

IOM X’s รู้มั้ยใครทำ? (Do you know who made it?) Campaign asks young Thais to take the lead in 
making smart purchasing decisions that reinforce the fair treatment of workers in the 
manufacturing industry. The campaign’s videos – produced by YouTube Thailand’s top Creators – 
have been viewed 3,036,713 times since the campaign’s launch in Bangkok on 27 March 2018.  
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SIDEKICK FACILITATED A SESSION ON 30 
AUGUST WHERE IOM STAFF DETERMINED THE 

TARGET AUDIENCE FOR THE CAMPAIGN. THE 
IMAGES ABOVE SHOW THE AUDIENCE 

CHARACTERISTICS PRIORITIZED BY IOM.

IOM X, LOVE FRANKIE, ANANDA 
EVERINGHAM (SECOND FROM LEFT) AND 

YOUTUBE THAILAND CREATORS ON 
6 NOVEMBER.

RESEARCH
IOM conducted a study in 2017 with the Sidekick 
research company to explore how to strengthen IOM X 
campaign engagement with Thai urban populations for 
the prevention of human trafficking and exploitation.
 
The study had a number of key findings. Firstly, 
claiming that prior exposure to trafficking and 
exploitation information was rare, young Thais 
indicated that they wanted to learn about the issues, 
including the impact created through IOM X activities.
 
Secondly, that the use of celebrities in campaigns is 
most effective if those participating have demonstrated 
a commitment or strong personal interest in the topic, 
making their participation more natural.
 
Finally, campaign audiences will experience deeper 
engagement through a perceived sense of self-efficacy. 
The campaign can best achieve this feeling of 
empowerment through showing how relevant and 
relatable these issues are. Offering realistic 
suggestions for concrete actions that people can take 
in their own lives is also powerful in this regard.
 
These findings were used to inform the design of the 
IOM X รู้มั้ยใครทำ? (Do you know who made it?) 
Campaign.

ENGAGING YOUTUBE CREATORS
IOM partnered with creative agency Love Frankie to meet 
with ten of Thailand’s most popular YouTube Creators. 
During the meeting, IOM  and Love Frankie provided the 
YouTube Creators with basic knowledge on human 
trafficking and exploitation in the region, and then the 
group brainstormed ways to make young urban Thais 
interested in the people behind the products. After the 
event, the Creators were invited to pitch YouTube show 
ideas on relevant topics for the IOM X Campaign. Out of 
the six proposals received, IOM picked five to move into 
development.


How can we get young 
Thais to recognize that 
there is exploitation in 
the products they buy 

every day, and that they 
have the power to help 

stop this?



FOCUS GROUP DISCUSSION
Eleven participants, both male and female, aged 
20-35 years attended a focus group discussion 
at the IOM X office on 28 February.

Discussion topics included campaign name 
suggestions, possible campaign taglines and 
campaign asks. Participants were first asked – 
one suggestion at a time – whether or not they 
liked the suggestion, then prompted with follow-
up questions that ranged from a level of interest 
raised to perceptions or images that came to 
mind when hearing the name or sentence. They 
were also given an opportunity to provide 
suggestions for improvements and share their 
own campaign ideas for consideration. 

The placing of suggested campaign names 
against the tagline options proved to be a critical 
step in the pre-testing process. The campaign 
name that was most liked initially (The Untold 
Story) did not seem to work well with the tagline 
options. 

After a fruitful and lively discussion, the initially 
uninteresting รู้มั้ยใครทำ? (Do You Know Who 
Made It?) turned into a fascinating name when 
paired with a tagline that hinted at the stories 
behind each product. 

The discussion on campaign ‘asks’, or concrete 
actions that could be suggested for social media 
users, resulted in the idea to create visual Xs by 
using everyday materials to show support to 
ending the exploitation of workers. 


WHY DO A FOCUS GROUP DISCUSSION?
Focus group discussions provide valuable opportunities to test campaign ideas with the intended 
campaign audience. Without such testing, key campaign components – such as a campaign 
name – may prove to be ineffective during a campaign. Findings from focus groups allow for 
revisions and fine-tuning to be made before a campaign design is finalized, all contributing to a 
more impactful campaign.


An added take-away from 
the discussion was the 
participants’ dislike of the 
suggestion for them to 
‘learn’ more – a message 
commonly used in IOM X 
communication materials. 
Any reference to direct 
learning was a turn-off, 
since they wanted to relax, 
not ‘study’, when online.

FOCUS GROUP DISCUSSION AT THE IOM X OFFICE 
ON 28 FEBRUARY.
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The campaign media launch took place on 27 March at CentralWorld mall in Bangkok. Over 300 
people attended the launch, including Thai and international government representatives, 
members of the counter-trafficking community and media. As the event was held in an open 
space in the mall, hundreds of shoppers also watched the launch on the mall’s ground floor, 
looking over the balconies from as high as the seventh floor up. 

Two panel discussions took place during the launch event. The topic of the first panel was “How 
do the decisions we make impact the people behind the products?”, and the topic of the second 
was “How can we use media to make the world a better place?”. Speakers included H.E. Glyn T. 
Davies, U.S. Ambassador to Thailand, Dana Graber Ladek, Chief of Mission of IOM Thailand, 
and Ben King, Country Director of Google Thailand. The videos produced by the YouTube 
Creators premiered during the second panel. The launch finished with a moving musical 
performance by Billy and James Alyn Wee. 

View event highlights video here: https://youtu.be/oPFPvipgVcw

PANEL 1 FROM LEFT: BEN KING (COUNTRY DIRECTOR, GOOGLE 
THAILAND); KAMONNART ONGWANDEE (COUNTRY 

COORDINATOR OF FASHION REVOLUTION THAILAND, FASHION 
DESIGNER, AND BLOGGER AT VANILLAWALK); H.E. GLYN T. 

DAVIES (U.S. AMBASSADOR TO THAILAND); UTT PANICHKUL 
(HOST); DANA GRABER LADEK (CHIEF OF MISSION, IOM 
THAILAND); AND PREEDA TONGCHUMNUM (PROGRAM 

MANAGER, SOLIDARITY CENTER).

PANEL 2 FROM LEFT: BILLY (BILLBILLY01), PLEUM 
(VRZOCHANNEL), UTT PANICHKUL (HOST), BIE (BIE THE SKA); 

SOFT (SOFTPOMZ CHANNEL); AND TAE (PICNICKLY).

PANELISTS WITH TARA DERMOTT (IOM X LEADER), FAR LEFT. YOUTUBE CREATORS POSE WITH THE X.

รู้มั้ยใครทำ?  

MEDIA LAUNCH



HIGH-LEVEL PARTICIPATION IN THE AUDIENCE 
IOM was honoured to welcome a number of high-level guests to the IOM X 
event, including:
•  H.E. Francisco Vaz Patto, The Ambassador of Portugal to Thailand
•  H.E. Jaime Nualart, The Ambassador of Mexico to Thailand
•  H.E. Donica Pottie, The Ambassador of Canada to Thailand
•  Deirdre Boyd, UN Resident Coordinator
•  Richard Goughnour, Acting Mission Director of USAID
•  Hideo Fukushima, Deputy Chief of Mission, Embassy of Japan
•  Simon Kürsener, Second Secretary, Embassy of Switzerland
•  Dr. David Gorombolyi, Deputy Head of Mission, Embassy of Hungary


รู้มั้ยใครทำ?  

MEDIA LAUNCH



Each YouTube Creator had a dedicated booth area, fitting the theme of his or her video. A screen 
at each booth played the videos on loop for the whole day, attracting many shoppers to stop and 
watch.  From left: Bie  The Ska, VRZO Channel, Softpomz, Billy and Picnickly.

A prominent feature at the event was the X-building table, where guests and the public could 
create their own Xs and post photos to their social media walls to show support for the IOM X        
รู้มั้ยใครทำ? Campaign. At home, participants were encouraged to find an everyday object that they 
recently purchased, use it to make an X, take a photo and share it online with the caption:

In Thai: “X ของฉันมาจาก… เพื่อร่วมต่อต้านการหาประโยชน์ที่ไม่เป็นธรรมกับ แรงงานที่ผลิตสินค้าให้ฉันใช้ในทุกวัน 
#IOMX IOMX.org/tham #รู้มั้ยใครทำ”

In English: “I made an X out of ________ to take a stand against exploitation in the manufacturing 
industry IOMX.org/tham #doyouknowwhomadeit"


GUESTS BUILD AN X AT THE    
X-BUILDING TABLE.

รู้มั้ยใครทำ?  

MEDIA LAUNCH



xx

22
Number of new articles 

generated by the media launch.

US$64,246
Estimated PR value of media 

coverage.

5
Number of languages media 
coverage was published in.



รู้มั้ยใครทำ?  

MEDIA COVERAGE 
REPORTING PERIOD: 27 MARCH TO 11 APRIL



Title: Meet the YouTube Creators
Creators: All
Length: 1:32 
Summary: The YouTube Creators participating in the IOM X 
รู้มั้ยใครทำ? Campaign explain why they were personally 
motivated to work with IOM on this issue. This video ties 
together the motivations of this diverse group of content 
creators.
Date published: 27 March 2018
Views to date: 7,314
Link: https://youtu.be/mP6xXPsoB1A

Title: หนังสั้น ไม่อยากมีพ่อแบบนี ้(I Do Not Want To Have This 
Father)
Creator: Bie the Ska (6.63m followers)
Length: 15:03
Summary: A young girl pressures her father to buy her the 
latest mobile phone to impress her friends. Ironically, the 
factory where he works to produce those very phones 
doesn’t pay him enough to afford those products.
Date published: 27 March 2018
Views to date: 2,317,423
Link: https://youtu.be/wTbyJtdtTo4

Title: ถามเด็กไทย: มีเงิน 1 ล้านบาทจะเอาไปทำอะไร!? (We Ask Thai 
Children: What Would You Do With 1 Million Baht?)
Creator: Softpomz Channel (1.93m followers)
Length: 4:50
Summary: Soft asks a group of Thai children what they 
would do if they had 1 million baht. Their answers reveal 
their attitudes on work and fairness in the world today.
Date published: 27 March 2018
Views to date: 244,604
Link: https://youtu.be/F5xnn0FR-e0

Title: I’m (Not) Happy
Creator: VRZO Production (4.65m followers)
Length: 3:34
Summary: VRZO wants to highlight the people behind the 
products we use every day. He does this by contrasting the 
slick advertising images we consume with the reality of 
being manufacturing workers. 
Date published: 27 March 2018
Views to date: 42,237
Link: https://youtu.be/rarYmnwNRn8

รู้มั้ยใครทำ?  

VIDEO CONTENT



Title: เพียงรัก - Silly Fools | BILLbilly01 ft. Alyn Cover
Creator: BillBilly01 (1.24m followers)
Length: 4:07
Summary: Billy’s cover video features a Thai song about 
a manufacturing worker who simply seeks to make a 
better life for himself and his family.
Date published: 27 March 2018
Views to date: 114,831
Link: https://youtu.be/Iz2ailwSO8M 
 
Title: The Secret To Authentic Thai Cooking
Creator: Picnicly (526k followers)
Length: 12:26
Summary: Luke and Tae meet with staff and chefs from 
one of Bangkok’s finest seafood restaurants, Bo.lan. The 
chef highlights the importance of sourcing food ethically.
Date published: 24 March 2018
Views to date: 225,004
Link: https://youtu.be/aqidwBUdytI

Title: ฝรั่ง บุกครัวพม่าไฮโซ สั่ง 10 เมน ูกินรวดเดียว (Broccoli 
Revolution)
Creator: Picnicly (526k followers)
Length: 11:33 
Summary: The couple visit Broccolli Revolution, a 
popular vegan restaurant located in downtown Bangkok. 
They meet with the owner and staff to discuss the 
importance of ensuring their staff and suppliers are 
treated fairly and with respect. 
Date published: 31 March 2018
Views to date: 25,678
Link: https://youtu.be/niqXzMiKyIM

Title: ร้านอาหาร ทำโดย คุณแม่ฝรั่ง จากทั่วโลก ลอนดอนเท่านั้น 
(Mums from around the world cooking in London)
Creator: Picnicly (526k followers)
Length: 9:34
Summary: Luke and Tae attend the YouTube Creators for 
Change conference in London. They meet with Mazi Mas, 
a self-described “roaming restaurant” run by Maria 
Marouli who struggled against countless odds to make 
her food business a reality. 
Date published: 7 April 2018
Views to date: 13,855
Link: https://youtu.be/DfpQR5VdG0s

รู้มั้ยใครทำ?  

VIDEO CONTENT



“โคตรเข้าใจคนที่อยู่เบื้องหลังเลยค่ะ ถึงแม้
เราไม่ได้เป็นคนที่ทำงานเบื้องหลังของชิ้น
งานที่สวยงาม แต่ก็เคยเห็นมาหลายคนอยู ่  
เหมือนกันที่เป็นแบบนี ้เอาใจช่วยนะคะ สู้ๆ^^”


Napasorn Somul

	  



Thousands of comments on YouTube have provided qualitative insights into how the รู้มั้ยใครทำ? 
Campaign videos were received by Thai audiences. Here are some highlights:
	  
	   Bie the Ska

Strong connection with family values and 
caring for your parents. Many comments 
highlighted how they were proud of the 
father character. You don’t need expensive 
things to have a successful life.
 
”การที่พ่อแม่เป็นคนดูแลเราให้เติบโตก็ดีแค่ไหนแล้ว� สิ่งที่เราต้องการ

ไม่ใช่ของราคาแพงแค่เรารู้ว่าเรามีผู้มีพระคุณอย่างนี้ ที่
พี่บี่ทำคลิปนี้แค่อยากให้คนเรารู้ว่าพ่อแม่รักเรามากแค่ไหนกัน (เงินไม่ใช่
สิ่งที่ต้องการความรักคือสิ่งที่เราต้องการมากที่สุด)” (It’s a great 
thing to have both of your parents nurture you. We don’t 
need expensive things! Bie wants us to know how much 
our parents love us. Money is not all we need, LOVE is the 
most important thing!) –Tomnam Kankanok

Softpomz
People liked that the video was 
positive and that is was cute. This 
was a good way to approach the 
topic. 

“น่าร๊ากกกกกกกกกกกกเปิดมาปุ๊บยิ้ม
เลย” (SO ADORABLE!!! Smile all 
over my face once I play the 
video!) – gamgam Channel

VRZO
Many were 
surprised 
at how 
hard it was 
for the 
people 
making the 
products.

“โครตเข้าใจคนที่อยู่เบื้องหลังเลย
ค่ะ ถึงแม้เราไม่ได้เป็นคนที่ทำงาน
เบื้องหลังของชิ้นงานที่สวยงาม 
แต่ก็เคยเห็นมาหลายคนอยู่เ
หมือนกันที่เป็นแบบนี ้เอาใจช่วยนะ
คะ สู้ๆ^^” (I totally get it and 
understand those behind 
the scene! Even though, I’m 
not in their shoes but I have 
seen many in the same 
situation. You have my well 
wishes. Fight fight!) –
Napasorn Somul

BillBilly01
The theme of exploitation in labour was clearly 
understood. Many positive comments about the 
graphics and how they worked well with the music.

“ดูประกอบกับฟังเพลง เริ่มน้ำตาซึมๆ ตั้งแต่เห็นคนร่วงลงมา พร้อมกับที่ร้องว่า 
อยากรู้ มีใครจะมารับเอาไว้ ใช่ คือเราร้องไห้เลย 
จะมีใครมาคอยรับ คอยช่วยเหลือพวกเขารึเปล่า หรือเขาต้องลุกขึ้นมาเองแล้วก็
ใช้ชีวิตข้างหน้าต่อไปเอง ขอบคุณที่ทำ MV นี้ขึ้นมาค่ะ 
อยากให้ปัญหาของการกดขี่แรงงานเป็นที่รับรู้ อยากให้รู้ว่าการกดขี่ความเป็น
มนุษย์ของคนด้วยกันเองมันแย่ขนาดไหน” (I choke back on my tears 
once I see the guy falls. Thank you so much for making this MV. I 
want everyone to know the problem of exploitation of labor and 
how serious this problem is.) – Anonymous Loser

Picnicly (Bo.Lan)
The food theme was very popular.  

“สุดยอดตั้งแต่เชฟจนถึงพนักงานเสิร์ฟ ผมเป็นคนระดับราก
หญ้าที่อยู่ต่างจังหวัด แต่ก็ตั้งความ หวังไว้ว่าวันหนึ่งจะได้มี
โอกาสไป ลองลิ้มชิมรสไทยแท้ๆที่นี ่ดีใจ ที่ได้ดู คลิปนี้ขอบคุณ
มากครับ จะติดตามตลอดไป” (They are so great, the chef 
to the waiter. I am a villager, with a hope that one day 
I will have a chance to go taste the authentic Thai 
dish there. So glad that I see this clip. Thanks so 
much. I will definitely be your forever fan!)

รู้มั้ยใครทำ?  

AUDIENCE REACTIONS



DIGITAL EVENT HIGHLIGHTS
During the media launch, the five attending YouTube 
Creators shared their participation at the event with their 
large online followings to help generate buzz about the 
campaign. This resulted in a reach far wider and better 
targeted than IOM X could have achieved alone, 
demonstrating the value of collaborating with online 
influencers. 

BIE THE SKA SHARED A PHOTO 
OF HIMSELF AT THE EVENT.

SOFTPOMZ SHARED A PHOTO OF 
HERSELF ON THE PANEL.

TWEET FROM CANADIAN AMBASSADOR TO 
THAILAND, DONICA POTTIE.

TWEET FROM U.S. AMBASSADOR 
TO THAILAND,,GLYN T. DAVIES.

BIE THE SKA’S VIDEO WAS TOP TRENDING VIDEO 
IN THAILAND FOR SIX DAYS FOLLOWING THE 

MEDIA LAUNCH.

3,036,713
Number of views of the 

campaign videos.

9,888 
Numbers of unique visits to 
the campaign landing page.

รู้มั้ยใครทำ?  

DIGITAL ENGAGEMENT 
REPORTING PERIOD: 27 MARCH TO 11 APRIL






Visitors are asked to take a four-
question quiz inviting them to reflect on 

the amount of work it took a garment 
worker to make their clothes.

 
Participants are asked to find an object 

and create a unique “X” – then take a 
photo and share it with the caption “I 

made an X out of ____ to take a stand 
against exploitation in manufacturing”. 



 

Two of IOM X’s most popular videos, 
“How to Make a T-Shirt” and “How to 

Make a Phone” , in Thai.
 


YouTube Creator videos.


A specially developed e-learning about 
Exploitation in Manufacturing.

 
To encourage deeper engagement with 

these issues, we offer facts about 
exploitation in manufacturing, and two 

popular videos from our Definitions 
series, “This is Forced Labour” and 
“This is Human Trafficking”, in Thai. 

 
A blog post with a handful of easy tips 
consumers can take to support ethical 

shopping.

The รู้มั้ยใครทำ? Campaign landing page 
IOMX.org/tham was visited 9,888 times (27 
March-11 April). Users aged 18-34 accounted 
for 73 per cent of visitors. The average page 
view time was 2 minutes and 23 seconds. A 
total of 517 people have taken the quiz to 
date.

รู้มั้ยใครทำ?  

LANDING PAGE



xx

Throughout the IOM X รู้มั้ยใครทำ? Campaign, IOM’s partners were 
continually recognized, including:
•  Logo and mention in media launch press release on 27 March 

and post-event photo release on 28 March.
•  Logo in video loop that played continuously on the stage 

screen during the media launch.
•  Logo on multiple backdrops and event materials.
•  Thank you from stage during media launch.
•  Social media shout-outs from IOM X’s online platforms, 

reaching more than half a million people.

รู้มั้ยใครทำ?  

COMING UP 







The campaign continues online over the next month, 
in order to deeper engage young Thais on the issue of 
exploitation in manufacturing. Activities coming up 
include:
•  A series of sharable fact cards to highlight some 

of the key issues facing people working in the 
manufacturing industry. 

•  A series of easy-to-follow tips on how to shop 
ethically. 

•  A quiz and photo challenge to encourage young 
people to become further involved in the issue in a 
positive way. 

•  A partnership with Fashion Revolution Thailand 
for Fashion Revolution Week from 23-29 April.

	  

รู้มั้ยใครทำ?  

PARTNERS



CHALLENGE SOLUTION

It was difficult to plan the timing of 
engagement activities due to each YouTube 
Creator having a pre-established publishing 
schedule.

Accepted that working with YouTube 
Creators means less control over online 
engagement than in traditional campaigns. 
Ensured there was more time to plan online 
engagement with the Creators to make the 
digital activities relevant to their audiences.

Having several engagement asks onto a 
single landing page makes it complicated 
for visitors to know what to do.

Utilized a phased approach to releasing 
different elements of the campaign to avoid 
diluting too many asks or pieces of content 
at any one time.

It was difficult to find a call to action for this 
campaign, when we aren’t promoting a 
specific resource where brands can be 
vetted.

We focused on helping to drive an online 
conversation through the X building activity 
so that young Thais talked about 
exploitation in manufacturing with their 
friends. The X building gave IOM X’s 
audience a concrete action to take after 
learning about the issue. For future 
campaigns, IOM X will build this type of 
action into the overall campaign from the 
start, rather than limit potential engagement 
with the activity to the launch event and 
landing page.

Our original media launch venue (a large 
shopping mall in central Bangkok) canceled 
our booking at the last minute, and without 
reason. We suspect that the topic of the 
launch was the reason for the cancellation.

Through our events company, we were able 
to quickly secure another venue, and 
ensure that the topic of exploitation in 
manufacturing was not an issue for the new 
venue’s management or tenants.

Entertainment media interest to attend the 
event was not as high as for past IOM X  
events.

Recognizing that YouTube Creators draw a 
more specialized type of media, we 
approached technology and other media. 
Additionally, we shared video, photos and 
other written content with non-attending 
media after the event, resulting in strong 
media coverage overall. 
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For more information, please contact Tara Dermott, 
IOM X Program Leader, at tdermott@iom.int

IOM   OIM
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รู้มั้ยใครทำ? 
IOMX.org/tham


