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Abstract
 The purposes of this study were to 

investigate a study on Marketing Commu-

nications that effected to brand royally  

of Football AIS League’s audiences in  

Bangkok Metropolitan Region in 3 variables 

which are personal factor, the perception  

of audiences towards marketing communi-

cations and brand royalty. The samples 

consist of 400 respondents whose are  

Football AIS League’s audiences in Bangkok 

Metropolitan Region.  uestionnaires were 

use as data collected. Descriptive and  

Inferential statistics such as percentage, mean, 

standard deviation, t-test and F-test were 

used for data analysis and summary. 

  The research result found that the 

largest groups of respondents were male, 

aged from 31 to 40 years old. In term of 

level of education, they had a university 

degree and earned income in between 10,001 

to 15,000 Baht per month. They worked as 

self-employed business, trade, government 

and State nterprises o cer.

 In terms of marketing communications, 

it is revealed that the perception towards 

marketing communications of majority group 

could be considered as most perception level  

in all aspects which consists of promotion, 

public relation, advertising and direct marketing.

 Regarding brand royalty, the majority 

group perceived marketing communications 

in all aspects which are brand royalty and 

attitude towards brand.

  The results of the tests hypothesis, 

the study found that the perception toward 

marketing communications of majority group 

correlated to band royalty. There is a  

different level of 0.5 statistically signi cant. 

r s  Marketing Communications, 

brand royalty
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