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Abstract

This research aims to 1. study content and brand innovations in transmedia storytelling and
2. study the transmedia storytelling process to create engagement in communicating the brand of
Huachiew Chalermprakiat University to increase its recognition. This is a qualitative research using
participatory action research methodology, including surveys, observations, experiments, in-depth
interviews, focus group discussions, photography, note-taking, and video recording.

The study found that the innovative content design, using the term "HCU NEW GEN,"
established key slogans such as "Leading in Chinese Studies, Health Sciences, and Innovation." The
research created presentation materials for each faculty in concise segments, incorporating the
hashtag #HCUNEWGEN and defining the timing and frequency of dissemination across social media.
The brand design prototype blended the elements of hero, creator, and expert, reflecting the brand's
personality: the talented new generation of HCU students.

The Transmedia storytelling process involves the following steps: 1. Define the objective. 2.
Establish a main theme. 3. Break down subplots to connect with the main theme. 4. Storytelling by
adapting, rewriting, adding to, deleting, expanding, emphasizing, or maintaining the original message.
5. Determine the format using sound or music, text, images, infographics, video clips, or live

broadcasts. 6. Define the channels from platform 1 to platform 2 for dissemination to the target



200

audience. 7. Consider the context and timeframe. 8. Connect the online world to the real world to
create a shared experience for the target audience. 9. Measure and evaluate results through statistics

such as shares, engagement, visibility, and comments.
Keywords : Transmedia Storytelling, Branding Communication
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