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ABSTRACT 

This basic research aims to discover how persuasive advertisements via social media 
are perceived in maintaining blood donation behaviour among Malaysian Millennials. 
Inspiration for this study stems from inadequate discussion built in the Elaboration 
Likelihood Model corpus knowledge. Inconsistent empirical evidence on the 
motivation factor has drawn the research attention to fill the knowledge gap. 
Additionally, infancy knowledge on message content lures this study to further clarify 
message indices. Furthermore, inconclusive knowledge of social media effectiveness 
needs immediate clarification from this study. Anchored by the interpretivist paradigm, 
this qualitative study provides new knowledge through descriptive phenomenology. 
Trustworthiness protocol was executed to establish the quality principles. Multiple 
sources of data included in-depth interviews, field notes, and photo analysis deployed 
for triangulation basis. Purposive sampling was conducted, whereby the criteria used to 
select the sample are blood donors (i) with a minimum of two donations, and (ii) 
Malaysian Millennials. Data collected from four informants through in-depth 
interviews were manually transcribed and analysed. For validation, 57 advertisements 
from official Facebook and Instagram were analysed through thematic and content 
analysis. In essence, inductive reasoning was used to navigate the research direction. 
As a result, this study extended the domain of the Elaboration Likelihood Model to 
repetitive behaviour from the existing attitude domain. A specific taxonomy of 
motivation factors for repeat blood donors was successfully developed based on real­ 
life experiences. Five elements of the message content were well clarified regarding 
reminder, campaign, information, and awareness and persuasive. Nevertheless, this 
study has expanded the understanding of the effectiveness of social media in promoting 
Millennial blood donations behaviour. Last but not least, this study has enhanced the 
explanation power of the Elaboration Likelihood Model in the social media context. 
Finally, this inter-disciplinary study has linked marketing and haematology knowledge 
in providing a remedy of blood donation issue for social wellbeing. 

Keywords: Elaboration Likelihood Model, message content, repetitive behaviour, 
Millennials blood donation, social media. 
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ABSTRAK 

Kajian ini pada asasnya adalah bertujuan untuk mendalami bagaimana periklanan 
pembujukan menerusi media sosial diterima dalam mengekalkan gelagat menderma 
darah dalam kalangan warga Malaysia dalam kelompok Millennium. Inspirasi kajian 
ini bermula daripada kurangnya diskusi yang terbina dalam korpus pengetahuan 
Elaboration Likelihood Model. Dapatan empirikal yang tidak konsisten terhadap faktor 
motivasi telah mendorong kajian ini untuk mengisi jurang pengetahuan berkenaan. 
Tambahan lagi, pemahaman awal tentang kandungan mesej mendorong kajian ini untuk 
memperjelas secara terperinci tentang kandungan mesej. Sejajar dengan itu, 
pengetahuan tidak menyeluruh tentang keberkesanan media sosial perlu penyelesaian 
segera melalui kajian ini. Bertunjangkan paradigma interpretasi, kajian kualitatif ini 
mendapat pengetahuan baharu menerusi fenomenologi deskrptif. Protokol 
kebolehpercayaan dilaksanakan untuk memperkukuhkan prinsip kualiti kajian. 
Pelbagai sumber data meliputi temu bual mendalam, nota kajian dan analisis foto 
digunakan untuk asas penyegitigaan. Persampelan bertujuan digunakan, dimana kriteria 
yang ditetapkan untuk memilih sampel adalah penderma darah (i) minima dua 
pendermaan darah, dan (ii) warga Malaysia dalam kelompok Millennium. Data 
daripada empat pemberi maklumat diperoleh menerusi temu bual mendalam 
ditranskripsikan secara manual dan dianalisis. Untuk pengesahan, 57 iklan rasmi 
daripada Facebook dan Instagram dianalisis menggunakan analisis tematik dan analisis 
kandungan. Sementelahan itu, penaakulan inductive digunakan untuk mengemudi 
kajian ini. Penemuan kajian ini telah memanjangkan domain Elaboration Likelihood 
Model kepada gelagat berulang daripada domain sikap tersedia ada. Taksonomi faktor 
motivasi ekslusif untuk penderma darah berulang telah berjaya dihasilkan berdasarkan 
pengalaman sebenar. Lima elemen kandungan mesej diterangkan dengan jelas 
berhubung peringatan, kempen, informasi, kesedaran dan meyakinkan. Tarnbahan lagi, 
kajian ini telah menambah pemahaman tentang keberkesanan media sosial dalam 
mempromosikan gelagat penderma darah dalam kalangan Millennium. Tidak 
terkecuali, kajian ini telah meningkatkan kuasa penjelasan Elaboration Likelihood 
Model dalam konteks media sosial. Akhir sekali, kajian silang disiplin ini telah 
menghubungkan pengetahuan pemasaran dan haematology dalam menawarkan 
penyelesaian kepada isu pendermaan darah untuk kesejahteraan sosial. 

Kata kunci: Elaboration Likelihood Model, kandungan mesej, gelagat berulang, 
pendermaan darah Millennium, media sosial. 
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CHAPTER ONE 

INTRODUCTION 

1.1 Introduction 

This chapter starts with a holistic view of the research background which underlies the 

reality phenomenon to establish the important research issues. It then discussed the 

problem statement by identifying the essential research gaps which include the theoretical, 

practical, contextual and methodological gaps that are substantiated with literature 

citations. The research questions and objectives are then postulated respectively. Toward 

the end of the chapter, the significance of the research in respect of both academic and 

practitioner perspectives are thoroughly discussed. The scope of this study is also clearly 

defined in this chapter. 



REFERENCE 

A. Rahman, N. A., Hj Hassan, M. S., Osman, M. N., & Waheed, M. (2017). Research 
on the State of Social Media Studies in Malaysia: 2004-2015. Jurnal Komunikasi, 
Malaysian Journal of Communication, 33(4), 38-55. 
https://doi.org/1 O. l 7576/JKMJC-2017-3304-03 

Abbasi, R. A., Maqbool, 0., Mushtaq, M., Aljohani, N. R., Daud, A., Alowibdi, J. S., 
& Shahzad, B. (2018). Saving lives using social media: Analysis of the role of 
twitter for personal blood donation requests and dissemination. Telematics and 
Informatics. https://doi.org/10.1016/j.tele.2017.01.010 

Ahern, K. J. (2015). Pearls, Pith, and Provocation: Ten Tips for Reflexive Bracketing. 
Qualitative Health Research, 9(3), 407-411 .  

Ajzen, I. ( 1971 ). Attitudinal vs. Normative Messages: An Investigation of the 
Differential Effects of Persuasive Communications on Behavior. Sociometry, 
34(2), 263. https://doi.org/10.2307/2786416 

Ajzen, I. (1989). Attitude Structure and behavior. In A. R. Pratkanis, S. J. Breckler, & 

A. G. Greenwald (Eds.), Attitude Structure and behavior (3rd ed., pp. 269-323). 
Hillsdale, New Jersey: Lawrence Erlbaum Associates. 
https://doi.org/10.23 07 /2072868 

Ajzen, I. (2012). Attitudes and Persuasion. In K. Deaux & M. Snyder (Eds.), The 
Oxford Handbook of Personality and Social Psychology (pp. 367-393). New 
York: Oxford University Press. 
https://doi.org/10.1093/oxfordhb/9780195398991.013 .0015 

Ajzen, I., & Timko, C. ( 1986). Correspondance between health attitudes and behavior. 
Basic and Applied Social Psychology, 7(4), 259-276. 
https://doi.org/10.1207/sl 5324834basp0704 

Aldamiz-echevarria, C., & Aguirre-Garcia, M. S. (2014). A behavior model for blood 
donors and marketing strategies to retain and attract them. Revista Latino­ 
Americana de Enfermagem, 22(3), 467-475. https://doi.org/10.1590/0104- 
l l 69 .3398.2439 

Alessandrini, M. (2007). Community Volunteerism and Blood Donation: Altruism as a 
Lifestyle Choice. Transfusion Medicine Reviews. 
https://doi.org/10.1016/j .tmrv.2007.05 .006 

Allain, J .P .  (2011) .  Moving on from voluntary non-remunerated donors: Who is the 
best blood donor? British Journal of Haematology, 154(6), 763-769. 
https://doi.org/10.l l l l/j.1365-2141.2011.08708.x 

Amankwaa, L. (2016). Creating Protocols for Trustworthiness in Qualitative Research. 
Journal of Cultural Diversity, 23(3), 121-127. 

Anney, V. N., Dar, P. 0. B., & Salaam, E. (2014). Ensuring the Quality of the Findings 
of Qualitative Research: Looking at Trustworthiness Criteria, 5(2), 272-281. 

Antonetti, P., Baines, P., & Walker, L. (2015). From elicitation to consumption: 

257 



Assessing the longitudinal effectiveness of negative emotional appeals in social 
marketing. Journal of Marketing Management, 31(9-10), 940-969. 
https://doi.org/10.1080/0267257X.2015.1031266 

Ardley, B. (2011 ). Marketing theory and critical phenomenology: Exploring the human 
side of management practice. Marketing Intelligence & Planning, 29(7), 628--642. 
https://doi.org/10.1108/02634501111178668 

Ariffin, S. M., Rafi, N. M., & Aung, K. T. (2017). Knowledge , Attitude and Practice 
of Nursing and Computer Science Students on Blood Donation . A Comparison 
study. Journal of Nursing and Health Science, 6(5), 73-77. 
https://doi.org/10.9790/1959-06050473 77 

Arnold, E., & Lane, S. (2011 ). Qualitative research in transfusion medicine. 
Transfusion Medicine, 21(5), 291-300. https://doi.org/!O. l l l l/j.1365- 
3148 .2011 .0  I  085.x 

Arnold, S. J., & Fischer, E. (2011). Hermeneutics and EILEEN FISCHER*. Journal 
of Consumer Research, 21(1), 55-70. 

Asenso-Mensah, K., Achina, G., Appiah, R., Owusu-Ofori, S., & Allain, J. P. (2013). 
Can family or replacement blood donors become regular volunteer donors? 
Transfusion. https://doi.org/10.1111/trf.12216 

Ashraf, T., & Smit, S. C. (2012). Blood donation and donor motivation in oman­ 
achieving I 00% voluntary non-remunerated blood donation. Vox Sanguinis. 
Retrieved from 
http://ovidsp.ovid.com/ovidweb.cgi?T= JS&P AGE=reference&D=emed 1 1  &NE 
WS=N&AN=71015962 

Atkin, C. K., & Rice, R. E. (2012). Theory and Principles of Public Communication 
Campaigns. In C. K. Atkin & R. E. Rice (Eds.), Public communication campaigns 
(4th ed., pp. 3-19). Thousand Oaks, CA: SAGE. 

Atkins, C. K., & Rice, R. E. (2013). Advances in Public Communication Campaigns. 
In C. K. Atkin & R. E. Rice (Eds.), The International Encycopedia of media 
studies (5th ed., pp. 526-551). London, UK: Wiley-Blackwell. 
https://doi.org/10.1002/9781444361506.wbiems 129 

Atsma, F., Veldhuizen, I., Verbeek, A., De Kort, W., & De Vegt, F. (2011) . Healthy 
donor effect: Its magnitude in health research among blood donors. Transfusion, 
51(8), 1820-1828. https://doi.org/10. l l l l/j.1537-2995.2010.03055.x 

Bagot, K. L., Masser, B. M., Starfelt, L. C., & White, K. M. (2016). Building a flexible, 
voluntary donation panel: An exploration of donor willingness. Transfusion, 
56(1 ), 186-194. https://doi.org/10.1111/trf.13278 

Bagot, K. L., Masser, B. M., & White, K. M. (2015). A novel approach to increasing 
inventory with the current panel: Increasing donation frequency by asking for a 
different blood product. Transfusion, 55(6), 1294-1302. 
https://doi.org/1 O. l l l l/trf.12990 

Bagot, K., Murray, A., & Masser, B. (2016). How Can We Improve Retention of the 
First-Time Donor? A Systematic Review of the Current Evidence. Transfusion 
Medicine Reviews, (February). https://doi.org/10.1016/j.tmrv.2016.02.002 

258 



Bandura, A. (2004). Health promotion by social cognitive means. Health Education & 

Behavior, 31(2), 143-164. https://doi.org/10. l l 77/1090198104263660 

Bator, R., & Cialdini, R. (2000). Application of persuasion theory to the development 
of effective proenvironmental public service announcements. Journal of Social 
Issues, 56(3), 527-541. https://doi.org/10.l l l l/0022-4537.00182 

Beard, F. K. (2016). Comparative Television Advertising in the United States: A 
Thirty-Year Update. Journal of Current Issues & Research in Advertising, 37(2), 
183-195. https://doi.org/10.1080/1064 l 734.2016.1171183 

Bednall, T. C., & Bove, L. L. (2011). Donating blood: a meta-analytic review of self­ 
reported motivators and deterrents. Transfusion Medicine Reviews, 25(4), 317- 
334. https://doi.org/10.1016/j.tmrv.2011.04.005 

Bednall, T. C., Bove, L. L., Cheetham, A., & Murray, A. L. (2013). A systematic review 
and meta-analysis of antecedents of blood donation behavior and intentions. Social 
Science & Medicine, 96, 86-94. https://doi.org/10. l 016/j.socscimed.2013.07.022 

Beerli-Palacio, A., & Martin-Santana, J. D. (2015). How to increase blood donation by 
social marketing. International Review on Public and Nonprofit Marketing, 12(3), 
253-266. https://doi.org/10.1007 /sl 2208-015-0133-8 

Belch, G. E., & Belch, M. a. (2003). Advertising and Promotion: 
Marketing Communications Perspective. Learning, 
https://doi.org/10.1007 /s 13398-014-0173- 7.2 

Belk, R. W. (2017). Qualitative Research in Advertising. Journal of Advertising, 46(1), 

36-47. https://doi.org/10.1080/00913367.2016.1201025 

Bendapudi, N., Singh, S. N., & Bendapudi, V. (1996). Enhancing Helping Behavior: 
An Integrative Framework for Promotion Planning. Journal of Marketing, 60(3), 
33-49. https://doi.org/10.2307/1251840 

Binney, W., & Brennan, L. (2011) .  Introduction to special section on non-profit and 
social marketing. 

Birt, L., Scott, S., Cavers, D., Campbell, C., & Walter, F. (2016). Member Checking: 
A Tool to Enhance Trustworthiness or Merely a Nod to Validation? Qualitative 
Health Research, 26(13), 1802-1811 .  https://doi.org/10.1177/1049732316654870 

Black, M. (2016). The Power Of The Hashtag On Social Media Platforms. Retrieved 
from 
http://iiespace.iie.ac.za/bitstream/handle/ 11622/ 156/MoniqueBlack _ Fina!Researc 
hSubmission. pdf?sequence= I &isAllowed=y 

Black, N. (1994). Why we need qualitative research. Journal of Epidemiology and 
Community Health, 48, 425-426. 

Boe, G. P., & Hemphill, B. (1974). Donor Motivation in Volunteer Blood Programs: 
Review and Current Status of"Volunteerism." CRC Critical Reviews in Clinical 
Laboratory Sciences, 5(2), 227-244. 
https://doi.org/10.3109/10408367409107043 

Boenigk, S, Leipnitz, S ., & Scherhag, C. (2011) .  Altruistic value, satisfaction and 
loyalty among first-time blood donors. International Journal of Nonprofit and 

259 

An Integrated 
4th, 668. 



Voluntary Sector Marketing, 16, 356--370. https://doi.org/10.1002/nvsm 

Boenigk, Silke, & Leipnitz, S. (2016). Acquiring Potential Blood Donors in Large 
Cities: A Preference-Based Donor Segmentation Study. Journal of Nonprofit & 

Public Sector Marketing, 28(4), 364-393. 
https://doi.org/10.1080/10495142.2016. 1238330 

Bolton, R. N., Parasurarnan, A., Hoefnagels, A., Migchels, N., Kabadayi, S., & Gruber, 
T. (2013). Understanding Generation Y and their use of social media: a review and 
research agenda. Journal a/Service Management, 24(3), 245-267. 

Bosnes, V., Aldrin, M., & Heier, H. . (2005). Predicting blood donor arrival. 
Transfusion, 45(2), 162-170. Retrieved from 
http ://search.ebscohost.com/login.aspx?direct=true&db=rzh&AN= I 06512141 &s 
ite=ehost-live 

Bowen, G. A. (2009). Document Analysis as a Qualitative Research Method. 
Qualitative Research Journal, 9(2), 27-40. https://doi.org/10.33 l 6/qrj0902027 

Braun, Virginia; Clarke, V. (2006). Using thematic analysis in psychology. Qualitative 
Reseach in Psychology, 3(2), 77-10 I .  
https://doi.org/10.1 Ol 7/CB09781107415324.004 

Braun, V., & Clarke, V. (2006). Using thematic analysis in psychology, 3, 77-101. 
https://doi.org/10.1191/1478088706qp063oa 

Braun, Virginia, & Clarke, V. (2006). Using thematic 
Qualitative Research in Psychology, 
https://doi.org/10.1191/1478088706qp063oa 

Brennan, L., & Binney, W. (2008). Concepts in conflict: Social marketing and 
sustainability. Journal of Nonprofit and Public Sector Marketing, 20(2), 261-281. 
https://doi.org/10.1080/10495140802224951 

Brifiol, P., & Petty, R. E. (2015). Elaboration and validation processes: Implications for 
media attitude change. Media Psychology, 18(3), 267-291. 
https://doi.org/ I 0.1080/152 13269.2015. I 008103 

Briones, R. L., Kuch, B., Liu, B. F., & Jin, Y. (2011) .  Keeping up with the digital age: 
How the American Red Cross uses social media to build relationships. Public 
Relations Review, 37(1), 37-43. https://doi.org/10.1016/j.pubrev.2010.12.006 

Buciuniene, I., Stoniene, L., Blazeviciene, A., Kazlauskaite, R., & Skudiene, V. (2006). 
Blood donors' motivation and attitude to non-remunerated blood donation in 
Lithuania. BMC Public Health, 6, 166. Retrieved from 
http://www.biomedcentral.com/content/pdf/14 71-2458-6-166.pdf 

Burditt, C ., Robbins, M. L., Paiva, A., Velicer, W. F., Koblin, B., & Kessler, D. (2009). 
Motivation for blood donation among African Americans: Developing measures 
for stage of change, decisional balance, and self-efficacy constructs. Journal of 
Behavioral Medicine, 32(5), 429-442. https://doi.org/10.1007/s10865-009-9214- 
7 

Burton, A., Hughes, M., & Dempsey, R. C. (2017). Quality of life research: a case for 
combining photo-elicitation with interpretative phenomenological analysis. 
Qualitative Research in Psychology, 14(4), 375-393. 

260 

analysis in psychology. 
3(2), 77-101. 



https://doi.org/10.1080/14780887.2017.1322650 

Cacioppo, J. T., & Petty, R. E. (1982). The Need for Cognition. Journal of Personality 
and Social Psychology, 42(1), 1 16-131 .  https://doi.org/10.1037/0022- 
3514 .42 . 1 . 1 16  

Cacioppo, J. T., Petty, R. E., & Morris, K. J. (1983). Effects of need for cognition on 
message evaluation, recall, and persuasion. Journal of Personality and Social 
Psychology, 45(4), 805-818. https://doi.org/10.1037/0022-3514.45.4.805 

Chan, K., & Huang, A. (2015). Understanding of public service advertisements among 
Chinese children. Social Marketing: Global Perspectives, Strategies and Effects 
on Consumer Behavior, 109-120. 

Chan, Z. C., Fung, Y., & Chien, W. (2013). Bracketing in phenomenology: Only 
undertaken in the data collection and analysis process? The Qualitative Report, 
18(59), 1-9. https://doi.org/10.1057/9781137326072.0007 

Charles-Sire, V ., Gueguen, N., Meineri, S., Martin, A., & Bullock, A. (2014). The effect 
of priming with a love concept on blood donation promise. Transfusion and 
Apheresis Science, 50(1), 87-91. https://doi.org/10.!016/j.transci.2013.10.009 

Charles E. Osgood, & Percy H. Tannenbaum. (1955). The Principle Of Congruity In 
The Prediction Of Attitude Change. Psychological Review, 62(1). Retrieved from 
http://idg.receita.fazenda.gov.br/orientacao/tributaria/cadastros/consultas-cnpj 

Charmaz, K., & Belgrave, L. L. (2012). Qualitative Interviewing and Grounded Theory 
Analysis. In K. D. M. James A. Holstein, Amir B. Marvasti (Ed.), The SAGE 
Handbook of Interview Research: The Complexity of the Craft (2nd ed., pp. 347- 
366). Thousand Oaks, California: SAGE. 

Chell, K., & Gary, M. (2014). Investigating online recognition for blood donor 
retention: an experiential donor value approach. International Journal of 
Nonprofit and Voluntary Sector Marketing, 19(2), 143-163 . 

Chen, W., & Lee, K. H. (2013). Sharing, liking, commenting, and distressed? The 
pathway between Facebook interaction and psychological distress. 
Cyberpsychology, Behavior, and Social Networking, 16(10), 728-734. 
https://doi.org/10.1089/cyber.2012.0272 

Cheng, X., Fu, S., & de Vreede, G. J. (2017). Understanding trust influencing factors 
in social media communication: A qualitative study. International Journal of 
Information Management, 37(2), 25-35. 
https;//doi.org/10.1016/j .ijinfomgt.2016.11.009 

Choi, S. M. (2011) .  Guest editorial: Advertising and social media. International 
Journal of Advertising, 30(1), 1 1- 13 .  https://doi.org/10.2501/IJA-30-1-011-012 

Clary, E.G . ,  Snyder, M., Ridge, R. D., Miene, P. K., & Haugen, J. A. (1994). Matching 
Messages to Motives in Persuasion: A Functional Approach to Promoting 
Volunteerism. Journal of Applied Social Psychology, 24(13), 1129-1146. 
https://doi.org/10.l l l l/j.1559-1816.J994.tb01548.x 

Clowes, R., & Masser, B. M. (2012). Right here, right now: The impact of the blood 
donation context on anxiety, attitudes, subjective norms, self-efficacy, and 
intention to donate blood. Transfusion, 52(7), 1560-1565. 

261 



https://doi.org/10. l I I l/j.1537-2995.2011.03486.x 

Coffey, A. (2014). Analysing Document. In U. Flick (Ed.), The SAGE Handbook of 
Qualitative Data Analysis (pp. 367-379). London: SAGE. 

Colaizzi, P. (1978). Psychological Research as the Phenomenologist's View It. In 
Existential-phenomenological Alternatives for Psychology (pp. 48-71). 

Connell, P. J. (2003). A phenomenological study of the lived experiences of adult 
caregiving daughters and their elderly mothers. ProQuest Dissertations and 
Theses, 144-144 p. Retrieved from 
http://ezproxy.staffs.ac.uk/login?url=http://search.proquest.com/docview/305325 
790?accountid= 17254 %5Cnhttp://rh5pp9fz2b.search.serialssolutions.com/?ctx _ v 
er=Z39.88-2004&ctx_enc=info:ofi/enc:UTF- 
8&rfr_id=info:sid/ProQuest+Nursing+&+Allied+Health+Source&rft 

Conner, M., Godin, G., Sheeran, P., & Germain, M. (2013). Some Feelings Are More 
Important: Cognitive Attitudes, Affective Attitudes, Anticipated Affect, and 
Blood Donation. Health Psychology, 32(3), 264-272. 
https://doi.org/10.1037/a0028500 

Copeman, J. (2011). Wonderful Blood Donation. Edinburgh Research Explorer, 
56(56), 106-1 I 9. https://doi.org/10.4000/terrain. l 42 I 3 

Creswell, J. W. (2003). Research Design: Qualitative, Quantitative, and Mixed 
Methods Approaches. SAGE Publications (2nd ed.). Thousand Oaks, California: 
Sage Publications. https://doi.org/10.3109/08941939.2012. 723954 

Creswell, J. W. (2007). Qualitative Inquiry & Research Design: Choosing Among Five 
Approaches. Sage Publications. 

Cunliffe, A. L. (2016). Republication of "On Becoming a Critically 
Practitioner." Journal of Management Education, 40(6), 
https://doi.org/10.1177/1052562916674465 

Daugherty, T., Djuric, V., Li, H., & Leckenby, J. (2017). Establishing a Paradigm: A 
Systematic Analysis of Interactive Advertising Research. Journal of Interactive 
Advertising, 17(1), 65-78. https://doi.org/I0.1080/15252019.2017.1326755 

Daugherty, T., Hoffman, E., & Kennedy, K. (2016). Research in reverse: Ad testing 
using an inductive consumer neuroscience approach. Journal of Business 
Research, 69(8), 3168-3176. https://doi.org/10.1016/j.jbusres.2015.12.005 

Denzin, Norman, Lincoln, Y. S. (2011) .  The Sage Handbook of Qualitative Research. 
In The Sage Handbook of Qualitative Research (Vol. 1 ). Retrieved from 
http://books.google.co.uk/books?id=qEiC- 
_EL Y g!C&lpg=PPl&dq=Introduction%3A entering the field of qualitative 
research Denzin Lincoln I 994&pg=PR4#v--onepage&q&Halse 

Denzin, N. K., & Lincoln, Y. S. (2011). The Discipline and Practice of Qualitative 
Research. In The SAGE Handbook of Qualitative Research (pp. 529-543). 

Desjardins, J. (2017). What happens in an internet in 2017? Retrieved December 3, 
2017 , from www.weforum.org 

Dias, M., & Agante, L. (2011). Can advergames boost children's healthier eating 

262 

Reflexive 
747-768. 



habits? A comparison between healthy and non-healthy food. Journal of 
Consumer Behaviour, 10(3), 152-160. https://doi.org/10.1002/cb.359 

Dolnicar, S., & Lazarevski, K. (2009). Marketing in non-profit organizations: an 
international perspective. International Marketing Review, 26(3), 275-291. 
https://doi.org/10.1108/02651330910960780 

Dongen, Anne Van. (2012). Retention Of New Blood Donors: Implications for 
interventions (pp. 1-59). Retrieved from 
https://cris.maastrichtuniversity.nl/portal/files/907952/guid-d7 ! 8de0d-6ef9- 
4132-8db4-b765464367ec-ASSETI .0 

Dooley, J. A., Jones, S. C., & Iverson, D. (2012). Web 2.0: an assessment of social 
marketing principles. Journal of Social Marketing, 2(3), 207-221. 
https://doi.org/10.1108/20426761211265 I 95 

Dorfman, L., & Wallack, L. (1993). Advertising health: The case for counter-ads. 
Public Health Reports, 108(6), 716-726. 

Dorsey, A. M., Scherer, C. W., & Real, K. (1999). The college tradition of"drink 'ti! 
you drop": The relation between students' social networks and engaging in risky 
behaviors. Health Communication, 14(4), 313-334. 
https://doi.org/1 O. l 207/Sl5327027HCI I 04 

Eder, A. F. (2012). Improving Safety for Young Blood Donors. Transfusion Medicine 
Reviews, 26(1), 14--26. https://doi.org/10.1016/j.tmrv.2011.07.008 

Edward, J. (2015, June 15). National Blood B ank :  Enough, but we always need more. 
Malaymail Online, pp. 1-6. Retrieved from http://www.themalaymailonline.com 

Elo, S., Kaarianien, M., Kanste, 0., Polkki, T., Utrianen, K., & Kyngas, H. (2014 ). 
Qualitative Content Analysis: A Focus on Trustworthiness. SAGE Open, 4(1), I­ 
I 0. https://doi.org/10.1177/2158244014522633 sgo.sagepub.com 

Elo, S., & Kyngas, H. (2008). The qualitative content analysis process. Journal of 
Advanced Nursing, 62(1), 107-115. https://doi.org/l0.1111/j.1365- 
2648.2007.04569.x 

Ertimur, B., & Gilly, M. C. (2012). So Whaddya Think? Consumers Create Ads and 
Other Consumers Critique T11em. Journal of Interactive Marketing, 26(3), 1 1 5 -  
130. https://doi.org/10.1016/j .intmar.2011.10.002 

Etter, M., Ravasi, D., & Colleoni, E. (2019). Social media and the formation of 
organizational reputation. Academy of Management Review, 44(1), 28-52. 
https://doi.org/ l 0.5465/amr.2014.0280 

Evans, R. H. (1978) . Planning Public Service Advertising Messages: An Application 
of the Fishbein Model and Path Analysis Planning. Journal of Advertising, 7(1 ), 
28-34. https://doi.org/10.1080/00913367.1978. l 0672737 

Evecen, G ., & Gudek:li, A. (2019) . Digital Culture Groups and Memory: A Case Of 
Instagram. In A. Ayhan (Ed.), New Approaches in Media and Communication (pp. 
132-149). Berlin: Internationaler Verlag der Wissenschaften. 

Faulkner, M., Romaniuk, J., & Stem, P. (2016). New versus frequent donors: Exploring 
the behaviour of the most desireable donors. Australasian Marketing Journal, 

263 



24(3), 198-204. https://doi.org/10.1016/j .ausmj.2016.04.001 

Ferguson, E. (2015). Mechanism of altruism approach to blood donor recruitment and 
retention: a review and future directions. Transfusion Medicine (Oxford, England), 
25(4), 211-226. https://doi.org/10.1111/tme.12233 

Ferguson, Eamonn. ( 1996). Predictors of future behaviour: A review of the 
psychological literature on blood donation. British Journal of Health Psychology, 
1 ( 4), 287-308. https://doi.org/ l O. l l l l/j.2044-8287 .1996.tb005 l 0.x 

Ferguson, Eamonn, Farrell, K., & Lawrence, C. (2008). Blood donation is an act of 
benevolence rather than altruism. Health Psychology, 27(3), 327-336. 
https://doi.org/10.1037 /0278-6133.27.3 .327 

Ferguson, Eamonn, France, C. R., Abraham, C., Ditto, B., & Sheeran, P. (2007). 
Improving blood donor recruitment and retention: Integrating theoretical advances 
from social and behavioral science research agendas. Transfusion, 47(I I), l 999- 
2010. https://doi.org/lO.l l I l/j.1537-2995.2007.01423.x 

Ferguson, Eamonn, Taylor, M., Keatley, D., Flynn, N., & Lawrence, C. (2012). Blood 
donors' helping behavior is driven by warm glow: More evidence for the blood 
donor benevolence hypothesis. Transfusion, 52(10), 2189-2200. 
https://doi.org/10.l I l l/j.1537-2995.2011.03557.x 

Festinger, L., & Carlsmith, J.M. (1959). Cognitive consequences of forced compliance. 
Journal of Abnormal and Social Psychology, 58(2), 203-210. 
https://doi.org/10.1037/h0041593 

Finck, R., Ziman, A., Hoffman, M., Phan-Tang, M., & Yuan, S. (2016). Motivating 
Factors and Potential Deterrents to Blood Donation in High School Aged Blood 
Donors. Journal of Blood Transfusion, 1-8. https://doi.org/10. l l 55/2016/8624230 

Fischer, S. (2014). Hospital Positioning and Integrated Hospital Marketing 
Communications: State-of-the-Art Review, Conceptual Framework, and Research 
Agenda. Journal of Nonprofit & Public Sector Marketing, 26(1), 1-34. 
https://doi.org/10.1080/10495142.2014.870431 

Foss, R. D., & Dempsey, C. B. (1979). Blood donation and the foot-in-the-door 
technique: A limiting case. Journal of Personality and Social Psychology, 37(4), 
580-590. https://doi.org/10.1037/0022-3514.3 7.4.580 

Foth, M., Stchell, C., Seeburger, J., & Russell-Bennett, R. (2013). Social and Mobile 
Interaction Design to Increase the Loyalty Rates of Young Blood Donors. In 
Proceedings of the 6th Communities and Technologies Conference (pp. 64-73). 
Munich, Germany. https://doi.org/lO. I 145/2482991.2483007 

Frame, B., & Newton, B. (2007). Promoting sustainability through social marketing: 
Examples from New Zealand. International Journal of Consumer Studies, 31(6), 
571-581. https://doi.org/10. l l l l/j.1470-6431.2007.00600.x 

France, C.R. ,  France, J. L., Kowalsky, J.M.,  Copley, D. M., Lewis, K. N., Ellis, G .D. ,  
. . .  Sinclair, K. S. (2013). A Web-based approach to blood donor preparation. 
Transfusion, 53(2), 328-336. https://doi.org/10.l l l l/j.1537-2995.2012.03737.x 

France, J. L., Kowalsky, J.M., France, C .R . ,  Mcglone, S. T., Himawan, L. K., Kessler, 
D. A., & Shaz, B. H. (2013). Development of common metrics for donation 

264 



attitude, subjective norm, perceived behavioral control, and intention for the blood 
donation context. Transfusion, 54(3), 1-9. https://doi.org/1 O. l l l l /trf.12471 

Gilbreath, B. (20 I 0). The Next Evolution of Marketing: Connect with your customers 
by marketing meaning. McGraw Hill. McGraw Hill. 

Giles, E. L. (2015). Changing the lifestyles of young adults. Journal of Social 
Marketing Marketing, 5(3), 206--225. 

Gillespie, T. W., & Hillyer, C. D. (2002). Blood donors and factors impacting the blood 
donation decision. Transfasion Medicine Reviews. 
https://doi.org/10.1053/tmrv.2002.31461 

Giorgi, A. (1997). The theory, practice, and evaluation of the phenomenological 
method as a qualitative research procedure. Journal of Phenomenological 
Psychology, 28(2), 235-260. https://doi.org/lO.IOl 7/CB09781107415324.004 

Giorgi, Amedeo. (2012). The Descriptive Phenomenological Psychological Method. 
Journal of Phenomenological Psychology, 43(1), 3-12. 
https://doi.org/10.1163/156916212X632934 

Godin, G., Vezina-Im, L. ., Gravel, A . .  ,  &  Amireault, S. (2012). Efficacy of 
Interventions Promoting Blood Donation: A Systematic Review. Transfusion 
Medicine Reviews, 26(3), 224-237. https://doi.org/10.I016/j.trnrv.2011.10.001 

Goodnough, L. T., Levy, J. H., & Murphy, M. F. (2013). Concepts of blood transfusion 
in adults. The Lancet, 381(9880), 1845-1854. https://doi.org/J0.1016/SOl40- 
6736( 13)60650-9 

Gotlieb, J. B., & Swan, J. E. (1990). An Application of the Elaboration Likelihood 
Model. Journal of the Academy of Marketing Science, 18(3), 221-228. 
https://doi.org/10. I l 77/009207039001800304 

Goulding, C. (2005). Grounded theory, ethnography and phenomenology: A 
comparative analysis of three qualitative strategies for marketing research. 
European Journal of Marketing, 39(314), 294-308. 
https://doi.org/10. I I 08/0309056051058 I 782 

Griffin, D., Grace, D., & O'Cass, A. (2014). Blood donation: Comparing individual 
characteristics, attitudes, and feelings of donors and nondonors. Health Marketing 
Quarterlyarketing Quarterly, 31(3), 197-212. 
https://doi.org/10.1080/07359683.2014.936276 

Groenewald, T. (2004). A Phenomenological Research Design Illustrated. 
international Journal, 3(1), 1-26. https://doi.org/Retrieved from: 
http://www.ualberta.ca/-iiqmlbackissues/3 _ 1/html/groenewald.html 

Guba, E G, & Lincoln, Y. S. (1981) .  Effective Evaluation: Improving the usefulness of 
evaluation results through responsive and naturalistic approaches. Evaluation 
(Vol. 107). San Francisco: CA: Jossey-Bass. https://doi.org/10.1002/pfi.181 

Guba, Egon G. (1990). The alternative paradigm dialog. The Paradigm Dialog. 
https://doi.org/10.1080/1357527032000 I 40352 

Gueguen, N. (2014). Door-in-the-Face Technique and Delay to Fulfill the Final 
Request: An Evaluation With a Request to Give Blood. The Journal of 

265 



Psychology, 148(5), 569-576. https://doi.org/10.1080/00223980.2013.817963 

Guerini, M., Stock, 0., & Zancanaro, M. (2007). A Taxonomy Of Strategies For 
Multimodal Persuasive Message Generation. Applied Artificial Intelligence, 21, 
99-136. https://doi.org/10.1080/08839510601117169 

Guiddi, P., Alfieri, S., Marta, E., & Saturni, V. (2015). New donors, loyal donors, and 
retained donors: Which motivations sustain blood donation? Transfusion and 
Apheresis Science, 52(3), 339-344. https://doi.org/10.1016/j.transci.2015.02.018 

Gummesson, E. (2005). Qualitative research in marketing: Road-map for a wilderness 
of complexity and unpredictability. European Journal of Marketing, 39(3), 309- 
327. https://doi.org/http://dx.doi.org/l 0.1108/MRR-09-2015-0216 

Guo, C., & Saxton, G. D. (2014). Tweeting Social Change: How Social Media Are 
Changing Nonprofit Advocacy. Nonprofit and Voluntary Sector Quarterly, 43(1), 
57-79. https://doi.org/IO. I I 77/0899764012471585 

Guttmann. (2019). Global advertising spending from 2010 to 2019 (in billion U.S 
dollars). Retrieved from https://www.statista.com/statistics/236943/global­ 
advertising-spending/ 

Guy, B. S. (1988). The Marketing of Altruistic Causes: Understanding Why People 
Help. Journal of Services Marketing, 2(1 ), 5-16. 
https://doi.org/l0.1108/eb02471 I 

Hal green, C. (2012). Exploring Behavioural Addiction: A phenomenological study of 
the Lived Experiences of Pathological Gamblers. 

Hammond, S. L. ( 1987). Health Advertising: The Credibility of Organizational 
Sources. Annals of the International Communication Association, I 0(1 ), 673-628. 
https://doi.org/l0.1080/23808985.1987. l l 678665 

Hansson, L., Wrangmo, A., & Seilen, K. S. (2013). Optimal ways for companies to use 
Facebook as a marketing channel. Journal of Information, Communication and 
Ethics in Society, 11(2), 112-126. https://doi.org/I0.1108/JICES-12-2012-0024 

Hartnett, N., Kennedy, R., Sharp, B., & Greenacre, L. (2016). Creative that sells: How 
advertising execution affects sales. Journal of Advertising, 45(1), 102-112. 
https://doi.org/10.1080/00913367.2015.1077491 

Healy, K. (2000). Embedded Altruism: Blood Collection Regimes and the European 
Union's Donor Population. American Journal of Sociology, I 05(6), 1633-1657. 
https://doi.org/10.1086/210468 

Heesacker, M., Petty, R. E., & Cacioppo, J. T. (1983) .  Field dependence and attitude 
change: Source credibility can alter persuasion by affecting message-relevant 
thinking. Journal of Personality, 51(4), 653--666. https://doi.org/10.l l l l/j.1467- 
6494.1983.tb00872.x 

Heisley, D. D., & Levy, S. J. (1991). Autodriving: A Photoelicitation Technique. 
Journal of Consumer Research, 18(12), 257-272. 
https://doi.org/10.4 l 35/978145223 I372.n54 

Henley, W. H., Ranganathan, S. K., & Gurtu, A. (2018). Improving effectiveness of 
public service advertisements to prevent texting and driving of American youth. 

266 



International Journal of Nonprofit and Voluntary Sector Marketing, (October 
2017), 1-9. https://doi.org/10.1002/nvsm.1626 

Hoeken, H., Hornikx, J., & Linders, Y. (2019). The Importance and Use ofNormative 
Criteria to Manipulate Argument Quality. Journal of Advertising, 0(0), 1-7. 
https://doi.org/10.1080/00913367.2019.16633 l 7 

Holdershaw, J., Gendall, P., & Wright, M. (2011). Predicting blood donation behaviour: 
Further application of the theory of planned behaviour. Journal of Social 
Marketing, 1(2), 120-132. https://doi.org/10.1108/20426761111141878 

Holdershow, J., Gendall, P., & Wright, M. (2003). Predicting willingness to donate 
blood. Australasian Marketing Journal, 11(1), 87-96. 

Hollingsworth, B., & Wildman, J. (2004). What population factors influence the 
decision to donate blood? Transfusion Medicine, 14(1), 9-12. 
https://doi.org/10.111 l/j.0958-7578.2004.00473.x 

Hong, J. M., & Lee, W. N. (2018). A Content Analysis of Compatible Fit among 
Message Elements in Philanthropy Ads. Journal of Promotion Management, 
24(6), 820-844. https://doi.org/10.1080/10496491.2017.1408523 

Houghton, C., & Keynes, M. (2013). Rigour in qualitative case-study research. Nurse 
Researcher, 20(4), 12-17. 

Howe, L. C., & Krosnick, J. A. (2017). Attitude Strength. Annual Review of 
Psychology, 68(1), 327-351. https://doi.org/10.1146/annurev-psych-122414- 
033600 

Hsu, T. H., & Chang, K. F. (2007). The taxonomy, model and message strategies of 
social behavior. Journal for the Theory of Social Behaviour, 37(3), 279-294. 
https://doi.org/10.1111/j. l 468-5914.2007.00338.x 

Hua, L. Y., Ramayah, T., Ping, T. A., & (Jacky), C. J. H. (2017). Social Media as a 
Tool to Help Select Tourism Destinations: The Case of Malaysia. Information 
Systems Management, 34(3), 265-279. 
https://doi.org/10.1080/10580530.2017.1330004 

Hupfer, M. E. (2006). Helping me, helping you: Self-referencing and gender roles in 
donor advertising. Transfusion, 46(6), 996-1005. https://doi.org/lO. l l l  l/j.1537- 
2995.2006.00834.x 

Iajya, V ., Lacetera, N ., Macis, M., & Slonim, R. (2013). The effects of information, 
social and financial incentives on voluntary undirected blood donations: Evidence 
from a field experiment in argentina. Social Science and Medicine, 98, 214-223. 
https://doi.org/10.10 l 6/j.socscimed.2013.09.012 

Jaafar, J. R., Chong, S. T., Alavi, K., & Rathakrishnan, B. (2017). Pemahaman identiti 
diri daripada perspektif penderma darah ulangan berkala. Geografia: Malaysia 
Journal of Society and Space, 13(3), 1 1- 18 .  

Jaafar, J. R., Tsuey, C. S., Khadijah, A., Asmawati, D., & Seong, K. W. (2014). 
Exploring Humanity Values through "Gift of Life" by Regular Blood Donor 
among University Students. International Proceedings of Economics 
Development and Research, 78(12), 59-63. https://doi.org/10.7763/IPEDR. 

267 



Jahn, R. G., & Dunne, B. J. (I 997). Science of the subjective. Journal of Scientific 
Exploration, 11(2), 201-224. https://doi.org/10. I 016/j.explore.2007.03.014 

Jang, J., Na, B. J., Lee, M. S., Seo, S., Sung, C., Kim, H.J . ,  & Lee, J. Y. (2016). The 
effect of public service advertising on cardiovascular disease in Korea. Iranian 
Journal of Public Health, 45(8), 1029-1037. 

Janicke-Bowles, S., Nayaran, A., & Seng, A. (2018). Social Media For Good? A Survey 
On Millennials' Inspirational Social Media Use. The Journal of Social Media in 
Society, 7(2), 120-140. 

Joseph, R., & Michael, R. (I 985). Effects of Persuasive Messages on Blood Donation 
Attitudes, Intentions and Behavior. In Annual Meeting of the Eastern 
Psychological Association (pp. 1-9). Boston, MA. 

Kaiser, K. (2009). Protecting responsdent confidentiality in qualitative research. 
Qualitative Health Research, 19(11 ), 1632-1641. 
https://doi.org/10.1177 /1049732309350879 .Protecting 

Kapoor, K. K., Tamilmani, K., Rana, N. P., Patil, P., Dwivedi, Y. K., & Nerur, S. 
(2018). Advances in Social Media Research: Past, Present and Future. Information 
Systems Frontiers, 20(3), 531-558. https://doi.org/10.1007/s10796-017-9810-y 

Karacan, E., Cengiz Seval, G., Aktan, Z., Ayli, M., & Palabiyikoglu, R. (2013). Blood 
donors and factors impacting the blood donation decision: motives for donating 
blood in Turkish sample. Transfusion and Apheresis Science: Official Journal of 
the World Apheresis Association: Official Journal of the European Society for 
Haemapheresis, 49(3), 468-473. https://doi.org/10.1016/j.transci.2013.04.044 

Kathleen, C., & Mortimer, G. (2013). What's in it for me? Virtual conspicuous donation 
strategies as a source of value in blood donation. In World Social MArkeitng 
Conference (pp. 21-23). 

Katz, D. (1960). The Functional Approach to the Study of Attitudes. The Public 
Opinion Quarterly, 24(2), 163-204. 

Kees, J., Burton, S., & Tangari, A.H .  (2010). The impact of regulatory focus, temporal 
orientation, and fit on consumer responses to health-related advertising. Journal 
of Advertising, 39(1 ), 19-34. https://doi.org/l0.2753/JOA0091-3367390102 

Kerr, G., Schultz, D. E., Kitchen, P. J., Mulhern, F. J., & Beede, P. (2015a). Does 
Traditional Advertising Theory Apply to the Digital World? Journal of 
Advertising Research, 55(4), 390-400. https://doi.org/10.2501/jar-2015-001 

Kerr, G., Schultz, D. E., Kitchen, P. J., Mulhern, F. J., & Beede, P. (2015b). Does 
traditional advertising theory apply to the digital world? A replication analysis 
questions the relevance of the elaboration likelihood model. Journal of Advertising 
Research, 55(4), 390-400. https://doi.org/10.2501/JAR-2015-001 

Kharpal, A. (2015). Facebook's Instagram hits 400M users, beats Twitter. Retrieved 
from http://www.cnbc.com/20 I 5/09/23/instagram-hits-400-million-users- 
beating-twitter.html 

Kim, J., Kim, J.-E., & Marshall, R. (2016). Are two arguments always better than one?: 
Persuasion knowledge moderating the effect of integrated marketing 
communications. European Journal of Marketing, 50(7/8), 1399-1425. 

268 



https://doi.org/10.1108/EJM-06-2014-0344 

Kim, Nami, & Yu, S. Y. (2015). Effect of the Characteristics of Models of Public 
Service Advertisements on Public Service Behavior Intension: Mediated Effect on 
Attitude of PSA. Indian Journal of Science and Technology, 8(8), 250-257. 
https://doi.org/10.17485/ijst/20 l 5/v8i 

Kim, Namin. (2014). Advertising strategies for charities: Promoting consumers 
donation of time versus money. International Journal of Advertising, 33(4), 707- 
724. https://doi.org/10.2501/IJA-33-4-707-724 

Kitchen, P.J, Kerr, G., Schultz, D . .  ,  &  McColl, R. (2014). The Elaboration Likelihoof 
Model: Review, critique and research agenda. European Journal of Marketing, 
48(11112), 2033-2050. 

Kitchen, Philip J., Kerr, G., E. Schultz, D., McColl, R., & Pals, H. (2014). The 
elaboration likelihood model: Review, critique and research agenda. European 
Journal of Marketing, 48(11112), 2033-2050. https://doi.org/10.1108/EJM-12- 
2011-0776 

Klingner, J. K., & Boardman, A. G. (2011) .  Addressing the research gap in special 
education through mixed methods. Learning Disability Quarterly, 34(3), 208-218. 
https://doi.org/10.1177/0731948711417559 

Knoll, J. (2016). Advertising in social media: A review 
International Journal of Advertising, 
https://doi.org/10.1080/02650487.2015.1021898 

Knoll, Johannes. (2016). Advertising in social media: A review of empirical evidence. 
International Journal of Advertising, 35(2), 266-300. 
https://doi.org/10.1080/02650487.2015.1021898 

Knox, S., & Burkard, A. W. (2009). Qualitative research interviews. Psychotherapy 
Research: Journal of the Society for Psychotherapy Research, 19(4-5), 566-575. 
https://doi.org/10.1080/10503300802702105 

Koelsch, L. (2013). Reconceptualizing the Member Check Interview. International 
Journal of Qualitative Methods, 12, 168-179. 
https://doi.org/10.1177/1532708611401329 

Korda, H., & Itani, Z. (2013). Harnessing Social Media for Health Promotion and 
Behavior Change. Health Promotion Practice, 14(1), 15-23. 
https://doi.org/10.1177/1524839911405850 

Korstjens, I., & Moser, A. (2018). Series: Practical guidance to qualitative research. 
Part 4: Trustworthiness and publishing. European Journal of General Practice, 
24(1), 120-124. https://doi.org/10.1080/13814788.2017. I 375092 

Kotler, P., & Murray, M. (2012). Third Sector Management - The Role of Marketing. 
Public Administration, 35(5), 467--472. 

Kumar, V. (2015) .  Evolution of Marketing as a Discipline: What Has Happened and 
What to Look Out For. Journal of Marketing, 79(1), 1-9. 
https://doi.org/10.1509/jm. 79 . 1 . 1  

Laczniak, R. N. (2015). The journal of advertising and the development of advertising 

269 

of empirical evidence. 
35(2), 266-300. 



theory: Reflections and directions for future research. Journal of Advertising, 
44(4), 429--433. https://doi.org/J0.1080/00913367.2015.1060909 

Laestadius, L. I., & Wahl, M. M. (2017). Mobilizing social media users to become 
advertisers: Corporate hashtag campaigns as a public health concern. Digital 
Health, 3, 205520761771080. https://doi.org/1 O.l l 77/2055207617710802 

Lee, Y.-G., Byon, K. K., Ammon, R., & Park, S.-B. R. (2016). Golf Product 
Advertising Value, Attitude Toward Advertising and Brand, and Purchase 
Intention. Social Behavior and Personality: An International Journal, 44(5), 785- 
800. https://doi.org/10.2224/sbp.2016.44.5.785 

Lemmens, K. P.H.,  Ruiter, R. a C., Abraham, C., Veldhuizen, I. J. T., & Schaalma, H. 
P. (20 I 0). Motivating blood donors to recruit new donors: experimental evaluation 
of an evidence-based behavior change intervention. Health Psychology: Official 
Journal of the Division of Health Psychology, American Psychological 
Association, 29(6), 601-609. https://doi.org/10.103 7 /a002 l 3 86 

Lewis, S. W. (2012). The potential for international and transnational public service 
advertising in public spaces in American and Chinese global cities: Conclusions 
from a 20 IO survey of advertisements in subways in Beijing, New York, Shanghai 
and Washington, DC. Public Relations Review, 38(5), 765-778. 
https://doi.org/10.1016/j.pubrev.2011.10.007 

Lieberman, C. (2009). Engaging net-genners to affect social change: How two 
progressive website motivate social activism among youth. In B. Buckner (Ed.), 
Education (pp. 1-16). 

Lin, L.-C. (2009). Data management and security in qualitative research. Data 
Management in Qualitative Research, 28(3), 132-137. 
https://doi.org/10.1097 /DCC.ObO l 3e3 l 8 l 9aeff6 

Lincoln, Y. S., & Guba Egon G. (1985). Naturalistic Inquiry. London: SAGE 
Publications Ltd. 

Ling, L. M., Hui, T. S., Tan, A. K. G., & Ling, G. S. (2018). Determinants of blood 
donation status in Malaysia: Profiling the non-donors, occasional donors and 
regular donors. Kajian Malaysia, 36(1), 43-62. 

Lopez, C. G. (1983). The blood transfusion services in Malaysia. The Malaysian 
Journal of Pathology, 6, 1-7. Retrieved from 
http://www.ncbi.nlm.nih.gov/pubmed/6599863 

Lopez, K. a, & Willis, D. G. (2004). Descriptive versus interpretive phenomenology: 
their contributions to nursing knowledge. Qualitative Health Research, 14(5), 
726-735. https://doi.org/10. J I  77/1049732304263638 

Luo, B., Zhang, Z., Liu, Y., & Gao, W. (2016). What does it say and who said it? The 
contingent effects of online word of mouth in China. Nankai Business Review 
International, 7(4), 474-490. https://doi.org/10.l 108/NBRI-12-2015-0035 

Lynn, J. R. (1973). Perception of Public Service Advertising: Source , Message and 
Receiver Effects. Journalism & Mass Communication Quarterly, 50(4), 673-689. 
https://doi.org/10.1177 /107769907305000407 

Lynn, J. R. (1974). Effects of Persuasive Appeals in Public Service Advertising. 

270 



Journalism & Mass Communication Quarlerly, 51(4), 622-630. 
https://doi.org/1 O. I 177/107769907405100406 

Ma, T. (Jennifer), & Atkin, D. (2017). User generated content and credibility evaluation 
of online health information: A meta analytic study. Telematics and lriformatics, 
34(5), 472--486. https://doi.org/10.1016/j.tele.2016.09.009 

Mahon-Daly, P. M. (2012). Blood, society and the gift: An ethnography of change in 
the gift relationship. Retrieved from http:/lbura.brunel.ac.uk/handle/2438/7028 

Malaysia Communication and Multimedia Commission. (2018). Internet User Survey. 
Retrieved from https://www.mcmc.gov.my/resources/statistics/internet-users­ 
survey 

Malik, A., Dhir, A., & Nieminen, M. (2016). Uses and Gratifications of digital photo 
sharing on Facebook. Telematics and Informatics, 33(1), 129-138. 
https://doi.org/10.1016/j.tele.2015.06.009 

Manca, S., Altoe, G., Schultz, P. W., & Fornara, F. (2019). The Persuasive Route to 
Sustainable Mobility : Elaboration Likelihood Model and Emotions predict 
Implicit Attitudes. Environment and Behavior, 1-31 .  
https://doi.org/10.1177/0013916518820898 

Manning. (2014 ). The joint effects of persuasion and implementation intentions: An 
investigation using the Theory of Planned Behavior. University of Massachusetts 
Amherst. Retrieved from http://scholarworks.umass.edu/theses/2437 

Mano ff, R . .  (  1985). Social Marketing: New Imperative for Public Heallh. New York: 
Praeger Publishers Inc. 

Marradi, A. (1990). Classification, typology, taxonomy. Quality and Quantity, 24(2), 
129-157. https://doi.org/10.1007/BF00209548 

Martins, J., Costa, C., Oliveira, T., Goncalves, R., & Branco, F. (2019). How 
smartphone advertising influences consumers' purchase intention. Journal of 
Business Research, 1-10. https://doi.org/10.10! 6/j.jbusres.2017.12.047 

Masser, B. M., White, K. M., Hyde, M. K., & Terry, D. J. (2008). The Psychology of 
Blood Donation: Current Research and Future Directions. Transfusion Medicine 
Review, 22(3 ), 215-233 . https://doi.org/10.1017/CB09781107415324.004 

Masser, B. M., White, K. M., Hyde, M. K., Terry, D. J., & Robinson, N. G. (2009). 
Predicting blood donation intentions and behavior among Australian blood 
donors: testing an extended theory of planned behavior model. Transfusion, 49(2), 
320-329. https://doi.org/10.1111/j .l537-2995 .2008.01981 .x 

Masser, B ., Smith, G., & Williams, L. A. (2014). Donor 
Challenges and promise. Transfusion Medicine 
https://doi.org/10.1159/000365016 

Matua, G. A., & Van Der Wal, D. M. (2015). Differentiating between descriptive and 
interpretive phenomenological research approaches. Nurse Researcher, 22( 6), 22- 
27. https://doi.org/10.7748/nr.22.6.22.el 344 

McDonald, H .P .  (2004). Radical Axiology: A First Philosophy of Values. Amsterdam: 
Radopi. 

271 

research in Australia: 
and Hemotherapy. 



McLachlan, H. V. (I 999). Altruism, blood donation and public policy: 
Keown. Journal of Medical Ethics, 25(6), 
https://doi.org/10.1136/jme.25.6.532 

McPhail, J. C. (1995). Phenomenology As Philosophy and Method. Remedial and 
Special Education, 16(3), 159-165. 

McVittie, C., Harris, L., & Tiliopoulos, N. (2006). "'I intend to donate but . . .  "': Non­ 
donors' views of blood donation in the UK. Psychology, Health & Medicine, 
I 1(1), 1-6. https://doi.org/10.1080/13548500500159455 

Melumad, S., Inman, J. J., & Pham, M. T. (2019). Selectively Emotional: How 
Smartphone Use Changes User-Generated Content. Journal of Marketing 
Research, 56(2), 259-275. https://doi.org/10.ll 77/0022243718815429 

Merav, B. N., & Lena, G. (201 I). Investigating the factors affecting blood donation 
among Israelis. International Emergency Nursing, 19(1), 37-43. 
https://doi.org/10.1016/j .ienj.2010.01.003 

Merriam, S.B. (2002). Introduction to qualitative research. Qualitative Research in 
Practice: Examples for Discussion and Analysis. 

Merriam, Sharan B. (2002). Qualitative Research in Practice: Example for Discussion 
and Analysis. Jossey- Bass. 

Merriam, Sharan B., & Tisdell, E. J. (2016). Qualitative Research: A guide to design 
and implementation (4th ed.). San Francisco, CA: Jossey-Bass. 

Miles, M. B., & Huberman, A. M. (1994). Qualitative data analysis (2nd ed.). 
California: SAGE Publications. https://doi.org/10.1136/ebnurs.20 I I .  I  00352 

Miles, M. B., Huberman, A. M., & Saldana, J. (2014a). Qualitative Data Analysis: A 
Methods Sourcebook (3rd ed.). Thousand Oaks, California: SAGE. 

Miles, M. B., Huberman, M. a, & Saldana, J. (20!4b). Drawing and Verying 
Conclusions. Qualitative Data Analysis: A Methods Sourcebook, 275-322. 

Miles, M., & Huberman, A. M. (1984). Drawing valid meaning from qualitative data. 
Educational Researcher, I 5(5). 

Minton, E., Lee, C., Orth, U., Kim, C.-H., & Kahle, L. (2012). Sustainable Marketing 
and Social Media. A Cross-Country Analysis of Motives for Sustainable 
Behaviors. Journal of Advertising, 41(4), 69-84. 
https://doi.org/10.2753/JOA009 l-33674 l 0405 

Mogey, J. (1973) . The Gift Relationship: From Human Blood to Social Policy by 
Richard M . Titmuss Review by :  John Mogey. Contemporary Sociology, 2(3), 
333-334. 

Moore, K. (2014). There will be blood Midwives. Retrieved from 
http:! /trace. tennessee.edu/utk_ chanhonoproj/1739 

Morgan, D. L. (1997). Focus Group as Qualitative Research. Sage Publications. 

Morgan, S. E., & Cannon, T. (2003). African Americans' knowledge about organ 
donation: Closing the gap with more effective persuasive message strategies. 
Journal of The National Medical Association, 95(11), 1066-1071. 

272 

a reply to 
532-536. 



Mortimer, D., Ghijben, P., Harris, A., & Hollingsworth, B. (2013). Incentive-based and 
non-incentive-based interventions for increasing blood donation. Cochrane 
Database of Systematic Reviews, (I). 

https://doi.org/10.1002/1465 l 858.CDOI 0295 

Mostafa, A. M., Youssef, A. E., & Alshorbagy, G. (2014). A Framework for a Smart 
Social Blood Donation System Based on Mobile Cloud Computing. Health 
Informatics-An International Journal, 3, 1-10. 
https://doi.org/10.5121/hiij.2014.3401 

Moustakas, C. (1994). Phenomenological Research Methods. SAGE Publications Ltd. 

Mulhall, A. (2003). In the field: Notes on observation in qualitative research. 
Methodological Issues in Nursing Research, 41(3), 306-313. 

Muthivhi, T., Olmsted, M., Park, H., Sha, M., Raju, V., Mokoena, T., . . .  Reddy, R. 
(2013). Motivators and deterrents to blood donation among black south africans: 
A qualitative analysis of focus group data. Vox Sanguinis, 105(June), 16-17. 
https://doi.org/1 O. I l l l/tme.12218 

Nabhan-Warren, K. (2011). Embodied research and writing: A case for 
phenomenologically oriented religious studies ethnographies. Journal of the 
American Academy of Religion, 79(2), 378-407. 
https://doi.org/10.1093/jaarel/lfq079 

Nair, S. C., & Mammen, J. J. (2015). Repeat voluntary non-remunerated blood donor 
is the best quality indicator for blood safety. Indian Journal of Medical Research, 
l 4l(June), 749-752. https://doi.org/10.4 l 03/0971-5916.160687 

Nan, X. (2013). Perceived Source Credibility and Advertising Persuasiveness: An 
Investigation of Moderators and Psychological Processes. Journal of Current 
Issues & Research in Advertising, 34(2), 195-211 .  
https://doi.org/10.1080/1064 I 734.2013.787579 

Nan, X., Futerfas, M., & Ma, Z. (2017). Role of Narrative Perspective and Modality in 
the Persuasiveness of Public Service Advertisements Promoting HPV 
Vaccination. Health Communication, 32(3), 320-328. 
https://doi.org/10.1080/10410236.2016.1138379 

National Blood Centre urges public to donate blood. (2018). BERNAMA. Retrieved 
from https ://www.malaymail.com/news/malaysia/2018/06/20/national-blood- 
centre-urges-public-to-donate-blood/l 643634 

Ngoma, A. M., Goto, A., Nollet, K. E., Sawamura, Y., Ohto, H., & Yasumura, S. 
(2014). Blood Donor Deferral among Students in Northern Japan: Challenges 
Ahead. Transfusion Medicine and Hemotherapy: Offizie/les Organ Der 
Deutschen Gesel/schaft FurTransfusionsmedizin Und Immunhamatologie, 41(4), 
251-256. https://doi.org/10.1159/000365406 

Niza, C., Tung, B., & Marteau, T. M. (2013). Incentivizing blood donation: systematic 
review and meta-analysis to test Titmuss' hypotheses. Health Psychology, 32(9), 
941-949. https:/ldoi.org/10.1037/a0032740 

Novatorov, E. V. (2010). A Critical Appraisal of the Concept of Non-profit Services 
Marketing. Service Science, 2(3), 146-153. https:lldoi.org/10.1287 /serv.2.3 . 146 

273 



Nowak, G. J., Jorgensen, C., Salmon, C. T., & Jason, J. (1993). Educating young adults 
about HIV and AIDS. The impact of direct response television public service 
advertising. Journal of Direct Marketing, 7(1 ), 3 1--41 .  
https://doi.org/10.1002/dir.4000070 I 06 

O'Brien, S. F., Shao, Z. J., Osmond, L., Yi, Q. L., Li, C. Y., & An, Q. X. (2013). Donor 
motivation in Xi'an, China: Comparison with Canadian donors. Vox Sanguinis, 
I 04(3), 200-206. https:!/doi.org/10. J J I  l/j.1423-0410.2012.01656.x 

O'Keefe, D. J., & Jackson, S. (1995). Argument Quality and Persuasive Effects: A 
Review of Current Approaches. In Proceedings of the Ninth Alta Conference on 
Argumentation, Speech Communication Association, Annandale, VA, pp. (pp. 88- 
92). 

Olson, J. N. N. (2016). The "Internet of Things" and commerce. Internet Research, 
26(2), 1-27. https:!/doi.org/10.1108/IntR-03-2014-0082 

Orazi, D. C., Bove, L. L., & Lei, J. (2016). Empowering social change through 
advertising co-creation: The roles of source disclosure, sympathy and personal 
involvement. International Journal of Advertising, 35(1), 149-166. 
https:!/doi.org/10.1080/02650487.2015.109610 I 

Orb, A., Eisenhauer, L., & Wynaden, D. (2000). Ethics in qualitative research. Journal 
of Nursing Scholarship, 33(1), 93-96. https:!/doi.org/10.l l l l/j.1547- 
5069.2001.00093 .x 

Ortlipp, M. (2008). Keeping and using reflective journals in the qualitative research 
process. The Qualitative Report, 13(4), 695-705. 

Oswalt, R. M. (1977). A review of blood donor motivation and 
Transfusion, 17(2), 123-135. Retrieved 
http://www.scopus.com/inward/record.url?eid=2-s2.0- 
0017710851 &partnerID=tZOtx3yl 

Otto, P. E., & Bolle, F. (2011).  Multiple facets of altruism and their influence on blood 
donation. The Journal of Socio-Economics, 40(5), 558-563. 
https://doi.org/10.1016/j.socec.2011.04.010 

Paek, H. J., Hove, T., & Jeon, J. (2013). Social Media for Message Testing: A 
Multilevel Approach to Linking Favorable Viewer Responses with Message, 
Producer, and Viewer Influence on YouTube. Health Communication, 28(3), 226-- 
236. https://doi.org/10.1080/10410236.2012.672912 

Papagiannis, D., Rachiotis, G., Symvoulakis, E. K., Anyfantakis, D., Douvlataniotis, 
K., Zilidis, C., . . .  Hadjichristodoulou, C. (2016). Blood donation knowledge and 
attitudes among undergraduate health science students: A cross-sectional study. 
Transfusion and Apheresis Science, 54(2), 303-308. 
https://doi.org/10.1016/j .transci.2015.11.00 I 

Pappas, I. 0., Kourouthanassis, P. E., Giannakos, M. N., & Chrissikopoulos, V. (2017). 
Sense and sensibility in personalized e-commerce: How emotions rebalance the 
purchase intentions of persuaded customers. Psychology and Marketing, 34( I 0), 
972-986. https://doi.org/10.1002/mar.2 l 036 

Park, M.-G. (2005). Effective Public Service Advertisements for special o/ympics 

274 

recruitment. 
from 



organizations to attract prospective volunteers: An Elaboration Likelihood 
perspective. The Ohio State University. https://doi.org/10.1016/S 1441- 
3523(08)70 I 08-6 

Park, M., Turner, B. A., Pastore, D. L., Chitiyo, M., & Yoh, T. (2016). Information 
processing of audiences exposed to public service advertising messages for 
Special Olympics: A cognitive response approach. International Journal of Sports 
Marketing and Sponsorship, 17(3), 277-298. https://doi.org/10.1108/IJSMS-08- 
2016-017 

Patton, M. Q. (1990). Qualitative Evaluation and Research Methods (2nd ed.). 
Newbury Park: SAGE Publications, Inc. 

Patton, M. Q. (2015). Qualitative Research & Evaluation Methods (4th ed.). California: 
SAGE. 

Paulin, Michele, Ferguson, R. J., Jost, N., & Fallu, J.-M. (2014). Millennials' Social 
Behaviors within a Social Media Context: Gender Differences Count. In Academy 
of Management Proceedings (Vol. 25, pp. 334-348). 
https://doi.org/10.5465/ AMBPP.2014. l 4239abstract 

Paulin, Michele, Ferguson, R. J., Schattke, K., & Jost, N. (2014). Millennials, Social 
Media, Prosocial Emotions, and Charitable Causes: The Paradox of Gender 
Differences. Journal of Nonprofit and Public Sector Marketing, 26(4), 335-353. 
https://doi.org/10.1080/10495142.2014.965069 

Paulin, Michele, J. Ferguson, R., Jost, N., & Fallu, J.-M. (2014). Motivating rnillennials 
to engage in charitable causes through social media. Journal of Service 
Management, 25(3), 334-348. https://doi.org/10.1108/JOSM-05-2013-0122 

Pechmann, C., & Catlin, J. R. (2016). The effects of advertising and other marketing 
communications on health-related consumer behaviors. Current Opinion in 
Psychology, JO, 44-49. https://doi.org/10.1 Ol 6/j.copsyc.2015.12.008 

Peterson, N., Tripoli, E., Langenbach, K., & Devasagayam, R. (2018). Celebrity 
Endorsements and Donations: Empirical Investigation of Impact on Philanthropic 
Giving. Business Perspectives and Research, 6(2), 79-89. 
https://doi.org/10. I l 77/2278533718765533 

Petty, R. E, Wegener, D. T., & Fabrigar, L. R. (1997). Attitudes and Attitude Change. 
Annual Review Psychology, 48, 609-647. 
https://doi.org/doi: I 0.1146/annurev.psych. I 2 I 208. I 3 I 609 

Petty, R.E, & Cacioppo, J . .  (1986). The Elaboration Likelihood Model of persuasion. 
Advances in Experimental Social Psychology (Vol. 19). 
https://doi.org/ l 0.1558/ijsll.v l 4i2.309 

Petty, Richard E., & Brifiol, P. (2015). Emotion and persuasion: Cognitive and meta­ 
cognitive processes impact attitudes. Cognition and Emotion, 29(1), 1-26. 
https://doi.org/10.1080/02699931.2014.967183 

Petty, Richard E., Cacioppo, J. T., & Heesacker, M. (1981) .  Effects of rhetorical 
questions on persuasion: A cognitive response analysis. Journal of Personality 
and Social Psychology, 40(3), 432-440. Retrieved from 
https:/ /www .researchgate.net/profile/Richard _Petty/publication/2324 7 5917 _ Effe 

275 



cts _ of_ Rhetorical_ Questions_ on _Persuasion_ A_ Cognitive_ Response_ Analysis/I 
inks/02bfe50d05b I 40a4 76000000. pdf 

Petty, Richard E, & Brinol, P. (2015). Emotion and persuasion: Cognitive and meta­ 
cognitive processes impact attitudes. Cognition and Emotion, 1 (Invited Review), 
1-26. https://doi.org/10.1080/02699931.2014.967183 

Petty, Richard E, & Wegener, D. T. (1996). Attitude change: Multiple roles for 
persuasion variables. In D. Gilbert, S. Fiske, & G. Lindzey (Eds.), The Handbook 
of Social Psychology (4th ed., pp. 1-78). McGraw Hill. 

Pezalla, A. E., Pettigrew, J., & Miller-Day, M. (2012). Researching the researcher-as­ 
instrument: an exercise in interviewer self-reflexivity. Qualitative Research, 
12(2), 165-185. https://doi.org/10.Jl 77/1468794111422107 

Phua, J., & Tinkham, S. (2016). Authenticity in Obesity Public Service 
Announcements: Influence of Spokesperson Type, Viewer Weight, and Source 
Credibility on Diet, Exercise, Information Seeking, and Electronic Word-of­ 
Mouth Intentions. Journal of Health Communication, 21(3), 337-345. 
https://doi.org/10.1080/10810730.2015.1080326 

Piliavin, J. A. (1990). Why do they give the gift of life? A review of research on blood 
donors since 1977. Transfusion. Retrieved from 
http://www.scopus.com/inward/record.url?eid=2-s2.0- 
0025284056&partnerID=tZOtx3yl 

Piliavin, J. A., & Callero, P. L. (1991). Giving blood: The development ofan altruistic 
identity. Giving Blood: The Development of an Altruistic Identity. Retrieved from 
http://www.scopus.com/inward/record.url?eid=2-s2.0- 
0003671342&partnerlD=tZOtx3yl 

Pittman, M., & Reich, B. (2016). Social media and loneliness: Why an lnstagram 
picture may be worth more than a thousand Twitter words. Computers in Human 
Behavior, 62, 155-167 . https://doi.org/10.1016/j.chb.2016.03.084 

Polonsky, M., Francis, K., & Renzaho, A. (2015). ls removing blood donation barriers 
a donation facilitator? Australian African migrants' view. Journal Od Social 
Marketing, 5(3), 190-205. 

Pontoretto, J. G. (2006). Brief Note on the Origins, Evolution, and Meaning of the 
Qualitative Research Concept "Thick Description." The Qualitative Report, 11(3), 
538-549. 

Prendergast, G. P., & Maggie, C .H .  W. (2013). Donors&apos; experience of sustained 
charitable giving: a phenomenological study. Journal of Consumer Marketing, 
30(2), 130-139 .  https://doi.org/10.1108/07363761311304942 

Ramanathan, U., Subramanian, N., & Parrott, G. (2017). Role of social media in retail 
network operations and marketing to enhance customer satisfaction. International 
Journal of Operations and Production Management, 37(1), 105-123. 
https://doi.org/10.1108/lJOPM-03-2015-0153 

Reilly, M. 0., & Parker, N. (2012). 'Unsatisfactory Saturation': a critical exploration 
of the notion of saturated sample sizes in qualitative research. 
https://doi.org/10.1177 /1468794112446106 

276 



Renner, S., Tscheulin, D. K., & Drevs, F. (2013). Guilt Appeals and Prosocial 
Behavior: An Experimental Analysis of the Effects of Anticipatory Versus 
Reactive Guilt Appeals on the Effectiveness of Blood Donor Appeals. Journal of 
Nonprofit & Public Sector Marketing, 25, 237-255. 
https://doi.org/10.1080/10495142.20! 3.816595 

Richards, J. I., & Curran, C. M. (2002). Oracles on Advertising: Searching for a 
Definition. Journal of Advertising, 31(2), 63-77. https://doi.org/ I 0.2307 /4189215 

Richardson, K., & Hessey, S. (2009). Archiving the self? Facebook as biography of 
social and relational memory. Journal of Information, Communication and Ethics 
in Society, 7(1), 25-38. https://doi.org/l0.1108/14779960910938070 

Rimer, B. K., & Kreuter, M. W. (2006). Advancing tailored health communication: A 
persuasion and message effects perspective. Journal of Communication, 
56(SUPPL.). https://doi.org/10. l l l l/j.1460-2466.2006.00289.x 

Ringwald, J. (2010). Established ways to keep donor's interest alive. !SET Science 
Series, 5(nl ), 17-23. https://doi.org/1 O. l l l l/j.1751-2824 .20I0.01389 .x 

Ringwald, Juergen, Zimmermann, R., & Eckstein, R. (2010). Keys to open the door for 
blood donors to return. Transfusion Medicine Reviews, 24(4), 295-304. 
https://doi.org/10.1016/j.tmrv.2010.05.004 

Ritchie, J., & Lewis, J. (2003). Qualitative Research Practice: A Guide for Social 
Science Students and Researchers. (J. Ritchie & J. Lewis, Eds.), SAGE 
Publications. Thousand Oaks, CA: Sage Publications. 
https://doi.org/10.4135/9781452230108 

Rolseth, S., Stange, P., Adamou, D., Roald, B., Danki-Sillong, F., & Jourdan, P. (2014). 
The acceptability of volunteer, repeat blood donations in a hospital setting in the 
Adamaoua region of Cameroon. Transfusion Medicine, 24(6), 372-378. 
https://doi.org/10.1111/tme.12156 

Royne Stafford, M. B. (2016) . Research and Publishing in the Journal of Advertising: 
Making Theory Relevant. Journal of Advertising, 45(2), 269-273. 
https://doi.org/10.1080/00913367.2016. l I 56592 

Royse, D., & Doochin, K. E. (1995). Multi-gallon blood donors: who are they? 
Transfusion, 35(10), 826-831. Retrieved from http://dx.doi.org/10.1046/j. l 537- 
2995.1995 .351096026363.x 

Russell-Bennett, R., Russell, K., Previte, J., Glavas, C., Hartel, C., & Smith, G. (2014). 
The Role of Other People and Emotion for Blood Donation: an Altrustic Social 
Service. American Marketing Association Services Special Interest Group (AMA 
Servsig), (June), 13-15 .  Retrieved from 
http:l/eprints.qut.edu.au/78669/2/78669.pdf 

Russo, J .E. ,  & Chaxel, A. S. (2010). How persuasive messages can influence behavior 
without awareness. Journal of Consumer Psychology, 20(3), 338-342. 
https://doi.org/ I 0.1016/j .jcps.20 I 0.06.005 

Saldana, J. (2009). The Coding Manual for Qualitative Researchers. SAGE 
Publications Inc. (Vol. XXXIII). https://doi.org/l0.1007/s13398-014-0173-7.2 

Sanchez, C. A., & Alley, Z. M. (2016). Advertising Effectiveness and Attitude Change 

277 



Vary as a Function of Working Memory Capacity. Applied Cognitive Psychology, 
30(6), 1093-1099. https://doi.org/10.1002/acp.3290 

Sandelowski, M. (2004). Using Qualitative Research. Qualitative Health Research, 
14(10), 1366-1386. https://doi.org/10.1177 /1049732304269672 

Sandhu, A., Ives, J., Birchwood, M., & Upthegrove, R. (2013). The subjective 
experience and phenomenology of depression following first episode psychosis : 
A qualitative study using photo-elicitation. Journal of Affective Disorders, 149(1- 
3), 166-174. https://doi.org/l0.1016/j.jad.2013.01.018 

Sanjari, M., Bahramnezhad, F., Fomani, F. K., Sho-, M., & Cheraghi, M. A. (2014). 
Ethical challenges of researchers in qualitative studies: the necessity to develop a 
specific guideline. Journal of Medical Ethics and History of Medicine, 7(14), 1- 
6. 

Sar, S., & Anghelcev, G. (2013). Perceived risk mediates the impact of mood on the 
effectiveness of health PSAs. Journal of Social Marketing, 3(1), 78-101. 
https://doi.org/10.1 l 08/20426761311297243 

Schmitt, R. (1959a). Husserl's Transcendental-Phenomenological 
Philosophy and Phenomenological Research, 20(2), 
https://doi.org/ 10.2307 /2104360 

Schmitt, R. (I 959b). International Phenomenological Society. Philosophy and 
Phenomenological Research, 20(2), 238-245. 

Scholz, C. (2010). Generation Y and blood donation: The impact of altruistic help in a 
Darwiportunistic scenario. Transfusion Medicine and Hemotherapy, 37(4), 195- 
202. https://doi.org/10.1159/000318023 

Schumann, D. W., Kotowski, M., Ahn, H., & Haugtvedt, C. (2011). The Elaboration 
Likelihood Model: A Thirty Year Review. 

Schutt, R. K., & Chambliss, D. F. (2013). Qualitative Data Analysis. Making Sense of 
the Social World: Methods of Investigation, 320-357. 
https://doi.org/l 0.1136/ebnurs.2011. l 00352 

Schwartz, J. (I 999). Blood and Altruism. Public Interest, l 36(Ii), 35-5 l .  

Scotland, J. (2012). Exploring the philosophical underpinnings of research: Relating 
ontology and epistemology to the methodology and methods of the scientific, 
interpretive, and critical research paradigms. English Language Teaching. 
https://doi.org/10.5539/elt.v5n9p9 

Seifried, E., & Mueller, M. M. (201 1 ). The present and future of Transfusion Medicine. 
Blood Transfusion Trasfusione Del Sangue, 9, 371-376. 
https://doi.org/10.2450/2011.0097-10 

Shareef, M.A. ,  Mukerji, B., Dwivedi, Y. K., Rana, N. P., & Islam, R. (2019). Social 
media marketing: Comparative effect of advertisement sources. Journal of 
Retailing and Consumer Services, 46(November), 58-69. 
https://doi.org/10.1016/j .jretconser.2017.11.001 

Sheehan, S. (2014). A conceptual framework for understanding transcendental 
phenomenology through the lived experiences of biblical leaders. Emerging 

278 

Reduction. 
238-245. 



Leadership Journeys, 7(1 ), I 0-20. 

Shell, L. (2014). Photo-Elicitation with Autodriving in Research with Individuals with 
Mild to Moderate Alzheimer ' s Disease : Advantages and Challenges. 
International Journal of Qualitative Methods, 13, 170-184. 

Shenton, A. K. (2004). Strategies for ensuring trustworthiness in qualitative research 
projects, 22, 63-75. 

Simon, B. M. K., Goes, J., & Simon, M. (2011 ). What is Phenomenological Research? 
Dissertationrecipes. Com. Retrieved from http://dissertationrecipes.com/wp­ 
content/uploads/2011/04/Phenomenological-Research.pdf 

Simon, T. L. (2003). Where have all the donors gone? A personal reflection on the crisis 
in America's volunteer blood program. Transfusion, 43(2), 273-279. 
https://doi.org/10.1046/j. l 537-2995.2003.00325.x 

Sinclair, K. S. (2009). An Adapted Post-donation Motivational Interview Enhances 
Blood Donation Intention, Attitudes and Self-Efficacy. Retrieved from 
http://rave.ohiolink.edu/etdc/view?acc num=ohioul 257260886 

Sinclair, K. S., Campbell, T. S., Carey, P. M., Langevin, E., Bowser, B., & France, C. 
R. (20 I 0). An adapted postdonation motivational interview enhances blood donor 
retention. Transfusion, 50(8), 1778-1786. https://doi.org/1 O. l l ll/j.1537- 
2995.2010.02618.x 

Singaiah, G., & Laskar, S. R. (2015). Understanding of Social Marketing: A Conceptual 
Perspective. Global Business Review, 16(2), 213-235. 
https://doi.org/10.1177/0972150914564282 

Sivanandam, H. (2014). Only 2.5% of Malaysian are blood donors, says DPM. The Star 
Online. Retrieved from 
https://www.thestar.com.my/news/nation/2014/05/19/only-25-of-malaysians-are­ 
blood-donors-says-dpm 

Small, D. A., & Cryder, C. (2016). Prosocial consumer behavior. Current Opinion in 
Psychology, 10, l 07-111 .  https://doi.org/10.1016/j.copsyc.2016.0 l .001 

Srzentic, S. J., Rodie, l ., & Knezevic, M. (2015). The development of the program of 
voluntary blood donation promotion in students population of the University of 
Belgrade. Vojnosanitetski Pregled, 72(6), 489-494. 
https://doi.org/ l 0.2298NSP 1506489] 

Steele, W. R., Schreiber, G. 8., Guiltinan, A., Nass, C., Glynn, S. A., Wright, D. J., . . .  

Garratty, G. (2008). The role of altruistic behavior, empathetic concern, and social 
responsibility motivation in blood donation behavior. Transfusion, 48(1), 43-54. 
https://doi.org/1 O. l l l l/j.1537-2995.2007.01481.x 

Steinmetz, H., Knappstein, M., Ajzen, I., Schmidt, P., & Kabst, R. (2016). How 
Effective are Behavior Change Interventions Based on the Theory of Planned 
Behavior? Zeitschrifi Fur Psychologie, 224(3), 216-233. 
https://doi.org/10.1027 /2151 -2604/a000255 

Stiff, J. B. (1986). Cognitive processing of persuasive message cues: A meta-analytic 
review of the effects of supporting information on attitudes. Communication 
Monographs, 53(1), 75-89. https://doi.org/10.1080/03637758609376128 

279 



Strauss, A., & Corbin, J. (1990). Basic of Qualitative Research (2nd ed.). 

Surnnig, A., Feig, M., Greinacher, A., & Thiele, T. (2018). The role of social media for 
blood donor motivation and recruitment. Transfusion, 3-5. 
https://doi.org/10.1 I 11/trf. I 4823 

Sutton, J., & Austin, Z. (2015). Qualitative Research: Data Collection, Analysis, and 
Management. The Canadian Journal of Hospital Pharmacy, 68(3), 226-231. 
Retrieved from 
http://www.pubmedcentral.nih.gov/articlerender.fcgi?artid=44855 I O&tool=pmce 
ntrez&rendertype=abstract%5Cnhttp://www.ncbi.nlm.nih.gov/pubmed/26 I 5718 
4%5Cnhttp://www.pubmedcentral.nih.gov/articlerender.fcgi?artid=PMC44855 l 
0 

Sutton, R. I., & Staw, B. M. (1995). What Theory is Not. Administrative Science 
Quarterly, 40(3), 371-384. https://doi.org/J0.2307/2393788 

Svenningsen, V., & Olaussen, R. W. (2013). Recruitment of young blood donors in 
Oslo, Norway, using social media as a marketing tool. Vox Sanguinis. Retrieved 
from 
http://ovidsp.ovid.com/ovidweb.cgi?T= JS&P AGE=reference&D=emed 1 1  &NE 
WS=N&AN=7 l 070064 

Tadajewski, M., Chelekis, J., DeBerry-Spence, B., Figueiredo, 8., Kravets, 0., 

Nuttavuthisit, K., . . .  Moisander, J. (2014). The discourses of marketing and 
development: towards 'critical transformative marketing research.' Journal of 
Marketing Management, 30(17-18), 1728-1771. 
https://doi.org/10.1080/0267257X.2014.952660 

Tam, P. C. (2015). Types of persuasive message promoting blood donation in Hong 
Kong. 

Tan, C., & Yong, A. (20 1 1). What motivates regular blood donations? JSBT Science 
Series, 6(2), 320-323. https://doi.org/1 O. l l l l/j .1751-2824.2011.01506 .x 

Teng, S., Khong, K. W., & Goh, W.W .  (2015). Persuasive Communication: A Study 
of Major Attitude-Behavior Theories in a Social Media Context. Journal of 
Internet Commerce, 14( I), 42-64. 
https ://doi.org/10.1080/15332861.2015.1006515 

Thackeray, R., Neiger, B. L., Hanson, C. L., & McKenzie, J. F. (2008). Enhancing 
promotional strategies within social marketing programs: Use of Web 2.0 social 
media. Health Promotion Practice, 9(4), 338-343. 
https://doi.org/10.1177/1524839908325335 

Thompson, C. 1., Locander, W. 8., & Pollio, H. R. (1989). Putting Consumer 
Experience Back into Consumer Research: The Philosophy and Method of 
Existential-Phenomenology. Journal of Consumer Research, 16(2), 133.  
https://doi.org/10.1086/209203 

Thomson, R. A., Bethel, J., Lo, A. Y., Ownby, H. E., Nass, C. C., & Williams, A. E. 
(1998). Retention of"safe" blood donors. Transfusion, 38(4), 359-367. 

Timoshenko, A., & Hauser, J. R. (2019). Identifying customer needs from user- 
generated content. Marketing Science, 38( I), 1-20. 

280 



https://doi.org/10.1287/mksc.2018.1123 

Trimmel, M., Lattacher, H., & Janda, M. (2005). Voluntary whole-blood donors, and 
compensated platelet donors and plasma donors: motivation to donate, altruism 
and aggression. Transfusion andApheresis Science: Official Journal of the World 
Apheresis Association : Official Journal of the European Society for 
Haemapheresis, 33(2), 147-155. https://doi.org/10.1016/j.transci.2005.03.011 

Truong, V. D., Dang, N. V. H., Hall, C. M., & Dong, X. D. (2015). The 
internationalisation of social marketing research. Journal of Social Marketing, 
5(4), 357-376. 

Vaismoradi, M., Turunen, H., & Bondas, T. (2013). Content analysis and thematic 
analysis: Implications for conducting a qualitative descriptive study. Nursing and 
Health Sciences, 15(3), 398-405. https://doi.org/10.1111/nhs.12048 

Vallone, D., Smith, A., Kenney, T., Greenberg, M., Hair, E., Cantrell, J., . . .  Koval, R. 
(2016). Agents of social change: A model for targeting and engaging generation Z 
across platforms: How a nonprofit rebuilt an advertising campaign to curb 
smoking by teens and young adults. Journal of Advertising Research, 56(4), 414- 
425. https://doi.org/10.2501/JAR-2016-046 

van Dongen, A. (2015). Easy come, easy go: Retention of blood donors. Transfusion 
Medicine, 25(4), 227-233. https://doi.org/10.1111/tme.12249 

Van Manen, M. (1990). Researching lived experience. Researching Lived Experience, 
35-51. 

van Manen, Max. (2017). Phenomenology and Meaning Attribution. Inda-Pacific 
Journal of Phenomenology, 17(1), 1-12. 
https://doi.org/10.1080/20797222.2017. l 368253 

van Teijlingen, E., & Hundley, V. (1998). The importance of pilot studies. Nursing 
Standard: Official Newspaper of the Royal College of Nursing, 16(40), 33-36. 
https://doi.org/10. 7748/ns2002.06. I 6.40.33 .c3214 

Veldhuizen, I. (2013). Psychology behind blood donation Sanquin blood supply. 

Veldhuizen, I. J. T. (2013). Blood donor profiling using donation patterns. Vax 

Sanguinis, 8(1), 233-237. https://doi.org/10.1111/voxs.12017 

Veldhuizen, I., & Van Dongen, A. (2013). Motivational differences between whole 
blood and plasma donors already exist before their first donation experience. 
Transfusion, 53(8), 1678-1686. https://doi.org/10.111 l/trf.12056 

Voorveld, H. A. M., van Noort, G., Muntinga, D. G., & Bronner, F. (2018). Engagement 
with Social Media and Social Media Advertising: The Differentiating Role of 
Platform Type. Journal of Advertising, 47(1), 38-54. 
https://doi.org/10.1080/00913367.2017.1405754 

Wang, P. (2015). Exploring the influence of electronic word-of-mouth on tourists' visit 
intention A dual process approach. Journal of Systems and Information 
Technology, 17(4), 381-395. https://doi.org/http://dx.doi.org/10. l 108/MRR-09- 
2015-0216 

Warfel, R. M., France, C .R . ,  & France, J. L. (2012). Application of implicit attitude 

281 



measures to the blood donation context. Transfusion, 52(2), 356-365. 
https://doi.org/10.l l l l/j.1537-2995.2011.03271.x 

Watt, D. (2007). On Becoming a Qualitative Researcher: The Value of Reflexivity. 
The Qualitative Report, 12(1 ), 82-101. 

Wevers, A., Wigboldus, D. H.J., De Kort, W. L.A. M., Van Baaren, R., & Veldhuizen, 
I. J. T. (2014 ). Characteristics of donors who do or do not return to give blood and 
barriers to their return. Blood Transfusion, l 2(SUPPL.1 ). 
https://doi.org/10.2450/2013 .0210-12 

Wevers, A., Wigboldus, D., van Baaren, R., & Veldhuizen, I. (2014). Return behavior 
of occasional and multigallon blood donors: the role of theory of planned behavior, 
self-identity, and organizational variables. Transfusion. (C) 2014 John Wiley & 
Sons, Ltd: (]) Department Donor Studies, Sanquin Research, Nijmegen, the 
Netherlands. Retrieved from 
http://ovidsp.ovid.com/ovidweb.cgi?T= JS&P AGE=reference&D=ovftp&NEWS 
=N&AN=00007885-201403020-000I I 

Whiting, A., & Williams, D. (2013). Why people use social media: a uses and 
gratifications approach. Qualitative Market Research: An International Journal, 
16(4), 362-369. https://doi.org/10.1108/QMR-06-2013-0041 

WHO. (2010) . A summary of the World Blood Donor Day 2010. 

WHO. (2011 ). Blood safety. 

Williams, B., Entwistle, V., Haddow, G., & Wells, M. (2008). Promoting research 
participation: Why not advertise altruism? Social Science and Medicine, 66(7), 
1451-1456. https://doi.org/10.1016/j .socscimed.2007.12.013 

Williams, K. C., & Page, R. A. (2011 ). Marketing to the Generations. Journal of 
Behavioral Studies in Business, 5, 1- 17.  Retrieved from 
http://www.www.aabri.com/manuscripts/10575.pdf 

Williamson, L. M., & Devine, D. V. (2013). Challenges in the management of the blood 
supply. The Lancet, 381(9880), 1866-1875. https://doi.org/l0.1016/SOl40- 
6736(13)6063 l-5 

Willig, C. (2007). Reflections on the use of a phenomenological method. Qualitative 
Research in Psychology, 4(3), 209-225. 
https://doi.org/10.1080/147808807014 73425 

Willis, P. (200 I). The " Things Themselves" in Phenomenology. Inda-Pacific Journal 
of Phenomenology, 1 (April), 1-12. 
https://doi.org/l0.1080/20797222.2001. l l 433860 

Wilson, T. (2012). What can phenomenology offer the consumer? Qualitative Market 
Research: An International Journal, 15(3), 230-241. 
https://doi.org/10.1 l 08/135227 5 121 123 1969 

Windley, J . .  (2006). Young blood: Persuading young people to give blood by applying 
concepts of self-perception and social norms theories to recruitment ads. 

Witkowski, T. H., & D.G. Brian Jones. (2006). Qualitative historical research in 
marketing. In R. W. Belk (Ed.), Handbook of Qualitative Research Methods in 

282 



Marketing (pp. 70-82). Edward Elgar Publishing Limited. Retrieved from 
http://scholar.google.com/scholar?hl=en&btnG=Search&q=intitle:Handbook+in 
+Qualitative+Research#2%5Cnhttp://books.google.com/books?hl=en&lr=&id= 
wikcliAq_ SMC&oi=fnd&pg=PR5&dq=Handbook+of+qualitati ve+research+met 
hods+in+marketing&ots=dv5Aik2k-G&sig=q0rIPRMOT 

Wooi Seong, K., Raffeal, V., & Ayob, Y. (2014). Adopting a proactive approach to 
blood shortages: experience from the National Blood Centre, Malaysia. ISBT 
Science Series, 9( I),  189-192. https://doi.org/10.1111/voxs.12 l 04 

World Health Organization. (20 I 2, June I 4). More voluntary blood donations essential. 
World Health Organization, pp. 1-3. Retrieved from 
https://www.who.int/mediacentre/news/releases/2012/blood _donation_ 201206 I 4 
/en/ 

World Health Organization. (2016). Blood connects us all. Retrieved from 
http:/ /www.who.intlcampaigns/world-blood-donor-day/2016/en/ 

World Health Organization and International Federation of Red Cross and Red Crescent 
Societies. (2010). Towards JOO % Voluntary Blood Donation A Global 
Framework for Action. World Health. 

Wu, P. C. s., & Wang, Y. C. (2011). The influences of electronic word-of-mouth 
message appeal and message source credibility on brand attitude. Asia Pacific 
Journal of Marketing and Logistics, 23(4), 448-472. 
https://doi.org/10.1108/13555851111165020 

Zahavi, D. (2003). Husserl's phenomenology. Time. https://doi.org/10. I 007/sl 0743- 
005-4623-0 

Zainie, N., Rohaida, & Narehan. (2013). The Intention to Donate Blood: An Analysis 
of Socio-Demographic Determinants. International Journal a/Social Science and 
Humanity, 3(6), 503-507. https://doi.org/10.7763/IJSSH.2013.V3.292 

Zhou, Y., Poon, P., & Yu, C. (2012). Segmenting blood donors in developing countries. 
Marketing intelligence & Planning, 30(5), 535-552. 
https://doi.org/ I 0.1108/02634501211251043 

Zimrin, A. B., & Hess, J. R. (2007). Blood donors and the challenges in supplying blood 
products and factor concentrates. Surgery, 142(4 Suppl), 15-19 . 
https://doi.org/10.10 l 6/j.surg.2007.06.022 

Zou, S., Musavi, F., Edward, P. N. I., & Fang, C. T. (2008). Changing age distribution 
of the blood donor population in the United States. Transfusion, 48(February), 
251-257 . https://doi.org/10. l l l l/j .1537-2995.2007 .01517 .x.TRANSFUSION 

Zucoloto, M. L., Goncalez, T., Custer, B., McFarland, W., & Martinez, E. Z. (2019). 
Comparison of the demographic and social profile of blood donors and nondonors 
in Brazil. Health and Social Care in the Community, 27(2), 330-336. 
https://doi.org/10.1111/hsc.12650 

Appendix A: Interview Protocol 

I) Consent form 

283 



II) Material checklist 

III) Interview schedule 

IV) Section A: Demographic profile 

V) Section B: Research Question I 

VI) Section C: Research Question 2 

VII) Section D: Research Question 3 

I) CONSENT FORM 

• I volunteer to participate in a research project conducted by Azanin binti Ahmad 

from Universiti Utara Malaysia (UUM). I understand that the project is designed 

to gather information about academic work only. I will be one of participants 

being interviewed for this research. 

• I understand that I will not be paid for my participation. I may withdraw and 

discontinue participation at any time without penalty. If I decline to participate 

or withdraw from the study, no one on my campus will be told. 

• I understand that most interviewees in will find the discussion interesting and 

thought-provoking. If, however, I feel uncomfortable in any way during the 

interview session, I have the right to decline to answer any question or to end 

the interview. 

• The interview will take approximately an hour. Notes will be written during the 

interview. An audio tape of the interview and subsequent dialogue will be make. 

Ifl don't want to be taped, I will not be able to participate in the study. 

• I understand that the researcher will not identify me by name in any reports 

using information obtained from this interview, and that my confidentiality as a 

participant in this study will remain secure. Subsequent uses of records and data 

will be subject to standard data use policies which protect the anonymity of 

individuals and institutions. 
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• Faculty and administrators from my campus will neither be present at the 

interview nor have access to raw notes or transcripts. This precaution will 

prevent my individual comments from having any negative repercussions. 

• I understand that this research study has been reviewed and approved by the 

School of Business Management Research Ethics Committee, College of 

Business Universiti Utara Malaysia. 

• I have read and understand the explanation provided to me. I have had all my 

questions answered to my satisfaction, and I voluntarily agree to participate in 

this study. 

• I have been given a copy of this consent form. 

For further information, please contact: Azanin Ahmad [HP: 019-2731713; 

Email: azaninphd@gmail.com] 

My Signature 
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II) SECTION A: DEMOGRAPHIC PROFILE 

Introduction: Assalamualaikum/ Good Morning. Thank you for your willingness to 

participate in this interview session. I would like to inform you that this interview will 

be recorded for research purpose. Firstly, I will get your personal biography information 

with permission. 

Name 

Age 

i Date of Birth 
I 

I 

Sex 

Phone number 

Email address 
I 

Address ' 

i 
Race 

Religion 

Nationality 
I 

I 

Highest education level I 

------ - 

Blood type 

�-- -- 

Number of donation 

�- ----- ---- - -- - --- 

Last donation 
'  
I  

III) SECTION B: QUESTIONS RELATED TO RESEARCH QUESTION 1 
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Introduction : Thank you for your personal identity information and now we 

are moving to Section B relate to Integrated Marketing 

Communication 

Research Question : What are the motivation factor influence repeat blood donation 

behaviour among Millennial? 

Research Objective : To develop taxonomy of motivation factor influence repeat 

blood donation attitude among Millennial. 

Main questions 

• May I know what motivate you to donate blood? 

• What drive you to keep donating up to five time? 

• Can I know in detail about your inspiration to donate in future? 

• What most motivate you for the past donation up to present? 

Probing questions 

• Anything else you want to add? 

• What do you mean by that? 

• What else beside that your point? 

• Could your explain more on that? 

• Sorry I don't get clear picture on your story, can you tell me again. 
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SECTION C: QUESTIONS RELATED TO RESEARCH QUESTION 2 

Introduction 

Research Question 

: Well, we are now going to talk about message you perceive 

from blood donation advertisement. 

: How message content make meaning by repeat blood donor's 

attitude among Millennial in Malaysia? 

Research Objective : To identify how social media effectively promote repeat blood 

donation attitude among Millennial in Malaysia? 

Main questions 

• What are the message from blood donation you most remember? 

• What are you looking from blood donation advertisement? 

• How do you interpret message from blood donation advertisement? 

• What most information you looking for from advertisement? 

• How do you position that message in your perspective? 

• Why that message is important to you? 

• How that message work for your in past/ present time? 

Probing questions 

• Can you explain more on that message? 

• Where do you get that message? 

• Sorry, could your further explain to me. 

• Do you mean by this . . . .  

•  I  get your point on this but Im a bit confuse what your have shared just now 
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SECTION D: QUESTIONS RELATED TO RESEARCH QUESTION 3 

Introduction : Alright, we are now in final section of this interview. 

Research Question : How social media effectively promote repeat blood donation 

attitude among Millennial in Malaysia? 

Research Objective : To identify how social media effectively promote repeat blood 

donation attitude among Millennial in Malaysia? 

Main questions 

• How social media effect your decision in blood donation? 

• Why social media is important in your blood donation decision? 

• How social media help your to perform blood donation for the past few 

donations? 

• Do you fine social media is effective in helping your deliver blood donation. 

Could you explain on this statement. 

• How Facebook/ Instagram execute your blood donation action? 

• How Facebook I Instagram influence your past blood donation? 

Probing questions 

• Why your say so? 

• What make your stand? 

• What make interesting on social media? 

• Could you elaborate more on that please. 

• Could you state again your points. 
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Appendix B: Photo analysis Technique 
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PhotoFB 5 

rD '"' 

PhotoFB 7 

CJ Comment f) Shan 

291 

Hadl Khlrudln 

<kt'lberli.1fll8 

'9 �  e,...  

BLOOD DONATION 

Er,e"f llotuli(Jt(u,,,.� ...:it'ocJ of/,"-J, ,jo,kt,J. 

Jncpon Slswa .WSC, Uri Ive rt. 11 Utaro Molaysio. 
fU""" C0>·...I� ... 0..,...l��••AI U-11\ 

PhotoFB 6 

PhotoFB 8 



do 
B 

o, 

rJj Like 

PhotoFB 9 

O Commtnt f> Shera 

• 
Plqa Lutnqar Is wtth �ul RAM Abd Mani!f. 

�CI\Ul\118 

S1d1ng ber11n11sunv program CS.rm, d"11h di F0}'9t SAPSP, CAS ... 

-s,tnls o.,,h. S•Jlh Her.1111n· Jom n,ma' kll1 m.mb1n1u begt m.r1Q YSI 
m1mt1rlukan ... 

PhotoFB 10 

Assalamualallrum dan salamal pe!ang. Kempen Derma Dar«l sedang 
beriangsung di foyer Perpustak11an SUitan Bac!llsheh mulal jam 9.00 pagl. 
•.30 pelang. 

Semua warga kampos dljempul benwnal-ramal manderma i.1arah •. , mal 
mal. .• mar1 menderma •.• 

,"3[ Rls Rohan! 

�J l't�ru..,y1a 

:_ Noor Uyana shared o posl. 
Nv20, 1019 

Kelwrangan baklllan dareh Hmakln krlllklll. 

Jom meod1rm1. 

o. ... aDlnhK•d.till'uh 
Myltl �18 

J:m IM,>w,l:::,r, loorT'l).., llffm� dll)ll�ll'I ,.-,<I) 

eu i..• .._,.,.,,, 1,rou,.i" ""rna �-"-' Ill �"'°iar ....i11111l11"•h urCl*u.,.a 1001110. 
2�MuU 

PhotoFB 1 1  

--.... ... ..-- .... 

·--------·----- :�"::.'":..:t..."7..�- 
·--- ...... -- ... . ··-----­ 
·=-·.::::=....------·----­ 
. ............... ---··- .. --- 

PhotoFB 12 

292 



Nlv•etha Bhaskaran 

1,1.,.w,e 

•1tyuu're • blood donor. you're a hero lo someone. som.....nere. who 
rece/Yed yv,.. gr1clou1 gin or1w •• - • 

Asnlamu .. elkum dan satam seJahlera. Biro K1ba)lk1n I, K1HnUd1h1n 
INASIS TM 1"41 me"9"njurken pro�am "DERMA DARAH : A DROP OF BLOOD. A BEAT OF LFE/d::i" pada kaletapan 1Hrtlnl1 
'/.TARIKH': • 

"16" MAACH($1bl1.1) d.,, 
'19' MARCH 2019(SelHI) 
(2 hM Sflhejl) 

',.TEMPAT' ; OEW,V,, NA.SIS TM 

'/',MASA.; 10.00AM • 5.00PM 

•,,r.MERJT OISEOl...x.AN'"1i 
'/MERIT Ol$£:OIAICAN'C:., 
'/.MERIT OISEOLAKAN'� 

Sebareng pan11f1Y111tn:, 
Shah· l'll!p:/,W,W,,.wasap my/601754315-'15 
Suzla • hllp:/NtWW wesap.my/601271)(0551 

PhotoFB 13 

•  NurutAnia 
�WV• I� 'Jilli! 

, SAPSP. Clap"" ln!lk lglll, sebelah 

PhotoFB 14 

MARCH 2018 

Give blood. Save lives. Do lt often. 

BLOOD 

DONATION 
OROANIZBD av' SOCIAL WORK IN' HEALTH Sl!'.KVICU Cl.ASS 

Join us ot 

rfhe FOYER SA.PSP, CAS 

March 18-19, 2018, 9 AM- 4.30 PM 

0010 

r/:J Llh 

BEA 

HERO 

DONATE 

BLOOD 

CJ  Common! 

PhotoFBIS 

293 

PhotoFB 16 



PhotoINST A I 

PhotoINST A 3 

- 

@#SamaSama 
Blood donation drive 

Sayansl lf.i 
Malaysia� 

r fl$ Jsl f:!� BLOOO 

PhotoINST A 2 

It's not just 

BLOOD 

BE A HERO, DONATE BLOOD 

15th Jan 2019, 10am - 3pm 

PhotoINST A 4 

294 



KEMPEN DERMA 9 

DARAH:; 
e 

IU'J TAWAJiUtAI. 

Ru;:ing Lc qar Tin9k,1t 1 
KPJ Klang Specialist Hospital 

17hb JANUARt 2019 

9 00 P:i91 · 4 00 Pct;;ing 

Photo INST A 5 

,ffi, " ' " .  "  .  
�  �- .  � � 

-- - - - - - -  

PhotoINST A 6 

l
ttTlll-UlflWIOHUO-'Y) 
I.GO.lM - 4.CIOPN 

-·­ lPl'PIWAIUUU,PIQ,O,USTltOl"'AI. 

··-·- ... �·,.,.��·---­ ...... � .. --,- . . .  .._ ..... 

PhotoINST A 7 PhotoINST A 8 

295 



1/omdermodarah ldarahtakpernahcutl 

o-- o==-- :1- 1r1- 

[ ©"'"" {HlOAIU.Hr 

'- 
Plallel d"'1 S•J 06/&h l't,11� 

APA YANG 8ERLAKU KEPADA • 
��.��.�.�,�� M£NJADI 3 KOMPONEN YANO UTAMA 

A 
· Modera1e 

PhotoINSTA 9 Photo!NSTA JO 

ljomdffmodaroh IB•Tl••IDonM ldarahtakp•mahcutl 
'1) __ .,..__ 0 :::...":.=...- !it,_.,,.........,, 0 ·- 0 

3 APRIL 2019 (WEDNESOAY) 
11rOOAM--1100PM , LECTURE: HALL 

1 PACK OF BLOOD CAN 

SAVE3LMS 

PhotoINST A 1 1  Photo!NSTA 12 

296 



0"' .... ., ····� 
ouu••uu 

-�';1'-D nuouo••M•nuJO 

�';._��-:.·:::;'*'"-.-. 
°'"'"'°''" ··� ................ 

••o•�•• 

BAGAIMANA DARAH ANDA 

DISIMPAN? 

lloN(l�A HAY Al< 1 lAH\IN 

•OlllfKUKAN DAN OISIMP ... N 

P ... OA SUH\/ .... W ... fl ·15 0AR)AH 

cucn1s. HlUK! 

. ......,.,. ""�"' '"""' '"""""' 
,OtJIHOA .. ,..,_.. JUHi/ 

10 · I< 0�•1 .... Cl\(oo,, 
... u, ...... v .. , MUIM ur<tll• 
......... , ... 

°"""'" kl.00......, lll>GITU .-CAO 
flOU 101,.,. 

, ., OH .. AAHY C. 

H•t1•u.,.,. ,.,_.._ s o• Ml•Cu•u"' 

l
sn OAIU,H M!RAH 

J.o,NOl4 HAYAl, U • 01 HAii 

•DlllMP-"N "ADA SIINU 1 • I 
OU)AH CH(n,1$ 

PhotoINSTA 13 PhotoINSTA 14 

www I I w 

. __ ... _, _ 
014·••• a,,. 

(HAHi"') 

MALAYSIAN 
IC REQUIRED 

NON MALAYSIAN 
PASSPORT REQUIRED 

FO,t l!NOIJIIIY I 

22 � 24 MAC 2019 

10,00AM • 41:00PM 

BIUK KENARI, 
KOLEJ KEDUA 

0 ,,.,,.,,.,,tt•lt�IJl>N 

" ll•l•J1C•fl ... 
. ... ,.,,,.,,,.. 

G) "ttprt//ll�11pmri,nfortlto, wo�dpron.com/ e 

PhotoINSTA 15 PhotoINSTA 16 

297 



.... __ 

·-·-·-- ... --­ 
- ·-f �.::-.:.::::·.::::-i 
:':."":::": ... - .. - 
-·-- ::::::..--:: .. ·· .. . .__ __ 

!::.="-7....-:'-�- 

·==--==-- 
·=--·- ... 
·---- ... -- -----:-1 ---- 
·=-- 

Photo INST A 17 PhotoINST A 18 

Negatlf 

..... 

DI MALAYSIA KUMPULAN DARAH 

PERAlUSAN 

--....o.ru 

u,W--n- ..... 
".laloo-L.,l.ff,O.a _ ..... l_ 

tlPIIP1•Ulll"1 

a..,_.. coc lat.no 

... ,. ..... en1r, 
_....,.__,._." 

•w 1o1 .. s.111.P1 
'IUON·.OON 

s,-u,aw� 

111, ........ 'C •• , r,f • "• t 
lol.lot.'1.5'11,-..t,.._. 

........... fMr1 """"' 
IGIIIIP(�I 

JAOUAL KEMPEN OlRMA OARAH 

18 APRIL 2019 (KHAMIS) 

'-,.�-�,� .. � .. - .. "" ... ""'·' 
<=I 
11> ..... Sulf• ......... 

"''-'""'"'"c-, W.OON·•iOO,tr 

,,..,.l Dotah Nor•••, 
Jo.a..'"" RuU., KL 
w .. 1 •• 11,,-.. 

---·l-­ f.JG ,r - 1.00 .... 

1(-ntori..,l(ewuftn 
..... ltl\l.Y• 
lffl.-1 ....... ('lll"ISol>i.oo 
.. ......- .. -w.i 
lOOl'l•JaOIIP'I 

PON Dl,._lon s ... u, 

tMl4 v.u,y ,-1......i11 
lolOiJ,. Toosl>lJf'lu< ......... 

--- - -1.00- 

l(-l(.f-tohh1lo 

··- o.....i...,J., 
tiOD,r- l!ll,<s 

PhotoINST A 19 Photo INST A 20 

298 



SOME HEROES WEAR CAPES, RC/ll HEROES DONATE BlOOD 

PhotoINST A 21 

TARIKH :14Apt�2019 
TEMPAT; Rampai Pvteri Medical Centre 
MASA : 10.00 p&9i • 3.00 petang 

PhotoINSTA 22 

i.----..1:1:..LO"'OD DONATION D"R"'IV"'E�-.,...,.,�-,..,,-,"""'"""'-:-.-,o"."!'<"--==.--=.. 

•nn�o 
+  Free Hsalt;.h Screenlne 

111:31201 s l!il8 ( IBo!li J 1,1:,n 
( 1111118 ) Sunday SJK(C) Shin Che.,._ 

��11.cr.-ruct-,J.,_. 
9:00 am- 3:00 pm .. 1100,,,......�. 

:tJJ,.1;111,/JJf!Q�.., 

- • � @ 1 �  
iJlH!MfflS J,;5\:'.i:01&,960'1&& 

,..._.-c.a..,-.--""", ......... 01668&6'1&0 

PhotoINSTA 23 

299 

PhotoINSTA 24 



Photo INST A 25 

PhotoINSTA 27 

300 

Photo INST A 26 

Stok Daroh Pusat Darah Negara 
11 Januarl 2019 

PhotoINSTA28 



• h<lu.,I ;nl !Cf!J•l�1. �<�>d,1 ,,·�-"·'"� ll<•oou< �;Ma ,r Pih10 PO•I n'<-n,,�oo ..,,.,pa,�-··_' 
,.. . .,,r.,,,h, l>�d,, !w lof . .,1 �,·onf"'" 30 o,,,,-, ,,L•,lun, ,__,klu '""'·" 

l'jumJtwu,Ju,ol, ----------���----- itdnrahtahpru{alicuti. 
0 ••·••" ,,....,.,, I •�·""-,..._., �� • .,,. \.! ,.,,.,,.,,.,,,., ., ""''" 

&entuan okslg.n a tau liJH P9lall 
(anesthetic gases) 

@ kementeriankesihatanmalaysia 

Pendermnn d1r.t\ eteu 
m.nl'flma dar11h 

@J KEMENTERlAN KESIHATAN MALAYSIA 

RAWATAN-RAWATAN YANc,.i"i•jt'"7"+i•:"3 
MEMBATALKAN PUASA 

@80--®- 

' I ·  ;t 

UIT BANOSAR 

LAT AMPAIIG PARK 

6:00 PTO 

9:00 MLM 

8&9MEl2019 

9 & 10 MEI 2019 

27 • 31 MEI 2019 

I 

PhotoINST A 29 PhotoINSTA 30 

&anrun1n CGC Ktlan.a 
eu,ln,u c,otn 
M.iltl PulpOM Hau IL"" 1) 
• 97 hi•• St 712, PJ 
1�00Pf·�pl. 

llln1k Kttlhi,tltl Cbwu 

l,..t,I ICllnlk ltnihawo Ct,ora, No 

U, Jilin Y•m•b lMVf. Chtr11 
56000 iw.i1 Lumpqr 
9:00 Pf • 3:00 pte 

Spulco Sdn 8W (8anri) 

811k Ptfbi,,u"fan, Gf. HI 6 
Jllu !ll1, S.k<)'ffl 9, llu,'61 
llaN Bat,gl, � Sfll"IOf 
1�00 PC • 4.-00 p,lf 

IB,Th.10ott0f' ldarahtak,,.mahcutl 

o==:........... ..,,_....,., ..... o- 

JADUAL KEMPEN DERMA DARAH 

18 APRIL 2019 (KHAM.�IS;:.) .... �:;,. 
Pu11t Dv1h NtJir•, Spanco Sdn Bhd (Batu 
J1l1n Tun Rua•, ICL c...,11) 
Jolan Tu• Ruak, Kantln S�ff • kawasu 
"°400, Ko.Mii, Wm,uf. l'ffiflck,stfiM a.tu c-1 

7,50 ,, • 1,00 mS. 10:00 ,r • 4;:00 ,tf 

PON Do"atlon Sult, 

(Mid Va11,y M•r•m•IIJ 
Lot OU, trn1k1t l (Mm:tnlnt). 
Seti.II.It D1l11<1 Japon 
10:00 • 9:0D ....... 

K,m K1m1nlah Kull, 

Lumpur 

0.Wu SHaj., 
11:00n·Hlllp,lf 

K,m,rol1rl10 Kewu1rao 
Putrajay• 
I.obi, Siok TtffClh (WlftC S ... t.all 
krh.amplr1n Gloria t.af1) 
9:00 Pl • 1:00 p{C 

�,- ... - ............... --�---- ... ,......-1.._'-- 

M _ 

PhotoINST A 31 PhotoINST A 32 

301 



PhotofNSTA 33 

T;o,11,h ·, 16/3/7019 (S,�b1u) 

M "' � II ,  8.30 Pc .J.00 l"IC 

l•'"P•t I M••Jld ITHO, Chu,, 

PhotofNSTA 35 

PhotofNST A 34 

PhotofNSTA 36 

302 



lOam • 5pm 
Th or90Noln9 c-""-• w....id Ill• lo 

""""" IOt Chy Manto< 11-01111y 
0--'ng ... wlh th.ir \' ... H lo< IMo 

rn.anl"Oflllc°"'•· 

iOiCITY 
MALL 

PhotoINSTA 37 

Photo INST A 39 

303 

Photo INST A 38 

PhotoINST A 40 

0:: 
0 
C.,C' 
z 

�L 
WL 
(l)r 



PhotoINSTA 41 

304 



Appendix C: Ethical Clearance 

PUSAT PENGAJJAN PENGURUSAN PERNIAGAAN (SBM} 
SCHOOL OF BUSINESS MANAGEMENT 

Unlversiti Utara Malaysia 
06010 UUM SINTOK 
KEDAH DARUL AMAN 
MALAYSIA 

Tel. 604-928 7401 

FW (Fax}: 604·92& 7<122 
Lanmn Web (Web}: -.sll!nuum.my 

School of Business Research Etrucs Committee. 

15" December 2018 

Mdm. Azanin Ahmad Ph.D (Mnrketing) 
903323 

APPROVAL FOR ETDJCAL CLEARANCE FOR A STUDY TITLE "MEANING OF 
PUBLIC SERVICE ADVERTISEMENT MESSAGE FROM SOCIAL ME))IA ON 
REPEAT BLOOD DONATION ATTITUDE AMONG MILLENNIAL IN 
MALAYSIA" 

Reference is made to the above heading. 

2. I am pleased to inform you that the School of Business Research Ethics Committee 
approved your ethical clearance of the above mentioned study based on recommendation 

consensus held on 7tb.November, 2017. 

3. The standard conditions of this approval is strictly in accordance with the proposal 
submitted and granted ethics approval, including WlY amendments made to the p,roposal 
required by the School of Business Research Ethics Committee. 

4. The validity of this ethical clearance is throughout study period. 

Pro�Zicn Yusoff 
Dean, 

College of Business 
Univcrsiti Ut.ara Malaysia 

Universi!i Pengurusan Ter1<:emuka 
Thfl Em/nan/ Managernent Univeroi(y 
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Appendix D: Consent Form 

PARTTCIPANT CONSENT FORM 

Ph.D research project title: 

"MEANING OJ? PUBLIC SERV(CE ADVERTISEMENT MESSl;\.GE 

FROM SOCIAL MEDIA ON REPEAT BLOOD DONATION ATTITUDE 

AMONG MlLLENNIAL IN MALAYSIA" 

Student : Azani n Ahmad (903323) 

Supervisor : Prof. Dr. Sany Sanuri Mohd Mokhtar 

Prof: Madya. Dr. Hoe Chee Hee 

• 1 volunteer to participate in a research project conducted by Azanin binti Ahmad from 

Univcrsiti Utara Malaysia (UUM). I understand that the project is designed to gather 

information about academic workcnly, I will be one of Participants being interviewed 

for 'this research. 

• I understand that I will not be paid for my participation. 1 may withdraw and 

discontinue participation at any time without penalty, I[l decline to participate or 

withdraw from the study, no one on my campus will be told. 

• I understand that most interviewees in will find the discussion interesting and thought· 

provoking. If, however, I feel uncorn fortable in any way during the interview session, 

l have the right to decline to answer any question or to end the interview. 

• The interview will take approximately an hour. Notes will be written during the 

interview. An audio tape of the interview and subsequent dialogue will be make. Ifl 

don't want to be taped, r will not be able to participate in the study. 

• I understand that the researcher will not identify inc by name in any reports using 

information obtained from this interview, and that m):' confidentiality as-a participant 

in this study will remain secure, Subsequent uses of records and data wiJl be subject to 

standard data use policies which protect the anonymity of individuals and institutions. 
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• Faculty and administrators from my campus will neither be present at the interview 

nor have access to raw notes or transcripts. This precaution will prevent my individual 

comments from having any negative repercussions. 

• 1 understand th1t1 this research study has been reviewed and approved by the School of 

Business Management Research Ethics Committee, College of Business Universiti 

Utara Malaysia. 

• 1 have read and understand the explanation provided to me. l have had all my 

questions answered to my satisfaction, and I voluntarily agree to participate in this 

study. 

• I have been given a copy of this consent form. 

For further information, please contact: Azanin Ahmad [HP: 019-2"731713; Email: 

azaninphd@gmail.com] 

My Signature 
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PARTICflYG·ff CONSENT FORM 

Ph.D research project title: 

"MEANING OF PUilLIC SERVlCE ADVERTISEMENT "MESSAGE 

FROM SOCIAL MEDIA ON REPEAT BLOOD DONATION ATTITUDE 

AMONG MILLENNIAL IN MALAYSIA" 

Student : Azanin Ahmad (903323) 

Supervisor : Prof. Dr. Sany Sanuri.Mohd Mokhtar 

Prof. Madya. Dr. Hoe Chee Hee 

• I volunteer to participate inn research project conducted by Azanin binti Ahmad from 

Universili Utara Malaysia (UUM). I understand that the project is designed lo gather 

information about academic work only. I will be one of participants being interviewed 

for this research. 

• I understand that l will not be paid for my participation. I may withdraw and 

discontinue participation at any time without penalty. If t decline to participate or 

withdraw from the study, no one on rny campus will be told. 

• I understand that most interviewees in will find the discussion interesting and thought­ 

provoking. If, however, I feel uncomfortable in any way during the interview session, 

I have the tight to decline to answer any question or to end the interview. 

The interview will take approximately an hour. Notes will be written during the 

interview. An audio tape of the interview and subsequent dialogue will be make. If! 

don't want to be taped, I will not be able to participate in the study. 

• l understand that the researcher will not identify inc by name in any reports using 

information obtained from this interview, and that m�confidentiality as a participant 

in this study will remain secure. Subsequent uses of records and data will be subject to 

standard d•t• use policies which protect the anonymity of individuals and institutions. 
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• Faculty nod administrators from JJ.1.Y campus will neither be present �t the interview 

nor have access to raw notes or transcripts. This precaution will prevent my individual 

comments from having any negative repercussions. 

• l understand that this research study has been reviewed Md approved by the School of 

Business Management Research Ethics Committee, College of Business Universiti 

Utara Malaysia. 

• l have read and understand the explanation provided to me. l have had all my 

questions answered to my satisfaction, and I voluntarily agree to participate in this 

study. 

• I have been given a copy of this consent fo1111. 

For further infonrnilion, please contact: Azanin Ahmad (HP: 019-2731713; Email: 

azaninphd@gmail.com] 

My Signature 
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PARTICIPANT CONSENT FORM 

Ph.D research project title: 

"MEANING QFPUBLIC SERVICE Al>V,ERTISEMENT MESSAGE 

FROM SOCIAL MEDIA ON REPEAT BLOOD DONATION ATTITUDE 

AMONG MILLENNIAL IN MALAYSIA" 

Student : Azanin Ahmad (903323) 

Supervisor : Prof. Dr. Sany Sanuri Mohd Mokhtar 

Prof. Mad ya. Dr. Hoe Chee Hee 

I volunteer to participate in a research project conducted by Azanin binti Ahmad from 

Universiti Utara Malaysia (UUM). I understand that the project is designed to gather 

information about academic work only. I will be one of participants being interviewed 

for this research. 

• I understand that I will not be paid for my participation. I may withdraw and 

discontinue participation at any time without penalty. If I decline to participate or 

withdraw from the study, no one on my campus will be told. 

• I understand that most interviewees in will find the discussion interesting and thought­ 

provoking. If, however, I feel uncomfortable in any way during the interview session, 

I have the right to decline to answer any question or to cntl the interview. 

• The interview will take approximately an hour. Notes will be written during the 

interview. An audio tape of the interview and subsequent dialogue will be make. If I 

don't want to be taped, I will not be able to participate in the study. 

• I understand that the researcher will not identify me by name in any reports using 

information obtained from this interview, and that my confidentiality as a participant 

in this study will remain secure. Subsequent uses of records and data will be subject to 

standard data use policies which protect the anonymity of individuals and institutions. 
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• Faculty and administrators from my campus will neither be present at the interview 

nor have access to raw notes or transcripts. This precaution will prevent my individual 

comments from having any negative repercussions. 

• l understand that this research study has been reviewed and approved by the School or 

Business Management Research Ethics Cornmittee, College of Business Universiti 

Utaro Malaysia. 

• I have read and understand the explanation provided to me. I have had all 1nY, 

questions answered to my satisfaction) and I voluntarily agree to participate in this 

study. 

• I have been given a copy oFthis consent form, 

For further information, please contact: Azanin Ahmad [HP: 019-2731713; Email: 

azaninphd@gmoil.com] 

My Signature 
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Appendix E: Audit Trail 

PROCESS ACTIVITY DESCRIPTION 

Getting started Phd Determine research area Researcher firstly discussed 
journey and topic. about social marketing with 

May,2013 Marketing Department 
colleagues for latest trend in 
marketing research. 

Coincidently, saw an email 
regarding blood donation. Then, 
l was thinking about the topic 
and literally discover lack 
discussion by social marketing 
scholar. 

At the same time, further reading 
about integrated marketing 
communication to be more 
suitable for this research. 

Ontology, epistemology Establish knowledge on 
and methodology philosophical by attending 
specification. course work of Basic Qualitative 

Research and Advance 
Qualitative Research clarify the 
research philosophy. 

Formulate research Attend EAGLE Series conducted 
objective, and research by ProfRahinah Ibrahim UPM to 
question make the process clearer and 

strategize. At the same time, get 
personal couching on how to find 
research gap. 

Research gap clarity Gain supported statement for 
research gap after review 100 
abstract challenge using EAGLE 
Series techniques. 

Data collection Repeat blood donors Researcher focus on repeat blood 
strategy among Millennial in donors among Millennial in 

Malaysia. Source Malaysia. Therefore, university 
validation considered students from UPM and UUM 
for data collection. convenience to access. 

Interview protocol Build up interview Discussion with research 
question committee. 
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Entering research 
field 

Survey 

Data collection 

Data analysis 

Peer review 

Trustworthiness 
protocol 

Findings and 
discussion 

Thesis compilation 

Preliminary study 

To get informant 
agreement and contact 
number 

In-depth interview 

Manual 

Complement validity 
process 

Set up trustworthiness 
protocol in advance 
during proposal write 
up. 

Refer back to research 
objective, research 
questions, and research 
gap. 

Compilation from 
chapter I until chapter 5 
were guided by UUM 
thesis format. 
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Interview question build to 
answer all research questions 

Ask marketing experts to review 
the questions 

Preliminary study conduct in 
UUMcampus 

Attend blood donation campaign 
at Perpustaan Sultanah Bahiyah 
foyer, spot potential informant 
and approach them to get phone 
number and agreement to 
participate 

Data collected conduct at UUM 
library 

Voice recorded are manually 
transcribe, and analyse data for 
code, theme, and category. 

The analysis did few phases to 
extract rich data from the scripts 

Full scripts are email to 
informants and ask further 
clarification or adjustment. 

Mainly based on (Lincoln & 

Guba, 1985) and try very best to 
follow the procedures 

Seek for similarities and 
dissimilarities between findings 
and literature. 

All findings were tailored to 
research objective, research 
question and research gap. 

Articulation were bui Id based on 
systematic review table prepared 
suring writing chapter two. 



Thesis refinement 

Reference manager 
using Mendeley 
software. 

To improve writing 
skills, flow of idea, 
thesis structure 
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Send thesis draft to supervisor 
and co-supervisor several times 
for improvement. Take positive 
feedback and improve the 
manuscripts 
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