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Abstract

This article is a part of research study titled "The Content Creation of Independent Travel
Influencers on YouTube" divided into two parts. The first part focuses on the content creation pro-
cess, production methods, and storytelling techniques used by independent travel influencers in
their communication on YouTube. The second part examines the influence of these independent
travel influencers on their audience. The research uses qualitative methods, specifically in-depth
interviews, gathering data from five influential travel content creatorsRayron, Farose, Wepergee,
Tiewsudtuaw,Pheenongpor 4 and twenty viewers who follow independent travel content on
YouTube.

The study's findings reveal that the storytelling techniques of independent travel influenc-
ers on YouTube aim to attract and build relationships with viewers. The most prevalent method
is continuous storytelling (Hub), which plays a key role in establishing and reinforcing the creator's
image and identity. Content is made engaging by varying styles, incorporating adventure in exotic
destinations, and providing in-depth information about locations, travel routes, cultures, societies,
lifestyles, and food. Personal experiences are also shared In terms of content production, significant
investment is made in high-quality, expensive equipment, and the production styles have evolved
beyond traditional formats. Audience feedback shows that viewers primarily consume content based
on personal interests, followed by influencers and content they find useful. They also prefer channels
with engaging presentation styles and lastly, select content that aligns with their personal attitudes

and values.

Keywords: Storytelling Techniques, Content Creation, Content Production, Influencer
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ATBUAGLINNBITY LML WarA AN vas oy
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4. MeINsEUILN NN nssuMsdemioat wassAidlovuosnsedvinaneu
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msvhusfuLUsseg 4 fatfuagumskdnden fushediuasenudilalunagniuaznsufon

Ao a

NavgnlugnaMnITINTYiawie?

References

Apinyapat, K. (2017). Storytelling in Marketing Communication of Kusuma OTOP Products. Journal of
Population, 5(1), 85-105.

Berger, A. A. (1997). Narratives in Popular Culture, Media, and Everyday Life. SAGE.

Bjork, p., & Jansson, T. (2008). Travel Decision-making: The Role of Habit. MPRA Paper.
University Library of Munich.

Boonsub, P. (2022). Credibility of travel influencer on millennial traveling behavior [Master's
independent study, Chulalongkorn University]. Chulalongkorn University Theses and
Dissertations. https://digital.car.chula.ac.th/chulaetd/8138

Chatayaporn, S. (2007). Consumer Behavior. Expernet.



Niastnamanigsiatudiag U0 19 atun 1 unsiau - Tquieu Yseand 2568

Dhurakij Pundit Communication Arts Journal Vol. 19 (1), January - June 2025

Faisal, M., & Dhusia, D. K. (2022). Social media travel influencers’ attributes and tourists’ travel
intention: The role of source credibility. Journal of Tourism, Hospitality & Culinary Arts, 14(3),
115-133.

Guilford, J. P. (1959). Traits of Creativity. In Anderson, H. H. (Ed.), Creativity and Its Cultivation.
Harper & Row.

Influencer Marketing in Thailand 2020. (2020, July 16). AnyMind Group. https://anymindgroup.com/
th/news/blog/7163/

Jantana, S. (2020). Marketing Communication through Online Influencers Affecting Intention to
Purchase Cosmetics beneath Technology Acceptance of Gen Y Consumers. [Master’s thesis].
Rajamangala University of Technology Suvarnabhumi.

Jeng, J., & Fesenmaier, D. R. (2002). Conceptualizing the Travel Decision-Making Hierarchy: A Review
of Recent Developments. Tourism Analysis, 7(1), 15-32.

Jirapath, T. (2017). The Production Process of YouTube Programs [Bachelor's independent study,
Thammasat University]. TU Digital Collections. https://digital.library.tu.ac.th/tu_dc/frontend/
Info/item/dc:48734

Kajitkwan, K. (2021). The Art of Storytelling in Communication Studies. Journalism, 14(3), 9-85.

Kirdwitee, S. (2022). The effectiveness of male influencers on consumer behavior in IN2IT draw
the line the series campaien of IN2IT brand's [Master's independent study, Bangkok
University]. BU Research. http://dspace.bu.ac.th/jspui/handle/123456789/5173

Kitiya, S. et al. (September-December 2016). The Relationship Between Consumer Opinion Leaders
and Brands. NIDA Journal of Communication and Management, 2(3), 79-96.

Klapper, J. T. (1960). The effects of mass communication. Free Press.

Lalangan, K. (2020). Social media in tourism: The impacts of travel content on YouTube and
Instagram [Master’s thesis, LAB University of Applied Sciences]. Ammattikorkeakoulujen
opinndytetydt ja julkaisut. https://urmn.fi/URN:NBN:fi:amk-2020061218543

Li, Z. (2018). Digital media usage of chinese millennials generation travelers in making the decision
for travelling to Thailand in the way of Free Independent Traveler [Master's independent
study, Bangkok University]. BU Research. http://dspace.bu.ac.th/jspui/handle/123456789/3205

Maronee, U. (2008). The intertextuality of narrative in comics, television dramas and novels.

[Master’s thesis, Chulalongkorn University].



Niastinamanigsiatudiad U0 19 adun 1 unsa - Squieu Ysead 2568

Dhurakij Pundit Communication Arts Journal Vol. 19 (1), January - June 2025

Miller, S. M. (2011). Transmediating with multimodal literacies: Adolescents’ literature learning through
digital visual composing. In P. J. Dunston, L. B. Gambrell, K. Headley, S. K. Fullerton,
P. M. Stecker, V. R. Gillis, & C. Bates (Eds.), The 60" Literacy Research Association
Yearbook (pp. 389-406). Literacy Research Association.

Nuptong, T. (2022). Storytelling and content creation for smart tourism. [Training Document].
Sripatum University.

Poulis, A., & Chatzopoulou, E. (2023). The role of social media influencers to tourists travel decisions.
Proceedings of the European Marketing Academy. https://proceedings.emac-online.org/
pdfs/R2023-117244.pdf

Robbins, S. P., Chatterjee, P., & Canda, E. R. (1998). Contemporary Human Behavior Theory: A Critical
Perspective for Social Work. Allyn and Bacon.

Schiffman, L. G., & Kanuk, L. L. (2004). Consumer behavior (8" Ed.). Prentice Prentice Hall.

Silaban, P. H., Chen, W., Nababan, T. S., Eunike, I. J., & Silalahi, A. D. K. (2022). How travel vlogs on
YouTube influence consumer behavior: A use and gratification perspective and
customer engagement. Human Behavior and Emerging Technologies. https://doi.
org/10.1155/2022/4432977

Torrance, E. P. (1963). Education and the creative potential. The University of Minnesota Press.

Truby, J. (2008), The Anatomy of Story. Farar, Straus and Giroux.

Vuong, B. N., & Sid, S. (2020). The impact of human resource management practices on employee
engagement and moderating role of gender and marital status: An evidence from the
Vietnamese banking industry. Management Science Letters, 10, 1633-1648. https://doi.
org/10.5267/j.msl.2019.12.003

Yongvanit, S. (2012). Sustainable Ecotourism: Concepts, Principles, and Management. Faculty of

Humanities and Social Sciences, Khon Kaen University.



