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Abstract

The objective of this research was aimed to find the brand equity building strategies for football
clubs in the Thai Premier League. This research combined both quantitative and qualitative
methodologies. The quantitative research was conducted with 724 samples of fan clubs by using
in-depth interview of the person who was involved in the area. Information from this was used to
develop the tools which are the questionnaire, that were tested for validity and reliability. The
statistics used were path analysis and structural equation modeling. The qualitative research also
used the in-depth interview with management of Thai Premier League football clubs to confirm
the model from quantitative methodologies. The result of this research found that brand equity
building strategies for football clubs in the Thai Premier League consists of psychological
factors, football’s clubs image, integrated marketing communication and brand equity building
strategy. Thai Premier League football clubs should pay close attention to the integrated
marketing communication in terms of word-of-mouth marketing as these factors had the highest
impact on the achievement of brand equity building for football clubs in the Thai Premier
League, followed by advertising and CEO factors. Moreover, brand equity building strategies
affecting brand equity achievement of football clubs in the Thai Premier League was good fitted
with the empirical data. (Chi-Square = 352.82, df = 250, P-value = 0.00002, RMSEA = 0.024,
GFI=0.96, AGFI = 0.95)

Keywords: Brand equity building strategies, Integrated marketing communication, Thai
Premier League football clubs.
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