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ABSTRACT

This research aimed to study service marketing including the real situation
and fan club's expectation of Service Marketing of Professional Football Clubs in
Thailand. It is a mixed method research using 7P’s analytical tool. For the qualitative
research, the researcher investigated 6 persons who are the main information sources with
in-depth interview. The survey research used 400 questionnaires on the real situation and
fan club's expectation of Service Marketing of Professional Football Club in Thailand with
mean, S.D. and t-test dependent sample.

The results found that the service marketing of 3 professional football clubs
consisted of: Goods and Service 1) Image 2) Produce goods to satisfy fan clubs' demand
3) Construct standardized stadium and service area : Pricing- setting the right price for
goods and service: Service area and marketing channel- distributing goods and service at
stadium and social network : Marketing Promotion- there are variety of public relation
policies and sales promotion campaigns on special days: Personnel- insisting on staff
knowledge and personnel improvement policy: Service Procedure-serve fan club with
docile manner and be friend with every fan club: Physical- decorating environment around
the stadium outstandingly and keeping the service area clean.

The suggestions from this research are: The professional football club should
consider 7C’s theory (Customer Value, Cost to Customer, Convenience, Communication,
Caring, Completion and Comfort) which is provides a demand and customer centric
version alternative to the well-known 7P’s supply side model.
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