SNS (Yes) 1.393 0.818 4.026 0.81 20.013 0.089

Ever purchased any medicine knowing information about COVID-19 treatment on SNS (Yes) 1.106 1.075 3.024 0.368 24.845 0.303

Constant −3.141 1.26 0.043 0.013

Reference Category: No

Table 6
Logistic regression analysis of panic among people during COVID-19 pandemic on the selected variables.

Selected Variables B S.E. Exp(B) 95 % C.I. for EXP(B) p-value

Lower Upper

Getting confusing news (Yes) 0.771 0.453 2.163 0.89 5.255 0.089

Think to stop following confusing pages or groups on SNS (Yes) 0.619 0.437 1.856 0.788 4.371 0.157

Considered stopping using social media to stay away from panic (Yes) 1.573 0.499 4.82 1.812 12.82 0.002

Unauthentic news sources can mislead people (No) 1 0.000

Unauthentic news sources can mislead people (Yes) 2.502 0.578 12.201 3.931 37.866 0.000

Unauthentic news sources can mislead people (Maybe) 1.521 0.618 4.576 1.363 15.363 0.014

Constant −1.138 0.594 0.321 0.055

Reference Category: No.
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SNS for avoiding panic were about five times more likely to perceive
that SNS spread panic during the pandemic than the respondents
who did not consider stopping social media. A study among United
States college students (n = 176) taking online classes during the pan-
demic revealed that pandemic‐related stress was associated with
7

changes in SNS addiction and the extent of one's SNS content. The
findings also suggest that components of SNS use are associated with
both positive and negative pandemic‐related social outcomes but sig-
nificantly negatively impact the pandemic‐related emotional conse-
quences [20].
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A cross‐sectional study on Chinese citizens revealed that more than
80 % of participants reported being frequently exposed to social media
and was positively associated with high odds of anxiety [15]. Simi-
larly, a study concluded that the high prevalence of anxiety and
depression was strongly correlated with SNS exposure [41]. The unau-
thentic news on SNS substantially influences the spread of panic dur-
ing the COVID‐19 situation. A study of over 1.07 million Chinese
texts by Chang and colleagues from various online sources identified
that negative sentiments mainly came from online news with stigma-
tizing language linked with the COVID‐19 Pandemic, and they con-
cluded that online news served as a hotbed for disseminating
negative emotional, social posts [42]. A study by Gao et al. (2020)
revealed mental health problems are likely to be positively associated
with frequent social media exposure during the COVID‐19 outbreak
[15].

During the COVID‐19 pandemic, misinformation has been regarded
as a foe of social networking sites. However, reports suggest that not
only during the pandemic, but social media were also always dissem-
inating inaccurate news without fact check, and most American social
media have been struggling against such misinformation for a very
long [43]. Misinformation and misleading news about COVID‐19 on
social media fuel baseless panic among many cybercitizens, creating
confusion and hampering citizens' mental well‐being [11,27]. The
study results disclose that the respondents who believe that unauthen-
tic news sources mislead people have twelve times more panic by mis-
leading information than those who do not believe such a statement.
Much similar to our study, an online survey of Srilanka conducted with
a sample of 102 participants revealed social media has a significant
impact on spreading fear and panic related to the COVID‐19 outbreak.
Among the study participants, 66 % were exposed to distressing news
and experiences, 68 % revealed having feared and panicked by reading
stories regarding COVID‐19, and 62 % admitted difficulties to deal
with social media content and reading reports [32]. In Brazil, a quan-
titative study on WhatsApp, Instagram, and Facebook showed that
fake news was mainly shared on WhatsApp [27].

Incidence on Chiness people around the world elicits panic over the
SNS platform due to the rapid travel of false news transmited faster
than the COVID‐19 spread [44]. The unpredictable nature of the situ-
ation, uncertainty regarding COVID‐19, and the bombardment of the
misinformation trigger pernicious psychological distress and mental
illness, including stress, fear, depression, anxiety [45]. In contrast,
some studies analyzing tweets from all over the world during the pan-
demic found that the most common theme and popular hashtags can
help people make aware about wearing masks. And some influential
accounts can continue to utilize social media platforms to encourage
users to follow hygienic attributes such as masks wearing [9].

This study did not analyze the impact of socio‐demographic factors
(such as age, occupation, education, etc.) on increasing COVID‐19
panic or awareness in SNS. Furthermore, the number of elderly respon-
dents is absent as they are not active Facebook users, which has a cer-
tain impact on the wholeness of the respondent group. Further
research could be possible to understand the actual degree of fear
and awareness raised by SNS via prospective longitudinal research
in several periods of the pandemic time in a specific population.
5. Conclusions

The advent of the COVID‐19 Pandemic is noted as the first Pan-
demic in the era of social media. In this pandemic time, SNS played
a crucial role in propagating awareness. In contrast, some social media
disseminated misinformation also. This study revealed that reading
news on SNS and sharing news related to pandemics significantly
influence the awareness of COVID‐19. On the other hand, people
who considered stopping social media from avoiding panic are more
in fear during COVID‐19 than their counterparts who did not stop
8

using social media. Moreover, the respondents' perception of “unau-
thentic news sources can mislead anyone by falsehood” substantially
influenced the spread of panic and fear during the COVID‐19. The find-
ings of this study light on the role of social networking sites, and it is
observed to play a significant role in disseminating both awareness
and panic during COVID‐19. This study contributes to narrowing the
gap in the relationship between social networking sites and spreading
awareness in Bangladesh. The policymakers can create major public
groups, pages on Facebook, Twitter, YouTube, and other websites to
propagate authentic news and maintain regular federal monitoring
to avert the COVID‐19 pandemic's misinformation.

Data availability:

Data would be available upon request.

Declaration of Competing Interest

The authors declare that they have no known competing financial
interests or personal relationships that could have appeared to influ-
ence the work reported in this paper.

Acknowledgment

We wish to extend our special thanks to Md. Afiour Rahaman (Depart-
ment of Applied Statistics, University of Dhaka) for technical support
provided during the study.

Funding

The authors received no specific funding to conduct this research.

Author’s Contribution

MOF prepared the methodology, analyzed the data, created tables
and figures, wrote the results, reviewed the final manuscript, and
supervised the work; PD conceptualized the study, collected data,
wrote and reviewed the manuscript, supervised the work; SK, EAE,
and HN generated the idea of the work, collected data, literature
review, wrote and reviewed the manuscript.

Appendix A. Supplementary material

Supplementary data to this article can be found online at
https://doi.org/10.1016/j.hpopen.2022.100075.

References

[1] Ramazan Ahmad A, Ma, Hersh R, Murad, Araz R, Ahmad. The Impact of Social
Media on Panic During the COVID-19 Pandemic in Iraqi Kurdistan: Online
Questionnaire Study. J Med Internet Res 2020; 22: 1–11.

[2] Dalili M, Dastani M. The Role of Social Media During the COVID-19 Crisis: a
Narrative Review. Health Technol Assess Action 2020;4.

[3] Saud M, Mashud MI, Ida R. Usage of Social media in Pandemic: Seeking support
and awareness about COVID-19 through Social Media Platforms (Preprint). 2020.

[4] Almalki M, Giannicchi A. Health Apps for Combating COVID-19: Descriptive
Review and Taxonomy. JMIR mHealth and uHealth 2021;9. e24322-e.

[5] Ha BTT, Ngoc Quang La, Mirzoev T, Tai NT, Thai PQ, Dinh PC. Combating the
COVID-19 Epidemic: Experiences from Vietnam. Int J Environ Res Public Health
2020;17(9):3125. https://doi.org/10.3390/ijerph17093125.

[6] Park HW, Park S, Chong M. Conversations and Medical News Frames on Twitter:
Infodemiological Study on COVID-19 in South Korea. J Med Internet Res 2020;22:
e18897.

[7] Pang PC, Cai Q, Jiang W, Chan KS. Engagement of Government Social Media on
Facebook during the COVID-19 Pandemic in Macao. Int J Environ Res Public
Health 2021;18.

[8] Chen Q, Min C, Zhang W, Wang Ge, Ma X, Evans R. Unpacking the black box: How
to promote citizen engagement through government social media during the
COVID-19 crisis. Comput Human Behav 2020;110:106380. https://doi.org/
10.1016/j.chb.2020.106380.

https://doi.org/10.1016/j.hpopen.2022.100075
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0010
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0010
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0020
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0020
https://doi.org/10.3390/ijerph17093125
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0030
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0030
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0030
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0035
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0035
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0035
https://doi.org/10.1016/j.chb.2020.106380
https://doi.org/10.1016/j.chb.2020.106380


M.O. Faruk et al. Health Policy OPEN 3 (2022) 100075
[9] Ahmed W, Vidal-Alaball J, Lopez Segui F, Moreno-Sánchez PA. A Social Network
Analysis of Tweets Related to Masks during the COVID-19 Pandemic. Int J Environ
Res Public Health 2020;17(21):8235. https://doi.org/10.3390/ijerph17218235.

[10] Sharma GD, Ghura AS, Mahendru M, Erkut B, Kaur T, Bedi D. Panic During COVID-
19 Pandemic! A Qualitative Investigation Into the Psychosocial Experiences of a
Sample of Indian People. Front Psychol 2020;11. https://doi.org/10.3389/
fpsyg.2020.57549110.3389/fpsyg.2020.575491.s00110.3389/
fpsyg.2020.575491.s002.

[11] Srivastava KC, Shrivastava D, Chhabra KG, Naqvi W, Sahu A. Facade of media and
social media during COVID-19: A review. Int J Res Pharm Sci 2020;11:142–9.

[12] Islam MS, Sarkar T, Khan SH, Mostofa Kamal A-H, Hasan SMM, Kabir A, et al.
COVID-19–Related Infodemic and Its Impact on Public Health: A Global Social
Media Analysis. Am J Trop Med Hyg 2020;103(4):1621–9.

[13] Pennycook G, McPhetres J, Zhang Y, Lu JG, Rand DG. Fighting COVID-19
Misinformation on Social Media: Experimental Evidence for a Scalable Accuracy-
Nudge Intervention. Psychol Sci 2020;31(7):770–80.

[14] Samir Abdelhafiz A, Mohammed Z, Ibrahim M, Ziady H, Alorabi M, Ayyad M, et al.
Knowledge, Perceptions, and Attitude of Egyptians Towards the Novel
Coronavirus Disease (COVID-19). J Community Health 2020;45.

[15] Gao J, Zheng P, Jia Y, Chen H, Mao Y, Chen S, et al. Mental health problems and
social media exposure during COVID-19 outbreak. PLoS ONE 2020;15:e0231924.

[16] DataReportal – Global Digital Insights. Accessed July 30, 2022.
https://datareportal.com/.

[17] Faruq MO, Alim-Al-Reza, Rahman MM, Alam MR. Impact of Social Networking
Sites in Bangladesh: Few Possible Solutions. Int J Intell Syst Appl 2017;9(4):53–60.

[18] Banik R, Rahman M, Sikder DM, Gozal D. COVID-19 in Bangladesh: Public
Awareness and Insufficient Health Facility Remain Key Challenges. Public Health
2020;183.

[19] Liu PL. COVID-19 Information Seeking on Digital Media and Preventive Behaviors:
The Mediation Role of Worry. Cyberpsychol Behav Soc Netw 2020;23(10):677–82.

[20] Tuck AB, Thompson RJ. Social Networking Site Use During the COVID-19
Pandemic and Its Associations With Social and Emotional Well-being in College
Students: Survey Study. JMIR Form Res 2021;5:e26513.

[21] Tuck AB, Thompson RJ. Social Networking Site Use During the COVID-19
Pandemic and Its Associations With Social and Emotional Well-being in College
Students: Survey Study. JMIR Form Res 2021;5. e26513-e.

[22] Mitchell A, Kiley JY, Gottfried J, Guskin E. The Role of News on Facebook. Pew
Research Center.

[23] Gioia F, Fioravanti G, Casale S, Boursier V. The Effects of the Fear of Missing Out
on People's Social Networking Sites Use During the COVID-19 Pandemic: The
Mediating Role of Online Relational Closeness and Individuals' Online
Communication Attitude. Front Psychiatry 2021;12:620442.

[24] Hou Z, Du F, Jiang H, Zhou X, Lin L. Assessment of public attention, risk
perception, emotional and behavioural responses to the COVID-19 outbreak: social
media surveillance in China. 2020:2020.03.14.20035956.

[25] Balakrishnan V, Ng KS, Rahim HA. To share or not to share – The underlying
motives of sharing fake news amidst the COVID-19 pandemic in Malaysia. Technol
Soc 2021;66:101676. https://doi.org/10.1016/j.techsoc.2021.101676.

[26] Rahman MS, Faruk MO, Tanjila S, Sabbir NM, Haider N, Chowdhury S.
Entomological survey for identification of Aedes larval breeding sites and their
distribution in Chattogram, Bangladesh. Beni-Suef Univ J Basic Appl Sci
2021;10:32.

[27] Tsao S-F, Chen H, Tisseverasinghe T, Yang Y, Li L, Butt ZA. What social media told
us in the time of COVID-19: a scoping review. The Lancet Digital health 2021;3:
e175–94.
9

[28] Zuo Y, Ma Y, Zhang M, Wu X, Ren Z. The impact of sharing physical activity
experience on social network sites on residents' social connectedness:a cross-
sectional survey during COVID-19 social quarantine. Globaliz Health 2021;17:10.

[29] Statcounter Global Stats - Browser, OS, Search Engine including Mobile Usage
Share. Accessed July 30, 2022. https://gs.statcounter.com/.

[30] Islam MM, Islam MM, Ahmed F, Rumana AS. Creative social media use for Covid-
19 prevention in Bangladesh: a structural equation modeling approach. Soc Netw
Anal Min 2021;11(1). https://doi.org/10.1007/s13278-021-00744-0.

[31] Alnasser AHA, Al-Tawfiq JA, Al Kalif MSH, Alobaysi AMA, Al Mubarak MHM,
Alturki HNH, et al. The positive impact of social media on the level of COVID-19
awareness in Saudi Arabia: a web-based cross-sectional survey. Infez Med
2020;28:545–50.

[32] Akuratiya DA. The Effect of Social Media on Spreading Fear and Panic during
COVID-19 Pandemic in Sri Lanka International Journal of Research and Innovation
in Social Science 2021; V:190-6.

[33] Al-Dmour H, Masa'deh R, Salman A, Abuhashesh M, Al-Dmour R. Influence of
Social Media Platforms on Public Health Protection Against the COVID-19
Pandemic via the Mediating Effects of Public Health Awareness and Behavioral
Changes: Integrated Model. J Med Internet Res 2020;22:e19996.

[34] Wang P-W, Lu W-H, Ko N-Y, Chen Y-L, Li D-J, Chang Y-P, et al. COVID-19-Related
Information Sources and the Relationship With Confidence in People Coping with
COVID-19: Facebook Survey Study in Taiwan. J Med Internet Res 2020;22.
e20021-e.

[35] Neely S, Eldredge C, Sanders R. Health Information Seeking Behaviors on Social
Media During the COVID-19 Pandemic Among American Social Networking Site
Users: Survey Study. J Med Internet Res 2021;23:e29802.

[36] Ahmad AR, Murad HR. The Impact of Social Media on Panic During the COVID-19
Pandemic in Iraqi Kurdistan: Online Questionnaire Study. J Med Internet Res
2020;22:e19556.

[37] Abd-alrazaq A, Alhuwail D, Househ M, Hamdi M, Shah Z. Top Concerns of
Tweeters During the COVID-19 Pandemic: Infoveillance Study. J Med Internet Res
2020;22.

[38] Chan AKM, Nickson CP, Rudolph JW, Lee A, Joynt GM. Social media for rapid
knowledge dissemination: early experience from the COVID-19 pandemic.
Anaesthesia 2020;75:1579–82.

[39] González-Padilla DA, Tortolero-Blanco L. Social media influence in the COVID-19
Pandemic. Int Br J: Off J Brazilian Soc Urol 2020;46(suppl 1):120–4.

[40] Zeballos Rivas DR, Lopez Jaldin ML, Nina Canaviri B, Portugal Escalante LF,
Alanes Fernández AMC, Aguilar Ticona JP. Social media exposure, risk perception,
preventive behaviors and attitudes during the COVID-19 epidemic in La Paz,
Bolivia: A cross sectional study. PLoS ONE 2021;16. e0245859-e.

[41] Adnan M, Hassan A. Mental Health Problems and Social Media Exposure amid the
COVID-19 Pandemic. Global Media J 2020;18.

[42] Chang A, Schulz PJ, Tu S, Liu MT. Communicative Blame in Online
Communication of the COVID-19 Pandemic: Computational Approach of
Stigmatizing Cues and Negative Sentiment Gauged With Automated Analytic
Techniques. J Med Internet Res 2020;22. e21504-e.

[43] Shearer E, Mitchell A. News Use Across Social Media Platforms in 2020.
[44] Depoux A, Martin S, Karafillakis E, Preet R, Wilder-Smith A, Larson H. The

pandemic of social media panic travels faster than the COVID-19 outbreak. J
Travel Med 2020.

[45] Zandifar A, Badrfam R. Iranian mental health during the COVID-19 epidemic.
Asian J Psychiatry 2020;51:101990. https://doi.org/10.1016/j.ajp.2020.101990.

https://doi.org/10.3390/ijerph17218235
https://doi.org/10.3389/fpsyg.2020.57549110.3389/fpsyg.2020.575491.s00110.3389/fpsyg.2020.575491.s002
https://doi.org/10.3389/fpsyg.2020.57549110.3389/fpsyg.2020.575491.s00110.3389/fpsyg.2020.575491.s002
https://doi.org/10.3389/fpsyg.2020.57549110.3389/fpsyg.2020.575491.s00110.3389/fpsyg.2020.575491.s002
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0055
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0055
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0055
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0060
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0060
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0060
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0060
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0060
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0065
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0065
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0065
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0065
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0070
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0070
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0070
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0075
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0075
https://datareportal.com/
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0085
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0085
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0085
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0090
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0090
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0090
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0095
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0095
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0095
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0100
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0100
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0100
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0105
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0105
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0105
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0115
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0115
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0115
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0115
https://doi.org/10.1016/j.techsoc.2021.101676
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0130
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0130
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0130
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0130
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0135
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0135
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0135
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0135
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0140
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0140
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0140
https://gs.statcounter.com/
https://doi.org/10.1007/s13278-021-00744-0
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0155
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0155
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0155
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0155
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0155
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0165
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0165
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0165
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0165
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0170
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0170
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0170
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0170
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0175
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0175
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0175
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0180
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0180
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0180
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0185
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0185
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0185
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0190
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0190
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0190
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0190
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0195
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0195
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0195
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0200
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0200
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0200
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0200
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0205
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0205
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0210
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0210
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0210
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0210
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0220
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0220
http://refhub.elsevier.com/S2590-2296(22)00010-7/h0220
https://doi.org/10.1016/j.ajp.2020.101990

	Perception and determinants of Social Networking Sites (SNS) on spreading awareness and panic during the COVID-19 pandemic in Bangladesh
	1 Introduction
	2 Methods
	2.1 Survey design and participants
	2.2 Questionnaire preparation
	2.3 Statistical analysis

	3 Results
	4 Discussion
	5 Conclusions
	Declaration of Competing Interest
	ack11
	Acknowledgment
	Funding
	Author’s Contribution
	Appendix A Supplementary material
	References


