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ABSTRACT

This research aims to: (1) investigate the relationship between Social Media Storytelling and Brand
Perception in the beauty product sector among consumers in the Bangkok Metropolitan Area; and (2)
examine the relationship between Social Media Storytelling and Brand Loyalty in the same consumer
group. The target population for this study was residents of the Bangkok Metropolitan Area aged 20-60
years who had experience engaging with brand storytelling via social media. A sample size of 400
respondents was determined using W.G. Cochran's formula (1953) and data were collected using a
questionnaire via the Convenient Sampling method. Data analysis was divided into two main parts:
(1) Descriptive Statistics, including Percentage, Mean X ), and Standard Deviation (SD). (2) Inferential
Statistics, including the F-test (One-way ANOVA) and Multiple Regression Analysis.

The hypothesis testing revealed that the Social Media Storytelling factors—namely, the
dimensions of Creative Content, Self-Brand Congruity, and Media Diversity—all demonstrated a
statistically significant positive effect on both Brand Perception and Brand Loyalty in the beauty product
sector, with the significance level set at 0.00 and accounting for 73.3 percent (R’ =0.733) of the total
variance.

Keywords : Social Media Storytelling, Brand Loyalty, Brand Perception, Beauty Products
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