Journal of Media and Information Warfare

Identifying the Factors Influencing Information
Usefulness and Information Adoption in Promoting
Organ Donation through Social Media
Faerozh Madli1
Sharifah Nurafizah Syed Annuar2
Stephen Laison Sondoh Jr3
Andreas Totu4

Faculty of Business, Economics and Accountancy,
Universiti Malaysia Sabah1&3
Faculty of Business and Management,
Universiti Teknologi MARA Sabah2
Centre for the Promotion of Knowledge and Language Learning,
Universiti Malaysia Sabah4

faerozhmadli1987@yahoo.com1

Received Date: 30/9/18; Accepted Date: 2/11/18; Published Date: 14/12/18

ISSN 1985-563X
© 2018 Centre for Media and Information Warfare Studies, Faculty of Communication and Media Studies, UiTM

46

Journal of Media and Information Warfare		

Vol.11(2),46-79, Dec 2018

ABSTRACT
The effectiveness of social media in the context of organ donation is uncertain
because of the mixed findings reported in the literature. Hence, this paper aims to
review the literature and to identify the factors in social media that can influence
one’s decision to register as an organ donor. Most of the earlier studies focused
on examining the attitude and knowledge of people toward organ donation after
an exposure to social media. However, not many studies look into the impact of
message framing towards adoption of information through social media platform.
Review from the past studies reveals that information quality, information
credibility, visual information, and accessibility information are the possible
predictors towards information usefulness in the context organ donation. In the
meantime, we propose that information usefulness to have a positive association
towards information adoption which will lead to the intention to register as organ
donors. A research model is proposed in this study which includes all the variables
that are discussed in this paper.
Keywords: social media; organ donation; information usefulness; information
adoption; social marketing.

1.0 INTRODUCTION
In the history of organ donation in Malaysia, organ transplantation
has begun since 1970s but the organ donation campaigns are only
actively started in 1997 [1]. So far, the total number of organ pledgers
in Malaysia since 1997 was 401,242 which comprised only 1.35% of
Malaysian population [2]. In order to increase the total organ donors
in Malaysia, the Ministry of Health Malaysia has launched the Organ
Donation Strategic Campaign Plan in 2012. There are six strategies in the
campaign including using mass media and social media to disseminate
information in order to increase awareness on organ donation [2]. The
role of social media in disseminating information on organ donation is
imperative as discussed by previous researchers as it helps in creating
awareness [3, 4]. Surprisingly, even though social media have been fullyutilized to promote organ donation, Malaysia is still among the countries
with the lowest rate of organ donation [5].
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The Ministry of Health Malaysia has been using Facebook, Twitter,
Instagram and YouTube as their official social media to promote organ
donation and to encourage individuals to register as organ pledgers.
Nevertheless, the current number of followers and subscribers of social
media used by Ministry of Health Malaysia to promote organ donations is
still small. Statistics show in September 2018, there are 32,234 Facebook
likers, 7,569 Twitter followers, 2,532 Instagram followers and 100
YouTube subscribers for Derma Organ. Apparently, there were about
21.9 million social media users in 2016 and it shows an increase compared
to 2015 which is 2.4% [6]. Furthermore, Yusop and Sumari [7] stated
that 88% of Malaysian youth are actively engaged in using social media
platform. Based on the statistics, this indicates that the number of likers
or followers of social media sites promoting organ donation is relatively
small compared to the total of internet users in Malaysia.
Therefore, based on the above-mentioned phenomenon, this paper
aims to critically review the existing literature to find the key issues which
are related to the information adoption of social media. The output of
this review is used as our basis to develop a conceptual model to explain
the relationships among proposed predictors towards the information
usefulness and adoption which will generate intention to register as
organ donors.
2.0 LITERATURE REVIEW
In these recent years, social media have become the best tool for
non-profit organizations to promote their causes [8]. The role of social
media in a non-profit organization is generally to provide a medium to
spread information, gain support and build trust [9]. In addition, social
media also helps marketers in these non-profit organizations to break
clutters in order to compete with larger and higher budget advertisement
from other organizations due to its ability to reach broader populations
at lower cost [10]. Moreover, social media enable social marketers to
integrate the elements of marketing techniques in promoting changes in
attitude and behaviour [11].
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Past studies on the use of social media by non-profit organizations are
mostly discuss on the effectiveness of social media in non-profit context
[12, 13], social media’s impact on non-profit brand engagement [14],
the adoption of social media in management of non-profit organization
[15, 16, 17, 18], the social media as the platform for voicing the opinion
to make a change or create advocacy [8, 19], effectiveness in area of
public engagement between non-profit organization and target segment
of people by spreading information, hashtag and dialog [20, 21, 22, 24],
promoting the agenda of non-profit organizations [25], enhancing the
motivations to participate in the activities that are under the spectrum
of non-profit organizations [26] and also building and increasing the
levels of relationships between consumers and non-profit organizations
by embracing the tool of social media [27].
Meanwhile, in the context of organ donation and social media,
literature review demonstrates that the past studies focus on the impact
of information from social media toward knowledge and attitudes of organ
donation [28, 29, 30], the effect of social media towards public opinion on
organ donation registration [31], examining the theory of cultural carrying
capacity [32], testing the effect of social media towards the intention to
register as organ donors [33], the Facebook effect towards organ donor
registration [34,35], impact of social media towards university students
in organ donation registration [36], responses among the audiences
towards organ donation video using social media platforms [37, 38],
the used of social media by hospitals in promoting organ donation [39],
understanding how the social media is able to affect the society towards
registering as organ donors [40], examining how opinion leaders post
about organ donation on social media platforms [41], effects on promoting
ethical dimensions through social media [42] and exploring the public
discourse toward organ donation [43]. Based on the above-mentioned past
studies, hence, we found that there is a gap in the literature which failed
to discuss on the message framing used in the social media to promote
organ donation.
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The effectiveness of social media in the area of non-profit
organizations is vastly discussed in the literature for its ability to change
the behaviour of consumers or individuals to a positive direction which
is by sharing meaningful information that creates awareness on certain
issues [44]. Apart from that, past studies have also highlighted the nature
of social media which is low cost which makes them a favourable tool to
non-profit organizations [45]. Furthermore, the ultimate benefit to nonprofit organizations in using social media is the ability to communicate
effectively with their target segments [46]. However, the task to embrace
social media by non-profit organization is challenging because the
public do not trust the information providers [20]. This has resulted the
organizations to become scepticism with the ability of social media to
assist them to achieve their goals [47].
2.1

Information Quality

Numerous researchers discussed the importance of information
quality in the context of dissemination of health information through
online platforms [48, 49, 50]. Information quality is defined as the degree
to which information is suitable for doing a specified task by a specific
user, in a certain context [51]. Social media is one of the online platforms
that gives major impact in disseminating health information because its
capability to support the communication process to become more efficient
[52]. In communication, the quality of information is rated high as it
gives positive impact to targeted audience to accept health information.
Moreover, several researchers have discussed the importance and positive
impact of quality health information [53].
In the study of social media for health communication, the quality
of health information is one of the most crucial elements concerning the
general public [53]. Changing to positive behaviour is the ultimate goal of
every health professionals. Hence, to achieve the desired outcomes, health
professionals and relevant organizations must have high understanding
of social media in order to be able to make the desired goal a reality [53].
Meanwhile, in the context of organ donation promotion, social media has
been cited as significant and has a positive impact to the population in
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terms of providing basic knowledge and concepts about organ donation by
delivering quality information as well as giving a positive image [54, 55].
Furthermore, Kang and Kim [56] found that the content of a social
media which has good quality provides direct impact on the information
usefulness. Moreover, in examining the relationship between information
quality and information usefulness, Samsi et al. [57] found the information
quality to represent a dimension of accuracy as the major predictor of the
positive relation with information usefulness among Malaysians whom
perceived the quality information as the main elements for them to use
the information in a confidence way without any doubts.
In contrast, Sun, Zhang, and Xiao [58] found that there is no significant
relationship between information quality and information usefulness on
internet platforms because the technology already going along several
phases of advancement and this makes the quality of information is
significantly enhanced along with that advancement process. Huntington
et al. [59] stated enormous choice of digital health information on the web
increases people’s scepticism towards the health-related information and
makes them believe less in the quality of information and subsequently
become reluctant to accept or use that information. Similarly, Liu, Li,
Zhang and Huang [60] found that there is no significant relationship
between the information quality and information usefulness. However,
the study examined in context of virtual communities by focusing on the
expectations and the performance of communities towards the information
quality.
From the above discussion, hence, this shows that information quality
is noteworthy to be investigated in the context organ donation. In addition,
based on the works by [52,53], we therefore assumed that information
quality has a positive relationship towards information usefulness.
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2.2

Information Credibility

The aggressive growth of digital information has encouraged scholars
to examine the ways people make assessment of credibility through online
information medium [61]. In support, there is an abundance of studies
that examine the importance of information credibility in various areas
including health information [62, 63] and retail commercial marketing
[64]. Meanwhile, in context of health-related information, individuals tend
to display critical judgement in the process of evaluating the credibility
of information sources [48, 65].
Bateman [66] revealed that individuals prefer to source information
that is credible when they seek information. Additionally, the author
pointed out that information credibility as a crucial criterion that is needed
by the individuals to accept the information. Kim [67] concluded that
the source of information that is credible is most frequently quoted by
the respondents (general public in range age of 20 to 30) as an important
element for influencing them to perceive the information as useful.
Thus, based on the review from the discussion from previous studies,
information credibility is an important aspect associated to the source of
the information [68].
The authoritative factor is a main contributor for the information to
be perceived as credible by young adults and it is an important predictor
in order to accept the health information in the online world [62]. The
authoritative source of health information that is associated with specific
words or names such as “Dr.”, “Hospital”, and “.gov” have a huge
influence to increase the credibility of young people towards healthrelated information [69]. The authors also stated that young people often
seek and get health-related information was from social media platform.
Therefore, in the world that is constantly emerging with latest technologies,
it is important to review the credibility of information [69]. Moreover,
the rapid changes in social media affect the credibility of information
in the online world which can influence the attitude and behavioural
intention of the users [70]. In the context of health-related product, the
credibility of information also gives high positive impact for the context
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of advertisements which influence consumers to accept the information
delivered to them [63].
The information credibility was found to have a positive influence
on information usefulness in context of online health information [70].
Rowley, Johnson, and Sbaffi [71] found that there are high similarities
between men and women in their belief for the credibility of online health
information in context of health-related promotion and prevention. Metzger
and Flanagin [72] discussed the Piaget’s stages of revolution of people’s
credibility evaluation which consists three stage: 1) preoperational stage
(for ages in between 2 to 7 years old) is about how the children confront
the difficulties in assessing the sources because they do not own the ability
to understand and that individuals may have the viewpoints and motivation
that vary from their own, 2) concrete operational stage (for ages between
7 to 11 years old) is the stage where children might give attention to the
superficial indicators of sources credibility (site attractiveness or the site
design) and make them tend to make reason based on information that
they get from tangible or physically contact, and 3) formal operational
stage (for ages 11 until adolescence) is where the individual begins to
own the ability to evaluate credibility based on other factors (for example
task factor which refers to the experience and environmental factor which
refers to genetic) but this process will be an iterative process. Based on
discussions and previous findings, the youth are mostly were unconcerned
about the credibility in content of online digital media [73, 72]. However,
the youth population is an important target group in organ donation
campaign because they have tendency to pledge as organ donors [74].
In addition, the health information that is delivered through the
channel of social media was found to have a positive relationship between
information credibility and information usefulness. Meanwhile, source
credibility of information is determined by the factor of trustworthiness
and goodwill [75]. This is supported by Andrews, Domdouzis, Hirsh,
Lefticaru, and Orphanides [76] who reported that credibility has positively
influence the usefulness of information. Zhang, Ito, Wu, and Li [77] assert
that the information credibility has a significantly positive impact towards
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information usefulness in services sector and drives people to adopt the
information from social media.
In contrast, Bates, Romina, Ahmed, and Hopson [78] found that
source credibility does not have a significant positive relationship with
information usefulness for consumers to evaluate the health information
in online medium. The author discussed the reason behind this contradict
findings because people have low intention to seek other sources of
health information and also have the perception that all sources of
information are at the same level of credibility. Based on the above
arguments, it shows contradictive findings on the relationship between
the information credibility and information usefulness in context of online
health information and marketing which indicates the importance of this
relationship to be studied. Hence, based on the research by [75,76,77], we
propose that information credibility has a positive relationship information
usefulness.
2.3

Visual Information

The visual refer as a constituted dimension of visual that are
meaningful to represent our real-life world [79]. The visual information
defines as the pictorial like photos, videos, pictures which represent a
product and the research related visual information are usually focus in
area of visual information towards memory as well as in the area of the
effect of visual information towards the people attitudinal response [80].
The factors that contribute to the importance of visual information
for humans are as follows: 1) visual information is easier to understand
which is enable to break through the barriers of culture or linguistics, 2)
humans have the ability to remember almost 80% from the things that
they see compared to text (reading the information) which is only 20%,
3) the changing of human needs that prefer shorter span of time and
optimize content which can be done through visual, and 4) the visual has
an eye catching characteristic which is able to touch emotion of humans
[81]. Hence, in the context of present study, the importance of visual
information as the role to attract attention of people to be aware about
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the importance of organ donation to save lives. Visual information like
photograph acts as universal language that makes it possible for all people
regardless of language or age will understand the meaning or message
that it intends to deliver [82].
In regards to health related information, previous studies show that
viewers tend to forget instantly almost 40% - 80% of the information that
is delivered by the health care professionals [83] and it will become worse
if the people have very low skill of health literacy [84]. Health literacy
refers to the degree of individual’s capacity to process and understand
the basic information in order for help them to make decision related to
health [85]. One common reason for people to be reluctant to register as
organ donors is lack of knowledge and understanding about the process
related to organ donation [86]. Barros et al. [87] revealed that in order to
overcome the health literacy problem among the people is by delivering
visual information which is it will enhance the level of understanding
towards health-related concept. Therefore, the visual information will be
able to transmit the concept of health-related to people in expeditiously,
clearly, and in a simple manner [88, 87].
Alotaibi et al. [89] highlight that the use of social media platform for
communication gives impact in positive direction to fulfil the needs of
information among people by delivering in format of video or photograph.
On the other hand, Hansen, Eisner, Pfaller, and Schicktanz [90] discuss
the campaign for organ donation targeted at people by delivering the
information in form both of verbal and visual through social media has
positive influence to people’s attitude and belief on organ donation.
Furthermore, Barros et al. [87] concluded that in studies of health
care, there is a significant positive relationship between visual information
and useful of information. In addition, Barros et al. [87] highlighted that the
pictograms through various channels like website or online have important
role to educate people. This phenomenon increases their knowledge and
help individuals to make decision related to health. Another explanation
for this positive relationship between visual towards useful of information
is people are more in favour of quick cognitive nature because visual refer
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to the picture is able to give more meaningful messages rather that the text
only information [91]. Moreover, the visual information such as pictures
with text or written information to convey information is found to be
more effective and understandable among viewers to interpret and accept
messages [92]. Furthermore, a study conducted in Korea also confirmed
that the visual information positively influence usefulness of information
and improving the effectiveness of health information in website as well
as align with the demand of public towards health information [93]. Thus,
in this study, we assume that visual information is imperative and has a
positive relationship towards information usefulness.
2.4

Accessibility of Information

The increasing numbers of users of social media shows that it is gaining
popularity because it has the ability to give effective communication for
an organization which is able to reach larger audiences quickly [94].
Additionally, due to the interactive nature of social media, the management
of organizations build and continue their public social media sites with
the objective to improve the relationship between organizations and the
general public [95]. Because of the positive trend on social media, the
use of traditional business tools is less appealing [96]. Apart from that,
this trend also has resulted the government to use social media platforms
in building relationship with citizens by providing an avenue for citizens
to access online information and other services [97, 98].
The important factor in contributing to accept the technology
information of social media among the people is the accessibility which
mean the people find it easy to access the information in social media sites
[99]. Another factor which contributes to accessibility is the convenience
to use the social media to get some information and the availability of the
information when using the platform of social media [100]. Social media
helps health professional in putting the management in better position
due its ability to immediately respond and cover widely in information
delivery [101].
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The uses of social media in the context of health communication are
beneficial in terms of the vast availability of information, ability to tailor
information, fast interactions with others and also accessibility toward
health information [53]. Factors drive the adoption of social media to access
information from government bodies are mostly because of quick response
or transparency [102]. In addition, in Malaysia context, availability of
technology and the ability to exploit the technology are the top reason to
use social media [103].
In the organ donation context, the emergence of social media like
Facebook provides better communication with people to allow them
immediately access towards the information related to organ donation
(statistic about organ donation and the information related live experience
of disease) and leads to more favourable outcome towards organ donation
[104]. The elements of simple and easy accessibility to organ donation
information is one of the predictors suggested to be included to eliminate
the barriers to register as organ donor [105].
Furthermore, Yoon and Kim [62] stated that there is a positive
relationship between accessibility of information toward useful of
information. According to Cline and Haynes [106], there are three ways
in how consumers access the health information in online platform: 1)
looking straightforward for health information, 2) to be part of health
information support group, and 3) arranging consultant session with health
professionals. In detail, those three ways are interrelated with each other but
people mostly access health information in direction of straightforward for
health information and to be part of health support group. This is supported
by Yoon and Kim [62] that the positive impact between accessibility
towards information and useful information are because the online health
information is convenience and fast. In addition, the characteristics of
social media which are available at anytime and anywhere contribute
to a positive relationship between the accessibility of information with
information usefulness [107].
However, the level of maturity of technology skills and knowledge
among the people is an obstacle to access the information in social media
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platform and also the fear of pressure from social media makes people
reluctant to access information in social media [108]. Fear pressure in
context of health information refers to the issue related with expectation by
other users who compare our motivation and theirs in health context [109].
Despite of these issues, we still presume that accessibility of information is
important and has a positive relationship towards information usefulness.
Therefore, this study proposes that there is a significant relationship of
accessibility of information toward information usefulness.
2.5

Information Usefulness

The information usefulness is stated as a main predictor to influence
towards information adoption [110, 111]. According to Davis et al. [111],
perceived usefulness is defined as the degree to which a person believes
that using a particular system would enhance his or her job performance.
The importance of information usefulness in online platform was discussed
as a vital factor in communication process which is the information that
is perceived as useful by individuals will be beneficial for them to reduce
the risk that they face for certain types of topics [112]. Therefore, based
on the arguments on the information usefulness, we believe individuals
will frequently use and visit social media sites [113].
Furthermore, the platform of social media to disseminate the health
information is one of the factors for increasing the usefulness of information
because the ability to access social media at anywhere and anytime [114].
Another reason which contributes to usefulness of information is the
information in social media is managed by the health experts [115]. For
organ donation, the web 2.0 is used to disseminate information regarding
organ donation using video or text which can be perceived as useful by
viewers [37]. Additionally, in context of social media, the information
usefulness was proven to encourage individuals to adopt information that
influences their behavioural intention [116]. Moreover, human cognitives
are influenced by the functions and features that are available in information
technologies system and this will lead to strengthen the usefulness toward
information because they perceived that the information technologies are
able to deliver benefits for them [117].
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According to Saeed and Abdinnour-Helm [117], the less complex of
the information transferred by a technology the more positively it increases
the usefulness of the information. The social media in group of web 2.0
generally comes out with new interface design that are user friendly which
encourage people to use the social media platform [118].
In the context of health information, information usefulness is found
to positively impact information adoption [112]. The process of usefulness
to adoption of information is in form of the informational influence, which
indicates how individuals assess information and receive from others and
useful for them in their real life [110]. The availability of greater deal of
information in online platform is reportedly to influence towards how
individuals perceived the information as useful because individuals are able
to review and process abundance of information which directly contributes
to increase the usefulness of the information [119]. Similarly, an earlier study
in service sector shows that the credibility and vividness of information
(appearing in term video and text) contributed to information usefulness
and provides positive association towards adoption of information [120].
Additionally, Borzekowski and Rickert [121] revealed that active users use
internet to search health information on various range of topics and found
the information useful to act as a great substitute for the information that
they get from health care providers.
Peng, Liao, Wang and He [122] stated that in context services, source
credibility and information quality are the predictors to information
usefulness. The authors also found that the information usefulness
positively impacted towards adoption of information. In contrast, Conesa
et al. [123] discuss that the information is less useful from perspective of
general public toward the organ donation campaign because they stated
that they also encounter others health promotion campaigns or activities
from other sources which make it becomes overcrowded and make them
reluctant to adopt the organ donation information. Meanwhile, Lee [113]
discusses that individual does not adopt information easily because certain
individuals have their own perceptions for certain issues.
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Apparently, the information usefulness is an important factor for
individual in the communication process in platform of social media. We
assume the information usefulness makes individual accepts the information
as beneficial and useful for them which is through social media platform.
Therefore, we propose that information usefulness has a positive impact
on information adoption.
2.6

Information Adoption

Cheung, Lee, and Rabjohn [124] define the information adoption as
the individual process in which the individual purposely engaged and use
the information. In other words, people will adopt information after they
consider the information as useful or helpful for them. Apart from that,
information adoption refers to the degree of people that will accept the
content of information that is perceived as meaningful for them which is
after going through the process of assessing the content validity [125].
Equally important, the information adoption is related to the process of
individual internationalization phase in the context of knowledge transfer
that is the information that is exposed by individual will transfer to
the internalized knowledge of individuals and the knowledge will give
substantial meaning for people [126].
Chaiken and Eagly [127] discuss that the result may vary even though
people are exposed to the same content because every person can generate
exceptionally distinctive reactions as well as in different way to receive
the content. The authors add the causes of this phenomena as each of
individual has their own different perception, experiences and also sources
the recipients getting the content. This argument adds an important element
for the current study which is to investigate and understand the adoption
of information process of people toward organ donation information.
In the perspective of organ donation, Woien, Rady, Verheijde, and
Mcgregor [128] mention that internet website that contain information
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about organ donation has significantly impact people for adopting the
information and increases the registrations to be organ donors. The content
of information can be divided into four categories which are as follows;
1) donor knowledge content, 2) donor consent reinforcement content,
3) donation promotion content, and 4) informed consent content [129].
Despite of this positive phenomenon of adoption, Hawn [130] revealed
that major causes towards the lower adoption of information from social
media because the factor of lack of happiness elements.
The initial initiative of people to use the information system is the
key to determine adoption of information and it is found to have a positive
influence towards behaviour intention [130]. According to Hausmann,
Touloumtzis, White, Colbert, and Gooding [131], individuals reported that
social media is able to deliver and help them to get health information that
is useful for them. Later, in previous studies in context of health information
by using social media as a medium for communication, Gabarron et al.
[132] discuss that those individuals who adopted health information from
social media will have exceptionally high effect towards their intention for
behavioural changes which this occurs after the individual is exposed by
health campaign in social media. Recently, Erkan and Evans [133] stated
there is a positive impact in relation between the information adoption and
intention. Therefore, we propose that information adoption has a positive
effect towards intention to register as organ donors.
2.7

Intention to Register as Organ Donors

Intention as academically speaking has been extensively examined
and discussed in various themes. Generally, intention is defined as the
conceptualization of the readiness in individuals to perform the actual
behaviour [134]. Intention also refers to the aspect of people that they will
act based on their intention which is influenced from their own skill that
they need to perform such behaviour and also by the situational factors
which make that behaviour is possible to perform [135]. Moreover, another
critical factor to study the individual intention in this research is due to
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the argument by earlier scholars that stated the intention is a reliable and
vital source for devise in related strategies to achieve the ultimate target
of changing behaviour [136]. In addition, intention to register as organ
donors depends on how the mass media portray the information (organ
donation) [137].
Furthermore, online organ donation campaigns that emphasize on
the critical issue of organ donation were found to influence the intention
of individuals to register as organ donors [33]. The authors discuss this
effort to emphasize the issue of organ donation will only be successful in
influencing the intention to register as organ donors by making individual
notices that this crisis needs more individual action to solve it which is by
registering as organ donors. Feeley et. al [86] discussed that the intention
to register as organ donors is influenced by the perceived realism that was
portrayed by media about the reality of organ donation. The authors discuss
the perceived realism referring to the ability of media to present accurate
information which reflects to our real world. Despite of that, Morgan et al.
[137] reveal that individuals often claim that they have often encountered
inaccurate information on media and this issue is an obstacle for them to
decide to register as organ donors.
Therefore, in light of the above argument, investigating towards the
intention to register as organ donors is more relevant and crucial than
investigating in their intention to donate organs. This statement is supported
by previous studies that found people who owned the organ donor card
show a higher commitment for behavioural action of organ donation
compared to the people who voiced out that they want or willingness to
register as organ donors but did not sign the form to become official organ
donors who own the organ donor card [138].
In addition, Cheung and Thadani [139] suggested that the adoption
of information that is disseminated through platform of social media has
higher impact towards the individual’s intention. Similarly, Cheung, Luo,
Sia, and Chen [140] discussed that the information adoption has significant
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relationship with individual’s intention when subjects are using computer
as a mediator to access information related organ donation. Recently,
in context of commercial marketing, Erkan and Evans [133] stated and
proved that the information adoption has a positive influence toward
purchase intention in context of social media. Therefore, in this study,
the information adoption is proposed to have positive significant impact
toward individual’s intention to register as organ donors.
3.0 PURPOSE FRAMEWORK
Based on extensive discussion above, the purpose framework is as follows:

Figure 1: Purpose Framework

This study identifies four important predictors toward information
usefulness which are information quality, information credibility, visual
information and accessibility information. Meanwhile, the information
usefulness is proposed to mediate the relationships between information
quality, information credibility, visual information and accessibility
information toward information adoption. Finally, the information
adoption is proposed to mediate the relationship between information
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usefulness and intention to register as organ donor.
4.0 CONCLUSION
The objective of this paper is to search and identify the factors that
contribute to individuals to accept information from social media as
useful for them. From the discussions and reviews, information quality,
information credibility, visual information and accessibility information are
proposed to become as predictors for information usefulness. Meanwhile,
the information usefulness is assumed to mediate the relationship between
the four important independent variables and information adoption. On the
other hand, information adoption is expected to mediate the relationship
between information adoption and intention to register as organ donors.
This paper is expected to assist future researchers to get clear insights
and understanding about how individuals accept information as useful
for them through social media platform in the context of organ donation.
Additionally, this paper is expected to be beneficial to marketers especially
social marketers in designing their message using social media. With this in
mind, the authors are therefore, will use and extend the proposed research
model as the framework for their future research.
5.0 REFERENCES
[1]

[2]

[3]

Robson, N. Z. M. H., Razack, A. H., & Dublin, N. (2010). Organ
transplants: ethical, social, and religious issues in a multicultural society.
Asia-Pacific Journal of Public Health, 22(3), 271–278. https://doi.
org/10.1177/1010539509357446
Farhanah, S. N. (2017, December 4). More than 21,00 Malaysian on waiting
list for organ donors. New Straits Times Online, Retrieved from https://www.
nst.com.my/news/nation/2017/12/310586/more-21000-malaysians-waitinglist-organ-donors
Wong, L. P. (2010). Information needs, preferred educational messages and
channel of delivery, and opinion on strategies to promote organ donation:
A multicultural perspective. Singapore Medical Journal, 51(10), 790–795.
64

Identifying the Factors Influencing Information Usefulness and Information Adoption in
Promoting Organ Donation through Social Media

[4]

[5]

[6]
[7]

[8]

[9]

[10]

[11]
[12]

[13]

[14]

Retrieved from https://www.ncbi.nlm.nih.gov/pubmed/21103814
Tumin, M., Raja Ariffin, R. N., Mohd Satar, N. H., KokPeng, N., SooKun, L.,
& ChinSieng, C. (2014). Organ donation campaigns: perspective of dialysis
patient’s family members. Iranian Journal of Public Health, 43(7), 926–935.
Retrieved from https://www.ncbi.nlm.nih.gov/pmc/articles/PMC4401057/
Global Observatory on Donation and Transplantation. (2016). Total rate
(pmp) Total Number of Actual Deceased Organ Donors 2016. Retrieved
from http://www.transplant-observatory.org/data-charts-and-tables/chart
Suruhanjaya Komunikasi dan Multimedia Malaysia (SKMM). (2017).
Internet Users Survey 2017. Selangor. Malaysia.
Yusop, D. F., & Sumari, M. (2013). The use of social media technologies
among Malaysian youth, 103, 1204–1209. https://doi.org/10.1016/j.
sbspro.2013.10.448
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/10.1177/0899764012471585
Waters, R. D., & Jamal, J. Y. (2011). Tweet, tweet, tweet: A content analysis
of nonprofit organizations’ Twitter updates. Public Relations Review, 37(3),
321–324. https://doi.org/10.1016/j.pubrev.2011.03.002
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. Social Marketing and Health Communication
Enhancing, 9(4), 338–343. https://doi.org/10.1177/1524839908325335
Lefebvre, R. C. (2011). An integrative model for social marketing. Journal of
Social Marketing, 1(1), 54-72. https://doi.org/10.1108/20426761111104437
Boulianne, S., Minaker, J., & Haney, T. J. (2018). Does compassion go
viral? Social media, caring, and the Fort McMurray wildfire. Information,
Communication & Society, 0(0), 1–15. https://doi.org/10.1080/13691
18X.2018.1428651
Saxton, G. D., & Wang, L. (2014). The Social Network Effect: The
Determinants of Giving Through Social Media. Nonprofit and Voluntary Sector
Quarterly, 43(5), 850–868. https://doi.org/10.1177/0899764013485159
Algharabat, R., Rana, N. P., Dwivedi, Y. K., Alalwan, A. A., & Qasem,
Z. (2018). The effect of telepresence, social presence and involvement on

65

Journal of Media and Information Warfare

[15]

[16]

[17]

[18]

[19]

[20]

[21]

[22]

consumer brand engagement: An empirical study of non-profit organizations.
Journal of Retailing and Consumer Services, 40, 139–149. https://doi.
org/10.1016/j.jretconser.2017.09.011
Curtis, L., Edwards, C., Fraser, K. L., Gudelsky, S., Holmquist, J., Thornton,
K., & Sweetser, K. D. (2010). Adoption of social media for public relations
by nonprofit organizations. Public Relations Review, 36(1), 90–92. https://
doi.org/10.1016/j.pubrev.2009.10.003
Lovejoy, K., & Saxton, G. D. (2012). Information, Community, and Action:
How Nonprofit Organizations Use Social Media. Journal of ComputerMediated Communication, 17(3), 337–353. https://doi.org/10.1111/j.10836101.2012.01576.x
Avery, E., Lariscy, R., Amador, E., Ickowitz, T., Primm, C., & Taylor, A.
(2010). Diffusion of social media among public relations practitioners
in health departments across various community population sizes.
Journal of Public Relations Research, 22(3), 336–358. https://doi.
org/10.1080/10627261003614427
Young, J. A. (2016). Facebook, Twitter, and Blogs: The Adoption and
Utilization of Social Media in Nonprofit Human Service Organizations.
Human Service Organizations Management, Leadership and Governance,
41(1), 1–42. https://doi.org/10.1080/23303131.2016.1192574
Auger, G. A. (2013). Fostering democracy through social media: Evaluating
diametrically opposed nonprofit advocacy organizations’ use of Facebook,
Twitter, and YouTube. Public Relations Review, 39(4), 369–376. https://doi.
org/10.1016/j.pubrev.2013.07.013
Lovejoy, K., Waters, R. D., & Saxton, G. D. (2012). Engaging stakeholders
through Twitter: How nonprofit organizations are getting more out of 140
characters or less. Public Relations Review, 38(2), 313–318. https://doi.
org/10.1016/j.pubrev.2012.01.005
Su, L. Y., Scheufele, D. A., Bell, L., Brossard, D., & Xenos, M. A. (2017).
Information-Sharing and Community-Building: Exploring the Use of Twitter
in Science Public Relations. Science Communication, 39(5), 569–597. https://
doi.org/10.1177/1075547017734226
Svensson, P. G., Mahoney, T. Q., & Hambrick, M. E. (2015). Twitter as a
Communication Tool for Nonprofits: A Study of Sport-for-Development
Organizations. Nonprofit and Voluntary Sector Quarterly, 44(6), 1086–1106.
https://doi.org/10.1177/0899764014553639
66

Identifying the Factors Influencing Information Usefulness and Information Adoption in
Promoting Organ Donation through Social Media

[23] Pegoraro, A., Scott, O., & Burch, L. M. (2017). Strategic Use of Facebook to
Build Brand Awareness: A Case Study of Two National Sport Organizations.
International Journal of Public Administration in the Digital Age, 4(1),
69–87. https://doi.org/10.4018/IJPADA.2017010105
[24] Guidry, J. P. D., Jin, Y., Orr, C. A., Messner, M., & Meganck, S. (2017). Ebola
on Instagram and Twitter: How health organizations address the health crisis
in their social media engagement. Public Relations Review, 43(3), 477–486.
https://doi.org/10.1016/j.pubrev.2017.04.009
[25] Ramanadhan, S., Mendez, S. R., Rao, M., & Viswanath, K. (2013).
Social media use by community-based organizations conducting health
promotion: a content analysis. Bmc Public Health, 13(1), 1129. https://doi.
org/10.1186/1471-2458-13-1129
[26] Jost, J. T., Barberá, P., Bonneau, R., Langer, M., Metzger, M., Nagler, J.,
… Tucker, J. A. (2018). How Social Media Facilitates Political Protest:
Information, Motivation, and Social Networks. Political Psychology, 39(3),
85–118. https://doi.org/10.1111/pops.12478
[27] 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
[28] Cucchetti, A., Zanello, M., Bigonzi, E., Pellegrini, S., Cescon, M., Ercolani,
G., … Pinna, A. D. (2012). The use of social networking to explore knowledge
and attitudes toward organ donation in Italy. Minerva Anestesiol, 78(10),
1109–1116. Retrieved from https://www.minervamedica.it/en/journals/
minervaanestesiologica/article.php?cod=r02Y2012N10A1109
[29] Hajjar, W. M., Bin Abdulqader, S. A., Aldayel, S. S., Alfardan, A. W., &
Alzaidy, N. I. (2016). Knowledge, Attitudes, and Beliefs Toward Organ
Donation Among Social Media Users. Transplantation Proceedings, 48(7),
2418–2422. https://doi.org/10.1016/j.transproceed.2016.02.097
[30] Ju, M. K., Sim, M. K., & Son, S. Y. (2018). A Study on Nursing
Students’ Knowledge, Attitude, and Educational Needs for Brain-Death
Organ Transplantation and Donation and Intent to Donate Organs.
Transplantation Proceedings, 50, 1187–1191. https://doi.org/10.1016/j.
transproceed.2018.02.036
[31] Aykas, A., Uslu, A., & Simsek, C. (2015). Mass Media, Online Social

67

Journal of Media and Information Warfare

[32]

[33]

[34]

[35]

[36]

[37]

[38]

[39]

[40]

[41]

Network, and Organ Donation: Old Mistakes and New Perspectives.
Transplantation Proceedings, 47, 1070–1072. http://dx.doi.org/10.1016/j.
transproceed.2014.09.182
Bail, C. A. (2016). Cultural carrying capacity: Organ donation advocacy,
discursive framing, and social media engagement. Social Science and
Medicine, 165, 280–288. https://doi.org/10.1016/j.socscimed.2016.01.049
Stefanone, M., Anker, A. E., Evans, M., & Feeley, T. H. (2012). Click
to “Like” Organ Donation: The Use of Online Media to Promote Organ
Donor Registration. Progress in Transplantation, 22(2), 168–174. https://
doi.org/10.7182/pit2012931
Cameron, A. M., Massie, A. B., Alexander, C. E., Stewart, B., Montgomery,
R. A., Benavides, N. R., … Segev, D. L. (2013). Social media and organ donor
registration: The Facebook effect. American Journal of Transplantation,
13(8), 2059–2065. https://doi.org/10.1111/ajt.12312
Cameron, A. M. (2015). Social Media and Organ Donation : The Facebook
Effect. Journal of Legal Medicine, 36(1), 39–44. https://doi.org/10.1080/0
1947648.2015.1049916
D’Alessandro, A. M., Peltier, J. W., & Dahl, A. J. (2012). Use of Social Media
and College Student Organizations to Increase Support for Organ Donation
and Advocacy: A Case Report. Progress in Transplantation, 22(4), 436–441.
https://doi.org/10.7182/pit2012920
Tian, Y. (2010). Organ donation on web 2.0: Content and audience analysis of
organ donation videos on YouTube. Health Communication, 25(3), 238–246.
https://doi.org/10.1080/10410231003698911
Vanderknyff, J., Friedman, D. B., & Tanner, A. (2015). Framing life and death
on YouTube: The strategic communication of organ donation messages by
organ procurement organizations. Journal of Health Communication, 20(2),
211–219. https://doi.org/10.1080/10810730.2014.921741
Kordzadeh, N., & Young, D. K. (2018). Exploring Hospitals’ Use of
Facebook : Thematic Analysis. Journal of Medical Internet Research, 20(5),
1–20. https://doi.org/10.2196/jmir.9549
Henderson, M. L. (2018). Social Media in the Identification of Living Kidney
Donors : Platforms, Tools, and Strategies. Current Transplantation Reports,
5, 19–26. https://doi.org/10.1007/s40472-018-0179-8
Shi, J., & Salmon, C. T. (2018). Identifying Opinion Leaders to Promote
Organ Donation on Social Media: Network Study. Journal of Medical
68

Identifying the Factors Influencing Information Usefulness and Information Adoption in
Promoting Organ Donation through Social Media

Internet Research, 20(1), 1–17. https://doi.org/10.2196/jmir.7643
[42] Moorlock, G., & Draper, H. (2017). Empathy, social media, and directed
altruistic living organ donation. Bioethics, 1–9. https://doi.org/10.1111/
bioe.12438
[43] Nawa, N., Ishida, H., Suginobe, H., Katsuragi, S., Baden, H., Takahashi, K.,
… Ozono, J. (2017). Analysis of public discourse on heart transplantation in
Japan using social network service data. American Journal of Transplantation,
232–237. https://doi.org/10.1111/ajt.14527
[44] Young, J. A. (2016). Facebook, Twitter, and Blogs: The Adoption and
Utilization of Social Media in Nonprofit Human Service Organizations.
Human Service Organizations Management, Leadership and Governance,
41(1), 1–42. https://doi.org/10.1080/23303131.2016.1192574
[45] Tajudeen, F. P., Jaafar, N. I., & Ainin, S. (2018). Understanding the impact
of social media usage among organizations. Information and Management,
55, 308-321. https://doi.org/10.1016/j.im.2017.08.004
[46] Sisson, D. C. (2017). Control mutuality, social media, and organizationpublic relationships: A study of local animal welfare organizations’ donors.
Public Relations Review, 43(1), 179–189. https://doi.org/10.1016/j.
pubrev.2016.10.007
[47] Waters, R. D., Burnett, E., Lamm, A., & Lucas, J. (2009). Engaging
stakeholders through social networking: How nonprofit organizations are
using Facebook. Public Relations Review, 35(2), 102–106. https://doi.
org/10.1016/j.pubrev.2009.01.006
[48] Ma, T. (Jennifer), & Atkin, D. (2017). User generated content and credibility
evaluation of online health information: A meta analytic study. Telematics
and Informatics, 34(5), 472–486. https://doi.org/10.1016/j.tele.2016.09.009
[49] McKnight, D. H., Lankton, N. K., Nicolaou, A., & Price, J. (2017).
Distinguishing the effects of B2B information quality, system quality, and
service outcome quality on trust and distrust. Journal of Strategic Information
Systems, 26(2), 118–141. https://doi.org/10.1016/j.jsis.2017.01.00
[50] Kim, P., Eng, T. R., Deering, M. J., & Maxfield, A. (1999). Published criteria
for evaluating health related web sites: review. British Medical Journal. 318,
647-649. Retrieved from https://www.jstor.org/stable/25183918
[51] Emamjome, F., Rabaa’I, A. , Gable, G., & Bandara, W. (2013). Information
quality in social media: A conceptual model. Proceedings of the Pacific Asia
Conference on Information Systems (PACIS 2013). Retrieved from https://
69

Journal of Media and Information Warfare

aisel.asinet.org/pacis2013/72/
[52] Lopez, D. M., Blobel, B., & Gonzales, C. (2016). Information quality on
healthcare social media - an architectural approach. Health technology. 6(1),
71-25. https://doi.org/10.1007/s12553-016-0131-9
[53] Moorhead, S. A., Hazlett, D. E., Harrison, L., Carroll, J. K., Irwin, A., &
Hoving, C. (2013). A new dimension of health care: systematic review of
the uses, benefits, and limitations of social media for health communication.
Journal of Medical Internet Research, 15(4). https://doi.org/10.2196/
jmir.1933
[54] Eysenbach, G., Powell, J., Kuss, O., & Sa, E.-R. (2002). Empirical studies
assessing the quality of health information for consumers on the world wide
web: a systematic review. JAMA : The Journal of the American Medical
Association, 287(20), 2691–700. https://doi.org/10.1001/jama.287.20.2691
[55] Conesa, C., Ríos Zambudio, A., Ramírez, P., Canteras, M., Rodríguez, M. M.,
& Parrilla, P. (2004). Influence of different sources of information on attitude
toward organ donation: A factor analysis. Transplantation Proceedings,
36(5), 1245–1248. https://doi.org/10.1016/j.transproceed.2004.05.056
[56] Ju-Young M. Kang, Jieun Kim. (2017). Online customer relationship marketing
tactics through social media and perceived customer retention orientation
of the green retailer. Journal of fashion marketing and management: an
international journal. 21(3), 298-316. https:// doi.org/10.1108/JFMM-082016-0071
[57] Samsi, S. Z. B. T. M., Jamaluddin, H., Noor, A. S. M., Mohd, S. N. H.,
& Abdullah, S. (2016). Information quality, usefulness, and information
satisfaction in Islamic e-tourism websites. Journal of Theoretical and Applied
Information Technology. 89(2), 450-460. Retrieved from http://www.jatit.
org/volumes/Vol89No2/17Vol89No2.pdf
[58] Sun, H., Zhang, P., & Xiao, X. S. (2007). A Research model of relationship
quality in e-commerce: connecting IS factors with marketing profitability.
IS factors, Relationship quality and Business Profitability, 14(5), 1-16.
Retrieved from https://experts.syr.edu/en/publications/a-research-modelof-relationship-quality-in-e-commerce-connecting
[59] Huntington, P., Nicholas, D., Homewood, J., Polydoratou, P., Gunter,
B., Russell, C., & Withey, R. (2004). The general public’s use of (and
attitudes towards) interactive, personal digital health information and
advisory services. Journal of Documentation, 60(3), 245–265. https://doi.
70

Identifying the Factors Influencing Information Usefulness and Information Adoption in
Promoting Organ Donation through Social Media

org/10.1108/00220410410534167
[60] Liu, Y., Li, Y., Zhang, H., & Huang, W. (Wayne). (2017). Gender differences
in information quality of virtual communities: A study from an expectationperception perspective. Personality and Individual Differences, 104, 224–
229. https://doi.org/10.1016/j.paid.2016.08.011
[61] Rieh, S. Y. (2010). Credibility and Cognitive Authority of Information.
Encyclopedia of Library and Information Sciences, Third Edition, 1(1),
1337–1344. https://doi.org/10.1081/E-ELIS3-120044103
[62] Yoon, J., & Kim, S. (2014). Internet use by international graduate students
in the USA seeking health information. Aslib Journal of Information
Management, 66(2), 117–133. https://doi.org/10.1108/AJIM-01-2013-0005
[63] Marton, C., & Wei Choo, C. (2012). A review of theoretical models of health
information seeking on the web. Journal of Documentation, 68(3), 330–352.
https://doi.org/10.1108/00220411211225575
[64] Kim, H.-S., & Damhorst, M. L. (1999). Environmental attitude and
commitment in relation to ad message credibility. Journal of Fashion
Marketing and Management: An International Journal, 3(1), 18–30. https://
doi.org/10.1108/eb022545
[65] Li, Y., Wang, X., Lin, X., & Hajli, M. (2018). Seeking and sharing health
information on social media: A net valence model and cross-cultural
comparison. Technological Forecasting and Social Change. https://doi.
org/10.1016/j.techfore.2016.07.021
[66] Bateman, J. (1999). Modeling the importance of end-user relevance criteria.
Proceedings of the 62nd ASIS Annual Meeting, 36, 396-406.
[67] Kim, S. (2010). Questioners’ credibility judgments of answers in a social
question and answer site. Information Research, 15(1), 1–20. Retrieved from
http://www.informationr.net/ir/15-2/paper432.html
[68] Savolainen, R. (2011). Judging the Quality and Credibility of Information in
Internet Discussion Forums. Journal of the American Society for Information
Science and Technology, 62(7), 1243–1256. https://doi.rg/10.1002/asi.21546
[69] Jean, B., Subramaniam, M., Taylor, N. G., Follman, R., Kodama, C., &
Casciotti, D. (2015). The influence of positive hypothesis testing on youths’
online health-related information seeking. New Library World, 116(3/4),
136–154. https://doi.org/10.1108/NLW-07-2014-0084
[70] Metzger, M. J., Flanagin, A. J., & Medders, R. B. (2010). Social and Heuristic
Approaches to Credibility Evaluation Online. Journal of Communication,
71

Journal of Media and Information Warfare

60, 413–439. https://doi.org/10.1111/j.1460-2466.2010.01488.x
[71] Rowley, J., Johnson, F., & Sbaffi, L. (2017). Gender as an influencer of
online health information seeking and evaluation behaviour. Journal of the
Association for Information Science and Technology, 68(1), 36–47. https://
doi.org/10.1002/asi.23597
[72] Metzger, M. J., & Flanagin, A. J. (2008). Digital Media, Youth, and Credibility.
Cambridge, Mass: MIT Press.
[73] Mutti-Packer, S., Reid, J. L., Thrasher, J. F., Romer, D., Fong, G. T., Gupta,
P. C., … Hammond, D. (2017). The role of negative affect and message
credibility in perceived effectiveness of smokeless tobacco health warning
labels in Navi Mumbai, India and Dhaka, Bangladesh: A moderatedmediation analysis. Addictive Behaviors, 73, 22–29. https://doi.org/10.1016/j.
addbeh.2017.04.002
[74] Reubsaet, A., Brug, J., Nijkamp, M. D., Candel, M. J. J. M., Van Hooff,
J. P., & Van Den Borne, H. W. (2005). The impact of an organ donation
registration information program for high school students in the Netherlands.
Social Science and Medicine, 60(7), 1479–1486. https://doi.org/10.1016/j.
socscimed.2004.07.014
[75] Spence, P. R., Lachlan, K. A., Westerman, D., & Spates, S. A. (2013). Where
the Gates Matter Less: Ethnicity and Perceived Source Credibility in Social
Media Health Messages. Howard Journal of Communications, 24(1), 1–16.
https://doi.org/10.1080/10646175.2013.748593
[76] Andrews, S., Day, T., Domdouzis, K., Hirsch, L., Lefticaru, R., & Orphanides,
C. (2017). Application of Social Media in Crisis Management. Application
of Social Media in Crisis Management, 77–96. https://doi.org/10.1007/9783-319-52419-1
[77] Zhang, J., Ito, N., Wu, W., & Li, Z. (2017). “Don’t let me think!” Chinese
adoption of travel information on social media: moderating effects of selfdisclosure. Information and Communication Technologies in Tourism. 639653. https://doi.org/10.1007/978-3-319-51168-9-46
[78] Bates, B., Romina, S., Ahmed, R., & Hopson, D. (2006). The effect of source
credibility on consumers perceptions of the quality health information on
the internet. Medical informatics and the internet in medicine. 31(1), 45-52.
https://doi.org/10.1080/14639230600552601
[79] Lindgren, B. (2010). What is visual meaning?. Technology Digital Assets,
1-7. Retrieved from https://idpp.gu.se/digitalAssets/1300/1300213
72

Identifying the Factors Influencing Information Usefulness and Information Adoption in
Promoting Organ Donation through Social Media

[80] Lin, T. M., Lu, K., & Wu, J. (2012). The effects of visual information in
eWOM communication. Journal of Research in Interactive Marketing, 6(1),
7–26. https://doi.org/10.1108/17505931211241341
[81] Manic, M. (2015). Marketing Engagement Through Visual Content.
Economic Sciences, 8(57), 89–94.
[82] Çolak, M. Y., Hekimoglu, D., Ersoy, K., Sozen, F., & Haberal, M.
(2010). Health Content Analysis of Organ Donation and Transplantation
News on Turkish Television Channels and in Turkish Print Media.
Transplantation Proceedings, 42(1), 134–136. https://doi.org/10.1016/j.
transproceed.2009.12.008
[83] Kessels, R. P. C. (2003). Patients’ memory for medical information. Journal
of the Royal Society of Medicine. 96:219–222. Retrieved from https://www.
ncbi.nih.gov/pmc/articles/PMC539473/
[84] Braich, P. S., Almeida, D. R., Hollands, S., & Coleman, M. T. (2011). Effects
of pictograms in educating 3 distinct low-literacy populations on the use of
postoperative cataract medication. Canadian Journal of Ophthalmol, 46(3),
276–281. https://doi.org/10.1016/j.jcjo.2011.05.004
[85] Finn, S., & O’Fallon, L. (2017). Commentary The Emergence of
Environmental Health Literacy — From Its Roots to Its Future Potential.
Environmental Health Perspectives, 125(4), 495–501. https://dx.doi.
org/10.1289/ehp.1409337
[86] Feeley, T. H., Anker, A. E., Evans, M., & Reynolds-tylus, T. (2017). A
Department of Motor Vehicle – Based Intervention to Promote Organ Donor
Registrations in New York State. Progress in Transplantation, 1–8. https://
doi.org/10.1177/1526924817715471
[87] Barros, I. M. C., Alcântara, T. S., Mesquita, A. R., Santos, A. C. O., Paixão,
F. P., & Lyra, D. P. (2014). The use of pictograms in the health care : A
literature review. Research in Social and Administrative Pharmacy, 10,
704–719. https://doi.org/10.1016/j.sapharm.2013.11.002
[88] Kenny, T., Wilson, R. G., Purves, I. N., Clark, J., Newton, L. D., Newton, D.
P., & Moseley, D. V. (1998). A PIL for every ill? Patient information leaflets
(PILs): a review of past, present, and future use. Family Practice, 15(5):
471-479. Retrieved frorm https://www.ncbi.nlm.nih.gov/pubmed/9848435
[89] Alotaibi, N. M., Samuel, N., Wang, J., Ahuja, C. S., Guha, D., Ibrahim, G.
M., … Macdonald, R. L. (2017). The Use of Social Media Communications
in Brain Aneurysms and Subarachnoid Hemorrhage: A Mixed-Method
73

Journal of Media and Information Warfare

[90]

[91]

[92]

[93]

[94]

[95]

[96]

[97]

[98]

Analysis. World Neurosurgery, 98, 456–462. https://doi.org/10.1016/j.
wneu.2016.11.085
Hansen, J. M., Saridakis, G., & Benson, V. (2018). Risk, trust, and the
interaction of perceived ease of use and behavioral control in predicting
consumers’ use of social media for transactions. Computers in Human
Behavior, 80, 197–206. https://doi.org/10.1016/j.chb.2017.11.010
Ng, A. W. Y., Chan, A. H. S., & Ho, V. W. S. (2017). Comprehension by
older people of medication information with or without supplementary
pharmaceutical pictograms. Applied Ergonomics, 58, 167–175. https://doi.
org/10.1016/j.apergo.2016.06.005
Thompson, A. E., Goldszmidt, M. A., Schwartz, A. J., & Bashook, P. G.
(2010). Patient Education and Counseling A randomized trial of pictorial
versus prose-based medication information pamphlets. Patient Education
and Counseling, 78(3), 389–393. https://doi.org/10.1016/j.pec.2010.01.010
Choung, J. T., Lee, Y., Jo, H. S., Shim, M., Lee, H. J., & Jung, S. M.
(2017). What Factors Impact Consumer Perception of the Effectiveness of
Health Information Sites ? An Investigation of the Korean National Health
Information Portal. Medicine General & Social Medicine, 32, 1077–1082.
https://doi.org/10.3346/jkms.2017.32.7.1077
Ghiselli, R., & Ma, J. (2015). Restaurant social media usage in China A study
of industry practices and consumer preferences. Worldwide Hospitality and
Tourism Themes, 7(3), 251–265. https://doi.org/10.1108/WHATT-03-20150014
Tseng, M. (2017). Using social media and qualitative and quantitative
information scales to benchmark corporate sustainability. Journal of Cleaner
Production, 142, 727–738. https://doi.org/10.1016/j.jclepro.2016.05.062
Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite! The
challenges and opportunities of Social Media. Business Horizons, 53(1),
59–68. https://doi.org/10.1016/j.bushor.2009.09.003
Ellison, N., & Hardey, M. (2014). Social Media and Local Government :
Citizenship, Consumption and Democracy. Local Government Studies, 40(1),
21–40. https://doi.org/10.1080/03003930.2013.799066
Reddick, C. G., Chatfield, A. T., & Ojo, A. (2017). A social media text analytics
framework for double-loop learning for citizen-centric public services: A
case study of a local government Facebook use. Government Information
Quarterly, 34(1), 110–125. https://doi.org/10.1016/j.giq.2016.11.001
74

Identifying the Factors Influencing Information Usefulness and Information Adoption in
Promoting Organ Donation through Social Media

[99] Flynn, S., Hebert, P., Korenstein, D., Ryan, M., Jordan, W. B., & Keyhani,
S. (2017). Leveraging social media to promote evidence-based continuing
medical education. PLoS ONE, 12(1), 1–14. https://doi.org/10.1371/journal.
pone.0168962
[100] Li, H., Dombrowski, L., & Brady, E. (2018). Working toward Empowering a
Community: How Immigrant - Focused Nonprofit Organizations Use Twitter
during Political Conflicts. Digital Media & Policy Engagement, 335–346.
https://doi.org/10.1145/3148330.3142336
[101] Lim, W. M. (2016). Social media in medical and health care: opportunities
and challenges. Marketing Intelligence & Planning, 34(7), 964–976. https://
doi.org/10.1108/MIP-06-2015-0120
[102] Al-Aufi, A. S., Al-Harthi, I., AlHinai, Y., Al-Salti, Z., & Al-Badi, A. (2017).
Citizens’ perceptions of government’s participatory use of social media.
Transforming Government: People, Process and Policy, 11(2), 174–194.
https://doi.org/10.1108/TG-09-2016-0056
[103] Nawi, N. B. C., Mamun, A. Al, Nasir, N. A. B. M., Shokery, N. M. bt A. H.,
Raston, N. B. A., & Fazal, S. A. (2017). Acceptance and usage of social media
as a platform among student entrepreneurs. Journal of Small Business and
Enterprise Development, 24(2), 375–393. https://doi.org/10.1108/JSBED09-2016-0136
[104] Wicks, P., Sulham, K. A., & Gnanasakthy, A. (2014). Quality of life in organ
transplant recipients participating in an online transplant community. Patient,
7(1), 73–84. https://doi.org/10.1007/s40271-013-0033-0
[105] Irving, M. J., Jan, S., Tong, A., Wong, G., Craig, J. C., Chadban, S., …
Howard, K. (2014). What factors influence people’s decisions to register
for organ donation? the results of a nominal group study. Transplant
International, 27(6), 617–624. https://doi.org/10.1111/tri.12307
[106] Cline, R. J., & Haynes, K. M. (2001). Consumer health information seeking
on the Internet: the state of the art. Health Education Research, 16(6), 671–
692. https://doi.org/10.1093/her/16.6.671
[107] Tom Dieck, M. C., Jung, T. H., Kim, W. G., & Moon, Y. (2017). Hotel
guests’ social media acceptance in luxury hotels. International Journal
of Contemporary Hospitality Management, 29(1), 530–550. https://doi.
org/10.1108/IJCHM-10-2015-0552
[108] Tsitsi Chikandiwa, S., Contogiannis, E., & Jembere, E. (2013). The adoption
of social media marketing in South African banks. European Business
75

Journal of Media and Information Warfare

Review, 25(4), 365–381. https://doi.org/10.1108/EBR-02-2013-0013
[109] Bandura, A. (1998). Health Promotion from the Perspective of Social
Cognitive Theory. Psychology and Health, 13(4), 623–649. https://doi.
org/10.1080/08870449808407422
[110] Sussman, S. W., & Siegal, W. S. (2003). Informational influence in
organizations: An integrated approach to knowledge adoption. Information
Systems Research, 14(1), 47–65. https://doi.org/10.1287/isre.14.1.47.14767
[111] Davis, F. D., Bagozzi, R. P., & Warshaw, P. R. (1989). User acceptance of
computer technology: a comparison of two theoretical models. Management
Science. https://doi.org/10.1287/mnsc.35.8.982
[112] Hussain, S., Ahmed, W., Jafar, R. M. S., Rabnawaz, A., & Jianzhou, Y.
(2017). eWOM source credibility, perceived risk and food product customer’s
information adoption. Computers in Human Behavior, 66, 96–102. https://
doi.org/10.1016/j.chb.2016.09.034
[113] Lee, U. K. (2017). International tourism advertisements on social media:
Impact of argument quality and source. Sustainability (Switzerland), 9(9),
1–18. https://doi.org/10.3390/su9091537
[114] Deng, Z., & Liu, S. (2017). Understanding consumer health informationseeking behavior from the perspective of the risk perception attitude
framework and social support in mobile social media websites. International
Journal of Medical Informatics, 105, 98–109. https://doi.org/10.1016/j.
ijmedinf.2017.05.014
[115] Zhang, X., Wen, D., Liang, J., & Lei, J. (2017). How the public uses
social media wechat to obtain health information in China: A survey study.
BMC Medical Informatics and Decision Making, 17(Suppl 2). https://doi.
org/10.1186/s12911-017-0470-0
[116] Shan, S., Liu, M., & Xu, X. (2017). Analysis of the key influencing factors
of haze information dissemination behavior and motivation in WeChat.
Information Discovery and Delivery, 45(1), 21–29. https://doi.org/10.1108/
IDD-09-2016-0029
[117] Saeed, K. A., & Abdinnour-Helm, S. (2008). Examining the effects of
information system characteristics and perceived usefulness on post adoption
usage of information systems. Information and Management, 45(6), 376–
386. https://doi.org/10.1016/j.im.2008.06.002
[118] Berthon, P. R., Pitt, L. F., Plangger, K., & Shapiro, D. (2012). Marketing

76

Identifying the Factors Influencing Information Usefulness and Information Adoption in
Promoting Organ Donation through Social Media

meets Web 2.0, social media, and creative consumers: Implications for
international marketing strategy. Business Horizons, 55(3), 261–271. https://
doi.org/10.1016/j.bushor.2012.01.007
[119] Luo, C., Wang, Y., Wu, N., Liang, X., & Guo, Y. (2014). The influence of
ewom and editor information on information usefulness in virtual community.
Proceedings of the Pacific Asia Conference on Information Systems (PACIS
2014). Retrieved from http://aisel.aisnet.org/pacis2014/82
[120] Huang, L., & Kuo, F. (2014). On Travel Information Adoption Intention
in the Online Social Community: the Perspectives of Customer Experience
and Information. Proceedings of the Pacific Asia Conference on Information
Systems (PACIS 2014). Retrieved from http://aisel.aisnet.org/pacis2014/84/
[121] Borzekowski, D. L. G., & Rickert, V. I. (2001). Adolescent Cybersurfing for
Health Information. Archives of Pediatrics & Adolescent Medicine, 155(7),
813–817. https://doi.org/10.1001/archpedi.155.7.813
[122] Peng, L., Liao, Q., Wang, X., & He, X. (2016). Factors affecting female
user information adoption: an empirical investigation on fashion shopping
guide websites. Electronic Commerce Research, 16(2), 145–169. https://doi.
org/10.1007/s10660-016-9213-z
[123] Conesa, C., Rios, A., Ramirez, P., Sanchez, J., Sanchez, E., Fernandez, O. M.,
… Parrilla, P. (2005). Rural primary care centers as a source of information
about organ donation. Transplantation Proceedings, 37(9), 3609–3613.
https://doi.org/10.1016/j.transproceed.2005.08.060
[124] Cheung, C. M. K., Lee, M. K. O., & Rabjohn, N. (2008). The impact of
electronic word-of-mouth. Internet Research, 18(3), 229–247. https://doi.
org/10.1108/10662240810883290
[125] Zhang, W., & Watts, S. A. (2008). Capitalizing on Content : Information
Adoption in Two Online communities Capitalizing on Content : Information
Adoption in Two. Journal of the Association for Information Systems, 9(2),
73–94
[126] Nonaka, I., & Lewin, A. Y. (1994). A Dynamic Theory of Organizational
Knowledge Creation Dynamic Theory Knowledge of Organizational
Creation. Organization Science, 5(1), 14–37. https://doi.org/10.1287/
orsc.5.1.14
[127] Chaiken, S., & Eagly, A. H. (1976). Communication Modality as a
Determinant of Message Persuasiveness and Message Comprehensibility.
Journal of Personality and Social Psychology, 34(4), 605–614.
77

Journal of Media and Information Warfare

[128] Woien, S., Rady, M. Y., Verheijde, J. L., & McGregor, J. (2006). Organ
procurement organizations Internet enrollment for organ donation:
Abandoning informed consent. BMC Medical Ethics, 7, 1–9. https://doi.
org/10.1186/1472-6939-7-14
[129] Hawn, C. (2009). Report from the field: Take two aspirin and tweet me in the
morning: How twitter, facebook, and other social media are reshaping health
care. Health Affairs, 28(2), 361–368. https://doi.org/10.1377/hlthaff.28.2.361
[130] Guinea, A. O., & Markus, M. L. (2009). Why Break the Habit of a Lifetime?
Rethinking the Roles of Intention, Habit, and Emotion in Continuing
Information Technology Use. Management Information System Quarterly,
33(3):433-444. Retrieved from http://www.jstor.org/stable/20650303
[131] Hausmann, J. S., Touloumtzis, C., White, M. T., Colbert, J. A., & Gooding, H.
C. (2017). Adolescent and Young Adult Use of Social Media for Health and
Its Implications. Journal of Adolescent Health, 1–6. https://doi.org/10.1016/j.
jadohealth.2016.12.025
[132] Gabarron, E., Luque, L. F., Schopf, T. R., Lau, A. Y. S., Armayones, M.,
Wynn, R., & Serrano, J. A. (2017). Impact of Facebook Ads for Sexual
Health Promotion Via an Educational Web App : A Case Study. International
Journal of E-Health and Medical Communications, 8(2), 18–32. https://doi.
org/10.4018/IJEHMC.2017040102
[133] Erkan, I., & Evans, C. (2016). The influence of eWOM in social media
on consumers’ purchase intentions: An extended approach to information
adoption. Computers in Human Behavior, 61(October 2017), 47–55. https://
doi.org/10.1016/j.chb.2016.03.003
[134] Fishbein, M., & Ajzen, I. (1975). Belief, attitude, intention and behavior:
an introduction to theory and research. Reading, MA: Addison-Wesley
[135] Yzer, M. (2017). Theory of Reasoned Action and Theory of Planned
Behavior. The International Encyclopedia of Media Effects, 1–7. https://
doi.org/10.1002/9781118783764.wbieme0075
[136] Sheppard, B. H., Hartwick, J., & Warshaw, P. R. (1988). The Theory of
Reasoned Action: A Meta-Analysis of Past Research with Recommendations
for Modifications and Future Research. The Journal of Consumer Research,
15(3), 325–343. Retrieved from http://www.jstor.org/stable/2489467
[137] Morgan, S. E., Harrison, T. R., Long, S. D., Afifi, W. A., Stephenson, M. S., &
Reichert, T. (2005). Family discussions about organ donation: How the media

78

Identifying the Factors Influencing Information Usefulness and Information Adoption in
Promoting Organ Donation through Social Media

influences opinions about donation decisions. Clinical Transplantation,
19(5), 674–682. https://doi.org/10.1111/j.1399-0012.2005.00407.x
[138] Ashkenazi, T., Guttman, N., & Hornick, J. (2005). Signing on the dotted
line. Marketing Health Service, 25(2), 19-25. Retrieved from https://www.
ncbi.nlm.nih.gov/pubmed/16001755
[139] Cheung, C. M. K., & Thadani, D. R. (2012). The impact of electronic word-ofmouth communication: A literature analysis and integrative model. Decision
Support Systems, 54(1), 461–470. https://doi.org/10.1016/j.dss.2012.06.008
[140] Cheung, M. Y., Luo, C., Sia, C. L., & Chen, H. (2009). Credibility of
Electronic Word-of-Mouth: Informational and Normative Determinants of
On-line Consumer Recommendations. International Journal of Electronic
Commerce, 13(4), 9–38. https://doi.org/10.2753/JEC1086-4415130402

ISSN 1985-563X
© 2018 Centre for Media and Information Warfare Studies, Faculty of Communication and Media Studies, UiTM

79

