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ABSTRACT 

The unprecedented COVID-19 pandemic has devastated the economic and social 

sectors globally. Vaccines are the most effective way to overcome the crisis. However, 

the acceptance of vaccination is a major obstacle. Clinical tests conducted in a short and 

limited time frame have raised concerns about the product's validity. Previous research 

has shown the significance of attitudes towards vaccination behaviours. Furthermore, 

the effect of utilising social networking sites on people’s attitudes and behaviours is 

either overlooked or less examined. This study aims to determine the moderating effects 

of attitude on the relationship between social networking site factors of perceived 

usefulness, perceived ease of use, perceived religiosity, amount of information, and 

social affiliation and COVID-19 vaccine acceptance in Melaka Tengah. A purposive 

sampling method is employed in an online, cross-sectional study with a self-

administered questionnaire to 411 social networking site users, aged 18 and older, who 

are vaccinated and knowledgeable about the COVID-19 vaccine. The data was analysed 

using the Statistical Package for Social Sciences (SPSS) version 26 and Hayes Process 

Macro version 4.1. This study uses the technology acceptance model, the tri-component 

model (ABC model), and the health belief model as foundational theories for conceptual 

framework development. The multiple regression results indicate that social affiliation 

(β=.68) and perceived religiosity (β=.17) are the stronger indicators for COVID-19 

vaccine acceptance, with a suggestive model accounting for 67.5% of the variance. 

Furthermore, when attitude moderates the relationship between the independent 

variables and the dependent variable, perceived ease of use (b = -.05, ρ < 0.04), amount 

of information (b = -.06, ρ < 0.02), and social affiliation (b = -.06, ρ < 0.02) statistically 

had significant relationships with COVID-19 vaccine acceptance. The findings are 

crucial to promote vaccination and gaining public trust in national immunisation and 

vaccine programmes. Issues with safety and halal vaccines are priorities. Authorities 

are encouraged to create a closed community network application, or MyCCN, or to use 

WhatsApp media to reach out to specific groups of people, such as families, religious 

groups, vulnerable individuals, and working groups. This study also contributes 

knowledge on social networking site factors, attitudes, and COVID-19 vaccine 

acceptance.  

  



v 

ACKNOWLEDGEMENT 

First and foremost, let us praise Allah SWT for His bountiful grace and mercy and for 

giving me the chance to complete my PhD. In order for me to become the person I am 

today, I needed a lot of wonderful individuals in my life who were supportive, nurturing, 

considerate, and attentive. It takes more than just my own diligence. Hence, I am very 

grateful to a lot of people and organisations. 

My sincere gratitude and appreciation go to Associate Professor Dr. Abdul Rauf Bin 

Ridzuan, the Dean of the Faculty of Communication and Media Studies at UITM Alor 

Gajah, my main supervisor. His wisdom, counsel, direction, and conviction have all 

greatly aided me in developing my talent. Thank you to Dr. Suhaimee Bin Saahar, my 

co-supervisor from the Faculty of Communication and Media Studies, UiTM Shah 

Alam, for your guidance and helping me with the data analysis. I also want to thank 

UiTM for allowing me to finish my PhD by using a grant from the faculty of 

communication and media studies, Kampus Lendu, Cawangan Melaka. 

I would like to extend my utmost gratitude and sincere appreciation to Professor Dr. Ts 

Shafinar Binti Ismail from UiTM Alor Gajah, Professor Dr. Norzaidi Bin Mohd Daud 

and Professor Dr. Yarina Binti Ahmad from UiTM Shah Alam, Associate Professor Dr. 

Muhamad Fazil Bin Ahmad from Universiti Sultan Zainal Abidin (UNIZA), and 

Associate Professor Dr. Norhayati Rafida Binti Abdul Rahim from Universiti Sains 

Islam Malaysia (USIM).  They contributed invaluable and priceless insights into the 

data analysis.  I pray for all of them for a lifetime of prosperity and happiness. Insya-

Allah. 

My appreciation goes to the Ministry of Health, Melaka, Institut Tun Perak (ITP) 

Melaka, Institut Warisan Melaka (INSWA), Perbadanan Perpustakaan Awam Melaka 

(PERPUSTAM), Jabatan Kastam Melaka, Jabatan Pengangkutan Jalan Melaka, Invest 

Melaka, Sekretariat Dunia Melayu Dunia Islam (DMDI), Institut Pengurusan Melaka 

(INSPIM), and Pusat Sumber, Jabatan Ketua Menteri Melaka, who provided the 

facilities and assistance during sampling.  Special thanks to Dr. Mohd Sufiean Bin 

Hassan, Dr. Siti Nur Izyandiyana Binti Ab Hadi, Dr. Mohamad Hafifi Bin Jamri, and 

my sister, Suhaila Binti Haji Hassan.  Our discussions have been really beneficial to me 

in this work.  

Last but not least, I dedicate this thesis especially to the beloved memories of my late 

father,                                   , and mother,                                      , who had the 

foresight and drive to educate me. I miss both of you.  When no one is around to 

answer my questions, my beloved husband, Ramly Bin A. Samad, is always there to 

support me.  Words cannot adequately express my gratitude to my children, Nur 

Adibah, Muhammad Adib, Muhammad Adli, and Muhammad Adam, for all the 

sacrifices they have made. They have kept me going thus far with their 

passionate prayers. Alhamdulilah. 



vi 

TABLE OF CONTENTS 

 Page 

CONFIRMATION BY PANEL OF EXAMINERS ii 

AUTHOR’S DECLARATION iii 

ABSTRACT iv 

ACKNOWLEDGEMENT v 

TABLE OF CONTENTS vi 

LIST OF TABLES xii 

LIST OF FIGURES xvi 

LIST OF SYMBOLS xviii 

LIST OF ABBREVIATIONS xix 

LIST OF NOMENCLATURE xxi 

CHAPTER ONE :  INTRODUCTION 1 

1.1 Background of the Study 1 

1.2 Problem Statement 6 

1.3 Research Questions 11 

1.4 Research Objectives 11 

1.4.1 General Research Objectives 11 

1.4.2 Specific Research Objectives 12 

1.5 Scope of the Study 12 

1.6 Limitations of the Study 13 

1.7 Significance of the Study 14 

1.7.1 Knowledge Aspects 17 

1.7.2 Theoretical Aspects 17 

1.7.3 Practical Aspects 19 

1.7.4 Policy Aspects 19 

1.8 Keyword Definition 21 

1.9 Conclusion 22 



 

1 

 

CHAPTER ONE:  

INTRODUCTION 

1.1 Background of the Study 

The growth of the internet has altered many parts of modern culture and social 

interaction. The development of social media was closely related to the expansion of 

business-oriented technology. One of the most significant developments connected to 

social media is the rise of social networking sites. The social networking site first 

appeared in 1997. During that time, many did not understand their value and importance 

(Shikati, 2017). However, it became a phenomenon in 2003, when Friendster first 

gained media attention. The emergence of LinkedIn, MySpace, Facebook, YouTube, 

CyWorld, Bebo, and Twitter came after that.  In less than ten years, social networking 

sites have attracted millions of users of all ages around the globe, and many have 

incorporated these sites into their daily routines (Boyd & Ellison, 2007; Ellison, 2013; 

Shikati, 2017).   

Boyd and Ellison (2007) and Ellison (2013) define social networking sites as: 

“Web-based services that allow individuals to (1) construct a public or semi-public 

profile within a bounded system, (2) articulate a list of other users with whom they share 

a connection, and (3) view and traverse their list of connections and those made by 

others within the system.  The nature and nomenclature of these connections may vary 

from site to site.”  

Based on the definition by Kenton (2021), social networking sites are web-based 

social networking sites that allow users to communicate with their family, friends, 

customers, or employees. Social networking sites are a modern form of communication 

that provides users with a proper channel to communicate and share their ideas and 

interests in a long-term relationship on the site (Dhiraj, 2017; Melovic et al., 2020; 

Waheed et al., 2017). 

The platform is a two-way communication channel where family and friends 

connect and users build relationships with new partners (Rahman & Hassan, 2015).  The 

websites are user-friendly.  Hence, anyone can use it regardless of their age or location 

(Dhiraj, 2017).  According to Yoo et al. (2016), the development of social networking 
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