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AbstractThe purposes of this study aim
to 1) study the problems that related to marketing
Amateur

communications for the Fencing

Association of Thailand. 2) to Study the
relationship between Marketing and Sports
Communication to manage the Brand Equity of
Amateur Fencing Association of Thailand. This
Empirical research is sourced with secondary
data from there are 276 articles of literature
reviews. The methodology were mixed methods
both with qualitative and quantitative research
from In-depth interviews with key informant in the
operation of sports marketing and
communications within the Amateur Fencing
Association of Thailand, and the Confirmatory
Factor Analysis (CFA) test data with technical and
statistical Structural Equation Modeling (SEM),
and also the introduction of new models by
adjusting with quantitative research. The research
result were presented and also to focus group for
comment and discussion. The population of this

study are executive board and the operators who

involved to representing the Fencing Association

of Thailand, the Board of Executive Directors and
the trainers of The British Fencing Association,
and The Fencing Confederation of France. The
sample has been selected from 600 fencing
clubs across Thailand. By analyzing the reliability
of observed variables and the internal
consistency reliability using Cronbach's alpha, 11
variables were observed. Confidence are between
0.85 to 0.98. The Research result showed that
Sport Marketing has direct related with Strategic
of Sport Communication and that Sport Marketing

and Strategic Sport Communication have a direct

correlation to Sport Association Brand Equity.

Keywords: Sport Marketing, Sport Communication,
Brand
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