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Abstract

Organ donation, with its low donation rate and high demands, is undoubtedly one of Malaysia's most
important health-related challenges. Despite the government's extensive efforts, little has changed in terms
of swaying public opinion to pledge as an organ donor. There is ever-increasing number of people needing
transplantation and the organs made available is definitely less. As numerous individuals require
transplants, there are obviously fewer available organs to meet the demand. The study aims to contribute
towards this issue, focusing on examining the social media strategies used by the government in transmitting
the organ donation information as well as persuading Malaysians to pledge as an organ donor. The study
intends to make a contribution to this issue by evaluating the social media tactics the government uses to
disseminate information about organ donation and encourage Malaysians to sign up as donors. Using
qualitative content analysis, information was gathered from the official ‘Derma Organ’ Facebook page. The
data has been evaluated and associated to the engagement rates using cognitive, affective and conative
message strategies. The analysis resulted with the majority of posts used a cognitive technique, while
affective strategy appears to have a greater rate of engagement. To improve the public's desire to commit as
an organ donor, more emphasis should be placed on valuing emotive strategy when creating social media
content.
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INTRODUCTION

Organ donation is a necessary surgical process that replaces a failed or damaged organ with a healthy organ. All
healthy organs are donated by people who registered as an organ pledger, and it gives the patients a chance to
recover healthily. The demand for organ donation is significant in the majority of nations due to the low rate of
pledgers. In Malaysia, the number of patients who needed an organ transplantation is a lot greater than the number
of people who pledged. Malaysia has been ranked among the lowest organ donation rate country, by the
International Registry on Organ Donation and Transplantation (IRODat), with a mere 0.9 donor per one million
population (Malay Mail, 2022). Only 20 to 40 organ transplants are conducted annually (Wong, 2022), despite the
best efforts of the authorities, while the remaining patients must wait for years or perhaps die while waiting for the
organ they require. The actual deceased donors’ rate per million population in Malaysia of year 2017 is 1.10; year
2018 with the rate of 0.22; year 2019 with the rate of 0.53; year 2020 with the rate of 0.9 and year 2021 with the
rate of 0.2. Since the country is practicing the opt-in system, it required people to register to be the donors under
their own consensus to make the donation legally available (Mcintosh, 2014). Only those who registered as the
pledger will be given consideration for organ donation if they are in an acceptable condition and their family agrees.
Hence, the attention and awareness of the organ donation issue among the public is vital for the opt-in system.

When it comes to the effort of the Malaysian Ministry of Health in working on increasing people’s
awareness and attention to become a pledger, generally can be divided into two forms: the physical method and the
online method. The main strategy used was in physical method, which is to collaborate with healthcare
organizations, societies, hospitals or other governmental agencies and organizing events or campaigns throughout
the entire nations. That include setting up booths and introducing organ donation to people who pass by, or physical
events with an organ donation topic for people to have the chance in gaining the knowledge. Physical events have
the objective to making people “pledge”, where forms are given to the audience to fill up to register as an organ
donor. Physical card is given to the registered pledger as evidence.

For the online method, the ‘Derma Organ’ Facebook page served as the main channel and is actively
updated on cross-channel platforms, encompassing Instagram, and Twitter. There are announcements on-going
physical campaigns and activities. Even with frequent updates and integrated marketing techniques, the page only
has 49k followers. This figure is unquestionably low when compared to Malaysia's overall 27 million Facebook
users. Despite being a social media platform, conversation on the "Derma Organ" page is mainly one-way. Unlike
physical events that requires people’s engagement, the “Derma Organ” page is only to deliver the message. It
provided simple and direct information on organ donation requirements, as well as the procedure of registration.
In general, Malaysians pay less attention to the topic of organ donation. The number of followers of the ‘Derma
Organ’ Facebook page is still not more than 1% of the whole Malaysian population. In comparison, Canada created
a designated Facebook page for organ donation in the same year of 2011, yet they have 86k followers who are
highly engaged. As far as the present authors are aware, there is less statistics or information to know on ways or
methods to increase people’s willingness to pledge. In order to make a difference, this study focuses on the social
media strategies utilised on the "Derma Organ" Facebook page and may offer some unique insights. Social media
strategies as the major tool in social media marketing played important roles for information spreading (Madli et
al., 2018).

Making good use of social media is crucial in delivering effective messages. At the same time, engagement
rate of likes, comments and shares should also be recognized and relate to be strategies used to understand the
effects of each strategy. Knowing the importance of social media strategy, it is crucial to examine the current social
media strategies used by the Ministry of Health, as to understand appealing message strategies that may work well
to increase the engagement. Hence, the first objective is to determine the use of social media strategies on the
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‘Derma Organ’ Facebook page. Our next objective is to recognize the engagement rate of the social media strategies
among the Facebook users. The findings of this study may facilitate health organizations in Malaysia, particularly
the Ministry of Health, to improve their health communication strategies on social media and increase the number
of donors in Malaysia.

Social Media and Organ Donation

Social media strategy is defined as the combination of marketing, advertising and public relations in the digital
world (Rowman & Littlefield, 2019). Social media has played the most important role for organizations including
non-profit organizations. It is a good tool to spread awareness and increase support with its advantage of reaching
greater audiences. Besides, social media is widely known as effective in increasing public engagement, enhancing
the motivation and building relationships between consumers and the non-profit organization (Madli et al., 2018).

Social media was being described as a collaborative and mediated environment. This environment allowed
stronger connections to be fostered through personal smart devices (Giustini et al., 2018). Appel et al. (2020)
defined social media as a collection of software-based digital technologies that allow users to send and receive
digital information. It should be seen less as a platform but as digital place where people play significant parts of
their lives, understanding people’s behavior and what they do. Dubbelink et al. (2021) focused on the seven
functions of social media. First, the sharing of users' identities. Social media encourages users' self-expression.
This provided an opportunity for organizations to analyze consumer segments. Secondly, social media allowed
interaction. Users share their opinion to meet like-minded people or try to make an impact on specific issues.
Thirdly, the sharing functionality that includes exchange, distribution and receiving content. Sharing content is
good in enhancing the likelihood of members and building similar beliefs among users. Fourth is the knowledge of
the presence of other users. Close relationships between consumers could tie them even closer to the organization.
Fifth, the forming of associations between organizations and users through the exchange of experiences or interests.
Sixth, reputation building and lastly, the form of groups. Social media enables users to label themselves by forming
a group. These functions reflect the nature of social media (Dubbelink et al., 2021). It has become a necessity for
organizations to adopt social media to communicate with audience. It provided a great opportunity that allowed the
organizations to interact with the audiences and creating value (Dubberlink et al., 2021). While two-way
communication is created, the visibility of the organization will increase consequently (Wu et al., 2020). At the
same time, the digital marketing sphere is very competitive. Consumers have become very sensitive with any
information that is aiming to influence their decision making, especially information that is against their
perspectives.

In the marketing industry, social media strategy aimed to influence consumer purchasing behaviour, boost
sales, allow communication with consumers to exchange or give feedback to the companies. Marketing strategies
increasingly seek to reach a high engagement rate on digital platforms as it represents the feedback of the audience.
The intensity of engagement rate highly depends on the context such as what is the media, content, forms, and
involved subjects. While the engagement levels have been found to follow a continuum from very low to very high
engagement. A low engagement rate happened when the audiences used little mental investment to click on the
posts and consume the content. A moderate level of engagement involves giving likes that require more emotional
investment. While writing a comment, publishing the content for others or participating in the interactions are
considered a high engagement as it requires more time and effort (Gavilanes et al., 2018). Engagement rate can
vary while different content is presented depending on the context. For example, Ngai et al. (2020) found that
communication strategies that are suitable can foster active liking and sharing of posts on social media, raise the
public’s awareness of COVID-19 and motivate them to take preventive measures. In terms of general social media
advertising content, posts that trigger positive emotions or humor are associated with higher engagement rate, while
informative content is associated with lower engagement rate (Lee et al., 2018).
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Since the recent pandemic, social media has played an increasingly important role in the health-care
industry (Ngai et al., 2020). Since a complex set of human social interaction occurring in social media, it is common
for social media to be used in providing information about healthcare, answering medical questions, collecting data
on patient experiences and opinions, promoting health education and providing online consultation. On the other
hand, social media is used by non-profit organizations to provide information, inspire, motivate and provide
emotional support (Madli et al., 2019). It is proven that social media can be effective for non-profit and health-care
organizations if the right approach was adopted, while poor content in social media takes away the opportunities
to build positive relationships (Tonis & Gurgy 2018). The audiences are demanding the permanently updated
quality content, while a single inappropriate element can ruin the organization’s image.

Currently, most of the organ donation campaigns on social media platforms only worked for the purpose
of raising awareness but not with the purpose to increase the donation rates. Limited persuasion techniques are
applied. Social media is only meant for people to adopt information and dispel misconceptions about organ
donation (Madli et al., 2019). Ayorinde et al. (2020) suggested that the organ donation campaign can focus on
persuading the audience and attempting the most effective way for them. In addition, it is proven that in order for
people to become a donor, it needs a higher degree of motivation more than just raising the awareness (Moorlock
& Draper, 2018). Research has been done on these issues from different aspects to provide new insights on the
government strategy. Most of the research showed that the majority of healthcare industry practitioners and students
have moderate knowledge and positive belief about organ donation, with higher knowledge helps to avoid the
misconception (Saini et al., 2019). By adapting the research findings, the government conducts different
promotional strategies with considerations of the factors that influence the willingness of donation. The official
website and social media consisted of information and answers of common doubt to possibly minimize the
audience’s misconception. Research also found that the public hold positive attitudes toward donation in general
and have the motivation to help others (Yunus et al., 2018). Another research found that the public actually has a
very high willingness to donate a kidney (Farida & Hong 2020). By seeing the findings, it is obvious that there is
a gap between the public's willingness to donate and the number of registered donors. It is crucial to examine the
current promotional strategies by the government to convert willingness to donate into action.

Theoretical Approach

In this study, the Hierarchy of Effects Model has been adapted into the context of organ donation. The competitive
environment in social media decreases the chances of a message reaching or influencing one’s attitudes and
behavior (Majid et al., 2018). Marketers have put their attention on the quality of the message content. Hierarchy
of Effects Model developed by Lavidge and Steiner in 1961, has served as a guidance for marketers to examine the
effectiveness of messages. This theory defines the process that one goes through when exposed to messages.
Starting from knowing to feeling, thus developing the attitude towards the subject (Majid et al., 2019), these are
the processes that consumers go through before their actual purchase decision.

Hierarchy of Effects Models break down the process into three stages: cognitive, affective and conative.
Cognitive as the first stage refers to the realm of thoughts. Consumers form their knowledge and awareness about
the existence of the subject. This stage starts when the consumers are exposed to announcements, slogans, classified
advertisements or any informative messages from the organization (Wijaya 2015). The second stage is affective,
feelings towards the subject. It is the degree of preference, liking and conviction form in a general sense while
exposing to image, message with appeals, competitive and argumentative ads. Conative as the ultimate goal refers
to the intention to perform a behavior, such as making a purchase (CFI, 2021). Awareness, knowledge, liking,
preference, conviction and purchase are the variables that are often used to examine the effectiveness of a message
or strategy (Majid et al., 2018).
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In this research, the three main stages, cognitive, affective and conative were treated as the variables. These
three stages are based on the perspective of marketers. This will serve as the category of social media strategies
and helping in classifying the content from the samples. Cognitive refers to strategies that include useful
information about organ donation, such as the facts and requirement of becoming an organ pledger; affective stage
is where the posts include any emotional appeal elements that aimed to raise empathy or sense of belonging of the
audience towards organ donation; conative is the strategy that could raise people’s willingness to act and register
as the organ pledgers. These three variables were utilized in examining the stages that the Ministry of Health has
reached through social media. This theory serves as a guidance to examine the social media strategies used by the
Ministry of Health in promoting organ donation.

METHODOLOGY

This study's technique was qualitative content analysis, which allowed for the generation of broad and profound
conclusions (Busetto et al., 2020). For the analysis, social media posts, comprising textual and visual artefacts,
were collected from the "Derma Organ" Facebook page, Malaysia's official social media platform for organ
donation. The page can be assessed through this link: https://www.facebook.com/dermaorgan.

This page was created in 2011 and has been the most active and updated official platform compared to
other media. The data met both the inclusion and exclusion criteria after being subjected to the purposive sampling
procedure. This process is to filter out the data that match with the context “social media strategy”, according to
their visible characteristics of social media strategies (Krippendorff, 2018). A total of 1,587 Facebook post were
collected from September 2017 to August 2022. Following the filtering process, the remaining 399 post data sets
were used for an analysis that involved de- and re-contextualization. The process for content analysis is depicted
in Figure 1.

Label the
meaning unit Sorting codes

Data to be break
down into small

pieces with descriptive into themes

codes

Figure 1: Content analysis process

First, the sample data was segmented into smaller sections. For instance, the text was separated into concise
meaning units, eliminating superfluous words and redundancy (Lindgren et al., 2020). Content of social media
posts often to be short and direct, thus selecting shorter meaning units do not cause the loss of context and meanings.
Example of text from sample data: Only 1.2% Malaysians have pledged to become an organ donor."Statisticals"
was used as the unit of meaning for the material above. Second, the condensed data was coded in accordance with
the stated interpretation. This process marked the condensed meaning unit with codes that are close to the original
text with a minimal level of abstraction and interpretation (refer to Table 1).

As proposed by Roller (2018), test-coding process has been conducted on the first 50 samples. Themes and

coding of this study have been amended after the test-coding to match with the strategy style used by the “Derma
Organ” page.
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Table 1: Coding

Coding examples:

e Awareness and knowledge

e Basic information and statistics of organ donation
o Brief and short messages.

e Issue of organ donation.

e Myth clarification,

o Method

e Updates

e Emotion &Feelings
e Stories

e Call-to Action

Lastly come to the process of re-contextualization, sorting the codes with themes. By following the three
main elements of Hierarchy of Effects Model, the theme is cognitive, affective and conative. Every strategy's
engagement was also tracked during the process, including likes, comments, and shares.

In this study, the reliability test was conducted on two sets of data: i) by the researcher and ii) by an external
observer. An external observer with a background in communication studies was contacted and provided step-by-
step coding instructions. This second round of coding was completed without the researcher's assistance or
interruption. The coding was then entered into the SPSS software, along with the researcher's original coding, to
complete the reliability test using the agreement of coefficient alpha, also known as Krippendorff's alpha. The
generated result showed a 0.8952, which considered a strong inter-rater reliability of the data. The estimation of
the probability of low reliability value of the whole population shown a 7% chance that the data is not reliable. This
result supported that the coding made is reliable with limited subjective judgement of the coder.

RESULTS AND DISCUSSION

This section provides the findings of the study by using the Hierarchy of Effects Model on the three main strategies
used: cognitive, affective and pledge. Furthermore, the implementation of strategies is examined.

Cognitive Strategy

Cognitive strategy, which is frequently employed in the medical field, focuses on influencing audiences' cognitive
assumptions and educating them. People are generally known to have misconceptions regarding organ donation.
As a result, educational content became a necessity, reducing the public's sense of avoidance.

The data showed that 81.9% of the posts published by Derma Organ made use of a cognitive method. These
postings include method of organ donation, amusing fact, Q&A, articles, infographics, and more. Over the course
of the five years, cognitive made up the majority of the material.

Affective Strategy

Affective strategy is a strategy that create emotional responses of the audience, thus stimulates behavioral responses
such as register as organ pledger. Creating a strong emotional response in the audience may cause them to get
attached in a certain product, habit, or social group.
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On Derma Organ Facebook page, 34% of posts use an emotive approach. This page shared some
experiences from organ donors or organ recipients in news articles or videos, possibly with the intention of instilling
remorse, sympathy, and responsibility.

Pledge
Originated from “conative strategy”, pledge is defined as the urging of behavior such as call-to-action from Derma
Organ. This strategy portrays a direct and strong message of making audience sign up as organ pledger.

There are only 18% of social media posts implemented this strategy. Derma Organ employs this tactic by
giving an organ pledger registration mechanism, announcing when a public figure signs up as a pledger and
encouraging their followers to do the same, or combining it with outreach initiatives.

Implementation of strategies

The study indicates that Derma Organ Facebook page often uses just one of the three tactics in a social media post.
Social media posts that employ solely cognitive, emotional, or pledge strategies make for 67% of posts. Cognitive
approach is generally used alone, followed by affective strategy and pledge. When a single method is used, affective
strategy yields the highest average like and share, whereas conative strategy (pledge) yields the highest average
comment. This can be shown by connecting the result with engagement. Despite being the most often used method,
the cognitive approach does not produce as much engagement as the other two tactics. Three combinations of two
methods are seen in 29% of social media posts: cognitive and affective, affective and pledge, and cognitive and
pledge. Only 2.5% of all social media posts utilised all three tactics. When it came to combining strategies, the
engagement differed from single implementations. Yet, cognitive strategy did not show significantly good result
in terms of generating engagement. The most likes were received by the affective strategy, while the pledged
conative strategy received the most average comments and shares.

The research objective is to examine the use of social media strategies on organ donation in Malaysia.
According to the findings, the most used social media strategy is the cognitive strategy. For instance, the statistics
of Malaysian organ donors, or addressing the public's religious concerns. The cognitive strategy used in the “Derma
Organ” page is useful in building the trustworthiness towards the significance of the organ donation issues and the
authority (Hazel & Kang 2018). Thus, the information given helped to lessen people's skepticism, false beliefs, and
perceptions of a high risk associated with organ donation. However, cognitive strategy received the lowest number
of likes. This reflects that the audiences do not prefer posts that purely provide information. At the same time,
cognitive strategy got the least comment as it required more mental effort from the audiences.

The second most popular technique, affective strategy, focuses mostly on telling tales of people who have
pledged to donate their organs and their families, or of people who have needed organ transplants. It usually comes
with news articles and video forms. As eliciting an emotion can led to a particular behavior (Hazel & Kang 2018),
these stories worked to trigger the sad and empathy emotions of the audience, which led to the intention of
registering as pledgers. The stories mostly focused on Westerners as there are minimum local stories that can be
shared. According to the findings, affective strategy seems to get the highest engagement rate of likes compared
to other strategies. When the affective strategy is included regardless of single or multiple strategy posts, it gets a
high number of likes. This study found that feelings are significantly more important than thoughts when it comes
to concerns of organ donation. This suits the argument from an American Psychologist Bob Zajonc, saying that
preferences is more important than inferences (Poels & Dewitte, 2019). A lower-order emotion can influence
behavior even without the involvement of thinking and consciousness while higher-order emotions require some
degree of cognitive processing such as anger, fear, shame and guilt (Poels & Dewitte, 2019). These emotions might
be the motivations for people to submit reactions to the posts. Affective strategy has the lowest share number. Most
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of the posts that used affective strategy are using negative emotional appeal. In contrast, people tend to share content
with positive emotions as it reflects positively on the sender and is favorable to the social media users (Yu et al.,
2020).

Conative strategy is the least used strategy in the “Derma Organ” page. Rightfully, this strategy should be
able to convince users to form the intention of pledging. This strategy gets the highest average comments. The way
that conative strategy asked for actions increased the motivation for audiences to leave their comments. Even
though pledger registrations are mainly done by fill-up forms and email, some conative strategy may encourage
users to leave a comment such as “I want to pledge” and link for registration can be provided. Some posts may also
encourage current pledgers to comment. In addition, the conative strategy also holds the highest average shares.
Conative strategy that leads to customer’s participation behaviour includes commenting as part of the response
(Weinlich & Semeradova 2022). With considering this, the implementation of conative strategy encourages the
audience to leave comments, either involved in discussion or asking for registration method.

Throughout the past 5 years, “Derma Organ” has prioritized the cognitive strategy aiming to educate the
audience and increase awareness. Even though the number of registered pledgers is increasing every year, the organ
donation rate is still among the lowest. The increased number of pledgers is still insufficient to have a significant
impact. For this reason, “Derma Organ” page should consider changing the priority of social media strategy into
affective strategy that has a higher impact on engagement rate. In the competitive social media environment,
emotional branding has become critical in developing brand loyalty (Kim & Sullivan 2019). In the context of organ
donation, higher-order emotions such as guilt can be triggered when audiences read news about patients and feel
guilty for not registering as a pledger. Emotional branding as one of the affective strategies is suitable to be applied
in the context of organ donation. For example, sensory marketing that triggers the audiences’ emotions of fear or
guilt and storytelling that stimulates imagination (Kim & Sullivan 2019). These methods should be used more
frequently to build emotional connections with the audience. Higher emotional connections could make audiences
feel “closer” to the organ donation issue, possibly minimize the bystander effect. Moreover, it is also necessary for
the “Derma Organ” page to promote the posts by using Facebook paid service to increase visibility.

This study has shown that the “Derma Organ” Facebook page has been focusing informing and educating
the public about organ donation issues. The results indicated that the engagement rates received were highly
determined by the social media strategies. It is suggested that time-to-time analysis should be conducted to monitor
the social media strategies used. Content analysis and sentiment analysis can be performed more frequently to
interpret the response given from the audiences towards the social media strategies.

CONCLUSION

In summary, affective strategy has been found to have the highest engagement rate in terms of number of likes;
conative strategy holds the highest number of comments; and cognitive strategy owns the highest number of shares.
By mainly implementing cognitive strategy, there are no significant changes. The audience who followed the
Derma Organ page may already hold general knowledge about the issue and they no longer need the injection of
knowledge and facts about organ donation for them to become the pledger. As a result, audiences' decision to
donate is not influenced by cognitive strategy. Studies found that emotion tactics are more convincing in making
audiences to perform an action (Kim & Sullivan 2019). It might be the time for the authorities to move to the next
stage: the affective stage. Triggering the people’s emotions can induce the intention to become the pledger. Thus,
it is recommended that the Ministry of Health can prioritize the affective strategy in their future social media content
planning.

67



ASIAN PEOPLE JOURNAL, 2024, voL 7(2), 60-70

REFERENCES

Appel, G., Grewal, L., Hadi, R., & Stephen, A. T. (2017). Social Media: The future of marketing. International
Journal of Contemporary Research and Review, 50(6), 79-95.

Ayorinde, J. O., Saeb-Parsy, K., & Hossain, A. (2020). Opportunities and challenges in using social media in organ
donation. JAMA Surgery, 155(9), 797.

Braun, L. A., Zomorodbakhsch, B., Keinki, C., & Huebner, J. (2019). Information needs, communication and usage
of social media by cancer patients and their relatives. Journal of Cancer Research and Clinical Oncology,

145(7), 1865-1875.

Busetto, L., Wick, W., & Gumbinger, C. (2020). How to use and assess qualitative research methods. Neurological
Research and Practice, 2(1), 1-12.

CFlI. (2023, May 16). Hierarchy of effects. Corporate Finance Institute.
https://corporatefinanceinstitute.com/resources/knowledge/other/hierarchy-of-effects/

Dubbelink, S. 1., Herrando, C., & Constantinides, E. (2021). Social media marketing as a branding strategy in
extraordinary times: Lessons from the covid-19 pandemic. Sustainability 2021, 13(18), 23-43.

Farida, 1., & Hong, Y. Y. (2020). Willingness to Donate Kidney Among Malaysians. Current Trends in
Biotechnology & Pharmacy.

Gavilanes, J. M., Flatten, T. C., & Brettel, M. (2018). Content strategies for digital consumer engagement in social
networks: Why advertising is an antecedent of engagement. Journal of Advertising, 47(1), 4-23.

Giustini, D. M., Ali, S. M., Fraser, M., & Boulos, M. N. (2018). Effective uses of social media in Public Health
and Medicine: A systematic review of Systematic Reviews. Online Journal of Public Health Informatics,

10(2), 21-22.

Hazel, D., & Kang, J. (2018). The contributions of perceived CSR information substantiality toward consumers’
cognitive, affective, and CONATIVE responses. Clothing and Textiles Research Journal, 36(2), 62—77.

Kim, Y.-K., & Sullivan, P. (2019). Emotional branding speaks to consumers’ heart: The case of fashion brands.
Fashion and Textiles, 6(1), 1-17.

Kleinheksel, A. J., Rockich-Winston, N., Tawfik, H., & Wyatt, T. R. (2020). Demystifying content analysis.
American Journal of Pharmaceutical Education, 84(1), 7113.

Krippendorff, K. (2018). Content analysis an introduction to its methodology. SAGE.

Lee, D., Hosanagar, K., & Nair, H. (2017). Advertising content and consumer engagement on social media:
Evidence from Facebook. SSRN Electronic Journal. https://doi.org/10.2139/ssrn.2290802

68


https://corporatefinanceinstitute.com/resources/knowledge/other/hierarchy-of-effects/
https://doi.org/10.2139/ssrn.2290802

ASIAN PEOPLE JOURNAL, 2024, voL 7(2), 60-70

Less than 1% of organ donors fulfill promises - free Malaysia today (FMT). Free Malaysia Today. (2022).
https://www.freemalaysiatoday.com/category/nation/2022/06/09/less-than-1-of-organ-donors-fulfill-
promises/

Lindgren, B.-M., Lundman, B., & Graneheim, U. H. (2020). Abstraction and interpretation during the qualitative
content analysis process. International Journal of Nursing Studies, 103632.
d0i:10.1016/j.ijnurstu.2020.10363210.1016/j.ijnurstu.2020.103632

Madli, F., Annuar, S. N. S., Jr, S. L. S., & Totu, A. (2018). Identifying the Factors influencing Information
Usefulness and Information Adoption in Promoting Organ Donation through Social Media. Journal of Media
and Information Warfare, 11(2), 46-79.

Malay Mail. (2022, March 21). Donating your organs in multicultural Malaysia - Gurkiret Kaur.
https://www.malaymail.com/news/what-you-think/2022/03/21/donating-your-organs-in-multicultural-
malaysia-gurkiret-kaur/2048602

Majid, S., Lopez, C., Megicks, P., & Lim, W. M. (2019). Developing effective social media messages: Insights
from an exploratory study of industry experts. Psychology &amp; Marketing, 36(6), 551-564.

Mcintosh, J. (2014). Organ donation: Is an opt-in or opt-out system better?. Medical News Today.
https://www.medicalnewstoday.com/articles/282905

Moorlock, G., & Draper, H. (2018). Empathy, social media, and directed Altruistic Living Organ Donation.
Bioethics, 32(5), 289-297.

Moorman, C., & McCarthy, T. (2021, September 2). CMOS: Adapt your social media strategy for a post-pandemic
world. Harvard Business Review. https://hbr.org/2021/01/cmos-adapt-your-social-media-strategy-for-a-
post-pandemic-world

National Transplant Resource Centre. (n.d.). Malaysia Deceased Organ donor Evolution. IRODaT.
https://www.irodat.org/?p=database&c=MY#data

Ngai, C. S., Singh, R. G., Lu, W., & Koon, A. C. (2020). Grappling with the COVID-19 health crisis: Content
analysis of communication strategies and their effects on public engagement on social media. Journal of
Medical Internet Research, 22(8). https://doi.org/10.2196/21360

Niklas, H., & Mozelius, P. (2022). Content Analysis or Thematic Analysis: Similarities, differences and
applications in qualitative research. European Conference on Research Methodology for Business and

Management Studies, 21(1), 45-56.

Online, M. (2022, March 22). Donating organs in Multicultural Malaysia. The Star.
https://www.thestar.com.my/opinion/letters/2022/03/22/donating-organs-in-multicultural-malaysia

Poels, K., & Dewitte, S. (2019). The role of emotions in advertising: A call to action. Journal of Advertising, 48(1),
81-90.

69


https://www.freemalaysiatoday.com/category/nation/2022/06/09/less-than-1-of-organ-donors-fulfill-promises/
https://www.freemalaysiatoday.com/category/nation/2022/06/09/less-than-1-of-organ-donors-fulfill-promises/
https://www.medicalnewstoday.com/articles/282905
https://hbr.org/2021/01/cmos-adapt-your-social-media-strategy-for-a-post-pandemic-world
https://hbr.org/2021/01/cmos-adapt-your-social-media-strategy-for-a-post-pandemic-world
https://www.irodat.org/?p=database&c=MY#data
https://doi.org/10.2196/21360
https://www.thestar.com.my/opinion/letters/2022/03/22/donating-organs-in-multicultural-malaysia

ASIAN PEOPLE JOURNAL, 2024, voL 7(2), 60-70

Quesenberry, K. A. (2016). Social Media Strategy: A roadmap for marketing and advertising in the Consumer
Revolution. Rowman & Littlefield.

Ramadanty, S., Safitri, Y., & Suhendra, H. (2020). Social Media Content Strategy for higher education, Indonesia.
2020 International Conference on Information Management and Technology (ICIMTech).
https://doi.org/10.1109/icimtech50083.2020.9211216

Saini, N., lbrahim, N., Ahmad, N., & Yusop, Y. M. (2019). Level of Knowledge, Belief and Altruism towards
Organ Donation among Final Year Students in the Faculty of Medicine at University Kebangsaan Malaysia,
Kuala Lumpur, Malaysia. EPRA International Journal of Multidisciplinary Research, 5(12).
https://doi.org/https://doi.org/10.36713/epra2013

Semeradova, T., & Weinlich, P. (2022). Emotional, cognitive and CONATIVE response to influencer marketing.
SSRN Electronic Journal. https://doi.org/10.2139/ssrn.4113052

Sukma Wijaya, B. (2012). The development of hierarchy of effects model in advertising. International Research
Journal of Business Studies, 5(1), 73-85.

Tonis, R. B.-M., & Gurgu, E. (2018). Common Mistakes in Social Media. A Case Study on a Non-Profit Company.
Journal of Economic Development, Environment and People, 7(3), 1-15.

Wong, H. S. (2022). #HEALTH: Kidney Transplant - the viable option for end-stage kidney disease. New Straits
Times. https://www.nst.com.my/lifestyle/heal/2022/09/830161/health-kidney-transplant-viable-option-end-
stage-kidney-disease

Wu, C., Guaita Martinez, J. M., & Martin Martin, J. M. (2020). An analysis of social media marketing strategy and
performance in the context of fashion brands: The case of taiwan. Psychology &amp; Marketing, 37(9),
1185-1193.

Yu, Y., Huang, S., Liu, Y., & Tan, Y. (2020). Emotions in online content diffusion. SSRN Electronic Journal.
https://doi.org/10.2139/ssrn.3724011

Yunus, N. M., Latiff, D. S., Ali, S. M., Said, N. A., & Jailani, S. F. (2018). Organ donation intention: The influence

of attitude, altruism and spiritual belief in Malaysia. Indian Journal of Public Health Research &amp;
Development, 9(11), 1307.

70


https://doi.org/10.1109/icimtech50083.2020.9211216
https://doi.org/https:/doi.org/10.36713/epra2013
https://doi.org/10.2139/ssrn.4113052
https://www.nst.com.my/lifestyle/heal/2022/09/830161/health-kidney-transplant-viable-option-end-stage-kidney-disease
https://www.nst.com.my/lifestyle/heal/2022/09/830161/health-kidney-transplant-viable-option-end-stage-kidney-disease
https://doi.org/10.2139/ssrn.3724011

