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Abstract

The research investigates the processes involved in creating and
communicating the brand of the Future Forward Party. This qualitative
research utilizes in-depth interview with key figures: Thanathorn
Juangroongruangkit, the party leader; Piyabutr Saengkanokkul, the party
secretary-general; Pannika Wanich, the party spokesperson; and five
strategists from the party's strategic department.

The research findings revealed that the Future Forward Party
has a five-step process in its creation. Step 1, brand analysis, involved
analyzing the political party's brand, which embodies liberal democratic
ideology. Step 2, target market segmentation, focused on identifying the
target demographic, particularly the younger generation (New Model).
Step 3, branding implementation, involved the actual creation of the
party brand, representing left-leaning progressive ideologies and clear
democratic principles. Step 4, customer-brand relationship, revolved
around managing the relationship between the public and the party
through participation in various societal events akin to event marketing.
Step 5, brand evaluation, entailed monitoring and evaluating the
outcomes of building the Future Forward Party.

Regarding brand communication, the study identified three key
steps: 1) branding itself, 2) integrated marketing communication (IMC),

and 3) political relationship.

Keywords: Future Forward Party, brand creation, brand communication,

political party
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