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ABSTRACT

The purpose of this study was 1) to explore perspectives, opinions, and
recall of the content presented through a concept of storytelling in social marketing
using questionnaires and 2) to compare the content presentation formats of the
brand through the storytelling in social marketing in three different genres including
documentary, morality drama, and personal story by presenting the three main
issues, i.e. the clothing shortage faced by the underprivileged, the impact of fast
fashion on global warming, and social stigmatization from wearing clothes.

The researcher developed such contents, - basing upon the interviews with
key informants of The Room’s, a clothing brand committed to environmental
conservation and social issues related to these topics. A questionnaire-based survey
was conducted with 100 participants to analyze the effectiveness of the three
storytelling styles in social marketing to understand formats resonating most with the
target audiences. This analysis provides insights that can inform the creation of future
advertising content related to the storytelling in social marketing by The Room’s.

The findings of this study indicated that the "storytelling in social marketing
in the form of personal stories was the format that attracted the target audiences.
attention most. The most compelling content in social marketing, especially on the
topics related to social assistance, was the social stigmatization from wearing clothes.
These highlighted the "The Room’s" goal of communicating responsibility and
supporting the community.

This helped build a positive image and increases consumer understanding of
the brand's efforts for its social contribution. Consumers in social marketing were
more likely to support and purchase The Room’s products. Storytelling emphasizing

social and environmental benefits encourages consumers to feel that purchasing the



brand's products is a way to participate in creating positive change for society and

the world.

Keywords: Storytelling in Social Marketing, Content Creation in Communication,

Storyboard
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https://www.sciencedirect.com/science/article/pii/S0363811123000127#bib58

17

Sufunsianseduuiunveseing wavanudiAgyvesdtiion1sainmg uveanisiaies
Tunusun lnslangegnganingitesiunisdeoasnisnaina
anwalgnn fiewa (2560) lawusseinmveasaaalivanvaleguiuy 10133

[

Juoy

[y

s ! (% 2 dy
MOUITAIATILANAAY Aall
B o v Y a o a & a
1) 5oe3niigaUsrasAlun1snseAuliann1n eyl laedwinugnisniase
Ao & 1% % 2 Yo
MillevmaisassAuazdennuvunelatau
2) Fossniuuluanus Genafiilevndsau uasuandliiuds
v <X ada
an nwndeusIaaIsnsuAlulam
= A a o 1 ) v Vv e ¢ ¢
3) 15pasfdES N YTy adsnseRuligilsiindeseaunisainie
1599 IATE AU
4) Feesnndinludeunan asnseduansuallasisuasBendunsydu
44' N Y a1 A 1y Aa Y A4 0§ Ya
5) FeesnigItumsNIinlilf vierneniinsdawlamserilviin
AUYUTY
6) \3RUAFRANTTWNDY FRuATUTULUUALAL FaUsznoumewInges
MarAT wazlAsaIes
7) SaEnsTiedeasAiley wansdsdnenimvesiaresdnslunis
uiloteym
msfinwifeatunsasestsiuiuiiedunisfinuiiionisdeasuaznisasng
Nanseny Seuagniuunsendunatevuinny Jsusasinandiigauszasdanizuay
AN IvaInvaty LieussingUsrasdveianses nsansesienseauliinnis
UFunuiu esldisensiliilomiuniuin uasilosesnisavinsedunasdniauian
iienseaulviainaualanaznseunavUiRnuuuImenivug
Tugunasiiunneeiu nsiansesieuusluanuiasiduluivgnisalaseniidem
o v "y =i ° 1% ad a °
e negaiulundymuaznisiiaueaninwingen 35nsuily wazn1seduedney
welvigflsansnsaseuiwaziinlanuimslunisunlelyminasieaiaiu uenantl 5o
AU TUNuAzeNleaiuUTEAUNT SlvRINT ST IeLETHATIIANT T DAL AUENTUS
o i 1 a Ao =~ D ] o voa v ¢
MwiuwulungunisianSesifimuneivengilslugowan misyaduiinisnszsuelsuel
lngtdnausludnuaeiiseazdeates WatelvEilsaunsaIunuinstiseuwaniay3an
Y Y
losuussdumalalumsiiunihgidmunenald wenaini nsianseaiiednnisiuyie
Y
asluseanddnduiusivinnlifvsediierdes Gwunsatgligiladesuueny

aulaLazanNanIENUAUAUINNV NN LA LS



18

1 dll d‘d 1 d‘ £ v 1 % gj a d" a
nswasesntynymnglunisdeansimnuvaianmsidsusuunai el
druusEnauvesan nInReN fazAs wazlasased ieasanudilanedtuinuves
wsazaianmanyalndaauluaenveils dnsunisiansesnsinenendifien A
1 d‘ A o aa d‘su o L2 o v} 1 v 1 = a a
AN LYo lngiaueisnisiguiluasinsdnnisiudaymeing 9 laeg1aiiusednsam
d‘ 1 dy 1 d‘ 1 a % 6 v Y 2 a wa v 1
SeaalssianiiazisdeasAidoiay Tnusssuesnsvgiladila uwasufumniulaedis
gniessanamdiasUssnniiunumdrdylunmsdeas wazasansenuivainvate i
azidunisnszaunsufURn nswdaduaus nsiasuaseauTiuile wen1sdeansis
'y I a & N vaa A | vy
mauwazAfouvesens lnenisidenldismsdivanzauasdiglvigiaussaidmungly
A Y oA a a & oA | = o w
nsdeanslnegediszansnin mszaztunsiansesunazUssinnilunuindinglunis
doansuazasimansznuiivainvane lunasdunisnsedunsuifnn mswustuaanug
ASLESUASI9AINUSINIID YIBNSADEITDIRINULALATREUVDILUTUR N1FHALI D
(Storytelling) Fndumiaunisadreszaunisallv o Wifuduurunisldussaunisales
Y = v ' & a v . Aa v oy v oA
Ak iulandesmnenisiandedudiuu TikTok MSUAUAIENITATINGDI51I91N
FINUTLINIU UIDINENUNIUY Facebook NasnauIntadun1uaikanvadnans 39811584
NsHANAUTINIMAULANDUALULAUDNAYNSNITAAIANANIZAIVDINULDS
ndeaguilinanun awnsananladn Storytelling lalifissualuiglunis
dnevendoya unduduasedennsmdslunisasarnudila afussaunisainisersuel
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a o & o % = v a daa a | & A s
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aglsimuauufgIuieIfundswsILUsURvasUTENfiadupdour UNe 1Y
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v °o v v a

duslarrelusuneg1didedfgydonnandsiinanisiavaniiluing (Wang & Li, 2020) w6

U o

[
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wususillenanvaliilaaduainanuansalunisaianissvileenmsuitgmdenuale

NS (Al Adwan, et al., 2023)
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Kim, et al. (2020) Na13771 AELIBININGTI UAIUALLDEADOU LNSI1ZLAIIULD
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¥ o

HUSInAfusslasuNansenunangag1elus U Iaun1InaIadsdnusinaziAgI et Ul ELAY

<9

54

D
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5) 1ufN159a1ndunus (Relationship Marketing): N13a319uag 3NN
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lngranewudAn eI aINURNANNg i NsnaInLedIANtuausadu Ly
= v o I [, . yoa a = ¢
LHUN1IAAR TouAtLUnyle fIee1ay "Drink Responsibly” Midualunsauueanases
28195 URAYBU 130 "Buckle Up for Safety" Mijunislanisanutasasslusea visiinisnaia
Fadspusingnundunlusnuguam nsussmduius wasnisdaasungnssuidu
Usglevtsodenunialuszauvedulassyiulan
a o < cal 1 a a DN g
nmsnaadsdanulunagnsiyavdsuwdameinssuvesuslaalumendu
Usglenlradenuuazduindon Ingldng vfuasumnAnivanvangiieaiuayunisimmuina
gNSNUTEAVTAIN NuNInTIvEeUFwInaey (Theory of Planned Behavior - TPB)
lngtindndngn Ajzen (2002) LUUNTIATIFINGANTTUNTURETUTIAUAR AIUAE WAZNIS
Suianuanusalun1sAIuANNgANTIU N1sdRaNINNUTEAVEAIN (Communication
Strategies) Wudwddglunisaduanudilanasnisnevsuannguilmune wenaini
WUIARUDY 4P (Marketing Mix) 5983 Wandauat (Product) 51A7 (Price) @a1ufl (Place) uag

o w 1

A"5@e@ns (Promotion) Aflunumdrglunisiuasundamgingsy nshiaudAgyse

o

mudsdu (Sustainability) sjafunsiaunuaziiauedudmieuinsilivhansdundes
anvne nImanndustus (Relationship Marketing) Hasanauas3nwimuduiusaaiy
nauhmneiiiedaaiunugnifulasmssnwgnlusyezen fegnaveansussgndly
1 wANkgy "Drink Responsibly” wag "Buckle Up for Safety” fiunisdeansiiodunady
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2.3 WUIAANYINUNIINAIAVLTINALNYUATU (Fast Fashion)
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Safoiinaromnuiilatedorivhadunduiissiuresiuslnaluannsammmuns
wazUSunima vo9 uswiug LieuAs (2565) namt geavinssuidedn Fast Fashion 13
YeneFvesgaamnITILTuRILvEga 1960 iRnduiitensulandanudasmsvesguiina
fussideinmadeusuaziudsuldves shlnAnanudeuegsunivats Sasmaivls
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FRUNNUIULINNINUAUTY LieTBITUAUABINTTLINTUVBIUTInATUTUNANY B
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Winduduasavinlugig 15 U Anuun (“Fast Fashion Anuanskuvatvaiefidnhivia?,

2564)

AN 2.2: LLaﬂﬂﬂgaﬂl’mﬁ’]@ Fast Fashion v1lan

fi1n: Fash fashion mamaigsuvarvalediurlalula. (2565). duduain
https://www.blockdit.com/posts/61978b294bf6ce0599bede99.
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M3nNIldgUYNUTIazIaENaN ST NUN1NEWIARaNTRIgIALNTUTIAGY (Fast

[y a

Fashion) dwalbiinezuinnin 92 dususel Sngauilddulvngduiululasnanadin Fad
nssledalatesynn wasidednnnuaeignisldaudiumngniiluimvzennadunui
wslna Tuusazl landesdamiuiilenauvezaingsnatindy 10 a1usiu evesmanilldiam

JuseeUnitavgesaanals (World Economic Forum, 2020)

A9 2.3: uaneigdnsuandaeivhadunduvedan

®

recyind <1%
desedloop
noyding

2%
losses during
coliection and procusung

other dustries

PLASTIC (63%) landfilled or
COTTON (26%) ' incinerated

OTHER (T1%)

fian: Clark I, W. W. (2020). Circular economics is the next economics. Journal of

Climatology & Weather Forecasting Introduction, 8(2), 1-9.
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6) AadnwazIaTNET I TUAlARLe (Brand Identity)
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