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ABSTRACT

The COVID-19 pandemic brought unprecedented challenges to societies worldwide,
necessitating the adoption of behavioral change as the primary means of preventing
virus transmission. Social marketing communication has emerged as a crucial strategy
to influence public behavior and encourage adherence to self-protective measures
during this global health crisis. This thesis delves into the intricate relationship between
social marketing communication, self-protective behavior, and the overall well-being
of youth, a vulnerable and often overlooked demographic during the pandemic. In the
next phase, the research employs a qualitative exploration of youth experiences during
the early stages of the pandemic. Through in-depth, open-ended interviews, the research
captures the lived experiences of young individuals navigating the uncertainties of
COVID-19. The phenomenological approach allows for a deeper understanding of their
cognitive appraisal of the disease, the impact of communication on their intention to
adopt self-protective behaviors, and the consequences of prolonged self-protective
measures on their well-being. The findings from the qualitative phase lay the foundation
for the development of a conceptual model of social marketing communication in the
context of COVID-19 and its influence on youth behavior and well-being. The model
draws upon the theory of protection motivation and proposes key factors influencing
intention, including risk perception, communication effectiveness, and self-efficacy.
The model also identifies mediating variables that may impact the relationship between

social marketing communication and behavioral change.

In the final phase, an empirical study is conducted to test the hypotheses derived from
the proposed conceptual model. The study employs structural equation modeling to
analyze data collected from a sample of youth who had experienced the early stages of

the pandemic. The results of the empirical study offer valuable insights into the

Vv



relationships between social marketing communication, risk perception, self-efficacy,
intention, and self-protective behavior among youth. The thesis concludes with a
comprehensive discussion of the theoretical and practical implications of the study's
findings. It emphasizes the significance of social marketing communication as a
powerful tool for promoting behavior change during pandemics and underscores the
need to consider the unique vulnerabilities and well-being of youth in public health
interventions. The limitations of the research are acknowledged, and suggestions for

future research in this domain are proposed.
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DITS-19 TEHERT = gHAT WX & FAMI & [ HYIYd el U= B, o

ARY &b HhHUT Bl b P YIS e & TY H IR URdd bl UM

SIS B 1| 39 i WY Fh< & R Hdul(-eh UAGR bl YHTIId B
3R SHTH-FR&THD IUTI! o U D! WeATgd IR & fo1g FrThore fquuH aR
TS HE@YUl AT & &9 H IWRT 5| T8 WY Jae AT f[UuH TR, M-
TS HGER 3R JaTsil B AT HaTs & aid offed Jadf TR Texrs o T4
R 8, Sl HETHRI & GRM T PHHVIR AR SRR AW a1 S are
SRS T B 3FTe TRUT |, MY AR P LI RN P SR garait

& U B UMD Tl BT 5 | T8, Gal WeThRI &b T ¥, MY Pifds-
19 &1 AfATYATST § S X8 a1 AfGadl & Sitfad SIHa &I G=Nidl § | geTe®
DI AR & 37D JIHTHD b, HTH-JRETHD TAER U &b 37D

RIS R IR & THE 3R 3P HeIu R 09 I dh HTH-GRETHS IUTl &
OROTHY Bt T8 THS Bt SIHN <ol § | UMD °R0T & [T5hY Hifds-19 & gy
T g fIUM TR & U TS Aied & [AH 3R Jal Ta8R 3R Hed]
TR 3P YU DI id W & | ATST R IR & Rigid IR semia 7 ik Sifaw
YR, TR GHEGRNAAT 3R STH-YHTTHIRGT Hfgd 3¢ B UHIfId A ared

T HRP| BT YA Bl gl Aled 31 HER 4RI Pt W} UgdH &al § il

JrHTSTS fIUUH TOR 3R TagR ulRadd & &g Tt &l THIad B Jbd 5|

3ifoT TRUT §, URATfad 39S Aied I UTd URB U3 BT URI&T0 B+ & forw
TP HTHITT LT a1 ST g1 37609 B HETHRT & TS TR0 T Ha
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B T ATl o T J UhA fohbT U ST & ARVl H & fory a1
THIHRUT AISTHT BT IUART fohdT ST 81 SIHIo 30 & UIRUMH garsfi &
i IS fauuE TOR, SIfAW RN, ST-UHTEHIRGT, 3RIG 3MR - M-

WETHG JIGR & a1 oot T Jegar iae® UaH oxd 5| N sreqa- &
frepsf & Jifde SR ArasRe Mfgardl @ sruew =i & I g9 il ¢ | I8
TEMRY & SR Ta8R URad- ! 9¢1al ¢+ & o7t Teh RTGRIell SUHRUN & =
# grATfer fayuH ¥R & Hgd R SR odl & 3R Jdul-e Wy gwadl d
garsft ®I ! TS 3R Heal R fGaR B &1 ATTGHdT B @i
Bl &1 TNY B JHIST B WBR b STl &, 3R 39 ST H Hidwy & 2y &

o gema Eafad fbe od B
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