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Abstract

This study aims to examine whether Thai consumers’ perception of Singha beer’s
global football club sponsorship influences their purchase intention of Singha Beer through
brand awareness and enhanced brand image. The sample consists of 390 Thai beer drinkers,
aged between 21 and 60 vyears old and living in Bangkok. The self-administered
questionnaires were used. The survey data were analyzed by descriptive statistics (mean,
standard deviation, and percentage) and the inferential statistics, Hierarchical Multiple
Regression Analysis, to test the proposed research hypothesis. The data analysis results
support this hypothesis. It was found that Thai consumers’ perception of Singha beer’s
global football club sponsorship indirectly affects their purchase intention through their
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brand awareness and enhanced brand image. It was also found that typical consumers give
priority to taste and degree of beer over its sponsorship of the football club whereas the

fans give more importance to sponsorship of the football blub.
Key Words: Sponsorship, brand awareness, brand image, and purchase intention
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