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Abstract

Background and Aims: The expansion of YouTube has positioned video podcasts as a significant
medium for knowledge dissemination, particularly science storytelling programs that rely on
storytelling strategies to make complex scientific content more accessible and engaging. However,
audiences’ viewing decisions in large urban contexts such as Bangkok are influenced by multiple
factors, including demographics, viewing behaviors, and narrative formats. Therefore, it is
necessary to examine the factors and audience perceptions associated with this type of media.
Objective of this research: To examine demographic factors and storytelling strategies that
influence audiences’ decisions to watch science storytelling video podcasts on YouTube in
Bangkok, as well as to identify the narrative formats employed in these programs.

Methodology: This study employed a quantitative research design and collected data from a sample
of 400 respondents in Bangkok using a closed-ended online questionnaire. The instrument consisted
of 37 items measured on a five-point Likert scale. Content validity was examined by assessing the
consistency between the questionnaire items and the research objectives and conceptual framework.
The results were used to calculate the Index of Item-Objective Congruence (I0C), which yielded a
value of 0.89, indicating that the instrument demonstrated an acceptable level of content validity.
The collected data were subsequently analyzed using descriptive statistics.

Results: The findings reveal that audiences of science storytelling programs on YouTube in
Bangkok are predominantly working-age individuals with tertiary education and high levels of
digital media literacy. Demographic factors are significantly associated with viewing patterns and
media selection decisions. Audiences demonstrate a stronger preference for storytelling strategies
that enhance cognitive clarity and perceived credibility over those emphasizing dramatic
complexity. Furthermore, storytelling formats that contextualize scientific content within everyday
life and are structured to accommodate urban lifestyles are more likely to facilitate audience

engagement and reflective understanding.
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Conclusion: This study demonstrates that audiences’ decisions to watch science storytelling

video podcasts in Bangkok are influenced by perceived credibility, relevance to everyday life, and
storytelling strategies that facilitate meaning-making and comprehension. From a communication
perspective, effective program design should prioritize connecting scientific knowledge with
audiences’ lived experiences and contribute to the advancement of communication scholarship.
These findings highlight the role of narrative design and audience-centered approaches in shaping
the outcomes of science communication within digital media environments.
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