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52921033:  MAJOR : MARKETING COMMUNICATIONS; M. Com. Arts
(MARKETING COMMUNICATION)
KEYWORD : SPONSORSHIP/CHONBURI FC FOOTBALL CLUB/FOOTBALL
PASAKORN SUKJALEARN : THE EFFECTIVENESS GF MARKETING
SPONSOR PROGRAM ON CHONBURI FC FOOTBALL BLUB. THESIS ADVISOR :
SUCHADA PHONGKITTIVIBOON, Ph.D. 93 P. 2012.

The objective of this thesis is to study the effectiveness of marketing sponsorships
programs on Chonburi FC football club by studying the correlations between fan involvement,
brand awareness, images and purchase intention. The thesis is correct data from audiences of
Chonburi FC by 320 questionnaires. The study found that fan involvement has positive
correlation with brand awareness — recognition, corporate images, brand images and purchase
intention. Brand awareness —recognition has positive correlationswith corporate images, brand
images and purchase intention. Corporate image has positive correlation with brand image and

purchase intention. Brand image has positive correlation with purchase intention.
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