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The research is on the Communication factors and the formation and retaining of
Football fanclub in Thai Premier League. The three main areas of research are the 4Ps of
markejting communication used by Football fanclubs, communication in order to create
management within the Football fanclubs and the communication factors relating to the formation
and retaining of football fanclubs. This research adopted the interview technique on four different
types of Fanclubs as the interview subjects, namely Public Organization (Muangthong United),
Government Organization (Thai Port FC), province or district (Pattaya United) and Educational
Institution (Chula United).

The result shows that Muangthong United is the organization with the most manageable
marketing communication, while Thai Port FC made little use of it. Pattaya United utilized
marketing communications in certain parts. However, Chula United did not use it at all. The
crucial factcr that affects the formation of football fan clubs is primarily, the location.

Muangthong and Pattaya United fanclubs have distinct divisions of their responsibilities,
which is the opposite act of fan clubs of Thai Port FC and Chula United. Muangthong United and
Chula United adopt the Wheel Network system, which contains the center for their
communication techniques. Thai Port FC and Pattaya United use All-Channel Network system in
which every member is available to communicate to each other. For the communication
channels, all the football clubs operate through web boards and telephony.

Muangthong fans are formed by mainly owners of media companies but not for Thai Port
FC and Chula United. Pattaya united fans are mixed with owners and non-owners of Media
Company. The content that attracts the fans are area-related matter, club’s information, the

numbers of fans, paths to support the clubs, and the well management of the football clubs.

Department : .....Public Relations.......... Student’s Signature ___: ’["‘/ th”\i?w __________
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