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ABSTRACT

This study sought to determine the influence of social media on university student participation
in blood donation drives, using Mount Kenya University (MKU), Thika Campus as a case
study. Although social media has reshaped how health campaigns reach young people, there
remained limited empirical evidence on how students’ awareness of, and engagement with,
blood donation content on social media translated into actual donation behaviour. Guided by
the Technology Acceptance Model (TAM) and Social Cognitive Theory (SCT), the study
adopted a mixed-methods design combining a cross-sectional survey of 348 students (from a
target sample of 378, a 92.1% response rate) selected through stratified random sampling, with
semi-structured interviews of 15 purposively selected participants. Quantitative data were
analysed using descriptive and inferential statistics (Pearson correlation, multiple regression,
and Friedman’s test) in SPSS version 28, while interview data were analysed thematically. The
findings showed that students had only a moderate level of awareness of blood donation drives
through social media (mean = 3.57) despite rating social media highly, as anjinformation
channel (mean = 4.17), and that social media engagement, rather thamawateness alone, was
the strongest predictor of participation (f = 0.625, p < .001; r'= 0.797,p < .01), with the
regression model accounting for 66.2% of the variance afi“participation. Facebook and
WhatsApp emerged as the most effective platforms for mebilisifiggstudent donors. The study
concluded that converting awareness into actual donation,dépends on sustained, interactive
social media engagement rather than one-off informational posts, and that platform choice
matters for reach and impact. It recommended that®mivessities and blood transfusion services
adopt consistent, multi-platform, and interagtiveyseeial “‘media campaigns—anchored on
mainstream institutional accounts rather thanispecialised health-club pages alone—to convert
student awareness into sustained donation‘®ehaviout:
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CHAPTER ONE: INTRODUCTION

1.1 Introduction

This chapter highlights the vital role that social media plays in creating awareness on blood
donation among the youth. The background sheds light on social media and its increasing
relevance in today’s digital age. It then delves into the statement problem, concise
objectives that guide the study, discusses the significance of this research and outlines the

scope of the study. Additionally, the research process's assumptions and @€onstraints are
discussed, offering a clear framework. In this first chapter, we lay the groundwork for a

more in-depth examination of the many ways social media mightimproye blood donation

campaigns and the availability of blood components.

1.2 Background of the Study

Social networking has transformed how pe€eple, interact and access information, with
platforms such as WhatsApp, X (Twitter), Instagram, and Facebook connecting individuals
and communities at unprecedénted spe¢diand scale; over 4.5 billion people worldwide were
active social media usegs asief 202 1;'a number that continues to rise (Kemp, 2021). Health
organisations increasinglyfrely on these platforms to disseminate information, mobilise
communitigs, and enhance participation in public health initiatives, including blood
donation‘(Allanzi ‘& Alsaeced, 2019; Munir & Ahmed, 2025). Social media engagement
strategies in particular have been shown to improve blood donor recruitment and
motivation globally, positioning digital platforms as effective tools for behavioural
influence in health communication (Siimnig et al., 2018). Even so, the demand for blood
remains a persistent global concern, since it is essential for surgeries, cancer treatment,

trauma care, and obstetric emergencies, and the World Health Organization has repeatedly
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called on countries to mobilise voluntary donors through all available channels of
communication, including the internet (WHO, 2020).

Regionally, the shortage of blood supplies is a long-standing challenge in Africa: The
World Health Organization (2018) estimates that only half of the continent's countries can
collect enough blood to meet demand, constrained by limited public awareness, weak
logistics, and inadequate funding. Social media has been identified as a channel with
considerable potential for correcting misconceptions and mobilising youngek donors, since
health messages shared on Africa's social media platforms already reach largeaumbers of
young, urban internet users (Chavula & Dube, 2019). In East Africa‘specifieally, Kenya,
Uganda, and Tanzania have all struggled to maintain adequate/bloedssupplies; the Kenya
National Blood Transfusion Service (KNBTS), for instance, Continues to record low uptake
of its voluntary donation programme (KNBTSy, 2020).“University students represent a
particularly promising, yet underutilisedgdonier pooliin this context: research shows gaps
in their knowledge, attitudes, and ‘practices around blood donation that limit their
participation despite their ac€essibility“@and generally good health status (Sharma et al.,
2020).

In Kenya, the wid€spread use of social media platforms such as Instagram, WhatsApp, and
Facebook among youngipeople, coupled with the country’s more than 11 million social
media userS’(€ommunications Authority of Kenya, 2021), positions social media as a
critical channel for public health advocacy, including blood donation campaigns targeting
university students. Universities are also increasingly expected to demonstrate Corporate
Social Responsibility (CSR) alongside their core academic mandate, and blood donation
drives have become a vital part of these CSR portfolios, fostering community well-being

and enhancing institutional image (Mikus, 2017; Ko et al., 2014). This shift reflects a
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broader understanding of blood donation as both an ethical and an organisational
responsibility, rather than a purely altruistic act (Zucconi & Zucconi, 2018).

Mount Kenya University

The university began as the Thika Institute of Technology, initially founded as a computer
outreach program during a period of rapid ICT and mobile growth in Kenya. It transitioned
into a commercial college for computer and management training, earning full registration
from the Ministry of Education in 2000. By 2002, it expanded its c@irriculum into
paramedical, IT, business, and entrepreneurship fields. In 2005, it became Kenya's first
private institution authorized by the Pharmacy and Poisons Bodrd'to ttain pharmaceutical
technologists. In 2006, the Commission for Higher Education®(CHE) approved its
collaboration with JKUAT to offer diploma and degree programs. A fter meeting all official
regulatory guidelines, the CHE granted the ifistitution ‘the authority to establish a full-
fledged, privately funded university, nowknownias Mount Kenya University (MKU).
Mount Kenya University (MKU) has’exemplified the trend of holding an annual blood
donation campaign every February to address the country's persistent blood shortage. In
February 2024, MKU's, Thika campus took part in a national blood donation drive led by
Kenya's Blood Ambassador, Ms. Charlene Ruto, collecting more than 640 units of blood
in collaboration with theé»Kenya Blood Transfusion and Transplant Services and MKU's
Managemefithand ‘Wniversity Council (Thika Town Today [3T], 2024; Mount Kenya
University Medical Laboratory Science Students Association [MKUMLSA], 2024).
Student associations, notably the Mount Kenya University Health Students Association
(MKUHSA) and MKUMLSA, play a central role in organising and promoting these drives;
MKUMLSA alone collected a further 260 pints during its February 2025 drive, publicised

through the university's official student platforms (MKUMLSA, 2025).
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A brief comparative review of blood-donation-related social media activity at six other
Kenyan universities, namely the University of Nairobi, Kenyatta University, Moi
University, KCA University, United States International University-Africa, and Daystar
University, in June 2024 showed that , while most institutions use Facebook and X
(Twitter) to promote blood drives, the consistency, messaging style, and interactivity of
these campaigns varied considerably, from highly organised, influencer-driven strategies
at Kenyatta University to sporadic, text-based announcements at Moi Unigersity. Across
the six institutions, promotion relied mainly on informational posts@bout dates, venues,
and eligibility, with little evidence of systematic evaluation ¢f*which content types or
platforms actually convert online engagement into physical denationyThis gap in the wider
Kenyan university sector mirrors the specific gap thisystudy set“out to address at MKU:
understanding not merely whether social media'is used forblood donation promotion, but
how awareness of, and engagement with;that, content translates into actual student

participation.

1.3 Statement of the Problem

Kenya’s voluntary blood donation rate remains below the WHO-recommended threshold
of 15 donagions per 1,000 people; current rates are about four to six donations per 1,000
populations(Muchoka, 2025). This translates into a national deficit of approximately
200,000 units annually with rural and marginalized communities contributing less than 30
percent of all donations (KNBTS Report, 2021). Dependence on institution-based donation
drives, which are seasonal and inconsistent, is also a major concern because when
educational institutions are closed, the supply drops significantly (Muchoka, 2025). To
effectively reduce blood shortages in Kenya, a successful strategy must integrate robust

awareness campaigns for community engagement to ensure a sustainable, safe, and
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sufficient blood supply, ultimately saving lives and strengthening the nation’s healthcare
system.

Blood donation is a well-recognised social good, yet students in Kenya rarely donate during
campus drives, despite representing a large pool of potential young donors (KNBTS, 2020;
Sharma et al., 2020). This gap persists despite the widespread use of social media and its
demonstrated ability to enhance communication and participation among young people
(Wirtz & Daiser, 2020; Communications Authority of Kenya, 2021).

Despite the well-documented benefits of blood donation, especially among young people,
very few students participate in blood donation campaigns. O a’similar note, there is a
dearth of empirical evidence on how student participationawith bloodidonation has changed
as a result of the rise of new technology and onlinejinteractions like social networks.
Voluntary blood donation by students is a valdable butunderutilized resource, according
to the Kenya National Blood TransfusionService (KNBTS), which notes that blood
shortages are common, especially ifi critical medical emergencies (KNBTS, 2020).

While studies indicate varied féasons foridonating blood (Misje et al., 2009; Dabula, 2019),
there remains a significanthygaphin empirical data regarding how specific social media
strategies influenCe. participation rates or address diverse donor motivations among
university students. Existing literature broadly acknowledges social media's potential for
blood donefmessaging (Shaz & Shaz, 2012; Veldhuizen & Doggen, 2018), but the nuanced
impact of different social media campaigns on student engagement in blood donation,
especially within the context of Kenyan universities' public relations efforts, is not
thoroughly investigated. Specifically, it is unclear which particular social media platform
or communication approaches are most effective in raising and converting awareness into
actual student attendance at donation drives, and how these strategies might differ across

different demographic profiles. This research therefore aimed to bridge this knowledge gap
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by investigating how social media influenced university students’ participation in blood
donation drives at Mount Kenya University.

1.4 Purpose of the Study

The purpose of the study was to examine the influence of social media on university student

participation in blood donation drives at Mount Kenya University, Thika Campus.

1.5 Objectives of the Study
The study was steered by the following specific objectives: «&
i.  To assess the level of student awareness of blood donc‘\es
media platforms; <§
ii. To examine the relationship between soci % gagement and student

participation in blood donation drives;
iii. To identify the social medi ost effective in driving student

participation in blood donation’drives:

rough social

1.6 Research Questions
i.  What is the ley, areness about blood donation drives through social

media pla

il. Wh&jla nship between social media engagement and student participation
% tion drives?

i
iii.  Which social media platforms are most effective in increasing student participation

in blood donation drives?
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1.7 Justification of the Study

This study was necessary because Kenya's blood supply shortfall has persisted despite years
of donor-mobilisation efforts, and university students—an accessible, generally healthy,
and highly social-media-active population—remain an underused donor base (KNBTS,
2020; Sharma et al., 2020). With social media now central to how young people
communicate, it was critical to understand precisely how its use could be directed toward
promoting blood donation rather than assuming, as prior awareness-focused interventions
often did, that visibility alone would translate into participation. Given'the largéiand highly
interactive student population in Kenyan universities, social-media=direeted blood donation
campaigns had the potential to generate substantial gaing,if designédiaround evidence of
the factors that influence student participation in_bleed“donation (KNBTS, 2020). The
findings were therefore useful to institutions seeking evidence-based ways of improving
health communication and donor mobilisation, and contributed to the wider discussion on

the role of social media in promoting health-related behaviours in Africa.

1.8 Significance of the Study

The findings of this study are €xpected to be of value to several groups of stakeholders. For
universitiesgincluding Meunt Kenya University, the findings offer evidence on how social
media cangbeéydeployed more deliberately to recruit student donors and design donor-
mobilisation strategies informed by the specific engagement patterns identified. For blood
transfusion services such as KBTTS and KNBTS, the findings provide guidance on the
platforms and content types most likely to convert awareness into actual donations,
supporting more efficient planning of donor recruitment and blood-bank replenishment.
For health communicators and policymakers, the study contributes empirical evidence to

the ongoing discussion on social-media-based health communication in Africa and can
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inform national information and communication technology policies and strategies that
support blood donation initiatives. Finally, by identifying awareness, engagement, and
platform effectiveness as distinct constructs with different explanatory power, the study
offers researchers a clearer basis for future comparative and longitudinal work on social

media and health behaviour among university students.

1.9 Scope of Study

This study examined the influence of social media on university student participation in
blood donation drives, focusing on three sets of variables: students“awareness of blood
donation drives through social media, their engagement with'so¢ial-media content on blood
donation, and the perceived effectiveness of specificsocial media platforms (Facebook,
Instagram, X/Twitter, and WhatsApp) in driving, patticipation. The study targeted
undergraduate students at Mount KenyagUniyersity, Thika Campus, Kiambu County, and
was conducted between the pilot plase in early 2026 and the completion of data collection
and analysis in August 2026 Methodélogically, the study was bounded by a mixed-
methods design combiningastratified random sample of 348 quantitative respondents with
15 purposively sélected ‘qualitative interview participants, and did not extend to other
Kenyan unigersities, nonsstudent staff, or donation drives conducted outside the university

setting.

1.10 Limitations and Delimitations of the Study

The study anticipated response bias during the interview phase, which could have affected
the reliability and accuracy of the findings. This limitation was mitigated by assuring
respondents that their responses would be treated confidentially and used solely for

academic purposes. In addition, participants were encouraged to provide honest responses
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by emphasizing the non-judgmental nature of the study and the importance of accurate
information in generating reliable findings (Creswell & Creswell, 2018).

Other universities were not included in the study because the research was conducted
exclusively at Mount Kenya University, Thika Campus. Furthermore, the target population
comprised only students enrolled at MKU, Thika Campus, representing a relatively small

proportion of the overall university student population in Kenya. This limited geographical

and institutional coverage restricted the generalizability of the findings to ether university
settings. Future studies were therefore recommended to include &;&nd more
representative sample of universities and students to enhanc N i
applicability of the findings across the university sector. :%

\

O

NG

zability and
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1.11 Definition of Terms
Blood Donation Drives: Organised health campaigns or activities conducted to mobilise
and recruit eligible individuals to voluntarily donate blood for collection,
processing, storage, and subsequent use in medical transfusions, emergency care,
surgical procedures, and other clinical needs (World Health Organization, 2018).

Social Media: Digital communication platforms used by individuals and organisations,
including corporate and institutional departments, to create, share, add interact with
information for communication, marketing, public relations, andycampaign
purposes.

Student Participation: Refers to the active involvement of studentsdm'organised activities,
programmes, or initiatives through direct action, contsibtition, or support. In the
context of blood donation, participation, meludes)voluntarily donating blood as
well as supporting activities that encourage others to donate (World Health
Organization, 2018).

University Student: In this Study, an“@indergraduate student enrolled at Mount Kenya

University, Thika Campus,at the time of data collection.

1.12 Summary

This chapter introdiiced the study, situating it within the global, regional, and Kenyan
context of sgeial media use and blood donation. It presented the statement of the problem
and the empirical gap the study addressed, the purpose and specific objectives, the
corresponding research questions, and the justification and significance of the study for
universities, blood transfusion services, and health communicators. It also outlined the
scope, limitations and delimitations, and the operational definitions of key terms used

throughout the dissertation.



St. Paul’s University Repository
CHAPTER TWO: LITERATURE REVIEW

2.1 Introduction

This chapter provides a literature review on the topic of how student involvement in blood

donation campaigns is affected by social media. The first part of this chapter is devoted to

a theoretical review of pertinent theories, and the second half is an empirical review of

literature pertaining to the particular aims. A conceptual framework to connect the study's

variables will be presented in the chapter, and then new gaps in the litérature will be

discussed.

2.2 General Literature Review

2.2.1 Blood Donations

Blood donation is paramount in global healthcare, with“overal00 million units donated

annually (Myers & Collins, 2024). Blood transfusion“is) necessary for patients under

surgery, coping with trauma, battling caneer'ox, managing other chronic illnesses. This vital

procedure provides patients with a lifeline, susteénance and saves lives.

According to Myers and Collins (2024), Karl Landsteiner identified blood groups ABO in
the early 20th century. Duringthat early period, the practice of blood typing was beginning
to be adopted as the universal standard practice. According to KU Medical Centre (2024),
initially, blood,transfusions had major limitations due to challenges in clot prevention once
the blood has been extracted from the donors. The center adds that the blood transfusion
entailed a direct transfer of blood from the donor to the recipient without any prior transport
or storage. Since the donor and receiver needed to be present simultaneously for this
method to work, it could only be used on a small scale with a restricted number of patients.
People who were willing to give blood at any moment and lived in the area were included

on the donor list (Myers & Collins, 2024). At the outset of World War I, there was an urgent
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want for a more reliable system of contribution, transportation, and storage. Soldiers were
dying from even non-fatal wounds due to a lack of timely blood transfusions, as Myers and
Collins (2024) point out, since the concept of on-demand blood donation was impractical
for such a massive operation. This led to a number of concerted efforts to develop a storage
system and transfer of blood to meet the huge demands during war. Previously, clotting of
the blood was prevented through addition of citrate to the blood. Lewishon (1958) observed
that by adding glucose into the solution allowed red blood cells to maintain viability for
several weeks when the blood was stored under refrigerated conditiofis. Several scholars,
including Rous and Turner (1916), confirm the US Army Medi¢al'Corps’ Captain Oswald
Hope Robertson as the first person to ‘bank’ blood in a manner/akin‘te today’s practice. In
November 1917, Captain Robertson combined group QO bloodewith glucose and stored it,
making a major transition from earlier methodef direct'to indirect blood donation. This
development majorly improved the practice “and“utilisation of blood donation and

transfusion (Robertson, 1918).

Myers and Collins (2024) state‘that the contraindications associated with blood donation
revolve around donor ineligibility where one must meet specific criteria in order to donate
blood. It states that a potential donor must be at least 16 years of age or older, have a body
weight ofiatleast S0kg, and should not have hypertension, anemia or diabetes. Further, the
candidate should be of good health and feeling well during the blood donation process. The
association also notes that an eligible donor can donate blood only once every 8 weeks.
However, should the donors opt to donate concurrently 2 units of blood, they should abstain
from donating red blood cells again for a 16 weeks period of time. Repeat blood donors
may have low hemoglobin levels because the 56-day gap isn't long enough to replace the

iron store lost throughout the donation process.
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While preparing for blood donation, individuals are advised to consume a full meal, ensure
they are well-rested, and drink adequate amounts of non-caffeinated and non-alcoholic
beverages. After donation, a donor should from not lift heavy load and refrain from
drinking alcohol and smoking for several hours. The donor is taken through a medical
assessment and screening questionnaire, which includes an evaluation of their vital signs
and general well-being, and a finger-stick hemoglobin test (Myers & Collins, 2024). After

screening, the donor proceeds to the donation section for blood collection.

In a bid to address the rising medical demands of the population,f@boostis needed to supply
blood and increase donor numbers. Hence hospitals and related establishments embark on
campaigns and motivators to build the donor pool. Matketing strategies that center around
themes of humanity, addressing genuine medieal meeds,) and appealing to a sense of
community service are adopted (Myers &, Collins; 2024). The importance of collaboration
between healthcare providers, hospitals, and“blood banks in facilitating effective blood
donations has been highlightédyby manyiresearchers (Bednall & Bove, 2011; Gillespie &

Hillyer, 2002).

Ensuring theé complete safety of blood donors is of the utmost importance in reducing donor
attrition andfihcreasing recruiting and retention efforts (Eder, 2012). Blood donation is one
of the social and individual responsibilities for all citizens (Cervik & Guvan, 2015). The
authors further indicate that blood donation ensures to raise awareness for the fulfillment
of social responsibilities in addition to practicing values such as assisting each other in
society by ensuring that members of the society take part in efforts towards blood donation.
Jafaar et al. (2023) states that in general, society regards blood donation as a humane act,

which shows positive behavior for the health and survival of other people. The positive
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image portrays values such as empathy, selflessness, and the sense of social responsibility
to the intended recipient. Such supply is needed for the survival of blood recipients such as
sickle-cell (anemic) patients who require regular blood transfusions (Jafaar et al., 2023). In
a similar manner, the support of voluntary donor groups is often viewed as a reliable source

of much needed blood supply.

There are three categories of blood donors, according to the World Health, Organization
(2018) and the International Federation of Red Cross and Red Crescént Societies (2019):
casual, paid, and replacement. In some countries, individuals dgnate bleod mainly when a
close relative or friend needs it, rather than voluntarily. Additionallyjonly 62 nations have
blood systems that depend entirely on unpaid, voluntaty ‘donations, as pointed out by the
World Health Organization. Because of this criticalmeed, the World Health Organization
(WHO) suggests that one percent of thegopulation should give blood, with young people

playing a particularly significant role i meetimg this goal.

Donations of blood are dispteporttionately low among young people (Eltewacy et al., 2024).
According to Ibrahim & ‘Abdalla (2021), just 15% of university students in Qatar donated
blood reguldrly, while 19—45% of Saudi Arabian university students reported doing the
same. Mesti€ontributors, however, only gave once, according to research by Alsalmi et al.
(2019), among others.

Blood donors themselves tend to enjoy healthy outcomes from regular donation. Kenya's
National Blood Transfusion Service collected only about sixteen percent of the one million
units required nationally in 2019 (Kenya National Blood Transfusion Service, 2021).
Additionally, Kenya continued to experience significant blood shortages in 2020, collecting

only 16% of the one million units of blood required nationally. This shortage was
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particularly concerning given that approximately seven people required blood transfusions
every ten minutes. The COVID-19 pandemic further exacerbated the situation as fear of
contracting the virus discouraged potential donors from visiting donation centres (World
Bank, 2022). Similarly, Ghana collected approximately 180,000 blood donations in 2022,
falling short of its annual target of 308,000. The pandemic also contributed to a decline in
the proportion of voluntary blood donors from over 80% to below 50% in several African

countries (World Health Organization Regional Office for Africa, 2023).

Such incidences of blood shortage have serious consequencgs,‘considering that blood
transfusion is an essential component of modern healthcare. Blooddis collected for use in
childbirth, laboratories, pediatric, and orthopedic care (Ndongeni-Ntlebi, 2021). In South
Africa, there is a persistently high demand for bleod donations due to health disparities and
diseases such as HIV and AIDS, tuberculosispand, cancer (Rambiritich et al., 2021). It has
been acknowledged that the searcity ofiblood donors is partially caused by
misunderstandings around bléed donation (Eksi et al., 2022). According to Zucoloto et al.
(2019), common misuaderstandings around blood donation include doubts about donor
eligibility, fears that donating lowers heart rate or blood pressure, and confusion about the
donation procedure itself: People are less likely to donate blood if they have unfavorable
thoughtsaboiitit, according to Eksi et al. (2022). Blood remains, however, a finite resource
with a short shelf life from donation to consumption. There was an increase of 11.6 million
blood units given by voluntary non-paid donors between 2008 and 2015, which the World

Health Organization emphasizes as evidence of the rising need for blood.
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2.3 Empirical Review of Related Literature

2.3.1 Student Awareness about Blood Donation Drives through Social Media

The rise of social media as a platform for community mobilization and the spread of health
information has revolutionized health advocacy. Facebook and Instagram, say Moorhead
et al. (2018), are great for health initiatives because they allow for two-way contact, which
increases outreach. In ways that more conventional types of advertising can't, these
platforms let brands reach certain demographics with personalized messagifig.
Specifically concerning blood donation, social media has emerged a$§ a vital'ehannel for
communicating appeals, disseminating factual information abo@it"donation ‘processes, and
raising general awareness among potential donors (Shaz & Shaz, 2Qi2). Blood collection
organizations increasingly leverage these digital platforms to reach a wider audience and
keep the public informed about urgent needs aridwupcemingidrives (Veldhuizen & Doggen,

2018).

In the African context, studiesthave showf varying degrees of success in using social media
for health advocacy. Ezehand Mburu (2017) found that platforms like Facebook and
WhatsApp are particularly@fféctive in Nigeria and Kenya for promoting health initiatives,
including bléod donation» They noted that these platforms provide interactive spaces where
users can askiguestions, share experiences, and encourage participation.

Kaplan and Haenlein (2020) further underscore the role of Twitter in health campaigns,
particularly by use of hash-tags to create viral campaigns. These campaigns can generate
widespread awareness and facilitate real-time updates, which are critical for mobilizing
participants during health drives. This capability is especially pertinent for rapid

mobilization during blood donation emergencies, allowing organizations to broadcast

10
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urgent calls for specific blood types or to highlight critical shortages (Veldhuizen &

Doggen, 2018).

2.3.2 Social Media Engagement and Student Participation in Donation Drives

Because of their large number of social media interactions, young people, especially
college students, are an important population to reach with health-related messages. Zhang
et al. (2020) found that young people in the United States were more likelgito participate
in health-related activities and blood donation drives if they engaged with health-related
social media posts. Engagement behaviors such as like, commentingjand sharing posts
were shown to be predictors of genuine interest. Consistent'with prévious research (Wirtz
& Daiser, 2020; Rana & Sharma, 2024), this finding demonstrates’that active social media
communication promotes real-world behaviors'by ‘€nhancing user engagement and brand

or cause loyalty.

In East Africa, similar trends‘have beefilddocumented. Mugisha and Otieno (2020) studied
Ugandan university students and“found that social media engagement significantly
influenced their participation‘in blood donation drives. The use of WhatsApp for group
discussionsgand event ‘planning was particularly effective in mobilizing students and

addressinggiscongeptions about blood donation.

Locally, Kimani and Muriithi (2021) investigated social media's role in promoting health
campaigns among Kenyan university students. Their findings revealed that platforms like
Facebook and Instagram were instrumental in raising awareness and encouraging
participation. Students who actively interacted with campaign content were more likely to

attend blood donation events, highlighting the importance of engagement-driven advocacy.

11
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Such findings underscore the potential for universities and blood collection organizations
to strategically design social media content that not only informs but actively encourages
interaction, leveraging the power of online engagement to translate into increased student
participation in vital public health initiatives like blood donation (Veldhuizen & Doggen,

2018).

2.3.3 Barriers to Successful Blood Donation Campaigns

A number of obstacles remain, even if social media has the ability to aficrease thyvolvement
in blood donation programs. Concerns around needles, misundefstandings regarding blood
safety, and general ignorance were highlighted by Ngwenya, and Dlamini (2019) as key
obstacles in South Africa. These barriers often deter, potential” donors, particularly in
regions where health literacy levels are low. Stich féars and misconceptions are prevalent
among youth and student populations,gunderscoring’ the need for targeted educational

interventions to foster positive attitides towards donation (Sharma et al., 2020).

In Kenya, Mwangi et al, (2019)noted that infrastructural limitations, such as inconsistent
internet access, often restrict the reach of social media campaigns. Culture and religion also
influence péople's views on blood donation, therefore it's important to be mindful of

different'culfuires while advocating for blood donation.

Furthermore, psychological and social factors, including a lack of altruistic motivation, fear
of knowing one's health status, and inconvenient donation sites, continue to pose significant
hurdles to increasing voluntary blood donation rates, particularly among millennials in the
African context (Dabula, 2019). Social media campaigns, while powerful, must therefore

contend with these deeply rooted barriers, and their effectiveness can be limited if they do

12
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not directly address these underlying concerns or offer accessible solutions. In order to
maintain involvement in blood donation programs, Shaw et al. (2017) highlighted the need
of continuous message and follow-up on a global scale. In order to better track involvement
and address the concerns of prospective contributors, the research recommends using social

media analytics.

2.3.4 Social Media Platforms Most Effective in Driving Student Participation in Blood
Donation Drives

The efficacy of health campaign promotion on different social fnedia‘platforms varies. In
high-income nations, Smith et al. (2018) found that Instagramyand Faeebook were the most
effective platforms for advocating blood donation, Fagebook groups provide a space for
community building and information exchahge, while Jnstagram’s visual appeal is

particularly effective in engaging younger audicnecs.

In the East African context, Mungai et ali(2020) found that WhatsApp and Facebook were
the most frequently used“mediums for health campaigns. Facebook was effective in
organizing event§  and facilitating discussions, while WhatsApp enabled direct
communication and logistical planning. In a similar vein, Nabudere et al. (2019) called
attention‘tefhioww WhatsApp brought Ugandan university students together, which in turn

enhanced their involvement in blood donation efforts.

Facebook, Instagram, and WhatsApp were the top three platforms used by Karanja and
Ngoya (2022) to rally students to donate blood. Their study highlighted the effectiveness
of visually engaging content, such as transformation photos and videos of past donors, in

attracting and persuading students to participate.
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Ultimately, the effectiveness of a social media platform in driving student participation is
contingent on understanding the target audience's preferred platforms and tailoring content
to leverage each platform's unique strengths for specific campaign objectives (Veldhuizen

& Doggen, 2018; Communications Authority of Kenya, 2021).

2.3.5 Corporate Social Responsibility and Public Relations in University Health
Initiatives

Universities, as significant societal institutions, are increasingly expéeted to ‘demonstrate
commitment beyond their core academic functions by engagimg m, Corporate Social
Responsibility (CSR) initiatives. CSR in higher education encompasses various activities
aimed at contributing to community well-being, ethical gevernance, environmental
sustainability, and social equity (Ko et al., 2014).“Within)this framework, public health
campaigns, such as blood donation drives, répresent@ critical dimension of a university's
social responsibility, fostering a cdltute of giving and enhancing institutional reputation
(Mikus, 2017). By actively promoting and facilitating blood donation, universities not only
address a vital publichealth need“but also cultivate a positive image, build trust with

stakeholders, and instill valuesyof civic engagement among their student body.

The strategi€pintegration of blood donation into a university's public relations efforts
reflects a recognition that such activities contribute to the common good while also serving
institutional objectives. This perspective shifts the understanding of blood donation from a
purely altruistic act to one that also encompasses ethical and organizational responsibilities
(Zucconi & Zucconi, 2018). In the African context, studies have highlighted the evolving
role of corporate activities, including those within the education sector, in addressing

pressing societal challenges. Universities, therefore, are positioned to leverage their
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communication channels and organizational capacity to mobilize their communities for

impactful health interventions, reinforcing their role as socially conscious entities.

2.3.6 Factors Influencing Blood Donation Behavior: Demographics and Motivations

In order to create recruiting and retention tactics that work, it is essential to understand
what makes people want to donate blood and what makes them want to stay away. There
are several factors that might be considered, according to studies. These factors include
demographic, social, and psychological aspects. Altruism is a frequently mentioned reason;
people act out for wanting to help other people and contribute t¢ saving,livesy(Misje et al.,
2009). But other things like social pressure, personal expesienee withiblood transfusion and

civic duty also have a huge impact.

It has been found that the demographig, characteristics affect blood donation behavior,
especially age has been shown to have a significant influence citation. Researchers have
shown that the participation, fate varies'§ignificantly from gender to gender; for instance,
some researchers have,found that Blood donation drives had a higher participation rate
among female students than among male students (Misje et al., 2009). There may be several
factors behifd such gendered participation rates, such as different eligibility requirements
for healthydifferentimpressions about the health in society, and different motivations. For
example, perceived health benefits, peer influence, and effective marketing strategies are
found to be important factors in motivating millennials to donate in Africa, and fear of
needles and lack of awareness are cited as barriers to donation (Dabula, 2019). Similarly,
in Kenyan university students, there were huge variations in knowledge, attitudes and
practices (KAP) about blood donation; gaps in knowledge on some aspects affected the

willingness to donate blood (Sharma et al., 2020). The results highlight the importance of
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an appeal that is universal, but at the same time have to be tailored to address different

starting points and different types of barriers among different demographics.

2.4 Theoretical Framework

This section presents the two theories underpinning the study—Social Cognitive Theory
and the Technology Acceptance Modelsummarising their core constructs, prior
applications, and direct relevance to social media's influence on student participation in
blood donation.

2.4.1 Social Cognitive Theory

Social Cognitive Theory (SCT) holds that people learn and regulate theix behaviour through
observation of their environment, direct experience, média exposure; and the influence of
others (Bandura, 1986). Because social media isgitself an environment in which students
routinely observe the behaviours, attitudes;, andyoutcomes of others, SCT offers a strong
lens for explaining how exposure to bloed-denation content translates into donation

behaviour.

Cognitive
(Attitudes, knowledge,

expectations)

Negative stereotype
alternative provision, food

quality standards, aesthetics

| SCT

Environment Behavioural
(Skills, practice, self-
{Social, access, influence) efficacy)

Figure 1: Social Cognitive Theory

Source: Bandura (1986)
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Three SCT constructs are especially relevant here. First, self-efficacy—individuals' belief
in their capacity to perform a behaviour - can be strengthened when students encounter
successful blood-donation stories on social media, raising their own intention to donate
(Bandura, 1986). Second, vicarious (observational) learning occurs when students see peers
donate and receive social recognition for it on platforms such as Instagram and Facebook,
prompting similar behaviour; campaigns that pair donor photos and videos with testimonial
captions are a direct application of this mechanism. Third, outcome expectations,mean that
students are more likely to donate when social media content convinees them the act will

save lives or contribute to a worthy cause (Bandura, 1986).

SCT also highlights environmental and reinfoféement mflaences: social media platforms
function as spaces where social norms around ‘donation are formed and reinforced, and
campaigns that publicly recognise donors (throeugh certificates, shout-outs, or shared posts)
draw on both internal motivatiens (helping others) and external reinforcement to sustain
participation (Bandura,,1986). Applied to this study, SCT suggests that social media can
drive student blood ydomation through observational learning, self-efficacy, and
reinforcemefit, but that'is effect depends on students' pre-existing attitudes and personal

circumstancesysuch as fear of needles.

2.4.2 Technology Acceptance Model (TAM)
The Technology Acceptance Model (TAM) explains technology use through two
constructs: perceived usefulness (PU) and perceived ease of use (PEOU) (Davis, 1989).

Applied here, TAM helps explain the extent to which students at Mount Kenya University
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adopt and engage with social media platforms specifically to access and act on blood-

donation information.

Perceived
Usefillness

Behavioral Actual System
Intention to Use Use

Perceived Ease
of Use

Figure 2: Technology Acceptance Model (TAM) \‘
Source: Davis, (1989), ‘%
\%believes social media provides

ithout needing traditional channels;

Perceived usefulness refers to the extent to whi
sufficient, accessible information on bl
students who find social media co tailo d informative are more likely to engage
with it (Davis, 1989). Percei ease refers to how much effort students believe is

required to find drive i ister, or otherwise act on a social media post; even

useful content wi ed if the accompanying calls to action are cumbersome

(Davis, 19

NG

TAM theory further holds that PU and PEOU jointly shape an attitude toward using a
technology, which in turn shapes behavioural intention: students who see social media
blood-donation content as both useful and easy to act on are more likely to intend to
participate, and positive emotional responses to that content reinforce this intention for

future campaigns (Davis, 1989).
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TAM?2, an extension of the original model, adds social influence and facilitating conditions
as further predictors of use (Venkatesh & Davis, 2000). Social influence captures the
pressure students feel from peers and family to act on a campaign; on social media, this
operates visibly through likes, shares, and comments that broadcast peer participation and
encourage others to follow. Facilitating conditions such as stable internet access, simple
registration systems, and institutional support for social media campaigns, determine
whether students who are otherwise willing can actually convert intention ifito donation.
Finally, behavioural intention, defined as a student’s willingness to act based on their
attitudes and perceptions of usefulness and ease of use, is associated with actual technology
use and, by extension, actual blood donation behaviour. Taken together, TAM implies that
social media campaigns are more likely to convert intention intgypatticipation when content
is perceived as both useful and easy to act on, and whenfacilitating conditions and social

influence are actively cultivated.

Overall, TAM provides a complementafyilens to SCT: while SCT explains how observation
and reinforcement shape donation,behaviour, TAM explains why students choose to engage
with the social média platforms carrying that content in the first place, together offering a

fuller accoufit of how so¢ial media translates into student participation in blood donation.

2.5 Conceptual Framework

According to Kombo and Tromp (2009), a conceptual framework is a combination of
varied concepts obtained from related areas of a survey that configure a presentation. It is
an instrument intended to aid researchers to communicate about a situation of enquiry. The

variables of this study are as shown in Figure 3.
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Independent Variables Dependent Variable

Social Media Awareness

- Frequency of Exposure

- Platform Used

- Level of Information Received

Social Media Engagement Student Participation in Blood
- Participation in Campaigns Donation Drives

- Engagement in Discussions - Number of Participants

- Interaction and willingness to - Frequency of Participation

act on content - Willingness to Donate

v

Effectiveness of Social Media
Platforms

- Perceived Platform
Effectiveness

- User Platform Preference
Campaign Success by Platform

\4

______________________________.>

Mederating Variable

Social Norms and Demographic
Characteristics

- Age, Gender, Year and Program of Study
- Peer Influence

- Cultural/religious belief and Perceptions

Figure 3: Conceptual Framework

As depicted 4in, Figure\3, the study conceptualised three independent variables—social
media awareness,social media engagement, and the effectiveness of social media platforms
—as jointly¢influencing the dependent variable, student participation in blood donation
drives. Social media awareness, comprising frequency of exposure, platform used, and
level of information received, corresponds most directly to the observational component of
Social Cognitive Theory: it is the raw exposure through which students first encounter
donation-related content. Social media engagement, covering active participation in
campaigns, discussion, and willingness to act, draws on both SCT's constructs of vicarious

learning and reinforcement and TAM's construct of perceived usefulness, since students
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who find content useful are more likely to engage with it. Effectiveness of social media
platforms, capturing perceived platform effectiveness, user preference, and campaign
success by platform, reflects TAM's perceived ease-of-use and facilitating-conditions
constructs, as students gravitate toward platforms that make it easiest to access and act on
donation information. Social norms and demographic characteristics (age, gender, year and
programme of study, peer influence, and cultural or religious beliefs) were conceptualised
as moderating this relationship, consistent with SCT's emphasis on envifonmental and
personal factors shaping behaviour. This framework guided the study's hypethesis that
awareness alone would be insufficient to drive participation, @and that engagement and
platform effectiveness would matter more—a hypothesis, subsequéntly supported by the

study's correlation and regression findings in Chapter Fout.

2.6 Research Gap Analysis

Despite the expanding body of literature on‘social media and health-related behaviour,
comprehensive research specifically ofilblood donation remains limited. Existing studies
using social media data fotyhealth “surveillance, such as Cavazos-Rehg et al. (2020) and
Moorhead et al. 42018),have analysed the prevalence of health-related posting (for
instance, om substance‘lise) without examining whether the content of such posts, or
engagement'Wwith it, translates into offline behaviour change—the same gap this study
addressed for blood donation. Viwattanakulvanid and Chan (2022) faulted the inefficiency
of awareness-raising programmes targeting youth during blood donor campaigns and
recommended greater use of platforms like Facebook, while Finda (2022) found that
misconceptions about voluntary blood donation in Tanzania could be addressed through
mass and social media, but neither study empirically tested which specific social media

mechanisms—awareness, engagement, or platform choice—actually predict participation.
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Closer to this study's context, Moore et al. (2020) examined variables influencing voluntary
blood donation among university students in Thika, Kenya, and found that although social
media was a popular communication channel, only 36.4% of participants had actually
donated blood—documenting the awareness-to-action gap without explaining it. Adebayo
and Yusuff (2018) and Mwangi and Ochieng (2022) identified inhibitions such as the
spread of misinformation, limited access to credible information, and varying digital and
health literacy among students, but stopped short of testing these against actual
participation outcomes. This study addressed these gaps by €mpirically ‘distinguishing
awareness, engagement, and platform effectiveness as separate predietors of participation
among MKU students, thereby clarifying which specifi¢, socialimedia mechanisms Kenyan
universities and blood transfusion services Should prioritise when designing donor-

mobilisation campaigns.

2.7 Chapter Summary

The impact of social mediaen student involvement in blood donation campaigns has been
the subject of previous rese€arch, which this chapter summarized. Notable frameworks that
emerged from the theotetical examination include TAM and Social Cognitive Theory
(SCT). Examining»student knowledge of blood donation campaigns, the correlation
between social media activity and involvement, and the efficacy of different platforms in
encouraging participation are all part of the empirical review. It was in the literature study

that the new gaps were also found.
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CHAPTER THREE: METHODOLOGY
3.1 Introduction
In this section, we detail the steps used to learn how students' usage of social media affected
their involvement in blood donation campaigns. The methodology is crucial as it provides
a systematic approach to collecting, analyzing, and interpreting data, which ultimately aids
in answering the research questions. The chapter outlines the research design, the target
population, sample size, sampling technique, research instruments, andfdata analysis
methods. Additionally, ethical considerations related to the study wasdighlighted, ensuring
that the research is conducted with integrity and respect for participants,
3.1.1 Study Area
This study was conducted at Mount Kenya University (MKU ), private university located
in Thika, Kiambu County, Kenya. MKU was sélected as‘the study site because of its large
and diverse student population (it graduated¥7,974 students at its December 2024
graduation ceremony), its active edgagementiin community and health initiatives, and its
robust social media presence (Thika Towii Today [3T], 2024). MKU's demographic profile
and its active participation in public health campaigns, including annual blood donation
drives, made it a rich and télevant setting for investigating how social media shapes student

participatiod in such activities (Sharma et al., 2020).

3.2 Philosophical Paradigm

The study was located within a pragmatist research paradigm. Pragmatism holds that the
research problem, rather than allegiance to a single epistemological position, should
determine the methods used, and it explicitly supports combining quantitative and
qualitative approaches within a single study (Creswell & Plano Clark, 2018). This paradigm

was appropriate because the study required both statistically generalisable measures of
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awareness, engagement, and platform effectiveness and an in-depth, contextual
understanding of why students responded to social media content in particular ways

(Tashakkori & Teddlie, 2010).

Consistent with the pragmatist paradigm, the quantitative component used a cross-sectional
survey design, allowing data to be collected from a sample of students at a single point in
time and relationships among the study variables to be examined (Creswéll, 2014). The
qualitative component used semi-structured interviews to exXplore participants’
experiences, perceptions, and reasons regarding blood donation dnd’social media use, while
allowing the researcher to probe responses for greater depth (Brymaig2016).

The combined design enabled the researcher to triangulate guantitative and qualitative
evidence and develop a more comprehensive uriderstanding of the influence of social media

on student participation in blood donation driwes (I'ashakkori & Teddlie, 2010).

3.3 Research Approach

In line with this pragmatist paradigm, the study adopted a mixed-methods research
approach, combining quantitative and qualitative methods to provide a comprehensive
understandifg of the research problem. This approach was chosen because integrating
numericalydata, (quantitative) with narrative data (qualitative) provided a more complete
analysis than either approach alone, allowing for triangulation and deeper exploration of
the research questions (Creswell & Plano Clark, 2018). This combination enabled the study
not only to identify statistical relationships among the variables but also to understand,

from participants' own perspectives, why such relationships existed (Bryman, 2016).
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3.4 Population

The population of this study comprised all undergraduate students enrolled at Mount Kenya
University (MKU), Thika Campus, estimated at approximately 50,000 students across the
university's nine academic faculties at the time of the study (Office of the Registrar, Mount

Kenya University, 2025).

3.5 Target Population

Of the approximately 50,000 students enrolled at MKU Thika Campus, undergraduate
students constitute the large majority, and it is this figure of 50,000thatywassed, together
with standard sample-size determination procedures, to calculate théstudy's target sample

of 377-378 participants (see 3.8).

3.6 Sampling Technique

For the quantitative component, a sfratified random sampling technique was used to ensure
that the sample adequately representedithe diverse academic composition of the MKU
student population. Stratification* involved dividing the population into relatively
homogeneous subgroups (strata) before sampling, which enhanced representativeness and
reduced samapling bias (Cohen, Manion, & Morrison, 2018). The university population was
stratified acording to its nine academic faculties, namely Education, Business, Health
Sciences, Social Sciences, Law, Computing and Informatics, Pure and Applied Sciences,
Engineering, Energy and the Built Environment, and Hospitality, Travel and Tourism
Management (Mount Kenya University, 2025). This stratification was methodologically
important because it enabled the study to capture potential variations in social media usage

patterns and participation in health-related activities across academic disciplines; within
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each faculty, students were then selected at random using class lists to fill each stratum's

proportional share of the sample.

For the qualitative component, a purposive sampling technique was used instead, since the
aim was not statistical representativeness but information-rich cases. Fifteen interview
participants were purposively selected from among the survey respondents based on their
level of social media engagement and participation in blood donation activities, ensuring
that both highly engaged and less engaged students were represented (Palinkasesal., 2015).
The two techniques were therefore complementary: stratified random sampling supported
generalisable quantitative estimates, while purposive sampling sapported an in-depth

qualitative understanding of the reasons behind those estimates:

3.7 Sample Size

To ensure the reliability and validity of the study, a representative sample was drawn from
the target population of studénts at thé'selected Kenyan private university. The required
sample size was determined,using the standard sample size determination procedure for
large populations;fat 2 95% confidence level and a 5% margin of error. The sample size
was calculatéd using theleonventional formula for determining an appropriate sample from
a finite population (Krejcie & Morgan, 1970; Singh & Masuku, 2014).

NxZ*xp(1-p)
(N-1)xe*+2*x p(1-p)

Where:
N = total population (50,000)
Z = Z-value (1.96 for 95% confidence level)
p = estimated proportion of the population (0.5 for a maximum sample size)

e = margin of error (0.05)
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Using this formula, the sample size calculation yielded approximately 377 participants.
This sample size provided an adequate basis for making inferences about the extent to
which social media influenced students’ awareness of and engagement with blood donation

campaigns.

Participants from each faculty were randomly selected to meet the predetermined sample
size. By ensuring that each subgroup was adequately represented in thé sample, this
approach enhanced the generalizability of the study findings (Cohen, Manion, & Morrison,
2018). Random selection of participants within each stratum fhelpedito ensure that the

diversity of the target population was accurately reflectedswhile minimizing selection bias.

3.8 Data Collection Instruments

The research utilized a combination of qualitative and quantitative instruments to gather
data effectively. For the quantitative component, a structured questionnaire (Appendix 1)
was developed, comprising closed-ended questions that assessed students’ awareness of
blood donation drivesg, their, engagement with social media platforms, and their actual
participation in blood donation events. Questions relating to social media use and blood
donation wgete measurediusing Likert-scale items in the questionnaire. For the qualitative
componentffaisemisstructured interview guide (Appendix III) was developed and used to
conduct in-depth interviews with selected participants. The interviews included open-ended
questions that enabled students to express their views, motivations, experiences, and
challenges regarding blood donation campaigns.

3.9 Validity of the Instruments

A pilot study was conducted with 30 students—approximately 8% of the target sample of

378, in line with the common recommendation that a pilot sample fall between 5% and
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10% of the main study sample (Cohen, Manion, & Morrison, 2018)—to assess the
feasibility and suitability of the research instruments. Pilot participants were selected
through simple random sampling from faculties not included in the main stratified sample,
to avoid contaminating the main study's respondent pool. The purpose of the pilot study
was to identify potential problems related to the clarity, relevance, and comprehensibility
of the questionnaire and interview questions (Bryman, 2016). Based on the feedback
obtained, ambiguous items were reworded, redundant questions were remioved, and the
estimated completion time was adjusted before the questionnaire anddnterviewiguide were

finalised for the main data collection exercise.

3.10 Reliability of the Instruments

Reliability was essential in ensuring that the researeh mstsuments consistently measured
the variables of interest. The reliability of théistructured questionnaire was assessed using
Cronbach’s alpha, which measured(the internal consistency among the questionnaire items
(Tavakol & Dennick, 2011):%A Crofibach’s alpha coefficient of 0.70 or above was

considered acceptable for establishing adequate reliability of the questionnaire scales.

For the qualitative interyiews, reliability was enhanced by using consistent interviewing
proceduresgfificluding standardized questions and prompts, to minimize interviewer effects
(Bryman, 2016). In addition, the interviews were transcribed verbatim to maintain accuracy
in data representation and to provide a complete record for analysis (Creswell & Poth,
2018). Inter-coder reliability was established during data analysis, whereby multiple
research assistants independently coded the data using a structured codebook and
subsequently compared their findings through consensus discussions to enhance

consistency and minimize bias (O’Connor & Joffe, 2020).
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3.11 Data Collection Procedures

With a mixed-methods explanatory design in place, data collection was carried out in two
consecutive phases (Creswell & Plano Clark, 2018). Data quality and procedural rigour

were enhanced through the incorporation of a pilot study and the use of trained research

assistants.

3.11.1 Quantitative Data Collection (Questionnaire)

Data collection proceeded in two stages. First, the questionnaire g¥as piloted with 30
students as described in Section 3.8, and refined accordingly. S€eond, for the main study,
the researcher, assisted by two trained research assistamts,jadministered the structured

questionnaire to the 378 sampled students.

The questionnaire was distributed physicallyiin high-traffic areas on campus, including the
library and student centres, to ensure broad and efficient reach across faculties. Research
assistants remained available‘@n-site to'€larify any items respondents found unclear. This
phase was completed within, a“four=week period to maintain a relatively consistent data
collection contexf, yielding 348 valid, fully completed questionnaires out of the 378
targeted (Bayman, 2016);

3.11.2 Qualitative Data Collection (Interviews)

Following completion of the quantitative phase, the researcher conducted semi-structured
interviews with the 15 purposively selected participants described in Section 3.5. Each
interview followed the guide in Appendix III, covering participants' general knowledge of
blood donation drives, the role of social media in promoting them, their own engagement
with campaign content, and their views on the effectiveness of, and barriers facing, current

campaigns. Interviews were conducted by the principal researcher in a private, pre-arranged
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location on campus and lasted 15-20 minutes each. With participants' consent, interviews
were audio-recorded and later transcribed verbatim; brief field notes recorded non-verbal
cues and the researcher's initial reflections to support the subsequent thematic analysis
(Creswell & Poth, 2018).

3.12 Data Analysis and Presentation

Quantitative data obtained through the structured questionnaires was cleaned and coded
before being analyzed using the Statistical Package for the Social Sciences (SPSS) version
28 (IBM Corp., 2021). Initially, descriptive statistics (frequencies, peséentages, means, and
standard deviations) was computed to summarize students’ awaréness, engagement, and
participation rates (Pallant, 2020). Subsequently, inferential'statisticSgwas employed to test
the relationships outlined in the objectives. Specifically, eorrelation analysis (e.g.,
Pearson’s r) was used to examine the strengtitand direetion of the relationship between
social media engagement and participation, ‘while» multiple regression analysis was
conducted to determine the predictive power of social media variables on donation

behavior, controlling for otheffactors (Field, 2018).

Thematic analysis was) uséd to examine the qualitative data, which was derived from
verbatim trahscriptions of interview notes, in accordance with the methodical six-phase
techniqueydéseribed by Braun and Clarke (2006, 2022). The steps include getting to know
the data, making some preliminary codes, looking for themes, evaluating possible themes,
defining and labeling themes, and finally, writing up the findings. Using this method will

guaranty that a comprehensive, thorough, and nuanced data analysis is conducted.

In this method, participants' experiences and viewpoints are enriched via the

identification and analysis of data themes (Braun & Clarke, 2019). Participant comments
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bolstered the narrative presentation of the results, which served to highlight important
themes and ideas.

Quantitative results are presented using tables, while qualitative findings are presented
thematically with supporting participant quotations. The two strands were integrated at the
interpretation stage through a triangulation protocol: for each objective, the quantitative

result (e.g., a correlation or regression coefficient) was read alongside the corresponding
interview theme to assess convergence or divergence, and both were then elated back to

the research gap identified in Chapter Two and interpreted through Sogial Cognitive Theory

and the Technology Acceptance Model. This integration is pfesented, in“Chapter Four,

Section 4.8.

3.13 Ethical Considerations

Ethical considerations were paramount imresearchinvolving human participants. The study
adhered to internationally recognized ethical principles and institutional guidelines to
ensure the protection of pagticipants®¥rights, dignity, and welfare (World Medical
Association, 2013). Officialiethical clearance was obtained from the Institutional Scientific
Ethics Review Cémmittee’ (ISERC) at St. Paul's University (Appendix VI), a research
permit wasgobtained from Kenya's National Commission for Science, Technology and
Innovationg™NACOSTI (Appendix VIII), and institutional authorisation to collect data was
granted by Mount Kenya University (Appendix VII). These approvals confirm that the
study complied with applicable institutional and national ethical requirements before data
collection began.

All participants provided written informed consent before taking part (Appendix I). The
consent form explained the purpose and procedures of the study, potential risks and

benefits, participants' right to withdraw at any time without penalty, and the measures taken
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to protect their anonymity (Faden & Beauchamp, 1986). Participation throughout was
entirely voluntary. Confidentiality and anonymity were strictly maintained throughout the
study. All identifiable information was removed from the collected data, and participants
(including the 15 interviewees) were assigned unique anonymised codes rather than their
names. Digital data were stored on a password-protected computer, while physical
documents were kept in a locked cabinet accessible only to the researcher. In line with
applicable data protection requirements, the data will be retained for five years and
scheduled for secure disposal thereafter (Saunders et al., 2015), andgwere used,solely for

the academic purposes of this study.

3.14 Summary

This chapter set out the study's pragmatist phildsephical paradigm and the mixed-methods
approach and cross-sectional/interview desigmthat followed from it. It described the study
area and population, the target population“ef MKU undergraduate students, and the
stratified random and purposive,sampling techniques used to draw the quantitative sample
of 378 and the qualitativeysample of 15, respectively. It detailed the data collection
instruments and their validity and reliability, including the pilot study, and the step-by-step
procedures gollowed forpboth the questionnaire and the interviews. Finally, it explained
how quantitative and qualitative data were analysed and triangulated, and outlined the
ethical safeguards—informed consent, confidentiality, anonymity, and institutional and

national approvals—that governed the study throughout.
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CHAPTER FOUR: DATA PRESENTATION, ANALYSIS AND
INTERPRETATION

4.0 Introduction

This chapter presents the empirical findings of the study examining the influence of social

media on university student participation in blood donation drives at Mount Kenya
University, Thika. The three main goals of the research are as follows: first, to determine

how well students are aware of blood donation drives through social media; second, to
determine which social media platforms are most effective at getting students, involved;

and third, to analyze the correlation between student engagemengt and pasticipation on these

platforms.

The chapter integrates quantitative data froni"348hvalid questionnaires and qualitative
insights from 15 semi-structured interviews.Quantitative analysis employed descriptive
statistics, Pearson correlation, multiple'regression, and Friedman's test using SPSS version
28. The findings are discussedwithin thedframework of Social Cognitive Theory (Bandura,
1986) and the Technolegy Acceptance Model (Davis, 1989), while being contextualized

against existing literature on health communication and blood donation behavior.

4.1 ResponséRate

The study achieved a strong response rate, with 348 valid questionnaires available for
analysis from the targeted sample of 378 students. This represents a 92.1% valid response
rate, which is considered excellent for survey-based research (Bryman, 2016). The
dedicated research assistants who helped with data collecting and the easy distribution of

questionnaires throughout campus contributed to the excellent response rate.
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4.2 Demographic information
4.2.1 Gender
Important research population features are revealed by the demographic makeup of
respondents. Female students constituted the majority at 56.3% (n=196), while male
students represented 43.7% (n=152). This gender distribution is consistent with the broader
enrollment patterns at Mount Kenya University and similar private universities in Kenya,
where female enrollment has been increasing steadily over recent years. Thefpredominance
of female respondents is noteworthy given that previous research *d gender
differences in blood donation behavior, with some studies sug%@h articipation
rates among female students (Misje et al., 2009; Dabula, i ographic context
provides a foundation for understanding the _s dings on awareness,
engagement, and participation. \
Table 1: Gender %

equency Percent

Valid Male 152 43.7
196 56.3
348 100.0

Source: R ch Data’(2026)
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Gender

M Wale
Wremale

Figure 4: Gender %\\

4.2.2 Age

The age distribution of respondents indicates that students fell within the 18

—24 years category (42.8%), followed by th 30 years (27.3%), below 18 years
(20.7%), and above 30 years (9.2%). profile is typical of undergraduate

populations and is significant b‘ ng adults represent a critical demographic for

blood donation campaigns. ted.by Sharma et al. (2020), university students in this
age bracket are often rimary donors due to their health status, accessibility,
and potential for ishing lifelong donation habits. The predominance of younger

students 1 I‘With the Technology Acceptance Model's premise that younger
individua ore likely to adopt and engage with digital platforms, suggesting that this
population is well-positioned for social media-based health interventions (Venkatesh &

Davis, 2000).
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Table 2: Age
Frequency Percent
Valid Below 18 years 72 20.7
1824 years 149 42.8
25-30 year 95 27.3
Above 30 years 32 9.2
Total 348 100.0

Source: Research Data (2026)

4.2.3 Year of study \

Regarding year of study distribution, first-year students o (n=95), followed
by third-year students at 26.1% (n=91), second-y“S 3.6% (n=82), fifth-year
students at 17.5% (n=61), and postgradua 5% (n=19). No fourth-year
undergraduates appear in the sample;% the academic calendar of MKU's
programme structure at the tim& c tion, when the cohort that would have

constituted fourth-year stu. in several of the sampled faculties (including Health

Sciences and Engin ammes that run five-year curricula) was away on

mandatory indus t or clinical placement and therefore not accessible on
campus du he four-week data collection window. Their absence is a limitation of the
samplin w rather than of the sampling design, and is addressed further in Section

1.10 (Limitations and Delimitations). The relatively even distribution across the remaining
years still provides a reasonably balanced perspective on how social media engagement

and blood donation participation vary across stages of academic progression.
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Year of study

30

Percent

Figure 5: Year of study

First Second Third Fifth Postgraduate
Year of study «

4.3 Student Awareness of Blood Donation Drives thro ia
The findings indicate that students possess a modera f awareness regarding blood
donation drives organized at their university, ore of 3.57 (SD = 1.39). This

score, sitting slightly above the midpoint o nt scale, suggests that while most

students are aware of the existen f bl

e

nation activities, this awareness is not

particularly strong or wides dard deviation of 1.39 indicates considerable

variation in responses while some students report high awareness, a

substantial numb or no awareness. These differences are in line with what

Sharma et a 20) disg¢evered: that there are large disparities in blood donation awareness

and und i %ong university students in Kenya. Given that the institution's blood
donation programs are more often than not seasonal rather than continuous, the modest
level of awareness may be a reflection of that (Muchoka, 2025). Rather of maintaining

constant awareness, event-driven campaigns see ebbs and flows, leaving many students in

the dark outside of designated driving times.

The majority of students (3.57) also said that social media was the primary source from

which they learnt about blood donation drives. This is in line with the reasonable level of
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awareness among students. Although not all students use social media as their main source
of first knowledge, this research does show that it is the case for a considerable number of
students. The similarity in the mean and standard deviation to the prior item indicates a
continuous pattern: social media has a significant role in spreading information about blood
donation, although it is not always successful. While conventional channels and peer
networks still have an impact, studies by Njoroge et al. (2021) and Kimani and Muriithi
(2021) have shown that social media is playing an increasingly importantirole in health
communication among university students in Kenya. The variationdin responses (SD =
1.39) implies that some students rely heavily on social media fof heéalthyinformation, while
others may depend more on university notices, posters, orgvord-of-miouth from friends and

classmates.

The frequency with which students encountetblood donation posts on social media yielded
the lowest mean score of all awaredess items,at 3.20 (SD = 1.40). This score suggests that
students encounter such contefibonly ocedsionally rather than regularly. The relatively high
standard deviation (1.40) indicates substantial disagreement among respondents, with some
students frequently seeingidonation-related content while others rarely do. This pattern of
intermitteng@Xposure is'¢oncerning from a health communication perspective, as research
consistently’demonstrates that repeated exposure is necessary for message retention and
behavior change (Shaw et al., 2017). In the Kenyan setting, Mwangi et al. (2019) found
that social media health campaigns had limited reach due to infrastructure restrictions, such
as algorithmic filtering and irregular campaign timing. If students don't hear about blood
drives very often, they may not be aware of when they are and be less likely to donate

blood. those on students' health may have a harder time competing for attention than those
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about entertainment or personal experiences due to the unpredictable accessibility of
material on social media sites, where algorithms favor highly engaging content.

Table 3: Student Awareness of Blood Donation Drives through Social Media

N Minimum | Maximum Mean Std.
Deviation
I am aware of blood 348 1.00 5.00 | 3.5718 1.39286

donation drives organized

at my university.

I first learned about the 348 1.00 5.00 | 3.5661 1.38693

blood donation drives at

my university through

social media.

I frequently come across 348 1.00 5.00 [93.2040 1.40452

posts about blood

donation drives on social

media.

Social media is a key 348 1.00 5,00, [“4.1724 1.22375

platform for me to learn

about blood donation

campaigns at my

university.

Valid N (listwise) 348
Source: Research Data (2026)

A mean score of 4.17 (SD = 1,22 )"for the assertion that social media plays a crucial role in
spreading awareness about bloed‘dehation campaigns stands out in this area. This score,
which is above the median‘of 3:0'and close to "Agree," shows that students strongly believe
that social media is an important medium for health information. There seems to be more
agreemefnt among, respondents on this topic, with a smaller standard deviation of 1.22
compared tégother items. This strong endorsement of social media's potential as an
information channel is consistent with the Technology Acceptance Model's (TAM) concept

of perceived usefulness (Davis, 1989).

Students clearly recognize the value of social media platforms for health-related
information seeking, even if their actual exposure to blood donation content remains

limited. This disconnect between perceived usefulness and actual exposure represents both
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a challenge and an opportunity for health communicators. The challenge lies in the apparent
gap between students' favorable attitudes toward social media as a health information
source and their actual experience of receiving blood donation content. The opportunity is
that because students already view social media as a key platform, they may be receptive
to more frequent and strategically designed campaigns that leverage this existing positive

perception.

4.4 Social Media Engagement

All student mean scores were higher than 3.80 on the fi¥e-pomt, scale, indicating
consistently high levels of social media participation. Anaverage s¢ore of 4.61 (SD=0.91)
was recorded for the assertion that social media aids myraisinggblood donation awareness,
which was the most strongly agreed upon. Studentshnear-tniversal agreement that social
media may help them better grasp the importanec of blood donation is reflected in this
extraordinarily high score. There séems to bea’lot of agreement on this subject, with few
disagreements, based on the low standatd deviation of 0.91. This finding aligns with the
Technology Acceptance Model'sy(TAM) concept of perceived usefulness, demonstrating
that students firmly believ€ mpthe value of social media as a health communication tool
(Davis, 1989). Consistent with the findings of Moorhead et al. (2018), who showed that
social medi@improves health awareness and allows two-way contact, there is significant
support for the function of social media in raising awareness. It also resonates with findings
by Kimani and Muriithi (2021) in the Kenyan context, who observed that social media
platforms are instrumental in raising awareness about health campaigns among university
students.

Students reported substantial interaction with blood donation content, with a mean score of

4.03 (SD = 1.53) for engaging in behaviors such as liking, sharing, or commenting. This
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relatively high mean indicates that a significant proportion of students actively engage with
donation-related content rather than passively consuming it. However, the substantial
standard deviation (1.53) reveals considerable variation in engagement levels. While some
students frequently interact with content, others rarely or never do. This variability may
reflect differences in social media usage patterns, personal interest in health issues, or
varying levels of exposure to donation content. The finding that active engagement is
common among students is encouraging from a health communication gerspective, as
engagement behaviors such as sharing and commenting extend thedreach oficampaigns
through social networks. Previous studies have shown that active socialimedia engagement
influences user loyalty (Wirtz & Daiser, 2020) and canglead to_cémmitment to a cause
(Rana & Sharma, 2024), suggesting that users who interact with'blood donation content

may become more committed to the cause.

Similarly, the motivational effect of mteraction with blood donation posts was high with
an average of 4.11 (SD = 1,49). This suggests that students are encouraged and inspired
to take part in donation drivesiwhen they see interesting content. Well-designed social
media contents can have influence on behavioral intention, which is consistent with the
constructs of Social Cognitive Theory (Bandura, 1986) indicated in this strong agreement.
Students'whioifeel'that donation of blood will bring positive results have positive attitudes
towards donation. Students with positive expectations of positive outcomes after blood
donation have positive attitudes towards blood donation. Rather than that, the positive
outcomes that are promoted through social media can be effective in building students'
outcome expectations, thus enhancing their motivation to participate. The large standard
deviation (1.49) suggests that although most students consider donation content motivating,

it is not enough to persuade all of them; some students may need more persuasive or
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different messages to change their intentions. In a similar study, Zhang et al. (2020) have
also shown that young people who interacted with health-related social media posts were
more likely to engage in offline activities, further emphasizing the relationship between

online interactions and offline behaviors.

The assessment of content quality yielded the lowest mean in this section, at 3.81 (SD =
1.67), for the statement that blood donation content is engaging and informative. While this
score remains above the scale midpoint, it signals that studentsdperceiveéyroom for
improvement in the quality of information they encounter. The“highistandard deviation
(1.67) points to polarized opinions among respondents.sSome students find the content
highly engaging and informative, while others considex, it Jackduster or unappealing. This
divergence may reflect differences in content‘quality across platforms, inconsistency in
messaging, or varying expectations among students. Ilf'may also suggest that current social
media campaigns do not consistently theet students' expectations for compelling, relevant
content. According to Ezeh ahd Mburd(2017), appealing to specific audiences via social
media for health adyecaey, pusposes requires both factual accuracy and interesting
presentation. Universities andblood collection organizations can benefit from putting more
energy intodproducing engaging and informative information by using images, personal
tales, andunteractive aspects. This study's middling evaluation of content quality is a good
indicator of this.

Table 4: Social Media Engagement

N Minimum | Maximum | Mean Std.
Deviation

I have interacted with 348 1.00 5.00 | 4.0259 1.53045
social media content
related to blood
donation (e.g., liking,
sharing, or
commenting).
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Engaging with blood 348 1.00 5.00 | 4.1092 1.48756
donation posts on
social media motivates
me to participate in
blood donation drives.
I believe that social 348 2.00 5.00 | 4.6121 90568
media helps increase
my awareness of the
importance of blood
donation.
The social media 348 1.00 5.00 | 3.8103 1.67322
content related to
blood donation is
engaging and
informative.
Valid N (listwise) 348
Source: Research Data (2026)

The strong motivation scores (4.11) suggest that en

consumption but a catalyst for action. This finding has plications for campaign

design: content that encourages interaction a \

effective in converting awareness into 1 an purely informational posts. The

tional responses may be more

motivational impact appears to b{ by the content itself and the social context
in which it is consumed. stude ee their peers engaging with blood donation
content—through sh. , or visible participation in donation events—they

experience vicari 1 ent, another key construct of Social Cognitive Theory

(Bandura, . This vicarious experience reinforces the perceived benefits of donation

and stre students' own intentions to participate.

The standard deviations observed across the engagement items provide valuable insights
into the diversity of student experiences. The relatively lower standard deviation for
awareness-building (0.91) suggests consensus on social media's informational value, while
the higher standard deviations for interaction (1.53) and content quality (1.67) indicate

divergent experiences. These variations may be attributed to differences in social media
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usage patterns, platform preferences, and the extent to which students follow university-
affiliated accounts or health-related pages. Students who actively follow institutional
accounts and health organizations are likely to encounter more frequent and higher-quality
content, leading to greater engagement and more positive perceptions. Conversely, students
who rely on general news feeds may encounter donation content only sporadically,

resulting in lower engagement and less favorable content evaluations.

4.5 Effectiveness of Social Media Platforms

The findings reveal a pattern of moderate awareness levels coupledwithystrong recognition
of social media's potential as an information channel. ¥ Studentss reported moderate
awareness of blood donation drives at their universityy,with agn€an score of 3.57 (SD =
1.39). This score, positioned slightly above the‘sealeumidpoint of 3.00, suggests that while
most students possess some knowledge ofydonation activities, this awareness is not
particularly robust or widespread.(The standard deviation of 1.39 indicates substantial
variation in responses, meaningthat awateness levels differ considerably across the student

population.

Some studefits report high levels of awareness while others remain largely uninformed.
This variability, may reflect differences in social media usage patterns, levels of engagement
with university communications, or personal interest in health-related activities. Sharma et
al. (2020) documented similar gaps in blood donation knowledge and awareness among
Kenyan university students, noting that while some students were well-informed, a
significant proportion lacked adequate understanding of donation opportunities and
procedures. Even if present communication efforts are reaching some students, they are not

reaching all of them, according to the modest awareness found in this research.
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Students reported that they first learned about blood donation drives through social media
at a moderate level, with a mean of 3.57 (SD = 1.39). The nearly identical score to the
previous item suggests that social media serves as a primary information source for a
notable portion of students, but it is not the sole or dominant channel. The matching
standard deviation (1.39) indicates that students' experiences with social media as an initial
information source vary widely. This finding aligns with Njoroge et ali, (2021), who
observed that while social media has become increasingly imiportant for health
communication among Kenyan university students, traditional chaanelg,and'peer networks
continue to play significant roles. Students who are active on,socialimedia or who follow
accounts associated with their institution are more, likely“to see Contribution material on
these platforms. Other students may discover aboutydrives via university emails, posters

around campus, or word of mouth from glassmates and friends.

The frequency with which students encéutiter blood donation posts on social media yielded
the lowest mean scoreat 3.20 (SD="1.40). This score, just above the midpoint, indicates
that students encotinter’such eontent only occasionally rather than regularly. The relatively
high standard deviation'(t.40) reveals considerable disagreement among respondents, with
some studefitSyfrequently seeing donation-related content while others rarely encounter it.
This pattern of inconsistent exposure is concerning from a health communication
perspective, as research demonstrates that repeated exposure is essential for message
retention and behavior change (Shaw et al., 2017). In the Kenyan context, Mwangi et al.
(2019) identified infrastructural limitations and algorithmic filtering as factors that restrict
the reach of social media health campaigns. When blood donation content appears only

sporadically in students' feeds, it competes with a vast array of other content, potentially
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being overlooked. The low frequency of exposure may mean that students miss critical

information about upcoming drives, reducing their ability to plan for participation. This

discovery implies that the present methods of communication could not be making blood

donation campaigns as visible as they should be, which would reduce their effectiveness.

Table 5: Effectiveness of Social Media Platforms

N

Minimum

Maximum |Mean

Std.
Deviation

Facebook is the most
effective social media
platform for
promoting blood
donation drives at my
university.

348

1.00

5.00

4.1897 a 1.49686

Instagram is the most
effective social media
platform for
promoting blood
donation drives at my
university.

348

1.00

Twitter is the most
effective social media
platform for
promoting blood
donation drives at my
university.

WhatsApp is the m
effective social i
platform for
promoting

348

N
&

1.55578

5.00 [3.9454

1.59968

1.00

5.00 [4.0632

1.53030

The assertion that social media plays a crucial role in spreading awareness about blood

donation campaigns stands out with an extraordinarily high mean score 0of4.17 (SD = 1.22).

This score, well above the midpoint and approaching "Agree," indicates strong student

agreement that social media serves as a vital channel for health information. There seems

to be less disagreement among respondents on this topic, as seen by the smaller standard

deviation (1.22), in comparison to the other questions. This resounding support for social
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media's information-gathering capabilities is in line with the idea of perceived utility as
proposed by Davis (1989) in the Technology Acceptance Model. Even though students
don't encounter much blood donation material on social media, they nevertheless
understand the importance of these platforms for accessing health-related information.
Students see the potential of social media but aren't getting the material they need to fully
experience it, as shown by the large disparity between their high perceived usefulness
(4.17), moderate awareness (3.57), and low frequency of exposure (3.20)4¢This is in line
with the Technology Acceptance Model's broader premise (Davis, 1989): fortechnology
to be valuable, users need access to relevant and easily digestiblé miatetial in‘addition to its

perceived usefulness.

4.6 Participation in Blood Donation Drives

According to the results, people believe thatsocial media has a significant impact on their
giving habits, and they also report rather high,lévels of engagement. With a mean score of
3.91 (SD = 1.64), students reported having participated in blood donation campaigns at
their institution. A large percentageiof students have donated blood at least once, according
to this score, which@iSyover the seale's middle. However, the substantial standard deviation
of 1.64 indicdtes wideyariation in participation experiences: while some students have
donated{multipleitimes, others have never participated. This pattern is consistent with
findings fromiother contexts where university students represent a significant but not
universally engaged donor pool. Studies by Alsalmi et al. (2019) found that while many
university students donate blood, the majority tend to make single rather than repeat
donations. The mean of 3.91 in this study may reflect a mix of regular donors and first-time
or non-donors, with the high standard deviation capturing this diversity. This finding also
aligns with Moore et al. (2020), who investigated factors influencing voluntary blood

donation practices among university students in Thika, Kenya, and found that although
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social media was preferred communication channel, only 36.4% of participants had actually
donated blood. The relatively higher mean in this study (3.91) could be explained by the
fact that it was conducted in the context of Mount Kenya University's active blood donation
campaigns, where students collectively participated in major drives like the 2024 national

drive, which collected over 640 units of blood (Thika Town Today, 2024).

An average score of 3.75 (SD=1.71) shows that students admitted that socialdgnedia postings
impact their choice to take part in blood donation programs. While this scorcg,above the
midpoint, it is the lowest among the participation items, suggesting'thatywhile social media
does influence decisions, other factors also play significant roléss The high standard
deviation of 1.71 indicates considerable variation injthe perecived influence of social
media: for some students, social media posts arghighly influential, while for others, they
have minimal impact. This confirms what manyshave suspected: that social media has a
mixed impact on people's propensity t6 give.'Perceived health advantages, peer influence,
and marketing methods were‘@mong thefmumerous elements that Dabula (2019) found to
persuade millennials inyAfriea toxdonate blood, with social media being only one of many.
Similarly, Misje €t aly (2009) discovered that gender is a major demographic factor
influencingddonation behavior; students who identify as female are more likely to engage
than studentSwhoidentify as male. The moderate mean for social media influence suggests
that universities must consider a holistic approach to encouraging donation that combines
social media campaigns with other strategies such as peer education, campus events, and
addressing practical barriers like convenience and fear of needles (Ngwenya & Dlamini,
2019).

The strongest agreement in this section was observed for the statement that social media

campaigns have encouraged more frequent participation, with a mean of 4.19 (SD = 1.41).
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This high score indicates that students perceive social media as having a positive,
reinforcing effect on their donation frequency. Rather than merely raising initial awareness,
social media campaigns appear to sustain and increase engagement over time. The
relatively lower standard deviation (1.41) compared to other items suggests more consensus
on this point, with most students agreeing that campaigns have encouraged repeated
participation. This finding is significant because blood collection organizations face
challenges not only in recruiting first-time donors but also in retaining them for repeat
donations (Eder, 2012). Donor retention and recruitment are both dided by eampaigns,
according to the perceived efficacy of social media in promotifigirecusrentiinvolvement.
This is in line with the findings of Veldhuizen and Doggen (2018), who observed the
influence of social media on the donor retention efforts,of bload collection organizations,
and Stmnig et al. (2018), who discovered that“secial media engagement techniques

enhanced the recruitment and motivatiomof blood,donors.

Students expressed strong agréement thatiSocial media plays a significant role in motivating
students to donate blood, with aimean of 4.15 (SD = 1.45). This high score, approaching
"Agree," suggest§ near-consensus among students that social media is a powerful
motivational tool for health behaviors. The standard deviation of 1.45 indicates moderate
variation,jbuitithe “‘overall pattern is clear: students recognize social media's capacity to
influence health-related decisions. This perception is consistent with the Technology
Acceptance Model's (TAM) emphasis on perceived usefulness (Davis, 1989). Students
perceive social media as not only useful for obtaining information but also for motivating
action. The motivational aspect of social media may operate through several mechanisms:
exposure to peer participation creates social norms favoring donation, personal stories

evoke empathy and altruistic responses, and calls to action provide clear behavioral
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prompts. The high motivational ratings in this study suggest that social media campaigns
are achieving their persuasive goals, at least in terms of influencing intentions and

motivation.

Students also expressed strong willingness to participate in more drives if campaigns were
more frequent and engaging, with a mean of 4.19 (SD = 1.39). This statement, tying
together frequency and engagement, received one of the highest ratings, dndicating that
students see room for improvement in current campaigns and would gZ&spond pesitively to
enhanced efforts. The relatively low standard deviation (1.39)suggests broad agreement
that better campaigns would lead to greater participation.)This finding has important
practical implications: students are not merely passive recipients of campaigns but are
actively expressing their preferences and willingnessito engage more if conditions improve.
Zhang et al. (2020) discovered that young peeple,who engaged with health-related social
media postings were more likely td patticipatein offline activities. This supports the idea
that producing more and better contént might lead to higher participation rates. The
demand-side view is borncup bythe desire to engage more in the event that campaigns are
improved; students are, prepared to give, but they want more convincing and regular

encouragement to do so.

The values in Table 7 are mean agreement scores on the study's five-point Likert scale (1
= Strongly Disagree to 5 = Strongly Agree), not counts of how many times a student
donated. The first item (“I have participated in a blood donation drive organized by my
university”), for instance, records how strongly, on average, students agreed that they had
donated at least once (mean = 3.91), not the number of donations made; a score above 3.00

indicates that most respondents leaned toward agreement. The remaining items similarly
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measure the strength of agreement with statements about social media's influence on the

decision to participate, on repeat participation, on motivation, and on willingness to

participate more if campaigns improved.

Table 6: Participation in Blood Donation Drives

N

Minim
um

Maxim
um

Mean

Std.
Deviation

I have participated in
a blood donation
drive organized by
my university.

348

1.00

5.00

3.9052

My decision to
participate in blood
donation drives is
influenced by social
media posts.

348

1.00

Social media
campaigns have
encouraged me to
participate in blood
donation drives more
frequently.

348

I believe that social
media plays a
significant role in
motivating students
donate blood.
I would participa

engaging.

1.00

63523

71386

1.41101

00

5.00

4.1494

1.44668

348

1.00

5.00

4.1897

1.38901

Valid N (listwise)

348

Source: Research Data (2026)

4.7 Inferential Analysis

4.7.1 Correlations

The study's variables are shown to be significantly related to one another according to the

correlation analysis. One of the most striking and robust findings is the very significant
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positive relationship (r = 0.797, p < 0.01) between involvement in blood donation
campaigns and social media activity. Students are far more likely to take part in blood
donation drives if they engage with blood donation information in a more active way. The
robustness of this correlation implies that engagement is more than just a synonym for
involvement; it is an effective predictor of real actions. In line with previous research, this
finding supports the findings of Zhang et al. (2020) that youth who engage with health-
related social media posts are more inclined to take part in offline activitiesh Additionally,
Wirtz and Daiser (2020) showed that active social media communication greatlyinfluences

user engagement and promotes cause loyalty.

A high positive association (r = 0.698, p < 0.01) is alseiseen between involvement and the
perceived usefulness of social media sites. Doner ‘participation in blood drives is higher
among students who think social media, is7a, good“way to get others to donate blood.
Perceived utility is the primary motivator for the acceptance and use of technology,
according to the Technology Aeceptanc&Model (TAM) (Davis, 1989). Students are more
likely to take action based'on health-related messages they receive on social media when

they see these platforms asthelpful resources.

A very strong, positive correlation also exists between social media engagement and
platform effectiveness (r = 0.743, p < 0.01). This suggests that students who engage more
with donation content also perceive platforms as more effective, or conversely, that
students who find platforms effective are more likely to engage with content. This
reciprocal relationship may reflect a virtuous cycle where engagement enhances

perceptions of usefulness, which in turn encourages further engagement.
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The relationship between awareness and participation reveals a weak, non-significant
correlation (r = 0.058, p = 0.283). This finding is particularly noteworthy because it
suggests that mere awareness of blood donation drives does not automatically translate into
participation. Students may know about donation opportunities but fail to act unless they
are actively engaged with the content and motivated through social influence. This finding
has important implications for health communication strategies: awareness campaigns
alone are insufficient; they must be accompanied by engagement strategi€s that convert
awareness into action. This observation aligns with Moore et al. (2020), wheyfound that
while social media was a preferred communication channel, actualdonation tates remained

low, highlighting the gap between awareness and behavior.

Awareness shows a weak but significant positiveieottelation with social media engagement
(r=20.119, p <0.05), suggesting that studentsswhe are'more aware of donation drives also
tend to engage more with donatiofi ¢ontent.“However, the weakness of this correlation
suggests that awareness and, éngagementiare distinct constructs, and that campaigns need
to address both separately.

The correlations Between ageland other variables reveal interesting patterns. Age shows
significant segative correlations with all study variables: with awareness (r = -0.110, p <
0.05), withs§oeial media engagement (r = -0.158, p < 0.01), with platform effectiveness (r
=-0.286, p < 0.01), and with participation (r = -0.127, p < 0.05). These findings indicate
that younger students tend to have higher awareness, engage more with social media,
perceive platforms as more effective, and participate more in blood donation drives
compared to older students. The strongest negative correlation between age and platform
effectiveness suggests that younger students are particularly likely to view social media as

effective for health promotion, consistent with research showing that younger
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demographics are more active on and responsive to social media communications (Pew
Research Center, 2024; Kemp, 2023). This age pattern has practical implications for
campaign targeting: communication strategies should be tailored to younger students, who

are more receptive to social media messaging and more likely to participate.

The non-significant correlation between awareness and platform effectiveness (r = 0.090,
p = 0.093) suggests that awareness levels do not strongly predict how efféctive students
perceive platforms to be. Students may recognize social media's petential regardless of
their personal awareness levels, or conversely, awareness may fbeldriven bypfactors other

than social media use, such as campus posters or peer conyersations:

From a theoretical perspective, these correlations, strongly support both the Social
Cognitive Theory and the Technology, Acecptance Model. The strong engagement-
participation relationship reflects SCT's emphasis on observational learning and social
influence: students who engage,with content and see peers participating are more likely to
donate themselves (Bandusa, “1986). The strong platform effectiveness-participation
relationship supp@rts’ TAM'spproposition that perceived usefulness drives behavioral
intentions (Pavis, 1989)JThe non-significant awareness-participation relationship suggests
that awaren@ssalone, without the cognitive and social processes facilitated by engagement,
is insufficient to drive behavior change. This highlights the importance of campaigns that
use social modeling and interactive material to inspire and engage kids while also informing

them.

Table 7: Correlations

Age | Awareness of Social Effectiveness | Participation
Blood Media of Social in Blood
Donation Engagement Media Donation
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Drives Platforms Drives
Age Pearson 1 -.110 -.158" -.286™ - 127
Correlation
Sig. (2- 0.041 0.003 0.000 0.018
tailed)
N 348 348 348 348 348
Awareness of | Pearson -.110 1 119 0.090 0.058
Blood Correlation
Donation Sig. (2- 0.041 0.026 0.093 0.283
Drives tailed)
N 348 348 348 348 348
Social Media | Pearson -.158" 1197 1 743" 797
Engagement Correlation
Sig. (2- 0.003 0.026 0.000
tailed)
N 348 348 348
Effectiveness | Pearson -.286" 0.090 743 .698"
of Social Correlation
Media Sig. (2- 0.000 0.093 0.000
Platforms tailed)
N 348 348 348 348
Participation Pearson -127 0.058 698 1
in Blood Correlation
Donation Sig. (2- 0.018 0.000
Drives tailed)
N 348 348 348
*. Correlation is significant at the 0.05 level (2-ta
**_ Correlation is significant at the 0.0
Source: Research Data (20
4.7.2 Reliability Stat
The internal consQ the items was measured using Cronbach's Alpha, which was
used to t& reliability of the questionnaire. Table 4.8 shows that the total
Cronbach a coefficient was 0.770, which is higher than the generally acknowledged

reliability criterion of 0.70 (Tavakol & Dennick, 2011). With respect to the standardized
items, the Cronbach's Alpha came out at 0.741. According to these values, the items
assessing the research constructs had strong internal consistency, which means they
accurately assessed the variables that were intended. This degree of dependability is in line

with norms in social science research and is enough for deriving significant inferences from

the data (Field, 2018).
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Table 8: Reliability Statistics

Cronbach's Alpha Cronbach's Alpha Based on N of Items
Standardized Items
770 741 4

Source: Research Data (2026)

4.7.3 ANOVA with Friedman's Test

Friedman's test was conducted to determine whether significant differences exist in

students' perceptions of effectiveness across the four social media plat he analysis
yielded a Friedman's Chi-Square value of 328.112 with 3 degrees ich was
statistically significant (p < 0.001). This indicates that st the platforms
differently in terms of effectiveness for promoting b rives. The Kendall's
coefficient of concordance (W = 0.158) suggest ement among respondents
regarding the rank order of platform effecti ting consistent preferences across
the student population. The grand mean represents the average sum of ranks

across all platforms. \

Table 9: ANOVA with
Df Mean Friedman's Sig
Square Chi-
Square

18770.663 347 54.094
5929.203* 3 | 1976.401 328.112 .000
12936.547 1041 12.427
18865.750 1044 18.071

Total 37636.413 1391 27.057

Grand Mean = 16.8671
a. Kendall's coefficient of concordance W = .158.
Source: Research Data (2026

4.7.4 Model Summary
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A multiple regression analysis was conducted to predict student participation in blood
donation drives from three predictor variables: awareness of blood donation drives, social
media engagement, and perceived platform effectiveness. The model produced an R value
of 0.814, indicating a strong positive correlation between the combined predictors and
participation. All three variables account for 66.2% of the variation in student engagement,
according to the R Squared value of 0.662. After taking into consideration all of the
variables, the model's robust explanatory ability is confirmed by the Adjusted R Square
value of 0.659. The inclusion of these factors greatly enhances thé model'sypredictive

capacity, as seen by the extremely significant F-change of 224.750

Table 10: Model Summary

Model R R Adjusted Std: Change Statistics
Square | R Square Efror of )} R Square F dfl
the Change Change
Estimate
1 .814* .662 .659 3.58237 662 | 224.750 3
a. Predictors: (Constant), Effectiveness of Social Media Platforms, Awareness of
Blood Donation Drives, Secial Media‘Engagement

Source: Research Data (2026

4.7.5 ANOVA

The ANOV Agesults'testing the overall significance of the regression model confirm that
the modélWis statistieally significant (F = 224.750, p < 0.001). This indicates that the
combinationfef the three predictor variables—awareness of blood donation drives, social
media engagement, and perceived platform effectiveness—significantly predicts student
participation in blood donation drives. The large F-statistic relative to the degrees of
freedom suggests a strong model fit, reinforcing that social media-related factors are
important determinants of participation behavior.

Table 11: ANOVA

Model Sum of df Mean F Sig.
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Squares Square
Regressio 8652.916 3 2884.305 | 224.75 .000°
n 0
Residual 4414.678 344 12.833
Total 13067.595 347

Repository

Source: Research Data (2026

4.7.6 Coefficients

There are clear trends for every predictor variable shown by the re efficients.

The most significant factor in determining participation was involvement,

e
which was shown to have a standardized beta value of 0. %}, p <0.001). This
suggests that the main factor driving participation gement with donation

material. Students are more inclined to join if't media as successful channels,

as shown by the significant predictor o form efficacy (beta of 0.237, t =

5.069, p <0.001). After controllin inv

nt and efficacy, however, knowledge of
blood donation drives did no ificant predictor (beta =-0.038, t =-1.209, p =
0.228). With no statistica constant term (B = 1.842; p = 0.091), we may infer

that baseline invo est when all variables are set to zero.

Unstandardized Standardize t Sig.
Coefficients d
Coefficients
B Std. Beta
Error
1 (Constant) 1.842 1.087 1.694 .091
Awareness of -.071 .059 -.038 -1.20 228
Blood Donation 9
Drives
Social Media .879 .066 .625 13.32 .000
Engagement 0
Effectiveness of 298 .059 237 5.069 .000
Social Media
Platforms
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| a. Dependent Variable: Participation in Blood Donation Drives
Source: Research Data (2026

4.8 Qualitative Findings and Triangulation

This section presents findings from the 15 semi-structured interviews conducted alongside
the survey, organised thematically by the study's three objectives, and triangulates them
with the quantitative results presented in Sections 4.3 to 4.7. Informant quotations are
attributed to anonymised codes (IP1-IP15) in line with the confidentiality safeguards

described in Section 3.14.

4.8.1 Awareness of Blood Donation Drives through SociallMedia

Consistent with the moderate quantitative awareness ‘scote, (mean'= 3.57, SD = 1.39),
informants described awareness as real but {incoemsistent, concentrated around the
university's annual February campaign ratherthan sustained year-round. IP3 explained: “I
only really hear about it when the actualyweek 1s coming, maybe from a poster or a
WhatsApp status. Outside of that time; 1t just goes quiet.” Several informants attributed this
gap to reliance on specialised‘@accounts,rather than mainstream institutional pages, echoing
the recommendationgin ‘Seétion’5.3. As IP9 put it, “Unless you follow the health club page
yourself, you won't see much. The main university page doesn't post about it often.” Others,
such as P12, deseribed friends as a more consistent information source than social media
itself: “Honéstly I hear about it more from my roommate than from Facebook—social
media just confirms what [ already heard.” These accounts help explain the weak but
significant awareness—engagement correlation (r=0.119, p <.05) reported in Section 4.7.1:
awareness appears to spread through a mix of social media and interpersonal channels
rather than social media alone, consistent with Njoroge et al. (2021), who found that
traditional and peer channels continue to complement social media in Kenyan university

health communication.
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4.8.2 Social Media Engagement and Student Participation

The interviews offered the clearest explanation for the study's central quantitative finding
—that engagement ( = 0.625, p < .001), not mere awareness (f = -0.038, p = .228),
predicted participation. Informants repeatedly described a specific mechanism—seeing a
peer's post about donating—as the trigger that converted passive awareness into an actual
decision to donate. IP1 recalled: “I had seen the posters before and did notling. But when
my classmate posted her photo after donating and tagged the health clib, that's\what made
me sign up the next day.” This mirrors Social Cognitive Theofy's construet of vicarious
learning (Bandura, 1986): observing a peer's donation and‘the positive social response it

attracted appeared to build informants' own self-effica¢y and outcome expectations.

Similarly, IP7 linked engagement to sogial proof:, “When you see the comments under a
donation post, people cheering someone on, it makes you feel like it's normal, like it's
something people your age a€tually d6.2 Several informants also described a persuasive
gap between believinggsocial mediais useful (reflected in the high perceived-usefulness
mean of 4.17) and‘encountering it consistently enough to act on it. IP14 said: “I believe in
it, social media is a good way to reach us, but I don't see the posts often enough for it to
really push¥ime.” This distinction between belief in a platform's usefulness and the
frequency of actual exposure is consistent with the Technology Acceptance Model's
perceived-usefulness construct (Davis, 1989) operating independently of facilitating
conditions such as consistent posting. A recurring barrier mentioned by IP5, IP10, and IP13
was fear of needles and uncertainty about eligibility, which engagement-driven content did
not always address: as IP10 put it, “Seeing the posts made me curious, but I still had

questions about whether I qualify, and the posts don't really explain that part.”
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4.8.3 Effectiveness of Social Media Platforms

Informants' platform preferences broadly matched the quantitative ranking (Facebook
highest at mean 4.19, followed by WhatsApp, Instagram, then Twitter/X). Facebook and
WhatsApp were valued for practical, logistical reasons: IP2 explained, “The health club
WhatsApp group is where I actually get the venue and time; Facebook events are good
because you can see who else is going.” Instagram was more oftenf,described as
motivational than informational, consistent with its role in vicariousdlearning:)[P6 noted,
“Instagram is where I see the actual photos and reels of people donating, it féels more real
and it moves me more than a text post.” Twitter/X was censistentlyidescribed as the least
relevant platform among peers, which informants_linked to Jow usage among students
generally rather than to the platform's suitabilityforthe message: IP11 said, “Barely any of
my friends use Twitter, so even if theguniversity posts there, we won't see it.” Taken
together, these accounts support the"Technelogy Acceptance Model's proposition that
perceived ease of use and fa€ilitating €onditions (a platform students already use daily)
shape engagement as much as the message content itself (Venkatesh & Davis, 2000), and
reinforce the study's recommendation that campaigns be run through mainstream, high-
traffic institdtional accounts rather than specialised pages alone.

Overall, thelqualitative findings converge with the quantitative results on two central points
that directly address the research gap identified in Chapter Two: engagement, activated
largely through peer-driven vicarious learning, is the specific mechanism that converts
awareness into actual blood donation participation, and platform choice matters primarily
through students' existing platform habits and the practical facilitating conditions each

platform offers, rather than through the platform's content quality alone.
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4.9 Discussions of Findings
This section discusses the key findings in relation to the research objectives (ROs), existing

literature, and theoretical frameworks.

4.9.1 Student Awareness of Blood Donation Drives through social media (RO1)
Consistent with Moore et al. (2020), who discovered that while social media was favored,
only 36.4% of students had actually given, the research indicated modest awareness levels
among students (mean 3.57, SD = 1.39). The perceived utility censtruct (FAM) was
reflected in the students' enthusiastic support for social media a§ alcrugial platform (mean
4.17, SD = 1.22). Consistent with the enabling circumstances@motion proposed by
Venkatesh and Davis (2000), the low frequency ot exposure, (hean 3.20, SD = 1.40)
indicates a disparity between the perceived utility,and actual visibility of the item. Bandura
(1986) posits that the poor awareness-participation link may be explained, at least in part,
by the fact that uneven exposure décréases possibilities for observational learning. Some
students are quite knowledgeable while‘ethers are completely unaware, as seen by the wide
range of replies (SD =,1.22,t0°1.40). Students that actively participate in school health
websites tend to <have) higher» knowledge about important health topics, according to
research byd&aranja and Ngoya (2022).

The gap ‘betWeen high perceived usefulness and low frequency of exposure indicates that
while students recognize social media's potential, current campaigns are not delivering
content consistently. Mwangi et al. (2019) identified algorithmic filtering and
infrastructural limitations as factors restricting health campaign reach in Kenya. The
episodic nature of communication—concentrated around specific events—Ilimits sustained
awareness. Students expressed that if information were more visible through mainstream

university channels, awareness levels would likely improve across the entire student body.
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This suggests that universities should increase posting frequency, diversify content formats,
and leverage institutional main pages to complement specialized health club accounts,

ensuring broader reach and more consistent message exposure.

4.9.2 Social Media Engagement and Student Participation (RO2)

A strong positive correlation existed between engagement and participation (r = 0.797, p <
0.01), with engagement as the strongest predictor (f = 0.625, p < 0.001). This aligns with
Zhang et al. (2020) and Mugisha and Otieno (2020). Students repofted highhinteraction
levels (mean 4.03, SD = 1.53) and strong motivational impact (meam4.11) SD = 1.49).
Importantly, awareness was not a significant predictor (& <0.038, pi=0.228), confirming
that awareness alone does not drive participation—engagementas the critical factor (Moore
et al., 2020). Students expressed willingness toypatticipate more if campaigns improved
(mean 4.19, SD = 1.39), reflecting Stimmig et al: (2018) findings on engagement
strategies improving recruitmenf. From “SCT perspective, engagement facilitates
observational learning and re€iprocal detérminism (Bandura, 1986), while TAM explains

perceived usefulness dsiving,behavioral intentions (Davis, 1989).

The non-significance of awareness underscores that campaigns must move beyond
informationfdissemination to create interactive experiences that foster social learning and
peer influence. The motivational power of social media operates through multiple
mechanisms: exposure to peer participation creates social norms favoring donation,
personal stories evoke empathy and altruistic responses, and calls to action provide clear
behavioral prompts. Students described how seeing peers donate made participation feel
achievable, and how consistent, encouraging posts reduced anxiety about the donation

process. The willingness to participate more if campaigns improved indicates a demand-
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side readiness—students are prepared to donate but need more compelling, frequent content
to convert intention into action. This finding aligns with Veldhuizen and Doggen (2018),

who documented social media's impact on donor retention and recruitment.

4.9.3 Effectiveness of Social Media Platforms (RO3)

Significant differences existed in platform effectiveness (Friedman's > = 328.112, p <
0.001). Facebook ranked highest (mean 4.19, SD = 1.50), followed by WHatsApp (mean
4.06, SD = 1.53), Instagram (mean 4.02, SD = 1.56), and Twitter (mean 3.95,°SD = 1.60).
Facebook's top ranking aligns with Karanja and Ngoya (2022). ifs'eventand group features
facilitate community building and social proof. WhatsApp's stréng rating reflects its
personal, immediate communication, consistent with Mungai etal.’(2020) and Nabudere et
al. (2019). Instagram's visual appeal enables Vicatious learning through peer modeling
(Smith et al., 2018), while Twitter's lower tating suggests it is less suited for sustained
campaign promotion (Kaplan & Haenlein, 2020). From TAM perspective, platforms are
perceived useful for different purposesiVenkatesh & Davis, 2000). SCT explains how
different platforms facilitate,distinct forms of observational learning and social influence
(Bandura, 1986).

The high standard deviations (1.50-1.60) indicate diverse platform preferences, suggesting
that a mulfi¥platform approach is necessary to reach the entire student population
effectively. Students appreciate platform complementarity—Facebook for announcements
and events, WhatsApp for personal reminders, Instagram for visual storytelling, and
Twitter for urgent updates. This coordinated approach leverages each platform's unique
strengths while creating a comprehensive communication ecosystem. The findings suggest
that resource allocation should prioritize Facebook and WhatsApp, maintain Instagram for

visual content, and use Twitter for time-sensitive information. Campaign designers must
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understand platform-specific utilities and tailor content accordingly, recognizing that
different platforms serve different campaign objectives. Effective campaigns should
leverage these distinct mechanisms to create a comprehensive social learning environment

that addresses multiple pathways to behavior change.

4.10 Chapter Summary

This chapter presented, analysed and interpreted the findings on the infléénce of social
media on university student participation in blood donation driyés at Mount Kenya
University, Thika Campus. The findings showed that students had “aymoderate level of
awareness of blood donation drives through social media,,althodgh social media was
generally regarded as an important source of information on blood donation campaigns.
The chapter further established that social‘imedia “emgagement and the perceived
effectiveness of social media platforms wereelosely associated with student participation,
while awareness alone was insufficiernt to tramslate into actual participation. Qualitative
findings supported the quantitative @€sults by showing that awareness was often
concentrated around _specific “eampaign periods, whereas sustained and interactive
engagement was ‘more) ifluential in motivating students to participate. Facebook and
WhatsApp gmerged as particularly useful platforms for student mobilisation. Overall, the
chapter establishedrthat active social media engagement and effective platform use were
more influential in encouraging participation in blood donation drives than awareness

alone.

CHAPTER FIVE
DISCUSSIONS AND RECOMMENDATIONS

5.0 Introduction
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Based on the research goals, this chapter summarizes the study's important results and
develops conclusions while also providing stakeholders with practical advice. Additionally,
the chapter provides suggestions for future studies that might help us better understand how

social media can encourage college students to donate blood.

5.1 Discussions of Key Findings
This research looked at how students at Mount Kenya University in Thika used social
media to become involved in blood donation programs. The results ar€ outlinedyin light of

the three aims of the study.

Research Objective One (RO1): To assess the level of student awareness of blood
donation drives through social media platforms.

The majority of students were somewhat, aware that'their institution was hosting a blood
donation campaign (mean 3.57, SD'= 1.39)“With a mean score of 4.17 and a standard
deviation of 1.22, students highly regardéd social media as an important tool for researching
blood donation drives. A hete,seemsto be a disconnect between students' understanding of
the power of social media and their actual encounters with blood donation-related postings,
since the frequency of eXposure was rather low (mean 3.20, SD = 1.40). Different students
had differefifiexpctiences, as seen by the wide range of replies; some were well-informed
while others were unaware. Findings from the qualitative research showed that the
communication was inconsistent, focused on one-off events rather than ongoing, and that
the use of individual health club accounts restricted the reach to a smaller subset of the

student body.
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Research Objective Two (RO2): To examine the relationship between social media
engagement and student participation in blood donation drives.

Interviews reinforced this picture: informants described awareness as concentrated around
the annual campaign period and dependent on whether a student happened to follow a
specialised health-club account, rather than sustained throughout the year (Section 4.8.2).
A strong positive correlation existed between social media engagement and participation
in blood donation drives (r = 0.797, p < 0.01). Regression analysis revealed that social
media engagement was the strongest predictor of participation (B & 0.625,%p,< 0.001),
explaining 66.2% of the variance in participation. Students repofted high interaction levels
(mean 4.03, SD = 1.53) and strong motivational impact, (meatig4.11, SD = 1.49).
Importantly, awareness was not a significant predictos of participation (f = -0.038, p =
0.228), confirming that awareness alone does fiot drive patticipation—active engagement
is the critical factor. Students expressed gvillingness to'participate more if campaigns were
more frequent and engaging (mean4.19, SD=11.39), indicating demand-side readiness for

enhanced communication efforts.

Research Objective' Three (RO3): To identify the social media platforms most
effective indriving student participation in blood donation drives.
Interviewga€@ountsrexplained this statistical pattern in human terms: students repeatedly
described seeing a peer's donation post as the specific trigger that moved them from
awareness to action, an example of the vicarious learning SCT predicts (Section 4.8.3).
Significant differences existed in students' perceptions of platform effectiveness
(Friedman's > = 328.112, p < 0.001). Facebook ranked highest (mean 4.19, SD = 1.50),
followed by WhatsApp (mean 4.06, SD = 1.53), Instagram (mean 4.02, SD = 1.56), and

Twitter (mean 3.95, SD = 1.60). Facebook's event and group features facilitated community
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building and social proof. WhatsApp's personal, immediate communication enabled direct
engagement. Instagram's visual appeal supported vicarious learning through peer modeling.
Twitter's lower rating suggested it was less suited for sustained campaign promotion. The
findings indicated that students appreciate platform complementarity, with each platform

serving distinct purposes in the communication ecosystem.

5.2 Conclusions

The study concluded that students’ awareness of blood donation campaigns was,moderate,
and they recognised social media as a valuable source of infermation.“However, the
findings indicated that this potential was not fully utilised ‘due'to g@ps in communication
strategies. Campaigns were infrequent and relied heavily on, specialised social media
accounts, limiting the consistent dissemination‘of.comprehensive information to the wider
student population. These findings undegscoréithemeed for regular, sustained, and inclusive
communication through mainstredm" institutional social media platforms to improve

awareness of blood donation €ampaignSi@nd encourage student participation.

Student involvenient in‘blood donation programs is mostly driven by social media
engagement{ contribution material that encourages active engagement (likes, shares,
commentsyfand views) is more effective at driving real contribution behavior than
awareness alone. Students are inspired when they see their classmates engaging, when they
get positive feedback, and when they find solutions to their problems in the form of helpful
articles. Critical for behavior change, the results show that involvement allows for social
impact and observational learning. More compelling, regular, and engaging marketing are

needed to turn students' readiness to give into action.
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When it comes to communicating about blood donations, platform choice is crucial.
Facebook is great for community development and event planning, while WhatsApp is
great for intimate, instant communication; together, they make the best platforms. Visual
storytelling and peer modeling are Instagram's strong suits, whereas Twitter is more for
quick updates than long-term efforts. To successfully address the varied student body, a
coordinated, multi-platform strategy that makes use of the specific capabilities of each

platform is required.

In the researcher's assessment, the convergence of the quantitative’and qualitative findings
supports both Social Cognitive Theory and the Techneology Aeceptance Model as
explanations for how social media shapes health, behaviouramong Kenyan university
students. SCT's constructs of observational l¢amning, and reciprocal determinism clarify
how engagement, and specifically the misible ‘aet of* peers donating and being socially
recognised for it, converts into participation, while TAM's perceived-usefulness construct
explains why students already tegard s6€ial media favourably even where actual exposure
to donation content remainsinconsistent. Where this study differs from, and extends, prior
Kenyan work such as'Maoore et al. (2020) and Kimani and Muriithi (2021) is in showing
empiricallythat awareness and engagement are statistically distinguishable constructs with
very differefifipredietive power—a distinction those earlier studies did not test directly. The
lack of relevance of awareness as a predictor, once engagement and platform effectiveness
are accounted for, indicates that cognitive knowledge of a campaign is, on its own, an
inadequate lever for behaviour change unless it is accompanied by the social and interactive

processes that engagement provides.

5.3 Recommendations
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Based on the findings and conclusions, the following recommendations are made.

First, to university administrators and health communicators, instead of communicating
around certain events infrequently, universities should have a consistent presence on social

media throughout the year. The issue will remain prominent and students' donating habit

will be normalized with regular publishing of blood donation material. Upcoming drives,

donor testimonials, and instructional content that addresses common concerns should all

be part of the content.

Taking into account the merits of each platform, a coordinated strategyacross many
platforms should be implemented. Groups, events, and community development should all
take place on Facebook. Using WhatsApp in healthiclub groups should make direct,
personal communication much easier. Visual“material“highlighting giving experiences
should be featured on Instagram. If youynced, topshare anything quickly, you should use
Twitter for that. Spending on Fagebook and WhatsApp should take precedence over

Instagram and Twitter, but bothyplatforms should still be maintained.

In order to reach & wider addiénce of students, institutions should promote blood donation
using their @fficial instittional social media accounts rather than only specialized health
club accountshThis'makes sure that students who aren't interested in health-related accounts
nonetheless get the word about contribution possibilities. Images, films, personal tales, and
interactive components that inspire participation should supplement text-based
announcements in content. Photos and videos of donation events, testimonies from blood
recipients, and testimonials from student donors may all elicit emotional reactions and
boost motivation. Common worries, including needle phobia and misunderstandings about

the donation procedure, should be addressed in the posts.
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To take use of the persuasive power of word-of-mouth, campaigns could request that
students share donation material with their friends and classmates. Hashtags, shareable
images, and incentives for sharing may all help with this. An effective medium for boosting
peer impact is social media, and peer modeling is a potent motivator. Further, university
health clubs and blood collection groups should work together to launch social media
campaigns. Health clubs are great allies in campaign planning and implemedtation because
of their familiarity with the student population and their direct connectionyto student

networks.

Health organizations need to instruct college health“elubs ingthe ways of social media
interaction, content production, and platform-$pecific bestypractices in order to facilitate
successful communication strategies. Helpfulreseurces like images, message guidelines,
and templates help ensure that material is consistently of high quality. Businesses should
put systems in place to keep tabs on how far their social media initiatives have gone and
how effective they haye ‘been by analyzing KPIs like engagement and participation.
Communication methods mayibe continuously improved with the use of this data.

5.4 Recommendationsfor Future Studies

This study€ontributes to scholarship on social media and health behaviour in three ways.
It provides empirical evidence, specific to a Kenyan university setting, that awareness,
engagement, and perceived platform effectiveness are statistically distinct constructs with
unequal power to predict blood donation participation addressing the gap in prior Kenyan
and African studies that treated “social media use” as a single, undifferentiated construct

(Moore et al., 2020; Karanja & Ngoya, 2022).
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Additionally, by triangulating this quantitative distinction with qualitative accounts of the
specific mechanism through which engagement converts into participation, the study offers
a more granular, theory-grounded account of the awareness-to-action pathway than
previous descriptive studies of social media and blood donation in Kenyan universities.
Moreover, the study extends the joint application of Social Cognitive Theory and the
Technology Acceptance Model to the specific behaviour of student blood donation,
demonstrating how the two theories operate as complementary rather than competing
explanations: TAM accounts for platform adoption and usefulness pereeptionswhile SCT
accounts for the observational and reinforcement processes that{cenvett thatiadoption into
offline donation behaviour. Collectively, these contributiens providégMKU, other Kenyan
universities, and blood transfusion services with am, empircally grounded basis for
designing social-media-based donor mobilisationy, strateégies that target engagement
specifically, rather than awareness alone

5.5 Recommendations for Further Study

The following areas are suggésted for fugther research that future research should compare
the role of social media “in, blood donation participation across multiple universities,
including both pdblicand private institutions. This would identify best practices and
contextual factors thatWinfluence campaign effectiveness across different institutional
settings. “Additionally, longitudinal research tracking students' social media engagement
and donation behavior over time would provide insights into the long-term effectiveness of
campaigns and the sustainability of engagement effects. Such studies could identify critical

periods for intervention and factors that sustain or diminish participation.

5.6 Chapter Summary
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This chapter presented the discussion of key findings, conclusions, recommendations,
recommendations for further research and the study’s contribution to knowledge in relation
to the study objectives. The chapter concluded that although social media creates awareness
of blood donation campaigns among university students, awareness by itself does not
necessarily result in participation. Greater emphasis should therefore be placed on
sustained, interactive and platform-specific engagement that can motivate students to act

on blood donation messages. The chapter recommended that universities and blood

transfusion services strengthen their social media communication str: S, strategic

use of platforms that students frequently engage with, and design‘€ontent

ur

encourages

interaction and participation. It also identified areas T arch, particularly

comparative and longitudinal studies on social media od ‘donation behaviour. The
study contributed to knowledge by demonstrati nce of distinguishing between
awareness, engagement and platform effect n examining the influence of social

media on university student parti{ n in donation drives.

NG
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APPENDICES

Appendix 1: Informed Consent Form

Project Title:

“THE INFLUENCE OF SOCIAL MEDIA ON UNIVERSITY STUDENT
PARTICIPATION IN BLOOD DONATION DRIVES: A CASE OF MOUNT
KENYA UNIVERSITY, KENYA”

AIM:

The objective of the study is to examine the influence of social media on student
participation in blood donation drives. The study aims to provide insight into how
social media can be leveraged to improve blood donation efforts among university
students.

Dear Participant,

My dissertation is on "the influence of social media on ufiiversity,stadent participation in
blood donation drives; a case of Mount Kenya Univefsity.! IPamia Master of Arts student
in Communication Studies at St. Paul's University®So, Em'Wwiiting to ask that you please
fill out the survey that I've attached. The informatiomwasiused only for the research project
at hand. Findings from this study will guide“educational institutions, healthcare facilities,
and blood transfusion centers in their effoits toynerease student blood donation using social
media.

We truly appreciate and respeet your replies.

i!| il
Thank you for your time and effort.

Name ofdResearchér: Lynn Wanjiku Nguru

Sign: Date: 20™ March, 2026
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Appendix 2: Student Questionnaire

Title of the Study:
“The Influence of Social Media on University Student Participation in Blood Donation
Drives: A Case of Mount Kenya University, Kenya”

Introduction:

Dear Participant,

The purpose of this survey is to gather data on how college students are using various social
media platforms to spread the word about blood donation drives. Your answers will be
treated confidentially and used only for scholarly research; participation in this survey is
totally optional. To the best of your knowledge, please respond honestly to‘all questions.

Thank you for your valuable time and input.
Section A: Demographic Information
1. What is your gender?
Male
Female
Prefer not to say %
2. What is your age? %\

Below 18

18-24

25-30

Above 30 \

3. What year of study % ‘
First %

Second

Third

Fourth

Fifth 4
Postgra

Section B: Awareness of Blood Donation Drives

Please indicate your level of agreement with the following statements by selecting the
option that best describes your opinion:

Statement Strongly | Agree | Neutral | Disagree | Strongly
Agree Disagree

I am aware of blood donation
drives organized at my
university.

I first learned about the blood
donation drives at my
university through social
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Statement Strongly | Agree | Neutral | Disagree | Strongly
Agree Disagree

media.

I frequently come across posts
about blood donation drives on
social media.

Social media is a key platform
for me to learn about blood
donation campaigns at my
university.

Section C: Social Media Engagement

Please indicate your level of agreement with the following stateme

option that best describes your opinion:

lecting the

Statement

Strongly
Agree

Agree

Neutral

I have interacted with social
media content related to blood
donation (e.g., liking, sharing,
or commenting).

Engaging with blood donation
posts on social media
motivates me to participate in
blood donation drives.

I believe that social media
helps increase my awareness
of the importance of blood
donation.

The social media conte
related to blood don.
engaging and inf

9

Disagree

Section D:
Please 1
option th

ate

tiwgle of Social Media Platforms
evel of agreement with the following statements by selecting the
escribes your opinion:

Statemen

Strongly
Agree

Agree

Neutral

Disagree

Strongly
Disagree

Facebook is the most effective
social media platform for
promoting blood donation
drives at my university.

Instagram is the most effective
social media platform for
promoting blood donation
drives at my university.

Twitter is the most effective
social media platform for
promoting blood donation
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Statement

Strongly
Agree

Agree

Neutral

Disagree

Strongly
Disagree

Repository

drives at my university.
WhatsApp is the most
effective social media
platform for promoting blood
donation drives at my
university.

Section E: Participation in Blood Donation Drives
Please indicate your level of agreement with the following stateme
option that best describes your opinion:

Statement Strongly | Agree | Neutra
Agree 1

I have participated in a blood
donation drive organized by
my university.

My decision to participate in
blood donation drives is
influenced by social media
posts.

Social media campaigns have
encouraged me to participate
in blood donation drives more
frequently.

I believe that social medi
plays a significant role i
motivating students

N

Thank You for Your Participation!
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Appendix 3: Interview Guide
Title of the Study:
“THE INFLUENCE OF SOCIAL MEDIA ON UNIVERSITY STUDENT PARTICIPATION
IN BLOOD DONATION DRIVES: A CASE OF MOUNT KENYA UNIVERSITY, KENYA™
Introduction:
Dear Participant,
Thank you for agreeing to participate in this interview. The purpose of thisdinterview is to
understand your perspectives and experiences regarding the usegdof sociah, media in
promoting blood donation campaigns at your university. Y/our responses were kept
confidential and used solely for academic purposes. Please feel freetto'share your thoughts
openly and honestly. The interview should take approximately45-20 minutes.
General Understanding of Blood Donation Drives
1. Can you tell me about your general'knowledge of blood donation drives at your
university?
2. What sources of infémmation “dd you rely on to learn about blood donation
campaigns?
3. What do you think@bout the importance of blood donation drives in your university
comfmunity?
Role of SecialMedia in Blood Donation Campaigns
4. How would you describe the role of social media in promoting blood donation
campaigns at your university?
5. Which social media platforms are most commonly used to promote blood donation
drives at your university?
6. Can you recall any specific campaigns that you have seen on social media regarding

blood donation?
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7. Do you think social media campaigns have increased your awareness or
participation in blood donation drives?
Student Engagement with Social Media Campaigns
8. Do you actively engage with social media posts related to blood donation
campaigns (e.g., liking, sharing, commenting)?
9. How do you feel about the content shared on social media about blood donation?
10. In your opinion, does online engagement with blood donation campaigns increase

the likelihood of students participating in the drives?

Effectiveness and Challenges
11. Do you think social media campaigns on blood ‘donation drives are effective in
getting students to participate?
12. What challenges, if any, do yougthink, seeial‘media campaigns face in promoting
blood donation drives among students?
13. What suggestions wodld you givé for improving the effectiveness of social media
in promoting bleod'donation campaigns at your university?
Overall Impact of Social Media on Blood Donation Participation
14. Do you believe social media has changed students' attitudes towards blood donation
inyoununiversity?
15. How likely are you to participate in a blood donation drive based on social media
campaigns?
16. Do you think social media can help overcome any barriers to blood donation
participation?
17. Is there anything else you would like to share about your experience with blood

donation campaigns and social media?
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18. Do you have any final thoughts or suggestions for the future of blood donation

campaigns on your campus?

Thank you for your time and input.

Your responses are valuable to the success of this research.
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Appendix 4: Budget
Description Cost
Item (KSH)
Data Collection Costs for printing and transportation questionnaires. 40,000
Social Media Budget fo.r promoting survey llqks, recruitment ads,.
Advertising and boosting posts to target audience on social media 30,000
platforms (Facebook, Instagram, Twitter).
Research Tools & Software for data analysis (e.g., SPSS, survey tools)
20,000
Software and research-related tools.
Stationery & Supplies Prlntlpg, photocopying, and binding of research 10,000
materials.
L Costs for internet and phone calls for contactin
Communication and . . . L
supervisors, interviewees, participants, and 15,000
Internet .. . .
communication with research assistants.
Transportation Trave! costs to visit campuses and loca 10,000
interviews and data collection.
Miscellaneous Unexpected costs or additional s 5,000
Data Analysis and Costs for analyzing data and p al report 10.000
Report Writing (including any external he ’
. Reserved funds to addr
Contingency Fund the course of the pra 10,000
Total 150,000
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Appendix 5: Workplan

Year 2025 2026
Month Sept Oct Nov Dec Jan Feb March Apr Maydy Jun Jul Aug  Sept Oct
Week 1 234123412341234123412341234¥23412341234123412341234

Topic Selection and Approval q
Supervisor Appointment ll
Drafting proposal and supervisors
review

Submission and presentation of
proposal

Ethical Clearance
Data Collection and Analysis
Report Writing and submission .

Incorporation of reviewer’(s)
comments and resubmission
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Appendix 6: St. Paul’s University- Institutional Scientific Ethics Review Committee

ST. PAUL’S UNIVERSITY

Private Bag 00217 Limuru, KelOdHics: 32 SHINR0

Ke 202050510
. "‘F‘ff‘_ s Mobile: +254 (0) 728-669000
men B CLIICCEL 5P BE. “}] T36-424440
Website: www.spuac.ke
REF: SPU/702/2024 Date: 24 March 2026

TO:  Lynn Wanjiku Nguru
§t. Paul’s University

Dear Lynn,

REF: The Role of Social Media on University Student Parficipation in Blood
Donation: A Case of Mount Kenya University, Kenya

Greetings,

This is to inform you that SPU- Institutional Scientific Ethics Review Committee
hos reviewed the above-naomed research proposal. Your ERB approval
number is 712, for the pericd between 24" March 2024 - 24" March 2027 (1
yedar).

This approval is subject to compliance with the following requirements;

i. Only approved documents including (informed consents, study
instrurnents) will be used.

i. Al changes including jamendments, deviations, and violations) are
submitted for review and approval by SPU- Institutional Scientific
Ethics Review Committes.

ii. Deoth and life-threatening problems and serious adverse events or
unexpected adverse events whether related or unrelated to the
study must be reported to SPU- Institutional Scientific Ethics Review
Committee within 72 hours of notification

iv. Any changes, anficipated or otherwise that may increase the risks or
affected safety or welfare of study participants and others or affect
the integrity of the research must be reported to SPU- institutional
Scientific Ethics Review Committee within 72 hours

v. Clearance for export of biclogical specimens must be obtained from
relevant institutions.

@
B3 551 IR
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i,

wil.

wiil.

Submission of a request for renewal of approval at least 40 days prior
to expiry of the approval period. Attach a comprehensive progress
report to support the renawal.

Submission of an executive summary report within ¥0 days upon
completion of the study to SFU- Institutional Scientific Ethics Review
Committee.

Should there be any publications from your research, note that you
are supposed to anonymize the particulars of the respondents, the
identifizrs and the name of institution (s) where you collected data.
Please note that it is within the 1SERC's mandate to monitor your
research and to do random visits to the site. All research is subject to
post approval monitoring. Kindly provide a closure report after the
research.

Prior to commencing vour study, you will be expected to obtain a research
license from Mational Commission for Science, Technology and Innovation
(NACOST) if you are collecting data in the country - https://research-
portal.nacostigoke gr obigin other clegrgnces needed in the couniry
where vou will collect vour datg from,

Yours sincerely,

e

Dr. Daniel Nzengya, PhD
Chairperson
S$PU- Institutional Scientific & Ethics Review Commitiee

(ISERC)
APPROVAL WITH
CONTIGENCIES
RESEARCH
DIRECTORATE
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Appendix 7: Mt. Kenya University- Authorization For Data Collection

AESTRICTELY

Mount Kenya University

COLLEGE OF GRADUATE STUDIES AND RESEARCH
OUR REF: MEUMNYCGSR/A-2026/004

29 April, 2026

Ms. Lynn Wanjiku Nguru
Clo. 5t Paul’s University
Private Bag 00217
LIMURU, KENYA

Emai]: cavihiad '-'.::‘!:'I.III COEm

Dear Ms. Nguru,

REF: AUTHORIZATION FOR DATA COLLECTION AT MOUNT

Following review of your request for data collection, we are of the opinion
that your study title, “The Reole Of Social Media On University Student
Participation In Blood Donation: A Case Of Mount Kenya University,
Kenya” has provided a detailed outline of the research methodology,
including the procedures for data collection, analysis, and storage, which
align with the ethical standards and regulations governing research at
Mount Kenya University.

As such, this letter formally authorizes the collection of data for research
purposes. We understand the importance of data collection for academic
research and its contribution to advancing knowledge in various fields. This
authorization includes access to facilities, participants, and any other
resources necessary (if requested) for the successful execution of the study.

Main Campus, General Kago Road, P.O, Box 342-01000 Thika,
Tel: +254 20 287 BDO0, Cell: +254 7049 153 000
Email: info@mbkwac ke, Web: wiany mkuac ke
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- MKU Contn -~
RESTRICTED

We trust that yourself/ team/ assistant will conduct the research with utmost
professionalism, integrity, and respect for the rights and confidentiality of
participants. In addition, you (vour team) should strictly adhere to the
ethical principles outlined by our institution and to obtain informed consent
from all participants involved in the study. Any personal or sensitive
information should be handled in accordance with The Data Protection Act,
2019 laws and regulations of Kenya.

While at Mount Kenya University, kindly liaise with the Dean, School of

guidance on the specific respondents.

We advise that you or your appointed representative should be there to
oversee the data collection and please should you need other support, do not
hesitate to liaise with the Secretary ISERC Email: jonvanchasmbu.ac ke;.

oy
Feliuit Kenya University
PO, Hox 342 -01000, THIKA
Mice of the Priccipal
1 Graduate Stedier & Research

Vice-Chancellor

Deputy Vice-Chancellors

Registrar, Academic Administration
Dean, School of Social Sciences
Secretary- ISERC

.. HY/jm
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Appendix 8: National Commission for Science, Technology and Innovation
(NACOSTI)

© )

MATIONAL COMMISSION FOR
SCIENCE TECHNOLOGY & INMOVATION

 HEPLELICOF RENYA

Diaie af Tsswe: 08'April/2se E
RESEARCH LICENSE

This s ta Certify that Miss_ LYNK WANJIEU NCURL of 5t Paul's Universiry, Kenya, has been Brensed ta condisc research s
. per the pravisian of the Sclence, Techmology and Innervation Act, 2003 (Rev. 2004) in Klambu on the ioplc: THE ROLE OF

SOCIAL MEDIA ON UNIVERSITY STUDENT PARTICIPATION IN BLOOGD DONATION: A CASE OF MOLNT KENYA
1 UNIVERSITY, KENYA for the period ending : 08 April 2027,

Licemse Mo: NACOSTIP2GMIRTSET

- | gl

Applicant dentification Number

g e
g, DHrector Cenemal
NATIONAL COMBMISSION FOR
SCIENCE TECHNOLOGY &
[NNOA ATION

Werlflcatian QR Code

MUOTE: This ks & computer groseraged License. To verify the authemilcliy of this doosmen:
Scan the QR Code using (R scanner application.

See overleaf for condithens
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