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Digital Advertising and Government Messaging 
During the Pandemic 

Megha Goswami: Student-Department of Business Management-
Integral University 

Dr Uzmi Anjum: Associate Prof -Department of Business 
Management-Integral University 

 
1. Introduction 
The COVID-19 pandemic presented governments worldwide with 
the unprecedented challenge of communicating rapidly evolving 
public health information to diverse populations. As traditional 
methods of communication proved insufficient to match the urgency 
and scale of the crisis, digital advertising emerged as a powerful tool 
in the government’s communication arsenal. This chapter explores 
the intersection of digital advertising and government messaging, 
focusing on how public authorities leveraged digital platforms to 
disseminate critical information, influence behaviour, and build trust 
during the pandemic. 

The shift toward digital communication channels was not merely a 
tactical decision but a strategic necessity. In a climate of uncertainty, 
misinformation, and fear, government agencies needed to ensure 
that their messages were not only visible but also persuasive, timely, 
and tailored to specific audiences. Digital platforms such as Google, 
Facebook, YouTube, and Twitter became essential conduits for 
health advisories, safety protocols, vaccination campaigns, and 
policy updates. 

This chapter delves into the strategies employed by governments to 
harness the persuasive power of digital media. It investigates the 
role of targeted advertising, data analytics, and cross-platform 
campaigns in reaching citizens effectively. Furthermore, it examines 


