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Abstract

This study aimed to examine (1) the communication process in political
branding, and (2) the problems and communication strategies used in political
branding of the winning candidate for President of the Songkhla Provincial
Administrative Organization in the 2025 election. It was a qualitative research
focusingon individuals directly involved in political branding communication. The
sample consisted of 27 purposively selected participants from seven groups: the
candidate for provincial administrative organization president, commmunication
branding strategists, branding practitioners, campaign supporters, citizens as
message receivers, council candidates, and communication branding scholars.
Data were collected through semi-structured in-depth interviews and individual
interviews, and analyzed using content analysis and thematic summarization.

The findings indicate that 1) effective political branding must be

conducted systematically, starting from contextual analysis, identity formation,
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strategy development, and appropriate media selection, together with 2)
addressing communication problems through clear strategies, media integration,
transparent data use, and systematic team management in order to build
credibility, trust, and long-term recognition. In addition, the study has developed
the “S-U-P-H-I-T B-R-A-N-D-I-N-G Model,” a conceptual framework that
encompasses contextual analysis, identity formation, strategic planning,
integrated communication, crisis management, response to attacks, alignment of
image with policy, and the development of sustainable relationships with the
public. This model can be effectively applied to political communication at the
local level.

Keywords: communication, political branding, politicians, provincial administrative

organization chief executive candidate, election
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uazmsliinTetnglugmvudu “wndestudediny” aenndosiuuumAnnisdeans
AgIngauazn1suInisnandnual (issue & crisis communication) 7 11fun1s
ReUAUDIBE195ALS D VU utoyatoinaie uassnunTnuvesuusud lwsuns
(Coombs, 2007; Hallahan et al., 2007) lngasy deWieufunuidse nsadnwilile
Toudausitag “dodin mwlidnduluuiundiosiulne lnsnmgszduesdnsuins

AUTINTA BT UANEIAI UM TASIMUTUR NS ERaluunndn

29AANUS v

oafAuslvaildanmsided wue “Tuaa S-U-P-H--T B-RAN-D--N-G”
HunseuuwAniBanszuaum sTiRaunTy S - Situation & Stakeholder Analysis (113
Ansizvivsunuaziiidiulagiuds) U - Unique Political Identity (N3 undn
dnwalnsmsidlesiilaniai) P - Proactive Strategic Planning (M31ausuBsgnesig

\Jusyuu) H - Human-centered Branding (M3a319uusuanignuszamudugudnas)



NsensaveansmMeimudny U9 4 atudl 5 (fuerew - ganau 2569) | 1197

| - Integrated Communication Channels (miyﬁaﬂmiﬁ'agﬂLﬁMLLazﬁa&LMﬂ) T-
Trust & Transparency (A2131191anagAulusela) B - Barrier Diagnosis (113
Tadyguassansius) R - Response System for Attacks (szuusuiletolaus) A -
Alignment of Image & Policy (11544 aulesninaneal fuulauis) N - Network
Communication Power (W& 41A38%16n1530413) D - Data-driven Cormunication
(msAeansuugIutona) | - Internal Team Integration (M3dnnsivdeansanelu) N
— Narrative Control (mimuquﬂiaumﬁl,a'%%"aa) G - Growth of Political Loyalty
(M3AUInTaIRNURNHLNIINTIETRY)

TatA@ S-U-P-H-I-T B-R-A-N-D-I-N-G MODEL &z viauliliuinn15as1auusus
yamadlesesadasunen aua. lugadagiudiosends malinmeiuiunegnainis
mMsfvuasndnuaifiuviase msnenagndiden mslddonaunaiu msuimsaay
Pndla mudiussuumssuiiotiymuasdelaufosnaduszuy lusaiFaduts Tuna
WWaN52UIUNTT (Process Model) wae Tutnaldan159mn153ngm (Crisis & Branding
Management Model) 7 ansunsniluuszgndlddunisd eansmani il eslusgeiy

Posdumusewmalaog19iUsyansnw

ayu/datauauuy

NaM53Te WU nszuIumsInmsmsdeanslumsainauususmamsiilesues
Wegie AinYessy LﬁuﬂizmumiL%aizuuﬁgimwmiﬁgmeimﬁmwﬁu%w ns
MUUASAANYA! N1T8BNUUUNALNS NMIINUAEIS uazmaideniddeatnamunzaniia
Aovaiuuardolval dwalilusudmamadiesdienudaau idefie adanuideshy
LLazﬁﬂUaj%’mjuﬂumiLﬁaﬂéﬁj@msmaqﬁmiU‘%mimu%’wi’mawm U n.A. 2568 B
HuguUssn dmsuilgmmsdeaslumsadrswusudueaiie Afndsssy fadiunis
$u§ mslaud wazmsdamsiin Tladgmenuduwer uwiduaananududeuves
aunumsdlesiesiuludmiafdaumanvategs womaudlfignuhanldidumsns
gmsmanidemsiautengy maiugransvdn maysanmsdenadu-dela n15l4
mnalUsslauazdoyadmdngudugiu wasmsdamsiivdeansoshaduszuy nan

Aiumssielies asisenseaukusuAanmdunidn lWgnsidunanduaslinda
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sadutouluddgyuesnnudiSamensideduszer snvesgfihviesduszaudonda
ForauanuzBaulouny mnransITefina1n esrnsUnaAsasELTosiuAISENIYAU
“msdoasifieairauusudfiiuazesdns” 19 ugnsmansndn i oarsnwdnual
asitestu waranallindlasyezem wienialasassiiugiumsdeasiaa an
mmmﬁaugwé’msﬁayja LAz EUASUNSHAIUIINVBIUTEIN YUBYIUINTEY  SIUD
ﬁmummmigwuﬁ%ﬁmn'ﬁ?‘%amiwNﬂmﬁEN iietlasfutUasunazdaasuniiy
TWsdla Ferausnuzdmiunisiseaiedely msiduadumeluasinuSoudiouns
A5 19 UTUANIINITH B9l unans 39 Te Laz lg3 83 J81 T SUSUNUMS DU UUNAUNENY

s

(Mixed Methods) Ll 97131 mdITuS sEvI1an 58 eansuusuA 1IN sl eaify
Weuad Audesiy LLa3Wqﬁﬂis:umﬁl,ﬁaﬂé’]g’}wmﬂisswauiut,%qaaﬁ Wl i A2
inidefionidinns nieuisanansoldlanea S-U-P-H-1-T B-R-A-N-D--N-G MODEL iy
nseulumsfnwiinseusgunszuumsaisuususmesmaiiodussiuiesiuegnady
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