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Abstract
 The purposes of this study were to 

investigate the study on marketing mix  



fa tors in uen ing towards rand roya ty of 

oot a  u  in Thai remier eague in  

variables which are demography, marketing 

mix and brand royalty towards Football Club 

in Thai remier eague  The study based on 

information collected from 400 samples that 

were conducted with the Thai remier eague 

audiences  uestionnaires were use as  

data collected. Descriptive and Inferential 

statistics such as percentage, mean, S.D., 

t test, F test, and Correlation coe cient  

of earson were used for data analysis  

and summary. 

 The result of the study indicated that 

the largest groups of audiences were male, 

aged from 25 to 34 years old. Considered 

to level of education, Most graduated with 

Bachelor’s 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. 

  Regarding to Market Mix factors, 

most of audiences of Football Club in Thai 

remier eague gave precedence to physical 

description of football eld. It was followed 

by prices, promotion, channels of distribution, 

procedure, personnel and products consecu-

tively. 

 In terms of brand royalty towards 

Football Club in Thai remier eague,  

research result found that most audiences 

gave precedence to emotionally dependent. 

They were followed by trust, reliability, 

audiences’ satisfaction in option and habit, 

and the reputation of the entrepreneur  

respectively.

 The results of the tests hypothesis, 

the study found that marketing mix factors 

were correlated to the audiences’ band  

royalty of Football Club in Thai remier 

League. There is a different level of 0.5 

statistically signi cant. 
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