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ABSTRACT

This study aims to develop participatory video media under the concept of brand storytelling to
publicize the Mai Kaew PhaThai shop and to examine audience satisfaction with the video media and its
public relations impact. The participation action research was a process of working with the owner of Mai
Kaew PhaThai shop, using digital media development based on the 4P Model. The satisfaction survey,
conducted with 50 participants, revealed that the majority of respondents were female (78%), with an
average age of 22. Additionally, 70% of respondents had never purchased from the shop before. Regarding
satisfaction with the video media, The total average satisfaction score was 4.20, indicating a high level of
satisfaction. After the release of the video media, page engagement increased by 135%, and conversational
messaging increased by 37.66%, showing that the use of participatory video production under the concept

of Brand Storytelling is an effective strategy for communicating brand values and enhancing customers'

purchasing decisions.

Keywords: Video Media, Brand storytelling, Promote, Silk Business
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