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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

Kajtan 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 inmi 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 menerust 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. Penemnuan 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. Tambahan 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 mese), 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 identif ying the essential research gaps which include the theoretical,
practical, contextual and methodological gaps that are substantiated with literature
citations. The research questions and ob jectives 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,
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10
1I1)

V)

VI)

Material checklist
Interview schedule
Section A: Demographic profile
Section B: Research Question 1

Section C: Research Question 2

VII}  Section D: Research Question 3

Y

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 T 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.

If1 don't want to be taped, I will not be able to participate m 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 Date
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[1}] 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

Date of Birth

Sex

Phone number
Email address
Address

Race

Religion

Nationality

Highest education level
Blood type

Number of donation

Last donation

III)  SECTION B: QUESTIONS RELATED TO RESEARCH QUESTION 1
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Introduction

Research Question

Research Objective

Main questions

: Thank you for your personal identity information and now we
are moving to Section B relate to Integrated Marketing

Communication

: What are the motivation factor influence repeat blood donation

behaviour among Millennial?

: To develop taxonomy of motivation factor influence repeat

blood donation attitude among Millennial.

¢ May I know what motivate you to donate blood?

e 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?

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

from bloed donation advertisement.

Research Question  : 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?
o  Where do you get that message?

s Sorry, could your further explain to me.
s Do you mean by this....

s [ pet 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?

e  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.

e How Facebook/ Instagram execute your blood donation action?

¢ How Facebook / Instagram influence your past blood donation?

Probing questions

¢  Why your say so?

e What make your stand?

¢ What make interesting on social media?
e Could you elaborate more on that please.

e Could you state again your points.
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Tarikh | 22 Febnuar 2018(Khartis) bantuandar & gar sh.

Masa: 8.00 pagi- 5.00 pstang .. See More
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JOM DERMA DARAH!!
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Assalamualaikum,..Selamal Pagi..
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PROJECT
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GIVE THE GIFT OF LIFE
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Ris Rohanf Piga Zulfiqer is witi Abcul Razak Abd Aarwf,
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Fetruanif
v Sedeng berlangsureg progrem derme daraf dl Foyer BAPSF, CAS ..
Assalamualaitum dan salamel pelang. Kempen Derma Darah sedang “Sslifls Dareh, Sejita Hampwr* Jom sama™ kia Mambaniu bagh mereks yg
berlangsung d foyer Perpusiakaan Sutan Gadlishah mulal jan 9.00 pagi-  Memerukan...

430 petang.
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Kalwrangan bekalan darsh semakin laitkal.
Jom menderma.

SEKARANG Keampen Derma Darah dl Dewan Budl Slewa. PAS

1907 2018
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| 20872010
JUMAAT

7. 47,3018
SABTU

24 Februari 2019
10,00 Pagi - 04.00 Petang
Dewan Budi Siswa
Pusat Budaya Dan Seni
Universiti Utara Malaysia
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Hivgetha Bhaskaran
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“Nycu're @ bloed daner. you're a hera kb someone, somewhers, wha
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Assalamu slaium dan salam sejalters, Biro Kebajlkan & Kemudahan
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BLGOD, A BEAT OF LIFE »~1R" pada kelslapan berkul
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TMERIT DISEDIAKAN' &,

* 7 MERIT DISEDLIAAN"TT

Sebareng pelarmyaan:-

Shah- hirg/ Aervea wasap my /6017 54 31545
Suzb - hilp/www wasap.my/S0127040551
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4 Swit =i
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MARCH 2018

Give blood. Save lives. Do it often.

BLOOD
DONATION

URGANIZED 8Y; SOCIAL WORK
IN HEALTH SERVICES CLASS

The FOYER SAPSP, CAS
March 18-19, 2018, ? &AM~ 430 P
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It's not just

BLOOD
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O NEGATIVE [
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NEEDED |8

BE A HERO, DONATE BLOOD
15th Jan 2019, 10am - 3pm
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Appendix C: Ethical Clearance

PUSAT PENGAJIAN PENGURUSAN FERNIAGAAN (SBM)
SCHOOL OF BUSINESS MANAGEMENT U U M
Universili Utara Malaysla

05010 UUM SiNToK Universitl Utars Malaysls
KEDAH DARLL AMAN

MALAYSIA Tel 604-928 7401
Faks (Fax): 804-920 7472
Laman Yeb (Web) www sbmuum.my

School of Business Research Ethics Committee.

15* December 2018

Mdm. Azanin Ahmad
Ph.D (Marketing)
903323

APPROVAL FOR ETHICAL CLEARANCE FOR A STUDY TITLE “MEANING OF
PUBLIC SERVICE ADVERTISEMENT MESSAGE FROM SOCIAL MEDIA ON
REPEAT BLOOD DONATION ATTITUDE AMONG MILLENNIAL IN

MALAYSIA”

Reference is made to the above heading.

2 1 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
conseasus held on 7 November, 2017,

3. The standard conditions of this approval s strictly in accordance with the proposal
submitted and granted ethics approval, including any amendments made o Lhe proposal
required by the School of Business Rescarch Ethies Committee.

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

Bﬂ@ Zien Yusoff

Prof. Dr.

Dean,
College of Business
Universiti Ulara Malaysia

Universiti Pengurusan Terkemuka
The Eminen! Managernent University

Hosce wam -5k @ 20 | il v @ 5o || @ | BER

306



Appendix D: Consent Form

PARTICIPANT CONSENT FORM

Ph.D research project title:

“MEANING OF PUBLIC SERVICE 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

» | volunteer © panticipate in & research project conducted by Azanin binti Ahmad from
Universiti Utara Malaysia (UUM). I understand that the project i desipned to pather

information about academie work only. I will be one of panticipants being intervicwed

for this research.

» Tunderstand that T will not be paid for my participation. I may withdraw and
discontinue participation al any time without penalty. If T decline to participate or

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

* Tunderstand that most intlerviewees in will find the discussion interesting and thought-
provoking. if, however, I feel uncom fortable in any way during the interview session,

Fhave the right to decline to answer any question or @ ead the interview,

» The interview will take approximately an hour. Notes wil! be written during the
interview. An audio lape of the interview and subsequent dialogue will be make. If]

don't want to be taped, [ will not be able fo participate i the study.

» lunderstand that the researcher will not identify me by name in any ceporis using
inf onmation obiained from this interview, and that my coafidentiality 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 anoriymily of individuals and instilutions.
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Faculty and administrators from my campus will neither be present at the interview
nor have access o raw notes or transeripts. This precaution will prevent my individual

comments from having any negative repercussions,

1 uniderstand that this research study has been reviewed and approved by the School of

Business Management Research Fthics Comnmittee, College of Business Universiti

Utara Malaysia.

! have read and understand the explanation provided to me. | have had all my
questions anawered to iy satisfaction, and I voluntarily agree to participate in this

study.
1 have been given a copy of this consent form.

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

azaninphd@gmail.com)

ﬁ 20 Nov 201k

My Signature Date
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s
PARTICI¥#NT CONSENT FORM

Ph.D research project title:

“MEANING OF PUBLIC SERVICE ADVERTISEMENT MESSAGE
FROM SOCIAL MEDIA ON REPEAT BLOOD DONATION ATTITUDE
AMONG MILLENNIAL IN MALAYSIA”

Student : Azanin Ahmad (903323)
Supervisor : Prof. Dr. Sany SanuriMohd Mokhtar
Prof. Madya. Dr. Hoe Chee Hee

+ 1 volunteer to participate ina research project conducted by Azanin binti Ahmad from
Universiti Utara Malaysia (UUM). I understand that the project is designed to gather

information about academie work only. 1 will be one of patticipants being interviewed

for this research.

+ [ understand that  will not be paid for my participation. 1 may withdraw and
disconlinue participation al any time without penalty. I 1 decline to participate or

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

» lunderstand that most interviewees in will find the discussion interesting and thought-
provoking. If, however, I feel uncomfortable in any way during the interview scssion,

T have the vight to decline to answer any question or o end the interview.

The interview will take approximately an hour. Notes will be wiilten during the
interview. An audio tape of the interview and subsequent diglogue will be make. 1f]

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

» lunderstand that the researcher will not identify e by name in any reports using
inforrnation obtained from this interview, and that myconfidentiality as a paricipant
in this study will remain secure. Subsequent uses of records and data will be stbject to

standard data use policies which protect the anonymity of individuals and institutions.



Faculty and administrators from my campus will neither be present at the interview
nor have access to faw notes or {ranscripts. This precantion 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 Etlsics Committee, Coilege of Business Universiti
Utara Malaysia.

[ have read and understand the explanation provided o me. 1 have had all my
questions answered fo my satisfaction, and I voluntarily agree to participate in ¢his

study.
{ have been given a copy of this consent [orm,

For further infonmation, please contact: Azanin Ahmad {HP: 019-2731713; Email:
azaninphd@g nail.com]

My Signature Date
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PARTICIPANT CONSENT FORM

Ph.D research project title:

“MEANING OFPUBLIC SERVICE 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

1 volunteer to participate in a research project conducted by Azanin bindi Ahmad from
Universiti Utara Malaysia (UUM). I understand that the project is designed to gather
information about academic work only. 1 will be one of participants being interviewed

for this research

» 1understand that [ will not be paid for my participation. I may withdraw and
discontinue participation at any time without penalty. i [ decline lo participate or

withdraw from the study, no one on 1y campus will be told.

» [ understand that most interviewees In will find the discussion interesting and thought-
provoking. If, however, I fed uncomfortable in any way during the interview session,

[ have the right to decline fo 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 1

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

» Junderstand that the researcher will not identify me by narie in any reports using
information obtained from this interview, and that my confidentialily as a participant
in this study will remain secure. Subsequent uses of records and date will be subject o

standard data usg policies which protect the anonymity of individuals and institutions.

311



Faculty and administrators from my campus will neither be present at the interview

nor have access {o raw notes or transeripts. This precaution will prevent my individual

comments from having any negative repcrcussions.

Tunderstand that this research study has been reviewed and approved by the School of

Business Management Research Ethics Comunittee, College of Business Universiti

Utara Malaysia.

I have read and understand the explanation provided © me. 1 have had all my

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

study.
1 have been given a copy of this consent form,

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

azaninphd@gmaii.com]

Is-lj - 2018

My Signature Date
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Appendix E: Audit Trail

PROCESS

Getting started Phd

journey
May,2013

Data collection
strategy

Interview protocol

ACTIVITY

Determine research area
and topic.

Ontology, epistemology
and methodology
specification.

Formulate research
objective, and research
question

Research gap clarity

Repeat blood donors
among Millennial in
Malaysia. Source
validation considered
for data collection.

Build up interview
question

314

DESCRIPTION

Researcher firstly discussed
about social marketing with
Marketing Department
colleagues for latest trend in
marketing research.

Coincidently, saw an email
regarding blood donation. Then,
I 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.

Establish knowledge on
philosophical by attending
course work of Basic Qualitative
Research and Advance
Qualitative Research clarify the
research philosophy.

Attend EAGLE Series conducted
by ProfRahinah Ibrahim UPM to
make the process clearer and
strategize. At the same time, get
personal couching on how to find
research gap.

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

Researcher focus on repeat blood
donors among Millennial in
Malaysia. Therefore, university
students from UPM and UUM
convenience {0 access.

Discussion with research
committee.



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 1 until chapter 5

were guided by UUM
thesis format.

315

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 themn 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 build 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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