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The research on Brand and Reputation Management of Football Clubs in Thai
Premier League is conducted with objectives of 1) studying the strategy for brand
management 2) studying the strategy in reputation management 3) studying the attitude
of football fans toward brand and reputation of football clubs in Thai Premier League.
The study utilizes in-depth interview with the administrators of football clubs in
combination with one-shot descriptive study in survey research using questionnaire as a
tool in data collection. The goal of the study is to explore football fans attitude toward the
brand and reputation management of three successful football clubs in Thai Premier
League that secured the championship in Premier League matches during 2007 - 2012,
namely 1) SCG Muangthong United 2) Buriram United and 3) Chonburi FC.

The major result of qualitative study indicates that in the brand management, the
following should be accounted for 1) brand that focuses on the leadership with active
management of football teams for international recognition 2) brand personality with
emphasis on sincerity 3) brand identity with characteristics of each club 4) brand
positioning with local appreciation 5) marketing mix with emphasis on product, clubs
with potential, reputation management, presenting sincerity, attention to the feeling and
opinion of football fans and stakeholders. The result of survey research indicates the
attitude of football fans toward brand and reputation management regardless of the fans
residing in the locality or those from other areas. All of them are confident and agree
with the brand and reputation management of the clubs.
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