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Abstract

The study aimed to analyze the components of and explain approaches to communication
for empowering cancer patients using online media. The involved communication guidelines can
be applied as strategies for empowering cancer patients. The qualitative research model included
observation, in-depth interviews, and content analysis of data from 3 channels of online media,
specifically 2 Facebook groups, 2 TikTok mobile applications, and 2 websites.

The results showed that: 1) components of communication for empowering cancer
patients using online media included sender, message, channel, and receiver components. (1) The sender
components are divided into three aspects: ordinary people, cancer patients, and medical
professionals. (2) The message components consisted of formats including text, images, videos,
stickers, and emojis. The communication was informal. (3) The most popular communication
channel of the channel components is the Facebook group. (4) The receiver components included
cancer patients, relatives of cancer patients, and others. 2) Communication guidelines for
empowering cancer patients through online media included the following: (1) the first component,
“S”, or sender, consisted of senders who have knowledge: physicians, specialists or related
medical personnel, and experiential senders, who have the same type of cancer as the patients.
(2) The second component, "M”, or message, had content derived from the direct experiences of
the sender integrated with modern medical knowledge. The message’s empowering aspect is key.
(3) The third component, “C”, or channel, was online media, specifically the Facebook group

because it was an effective channel that enabled real interactions between senders and receivers.



(4) The fourth component, "R, or receiver, consisted of cancer patients or relatives of cancer

patients of different ages.

Keywords: Communication, Online Media, Empowerment, Cancer Patients, Empowerment

through Communication.





