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Abstract

Social media semiotic research is an emerging powerful methodology for research and for
developing brand communications. This study takes a deep dive into cultural connotations
and category codes that ameliorate understanding and reinvigorate communication in
society. In this study, we develop an understanding of strategic corporate and public affairs
communication about community service projects that have emerged as strategic efforts to
interact with society. The significance of social media reporting has been driven by the need
to increase Malaysian Drug Prevention Association (PEMADAM Kebangsaan) transparency
and accountability concerning social and youth issues. PEMADAM Kebangsaan develops and
improves internal culture and social media communication and deploys semiotic metaphors
and digital storytelling to create fresh emotional messages for younger generations. Utilizing
qualitative research methodology for social media content analysis and semiotic
interpretation, this study analyzes the typology of images used in its social media reporting.
The change in brand communication creates disruptive innovation by starting public
discourses on the role of PEMADAM Kebangsaan in society especially to stay relevant with
the younger generations.

Keywords: Semiotic, community service, Social Issues, Environment, Sustainability,
Sustainable living.

Introduction

This study is on Malaysian Drug Prevention Association (PEMADAM Kebangsaan), a Non-
Governmental Organizations (NGOs) advocating for preventing drug abuse, alcohol,
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cigarettes, inhalants, and HIV/AIDS in Malaysia. It was established on 22" March 1976 and is
under the patronage of the prime minister. PEMADAM Kebangsaan operates through its 181
district offices in Malaysia. The target market for PEMADAM Kebangsaan includes parents,
students, university students, youth, women, teachers, and society. With the concept of “live
a meaningful life”, PEMADAM Kebangsaan has conducted many programs to fulfill its mission.
However, after 47 years of operation, it seems to have lost its spark and this may derail the
objective of its establishment.

According to the data from the Department of Statistics Malaysia, as of September 2023,
there are 13,714 drug addicts in secondary school and 11,586 drug addicts are full-time
workers (Department of Statistics Malaysia Official Portal, n.d). These alarming statistics
involve our future generation as well as our current workforce, which may hurt our nation’s
productivity. One of the major challenges for NGOs is ineffective communication and
networking (Abiddin et al., 2022). PEMADAM Kebangsaan needs to find a way to tell an
impactful narrative of “live a meaningful life” to their target market. Another persistent issue
is transparency. Dealing with donations and contributions from the public and private sectors,
as well as from the public, it is critical for NGOs like PEMADAM Kebangsaan to be transparent
in reporting their activities to increase public trust (Petersson, 2022).

Non-governmental organizations like PEMADAM Kebangsaan need to build relationships with
their target market like university students. Engaging in volunteering activities among
university students increases engagement and at the same time creates social impact
(Brzustewicz, et al., 2022). Volunteering activities support the process of sustainable human
development and quality culture (Minarova et al., 2021). As for university students,
volunteering builds personal and professional competencies (Peric et al., 2021). PEMADAM
Kebangsaan needs to have a presence on social media. Social media prompted volunteers to
contribute further online and offline and opened up opportunities for future volunteering
participation (Polnigorit et al., 2022). Analyzing PEMADAM Kebangsaan’s social media gives
us an understanding of the links between volunteering and social development (Chadwick et
al., 2022).

In this study, we will analyze PEMADAM Kebangsaan's social media postings on the beach
cleaning activity. This beach cleaning activity is in collaboration with students from Universiti
Kuala Lumpur Business School. In this activity, 39 students are volunteering to clean Redang
beach in Sekinchan, Selangor from 26 to 27% August 2023. PEMADAM Kebangsaan posted
social media content on this volunteering activity. The objective of this study is to analyze how
PEMADAM Kebangsaan deploys semiotic metaphors and digital storytelling to create fresh
emotional messages for younger generations.

Literature Review

The collaboration between NGOs and society can help the level of environmental, social, and
economic alleviation (Fontana & Pisalpayut, 2022). Furthermore, collaboration with the local
government increases public participation and response to environmental issues (Arantes et
al., 2020). However, NGOs, being non-profit organizations, lack funding. The lack of funding
forces NGOs to be selective in implementing their program, making them less effective
(Sushant & Singhal, 2019). This is where collaboration with corporate sectors can fill in the
gap whereby large corporations can set up foundations or financial contributions to the NGOs
(Mousavi & Bossink, 2020). Co-branding between NGOs and corporations creates a win-win
situation for both entities to achieve their respective objectives (Heinl et al., 2021).
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There is no formal education on how to run an NGO in Malaysia and studies found that the
Malaysian universities' curriculum did not emphasize social needs (Fahimirad et al., 2019).
University students represent youth populations with the potential to develop a sustainable
and diversified economy (Miller, 2020). University students' involvement in NGO activities is
one way to educate university students to be involved in NGO activities and social enterprises
(Jeong & Kim, 2021; Quaglio et al., 2022). Through participation in NGO activities, university
students can develop competency in sustainable business practices (Terron-Lopez et al.,
2020). NGO offers the students an opportunity to solve real-life issues while applying what
they learned in lectures (Surya & Nupur., 2023).

NGOs need to tell a good narrative to give meaning to their social cause (Utekhin et al., 2021)
as it could be used to effectively practice their social work (Grudulaite & Zemaitaityte, 2022).
A good narrative is a narrative that resonates with the society that the NGOs are serving
(Lokot et al., 2022). An effective narrative can shape and influence the public’s opinion on
issues advanced by the NGOs (O’Loughlin, 2014; Schade et al., 2022). However, many of the
volunteers in NGOs are not properly trained in narrating their work to the public (Pariag-
Maraye et al., 2023). NGOs need to reimagine their narrative strategies to remain relevant
and financially sustainable (Kadfak et al., 2023). What NGOs can do is involve participation
from the publicin social work and get the latter to tell their stories to the rest of the members
of the public (Baker & Dredge, 2019).

One of the problems is that NGOs do not meet the society every day. Hence, digital narratives
in social media compensate for the lack of interactivity between NGOs and society (Zhao et
al., 2023). Digital narratives in video form have become vital mediums for reporting news to
the masses (Huei-Chun, 2022). Narratives in social media are more engaging and powerful in
creating societal impact (Bellini, 2022). A researcher can understand the NGOs’ volunteer
experience better by analyzing the narratives in social media (Cercato et al., 2022). The
persuasiveness of digital narratives is prevalently in a cross-sectional between social activism,
politics, and cultural discourse (Basaraba et al., 2021).

Speaking of cultural discourse, this study focuses on semiotic signs of PEMADAM
Kebangsaan’s digital narratives. Language makes sense of the images shown in social media
(Meier, 2022). Digital narrative creates the meaning of engaging experience with society
(Taupin, 2019). Digital narratives are sociocultural, perspectival, and interactional discursive
nodes co-produced by the NGOs’ volunteers and the social media platforms (Laskaridou et
al., 2022). The connection between visual design, narratives, and socio-cultural consumption,
we can analyze the NGO’s digital strategies (Cassone, 2021). By analyzing social media
content, this study can develop an understanding of PEMADAM Kebangsaan's thinking
process in constructing digital narratives.

It is pertinent for social media content to balance text and hypertext in delivering messages
to the public (Tenca, 2018). A combination of text and images is an interaction of various
semiotic codes producing meanings to the text and images (Kozlova & Kremneva, 2022).
Interpretation of signs, text, and visual-verbal images can be used to analyze social media
content discourses as special semiotic systems (Lavrova et al., 2022). Images are process-
semiotic defined as a sensory perceptible form that mediates proxy relations between
humans and between humans and larger societal issues (lvakhiv, 2019). By analyzing the
typology of signs in social media content, we can elucidate the specific language mechanism
of interaction and influence on social media followers (Fedorova, 2019). Semiotic research on
social media should focus on the cultural meaning of the narratives form in the context of
contemporary popular culture (Harasimowics, 2021).
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Methodology

A social media content analysis and semiotic interpretation were used in this research that
adopted a qualitative approach. The data were collected through audio-visual materials and
supported with relevant information and analyzed the typology of images used in its social
media reporting. Social media semiotic research is an emerging powerful methodology for
research and for developing brand communications.

The selection of the unit of analysis for the study was based on a deep dive into cultural
connotations and category codes that ameliorate understanding and reinvigorate
communication in society. In this study, researchers develop an understanding of strategic
corporate and public affairs communication about community service projects that have
emerged as strategic efforts to interact with society. Snowball sampling was also carried out
when participants introduced their friends to the study through social media. Ultimately, the
sample comprised those who were able and willing to provide the necessary information on
the issues under study as suggested by Merriam and Tisdell (2016) for purposive sampling
strategy in qualitative research.

Initial data analysis was done immediately after the first interview. Various categories and
themes were identified before the second audio-visual analysis was conducted. As suggested
by Creswell and Poth (2018), data were collected until saturation point or data redundancy
was achieved. A social media content analysis and semiotic interpretation were examined
several times to capture the features of the images. The data were further analyzed through
coding and categorizing of themes using a content analysis approach.

Trustworthiness is a concept for determining whether this study is valid and reliable and
whether the study sets out to investigate what it is supposed to. This study consisted of four
main aspects, namely credibility, transferability, dependability, and conformability. As
suggested by Merriam and Tisdell (2016), validity can be achieved by making a comparison
between the descriptions and explanations, and whether these explanations fit the
description perfectly. Validity is a hallmark of qualitative research, determining whether the
findings are accurate from the standpoint of the researcher, participant, or reader (Creswell
& Poth, 2018).

In this study, validity was achieved using an audit trail and peer examination. An audit trail
refers to the steps adopted by the researcher at every stage of data collection and analysis
(Creswell & Poth, 2018). The unit of analysis is subsequently contacted for clarification of facts
of findings. As suggested by Creswell and Poth (2018), peer examination was also used to
obtain feedback and consultation from several subject matter experts to verify data analysis
and interpretation.

Findings and Discussion

Culturally, Malaysians love to spend their time at the beach. Some are for recreation with
family and friends, and some are just to enjoy the view of sunrise or sunset. However, dirty
beaches are eye sore, and sharp objects such as broken glasses are dangerous for children.
Hence, it is pertinent to keep our beach clean. PEMADAM Kebangsaan had initiated beach
cleaning activities. The volunteers for this activity are UniKL Business School students. For this
study, we are analyzing PEMADAM Kebangsaan TikTok content on beach cleaning activities
with UniKL Business School students at Sekinchan, Selangor to promote their community
service activities. This beach cleaning activity involved 49 university students who acted as
volunteers for PEMADAM Kebangsaan from 26-27 August 2023. The duration of the video is
sixty (60) seconds. The video featured three (3) university students who talked about what is
PEMADAM, its history, vision, and past and future activities.
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Figure 1

The first part of the video started with the title “Fakta Ringkas PEMADAM” or “Brief Facts on
PEMADAM”. The shortened name “PEMADAM” was used instead of PEMADAM Kebangsaan
to make it easier to remember. Society normally uses the shortened name “PEMADAM”, and
it is culturally understood that PEMADAM refers to the NGO that advocates against drug
abuse. The video intends to introduce PEMADAM Kebangsaan to its target market, which is
the youth (Yusuf Ismaila et al., 2022). Digital marketing in social media has more effect on
the youth section of society. These university students acted as young peer influencers to
other youth to achieve highly productive results (Shuey et al., 2022). University students
represent the youth in Malaysia which can influence other youth to join PEMADAM
Kebangsaan. Hence, university students were prominently shown in the video to talk about
PEMADAM Kebangsaan.

The rural beach as one of the image typologies in this study was used as background as it is a
beach cleaning activity. Rural beaches such as Sekinchan, Selangor recorded the most litter
that requires immediate and extensive management actions to improve their environmental
status (Assensio-Montesinos et al., 2021). Most of the litter found on the beach is grouped
into seven typologies (Greenpeace Malaysia, 2021). The most common type of plastic found
on the beach is polyethylene terephthalate (type 1) such as mineral water bottles and food
packaging. The typology and the magnitude of plastics in the Sekinchan area suggest a
combination of sources that primarily include dumping from rivers and water canals, and
direct activities on the beach. Beach litter is a serious social issue because it hurts the
environment and tourism sector, especially in the Sekinchan area (Isnain & Mutagin, 2023).
Moreover, the video gave an authentic image of young people, beaches, and music, as
immediate, intimate, and optimistic messages about the future of PEMADAM Kebangsaan
(Radenkovic Sosic et al., 2022).
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Figure 2

In the second part of the video, the content shows another university student in a different
location. The scene was purposely chosen as an outdoor location. The idea is to convey a
message to the young audience that PEMADAM Kebangsaan is “outdoorsy”, and it is “hip” to
join PEMADAM Kebangsaan as they are environmentally conscious. The outdoor activity is a
180-degree shift from PEMADAM Kebangsaan previous activities which used to focus on talks
and seminars which can be dreary and dull for the younger generations. To escape from
stereotyping, PEMADAM Kebangsaan wants to freshen up its image. To be seen as
“outdoorsy” and “hip” is the message that PEMADAM Kebangsaan wants to convey in its
effort to capture the attention and imagination of younger generations. Identifying and
connecting with the younger audience with a strong personalized message will help
PEMADAM Kebangsaan to create an emotional connection with the younger generations (Lin,
& Roberts, 2018).

The video uses an elaborate caption to emphasize what the university student is saying in that
video. Captions play an important part in capturing audiences' reactions to social media
images (Davies et al., 2020). The captions were written in a mix of formal and casual manner.
The word “Jom dengar...” or “let’s hear about...” are a bit casual. However, the word “sertai
Pemadam dan bersama-sama kita ciptakan masyarakat Malaysia yang lebih ceria dan penuh
kasih sayang” or “let’s join Pemadam and together we will create a happy and loving
Malaysians” is a bit formal to younger audience. It may not be able to attract the younger
generation as the younger generation uses casual language style to convey their message on
social media (Purba et al., 2021).
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PEMADAM Kebangsaan is leveraging hashtags as a promotion tool (Jamil et al., 2019). The
hashtag “hiduppenuherti” or “live a meaningful life” is one of PEMADAM Kebangsaan’s
taglines and can be found on their website. Using the same tagline in social media hashtags
can popularize the taglines. Social media users use hashtags to search and identify posts
relating to similar topics (Rao et al., 2022).

Like-minded social media users will show solidarity with the cause by using the same hashtags
(Ayu et al., 2022) and this is how hashtag usage can increase engagement with the audience
(Kumar et al., 2022). Hashtags increase activism and the role of PEMADAM Kebangsaan in
TikTok in raising awareness of social and environmental movements (Hassan, 2018; Storer et
al., 2020). “Hidup Penuh Erti” is a powerful message. The message advocates the society to
live a healthy and meaningful life. The idea is when someone is busy doing beneficial activities
such as community service work, outdoor activities, or sports, they will automatically lead a
healthy I_ife..

Images of previous
activities

program kesedaran dan kebajikan di
sekolah @

lebih ceria’d
#pemadam #hiduppenuherti #sdg2030

See translation

1) @Pemadam.Kebangsaan Original Sound

Figure 3

The third part of the video shows another university student. The student explained to the
audience PEMADAM previous activities. The explanation was accompanied by images of the
activities. A combination of statements and images makes optimal use of human cognition:
visual and verbal processing to allow for dual coding and enhanced memory resulting in better
remembering of the information (Wang et al., 2019; Sahiti & Stamp 2022). In less than sixty
seconds, PEMADAM Kebangsaan needs to convey as much as possible the information about
its activities. The displays of the previous activities build positive personality images (Jin et al.,
2022). In addition, statements followed by images influence positive attitudes toward the
subject matter (Masngut & Mohamad, 2021). The combination of images and statements
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from the university students was intended to influence the public’s positive attitudes towards
PEMADAM Kebangsaan.

Applications

This study shows that semiotic metaphors can bridge the emotional connection between
brands and younger consumers. Younger consumers are attracted to stories that evoke
emotions and create a sense of connection. Storytelling through social media can be used to
craft a compelling narratives that highlights the brand’s values, mission and vision, and how
the brand impact the consumer’s life. In this study, TikTok was effectively used to convey the
brand’s narrative.

Semiotic metaphors is an effective tools to create memorable and impactful brand messages.
In this study, PEMADAM Kebangsaan use the semiotic metaphors such as “Hidup penuh Erti”
that promotes healthy, active and meaningful lifestyles. This metaphors not only conveys
PEMADAM Kebangsaan’s value but also build the emotional connections with the younger
generations. Brands can use similar approach in using semiotic metaphor that convey its
values to resonate and emotionally connect with the younger consumers.

Younger consumers wants to be appreciated and at the same time value authenticity. Brands
can share personal stories experience to convey its values through social media. By involving
younger generations as volunteers, PEMADAM Kebangsaan able to create immersive
experience to its target market. These young volunteers will share their experience in social
media, creating an authentic user-generated contents of PEMADAM Kebangsaan’s activities.
Brands should focus on creating emotional intelligence by understanding and being emphatic
with the emotions and concerns of the younger consumers. Volunteering events involving the
university students is best place for PEMADAM Kebangsaan to listen to the younger
generation’s pain point and emotional triggers.

Younger consumers are used to consuming information and news through multiple social
media platforms. It is a good strategy for brands to adopt multimodal approach to storytelling.
Incorporating different format such as videos, images, text, emoticons, and hashtags as
applied by PEMADAM Kebangsaan in its TikTok posting to engage with the target consumers
is an effective strategy. This study shows that younger consumers attracted to humor and
playfulness in marketing. Hence, brands should be playful in its digital storytelling to convey
its brand’s personality.

Conclusions

This study focuses on university students volunteering for PEMADAM Kebangsaan which
offers community service activities, where the students can assist in environmental
restoration. The activities involve canal cleaning and visits to various tourist attractions. The
site of the community service activity is in Sekinchan, Selangor. This area is unique as it
consists of padi fields and coastal areas. Most tourists will stay at homestays in the middle of
Padi fields for its unique experience. The coastal areas are not so popular with local tourists
as the beach is not as attractive due to erosions and litter. However, its coastal areas did offer
a unique product called “Mentarang” a species of seashells. Sekinchan provides a suitable
setup for community service activities for university students. It is highly accessible by road,
and it is just one and a half hours from Kuala Lumpur.

The location and the community service activity to clean the beach are not that hard for first-
time university student volunteers. PEMADAM Kebangsaan must be aware of its perceived
images to match its volunteers’ expectations and needs. We need to consider the volunteer's
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feelings and values (Orser, 2020). There are six types of volunteer motivations: social,
protective, self-enhancement, career building, understanding social issues, and value
expressive (Buttler, 2021). Although it is a community service activity, PEMADAM Kebangsaan
needs to inject an element of ‘fun’ and ‘coolness’ into the said activity. Volunteering is not
just about doing the public good but also be seen as a fun activity (Nursey-Bray et al., 2022).
The combination of community service and fun reinforces one another in social capital
building (Naish, 2015).

Conceptual and empirical typologies made up of the convergence of personal and social
characteristics of younger generations have similarities and differences in the image
perception of an NGO. According to the university students who volunteered for this activity,
community service means preserving the environment and having fun. Based on our
observation in this study, the students find that volunteering means being able to be part of
something greater. The students were able to communicate with the locals in building social,
cultural, and linguistic networks. Volunteers bridge PEMADAM and the local community and
attract the younger generations to visit Sekinchan and join PEMADAM Kebangsaan’s activities
in the future. Community service provides knowledge and social skills to university students,
job opportunities, an understanding of local cultures, and a platform for the students to make
new friends and have fun learning.

Results from the analysis of the image typology of this study suggest that a positive PEMADAM
Kebangsaan image can enhance the younger generations' satisfaction and loyalty. Taking
priority to encourage university students to engage in activities that can lead to a healthy and
meaningful life can prevent these university students from drug abuse. These activities also
enable PEMADAM Kebangsaan to identify future talents for its growth and survival. This study
can identify the complexities in implementing youth-friendly community projects and learn
how similar future projects may be able to involve youth effectively. Digital storytelling is
applied for diverse purposes that include community development (Musfira et al., 2022). The
result reveals opportunities for peer-to-peer digital storytelling that can trigger the younger
generation's desire to express their individuality through personal descriptions and suggest
the drivers that affect PEMADAM Kebangsaan’s reputation.

References

Abiddin, N.Z., Ibrahim, I., & Aziz, S.a.A. (2022). Non-Governmental Organisations (NGOs) and
their part towards sustainable community development. Sustainability, 14(8), 4386.
https://doi.org/10.3390/su14084386

Assensio-Montesinos, F, Anfuso, G., Aguilar-Torrelo, M.T., & Ramirez, M.O., (2021).
Abundance and temporal distribution of beach litter on the coast of Ceuta (North Africa,
Gibraltar Strait). Water, 13(19). https://doi.org/10.3390/w13192739

Baker, H., & Dredge, D., (2019). Narratives of global citizenship, ethics, and tourism: A Danish
perspective. Hospitality & Society, 9(1), 9-30. https://doi.org/10.1386/hosp.9.1.9 1

Basaraba, N., Arnds, P., Edmond, J., & Conlan, O. (2021). New media ecology and theoretical
foundations for nonfiction digital narrative creative practice. Narrative, 29(3), 374-395
https://doi.org/10.1353/nar.2021.0017

Bellini, M. (2022). Interactive digital narratives as complex expressive means. Frontiers in
Virtual Reality, 3. https://doi.org/10.3389/frvir.2022.854960

Brzustewicz, P., Escher, I.,, Hatami, A., Hermes, J., Keranen, A., & Ulkuniemi, P., (2022).
Emergence of social impact in company-NGO relationships in corporate volunteering.
Journal of Business Research, 140, 62-75 https://doi.org/10.1016/j.jbusres.2021.11.089

1679



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES

Vol. 14, No. 8, 2024, E-ISSN: 2222-6990 © 2024

Buttler, D. (2021). Between fun and obligation. The motivations of volunteers in Poland.
Problemny Polityki Spolecznej, 53, 7-25. https://doi.org/10.31971/pps/1420000

Cassone, V.l., (2021). Gotta face ‘em all: Pokemon, Japanese animated characters, and the
emergence of playful visual animism. Sign Systems Studies, 49(3), 543-565.
https://doi.org/10.12697/sss2021.49.3-4.15

Cercato, M., Colella, E., Fabi, A., Bertazzi, ., Giardina, B., Di Ridolfi, P., Mondati, M., Petiti, P.,
Bigiarini, L., Scarinci, V., Franceschini, A., Servoli, F., Terrenato, |., Cognetti, F.,
Sanguineti, G., & Cenci, C. (2022). Narrative medicine: feasibility of a digital narrative
diary application in oncology. Journal of International Medical Research, 50(2).
030006052110455. https://doi.org/10.1177/03000605211045507

Chadwick, A., Fadel, B., & Millora, C. (2022). Ethnographies of volunteering: Providing nuances
to the links between volunteering and development. Voluntas, 33(6), 1172-1178.
https://doi.org/10.1007/s11266-021-00389-9

Davies, B., Turner, M., & Udell, J., (2020). Add a comment...how fitspiration and body-positive
captions attached to social media images influence the mood and body esteem of young
female Instagram users. Body Image, 33, 101-105.
https://doi.org/10.1016/j.bodyim.2020.02.009

Department of Statistics Malaysia official Portal. (n.d).
https://vldosm.gov.my/vl/index.php?r=column/csearch&search-
keyword=Drug%20addiction

Fahimirad, M., Kumar Nair, P., Shakin Kotamjani, S., Mahdinezhad, M, & Bao Feng, J.B. (2019).
Integration and development of employability skills into Malaysian higher education
context: Review and literature. International Journal of Higher Education, 8(6), 26.
https://doi.org/10.5430/ijhe.v8n6p26

Fedorova, L.L (2019). Semiotics of advertising: the functional-communicative analysis. Vestnik
Novosibirskogo Gosudarstvvennogo Universiteta. Seria: Istoria, Filologica. 18(6), 199-
211. https://doi.org/10.25205/1818-7919-2019-18-6-199-211

Fontana, E., & Pisalpayut, N. (2022). Understanding the importance of farmer-NGO
collaboration for sustaining and business strategy: Evidence from the coffee supply
chain. Business Strategy and the Environment. https://doi.org/10.1002/bse.3266

Greenpeace Malaysia. (2021, October 28). Breaking Up with Plastics - Greenpeace Malaysia.
https://www.greenpeace.org/static/planet4-malaysia-stateless/2021/11/62c2a0a0-
breaking-up-with-plastics.pdf

Grudulaite, L., & Zemaitaityte, |. (2022). The importance of narrative learning and reflexivity
at work with foreigners granted asylum and the context of a non-governmental
organization. SHS Web of Conferences, 131, 03009.
https://doi.org/10.1051/shsconf/202213103009

Harasimowics, M. (2021). “If you want to be classy, have Yugoclass.” Postmodern cultural
images of Josip Broz Tito. Slovensky Naropodis. 69(2), 274-293.

Hassan, O.S. (2018). #Melanin: How have dark-skinned black women engaged in social media
hashtags to affirm, validate and celebrate their beauty? African American Studies
Theses. https://scholarworks.gsu.edu/aas_theses/54

Heinl, L.T., Baatz, A., Beckmann, M., & Wehnert, P. (2021). Investigating sustainable NGO-firm
partnerships: An experimental study of consumer perception of co-branded products.
Sustainability, 13(22). 12761. https://doi.org/10.3390/su132212761

1680


https://doi.org/10.3390/su132212761

INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES

Vol. 14, No. 8, 2024, E-ISSN: 2222-6990 © 2024

Huei-Chun, C. (2022). Digital narrative production in the era of media convergence: taking
campus media as an example. Mass Communication Research, 2022 (150), 1-43.
https://doi.org/10.30386/MCR.202201.0001

Isnain, M.N., & Mutagqin, B.W. (2023). Geomorphological and hydro-oceanographic analysis
related to the characteristics of marine debris on the south coast of Yogyakarta,
Indonesia. Rendiconti Lincei, Scienze Fisiche E Naturali 34(1), 227-239.
https://doi.org/10.1007/s12210-022-01125-1

Ivakhiv, A., (2019). Image ecologies, spiritual polytropy, and the Anthropocene. Journal for
the Religion, Nature, and Culture, 13(4), 479-509. https://doi.org/10.1558/jsrnc.39183

Jamil, A., Rekarti, E., Briandana, R., & Audinna, S., (2019). The role of social media hashtags in
political promotions: Mediating role of supply Arain communication. International
Journal of Supply Chain Management, 8(6), 181-188.
https://ojs.excelingtech.co.uk/index.php/1JSCM/article/download/4136/2025

Jeong, B.G., & Kim, S.J. (2021). NPO/NGO education in public administration in South Korea.
Journal of Public and Nonprofit Affairs, 7(2), 173-191.
https://doi.org/10.20899/jpna.7.2.173-191

Jin, M. Preotiuc-Pietro, D., Dogruoz, A.A., & Aletras, N. (2022). Automatic identification and
classification of bragging in social media. Proceedings of the Annual Meeting of the
Association  for  Computational  Linguistics (Vol. 1, pp. 3945-3959).
https://doi.org/10.18653/v1/2022.acl-long.273

Kadfak, A., Wilhelm, M., & Oskarsson, P., (2023). Thai labour NGOs during the ‘Modern
Slavery’ reforms: NGO transitions in a post-aid world. Development and Change, 54(3),
570-600. https://doi.org/10.1111/dech.12761

Kozlova, L.A., & Kremneva, A.V., (2022). Lingua-artistic technique of writing and its role in
portraying an artist. Russian Journal of Linguistics, 26(3), 721-743.
https://doi.org/10.22363/2687-0088-30060

Kumar, N., Qiu, L., & Kumar, S. (2022). A hashtag is worth a thousand words: An empirical
investigation of social media strategies in trademarking hashtags. Information Systems
Research, 33(4), 1403-1427. https://doi.org/10.1287/isre.2022.1107

Laskaridou, A.T., Papadopolous, N., & Koutsogiannis, D. (2022). Contemplating post-digital
narrativity: co-active, multimodal meaning-making on Instagram and its implications on
learning.  Punctum International Journal of Semiotics, 8(2), 119-142.
https://doi.org/10.18680/hss.2022.0019

Lavrova, S.Y., & Ermakova, L.A., (2022). A semiotic image of A. Pushkin in mythopoetic
interpretation of M.  Tsvetaeva. Filologiceskij  Klass, 27(1), 22-34.
https://doi.org/10.51762/1fk-2022-27-0102

Lin, N., & Roberts, K.R. (2018). Personality traits of Kansas: A nonparametric comparison
between first and repeat visitors. Social Science Research Network.
https://doi.org/10.2139/ssrn.3089983

Lokot, M., Shakya, H.B., & Cislaghi, B. (2022). The limits of child agency? Dissonances and
contradictions in conceptualizations of agency within child-led marriages in Somalia and
Cameroon. International Journal of Children’s Rights, 30(1), 173-203.

Masngut, N., & Mohamad, E., (2021). Association between public opinion and Malaysian
government communication strategies about Covid-19 crisis: content analysis of image
repair strategies by the Malaysian government and its association with public opinion
on social media. JMIR. Journal of Medical Internet Research, 23(8), e28074.
https://doi.org/10.2196/28074

1681


https://doi.org/10.30386/MCR.202201.0001
https://doi.org/10.1007/s12210-022-01125-1
https://doi.org/10.1558/jsrnc.39183
https://doi.org/10.18653/v1/2022.acl-long.273
https://doi.org/10.1111/dech.12761
https://doi.org/10.22363/2687-0088-30060
https://doi.org/10.1287/isre.2022.1107
https://doi.org/10.18680/hss.2022.0019
https://doi.org/10.51762/1fk-2022-27-0102
https://doi.org/10.2139/ssrn.3089983
https://doi.org/10.2196/28074

INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES

Vol. 14, No. 8, 2024, E-ISSN: 2222-6990 © 2024

Meier, S., (2022). Digital storytelling: a didactic approach to multimodal coherence. Frontiers
in Communication, 7. https://doi.org/10.3389/fcomm.2022.906268

Miller, A., (2020). Development through vocational education. The lived experiences of young
people at a vocational education, training restaurant in Siem Reap, Cambodia. Heliyon,
6(12), e05765. https://doi.org/10.1016/j.helio

Minarova, M., Mura, L., & Mala, D. (2021). Corporate volunteering and creating a quality
culture. Quality — Access to Success, 22(185). https://doi.org/10.47750/qas/22.185.01

Mousavi, S., & Bossink, B., (2020). Corporate-NGO partnership for environmentally
sustainable innovation. Environmental Innovation and Societal Transitions, 34, 80-95.
https://doi.org/10.1016/j.eist.2019.12.005

Musfira, A.F., Ibrahim, N., & Harun, H., (2022). A thematic review on digital storytelling (DST)
in social media. The Qualitative Report, 27(8), 1590-1620.
https://doi.org/10.46743/2160-3715/2022.5383

Naish, P.D.l., (2015). “To see how far | can go”: Benefits of “fun” in encouraging civic
engagement and building self-efficacy among New York Community College students.
Journal of Public Scholarship in Higher Education. 5, 111-125.

Nursey-Bray, M., Masud-All-Kamal, M., di Giacomo, M., & Millcock, S. (2022). Building
community resilience through youth volunteering: towards a new model. Regional
Studies, Regional Science, 9(1), 242-263.
https://doi.org/10.1080/21681376.2022.2067004

O’Loughlin, L., (2014). Negotiating solidarity: Indra Sinha’s animal people and the “NGO-
ization” of postcolonial narrative. Comparative American Studies, 12(1-2), 101-113.

Orser, L. (2020). How to recruit and retain volunteers for our professional organization:
Communication, respect, and appreciation are key. American Nurse Today, 15(10), 44-
46.

Pariag-Maraye, N., Soobaroyen, T., Mooneeapen, O., & Panchoo, O. (2023). Evaluating NGO
accounting and reporting practices in a developing economy: the case for reforms.
Journal of Public Budgeting, Accounting, and Financial Management, 35(1), 73-94.
https://doi.org/10.1108/jpbafm-01-2022-0021

Peric. J., Simic, M.L., Pevnaya, M.V., & Sharma, E. (2021). Generation Z and volunteering: A
national  culture  perspective. = Obrazovanie |  Nauka, 23(1), 44-72.
https://doi.org/10.17853/1994-5639-2021-1-44-72

Petersson, M.T. (2022). Transparency in global fisheries governance: The role of non-
governmental organizations. Marine Policy, 136.
https://doi.org/10.1016/j.marpol.2020.104128

Polnigorit, W., Musakophas, R., & Fitzerald, S. (2022). Volunteering through social media in
Thailand. Kasetsart  Journal of  Social  Sciences, 43(4), 941-948.
https://doi.org/10.34044/j.kjss.2022.43.4.17

Purba, D., Sinurat, B., & Herman, H., (2021). Utilizing Instagram social media on language
style: an analysis of teenagers as millennial generations in their captions. Anglophile
Journal, 2(1), 1. https://doi.org/10.51278/anglophile.v2i1.268

Quaglio, G., Maziku, D., Bortolozzo, M., Parise, N., Di Benedetto, C., Lupato, A., Cavagna, C.,
Tsegaye, A & Putoto, G., (2022). Medical electives in Sub-Saharan Africa: A 15-year
student/NGO-driven initiative. Journal of Community Health, 47(2), 273-283.
https://doi.org/10.1007/s10900-021-01045-5

1682


https://doi.org/10.3389/fcomm.2022.906268
https://doi.org/10.1016/j.helio
https://doi.org/10.47750/qas/22.185.01
https://doi.org/10.1016/j.eist.2019.12.005
https://doi.org/10.46743/2160-3715/2022.5383
https://doi.org/10.1080/21681376.2022.2067004
https://doi.org/10.1108/jpbafm-01-2022-0021
https://doi.org/10.17853/1994-5639-2021-1-44-72
https://doi.org/10.1016/j.marpol.2020.104128
https://doi.org/10.34044/j.kjss.2022.43.4.17
https://doi.org/10.51278/anglophile.v2i1.268
https://doi.org/10.1007/s10900-021-01045-5

INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES

Vol. 14, No. 8, 2024, E-ISSN: 2222-6990 © 2024

Radenkovic Sosic, B., & Koprivicia Lelicanin, M., (2022). Institutional communication and the
Covid-19 pandemic: Italian government media campaigns. Etnoantropoloski Problemi/
Issues in Etnology and Antropology, 17(1). https.//doi.org/10.21301/eap.v17i1.10

Rao, S.J., Born, H.L., & Madden, L.L. (2022). #Laryngology: A standardized hashtag ontology.
Journal of Voice. https://doi.org/10.1016/j.voce.2022.06.005.

Sahiti, Q., & Stamp, J.A, (2022). The use of visuals in undergraduate neuroscience education:
Recommendations for educators. Teaching of Psychology, 49(3), 276-283.
https://doi.org/10.1177/00986283211000326

Schade, J., Wang, Y., & van Prooijen, A.M., (2022). Consumer skepticism towards corporate-
NGO partnership: the impact of CSR motives, message frame and fit. Corporate
Communications, 27(5), 39-55. https://doi.org/10.1108/ccij-04-2022-0048

Shuey, R,, Sann, S., Chhi, K., & Kong, S. (2022). Transferring road safety knowledge from road
safety specialists empowering peer influencers in Cambodia: turning adversity into
success during the pandemic. Journal of Road Safety, 33(3), 61-70.
https://doi.org/10.33492/jrs-d-21-00068

Storer, H.L., & Rodriguez. M. (2020). #Mapping a movement: social media, feminist hashtags,
and movement building in the digital age. Journal of Community Practice, 28(2), 160-
176. https://do.org/10.1080/10705422.2020.1757541

Surya, A., & Nupur, N. (2023). Harnessing NGO internship for student learning: Project report
submission to the Gaje Symposium 2021. International Journal of Clinical Legal
Education, 30(1), 107-124. https://doi.org/10.19164/ijcle.v30i1.1196

Sushant & Singhal, R. (2019). Building blocks of an effective NGO. Voluntary Sector Review,
10(2), 167-187. https://doi.org/10.1332/204080519x15617330887633

Taupin, P. (2019). The contribution of narrative semiotics of experiential imaginary to the
ideation of new digital customer experiences. Semiotica 2019 (230), 447-473.
https.//doi.org/10.1515/sem-2018-0005

Tenca, E. (2018). Remediating corporate communication through the web: the case of about
us sections in companies’ global websites. ESP Today, 6(1), 84-106.
https://doi.org/10.18485/esptoday.2018.6.1.5

Terron-Lopez, M.J., Velasco-Quintana, P.J., Lavado-Anguera, S., & del Carmen Espinosa-Elvira,
M., (2020). Preparing sustainable engineers: A project-based learning experience in
logistics with refugee camps. Sustainability, 12(12).
https://s=doi.org/10.3390/su12124817

Utekhin, I.V., Altukhova, A.A., & Klepikova, A.A., (2021). Intellectual disabilities and narratives
from personal experience: storytelling in oral discourse. Zhurnal Issledovanii Sotsial’noi
Politiki, 19(4), 619-634. https://doi.org/10.17323/727-0634-2021-19-4-619-634

Wang, A.L., Shi, Z., Fairchild, V.P., Aronowitz, C.A., & Langleben, D.D. (2019). Emotional
salience of the image component facilitates recall of the text of cigarettes warning
labels. European Journal of Public Health, 29(1), 153-158.
https://doi.org/10.1093/eurpub/cky059

Yusuf Ismaila, M., Ahmed Abdulganiyu, O., Abdulazeez Olamide, A., & Oluwasey, (2022).
Influence of celebrity endorsement and digital marketing on youth purchasing decisions:
a comparative study of lkorodu area. Economia & Negocios, 4(1), 3-16.
https://doi.org/10.33326/27086062.2022.1.1346

Zhao, C,, Liu, Z., & Zhang, C. (2023). Real or fictional? Digital entrepreneurial narratives and
the acquisition of attentional resources in social entrepreneurship. Journal of Innovation
and Knowledge, 8(3). 100387. https://doi.org/10.1016/].jik.2023.100387

1683


https://doi.org/10.21301/eap.v17i1.10
https://doi.org/10.1016/j.voce.2022.06.005
https://doi.org/10.1177/00986283211000326
https://doi.org/10.1108/ccij-04-2022-0048
https://doi.org/10.33492/jrs-d-21-00068
https://do.org/10.1080/10705422.2020.1757541
https://doi.org/10.19164/ijcle.v30i1.1196
https://doi.org/10.1332/204080519x15617330887633
https://doi.org/10.1515/sem-2018-0005
https://doi.org/10.18485/esptoday.2018.6.1.5
https://doi.org/10.17323/727-0634-2021-19-4-619-634
https://doi.org/10.33326/27086062.2022.1.1346
https://doi.org/10.1016/j.jik.2023.100387

