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Abstract

This qualitative research is aimed at studying the format of surrogate advertising
for the alcohol industry in Thailand. Data were collected from 52 advertising agencies
and 13 key informants, such as advertisers, marketers, lawyers, and psychologists.
The results revealed that the surrogate advertising for the alcohol industry in Thai-
land comes in four forms: advertised through the organization; advertised through
new non-alcoholic products; advertised through other products, services, or activities;
and advertised through the cooperation of the product owner with other partners.
The advertiser will bring the physical component and the abstract elements that
are the soul of the goods. The essence of the brand and the brand extension of
the original product Let’s create value in the feelings of customers. And brand
credibility is not established until the created brand can communicate with consumers
through advertising media so that they recognize that brand as if they were
watching an advertisement for the original product or the main product of that
brand.

Keywords: Surrogate Advertising, Product Placement , Alcohol Beverages.
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(Brand DNA )
waanUuinlavanar ez AduerewmsduA1 (Brand DNA ) Mluiilandn
vosnaumiullavan uaglidnsinislavanluguuule vizensesvisavuenasruseney
Yoin51dudeenivdoasiluding winssuiveslussdufidueresnsndud (Brand
DNA) Tdudatiu aganunsatienluiia wnunanvesduai (Core) vasdunniulaviui 3adu
1Y) % d S A I A 9 1A ] a v a )
wanvaansidnsaiion Mndewavvenlainlimiiou llly viseluilunsFudsieaiu
' a v 1 a @ a v a v A v &
WANTIAUAIILABE UUALBWEYBIMIIAUA (Brand DNA) ifenfuiiuangansenty datu
=2 & v Y a = 4 A ]
Jennuduldlanguilaaaunsaweulewmsaliouniearseenluuuguvedioue
Y8InTIAUAT (Brand DNA) LAgIiuiNgseninauiunanvesdun (Core) Larlna1aivas
duf (Brand Essence) vosdudnfildiunauvadiasosnuuaanagediilududmdnves
Usenla

N158AUTENANTIAY
nanfefinandlnduiinislavanesaudiatewdunagnsnisniseaiai
fsznaumsthanidlunisdeansiudauilaativne fenaunaiuetosdlsenousi 4
e JUsImhennguen AuUsElev] AMANYDIFIALAT WAZUATNNIN ATNVBINTIFUAT
AULLAAYEY (Kotler, 2003) FeasdiUsynaumaniifonin Msuevensdud (Brand
DNA) Tag Kim & Lee (2020) Bennagyéymansnaiudnuaziinnsasiadnunsa
(Lovemarks) @siairsmmdusiusuesanuinlunsdud Aflavaniiniudanddu
adnuaifiadstulml Fnadesnuivasiviaue wasdaruyniunsetsuaiszere
fuiuslan lngdnilvgfdnlavanazldesdusznausing g fifsnanlussiuduevemsaudn
inthauslunulavan lnenmsdesleswessyuuvasdaye (Sien) ﬁﬁwiﬁ@u%‘lmﬁwimwm



MsastimaseuyIviag Un 23 atuil 1 (Wnsau - quieu 2567) 19

waudeaiinislsziLuy Paradigmatic Avdsiiteuulunanulavaningenis
Biauedudueanesediniulavananiuviell  Fwadildannisdoasdonadnanis
Suslunsdudndu q WAnduaemduilan GenssurunmsUsznovadisiidunini
dnanwalveandunluaiimsndudegiaduseuu (Brand Identity Implementation
System) @onARBINULLIARYY David Aaker (813bu Uguns whtiuni, 2554)
dmfudeasuirgluvumsdeansdunislavanasiaieusiavdosiiansan
gULLUUﬂ’li?iaa’liﬂfu mnnuiinsAeasuusuAiadstutiy wimalunislavandudn
\3asmuueanesed TiaonadestuuwiAnnisiavanudewes Lehu (2007) udhaamanii
Suannsairudulavanasiaiiouldidu

JYolaUDLUL

msiteaditidunsanelunmsuvesnisldnsailou FeliviuseazBondedn
vosnslflamanasiadouudazsziam esaniidedirlumsiiudeyatisnisszun
Tnin 19 faunsidelundae q lUoraresendensinuidedn wu nsAnvinanssnu
medsmmedamanasaudiiouudasUssom viemideneasunilawanasaiiou
filasenginssuiusln Wudu o19vvilildnaisoiiunnsine wazanmsavanusuld
fuamslavanuaznainiasesnuLoanssessoly
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