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BRAND MANAGEMENT STRATEGY FOR THAI PREMIER LEAGUE
PROFESSIONAL FOOTBALL CLUB DEVELOPMENT
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'Graduate School of Commerce, Burapha University, Chon Buri 20131, Thailand

*Faculty of Business Administration, Sripatum University, Bangkok 10900, Thailand
ABSTRACT

The aim of this rescarch was to study internal and external factors affecting the performance, business
components, and brand management strategics for Thai Premier League Professional Football Club Development. This
will ultimately lead to clcar and concrete principles of practice.

This research is a qualitative research using the in-depth interview strategy. The key informants in this research
are top executives of Sport Authority of Thailand, the executives of Thai Premier League Co.,Ltd. the cxecutives of
Football Association of Thailand under the royal patronage of the King, the executives of the Thai Football Premier
League Club, academicians, specialists, and related key informants from 23 samples. The method of key informant
sclection is Purposive Random Sampling. The research is also a qualitative rescarch since opinions verification is
studicd too. Strategics prioritization is also studied through the information obtained through 475 sets of questionnaire
distributed among the relatcd groups of the key informant who was involved with the brand management strategies for
the Thai Premier League Football Club.

The logical design and comparative study was used in the qualitative data analysis in order to interpret the in-
formation involving with the brand management strategies. The statistical tools that were utilized were the Mean and
Standard Deviation.

According to the qualitative data analysis, it is interpreted that there arc many aspects that need concerns and
they obviously affect the success of the brand management of the football club.

The researcher suggests the following 6 aspects:

1. The entreprencurship building for the football club owner.

. Increasing the value of the football club so it has greater value than the cost value.
. Setting up of the standpoints for the effective football club development strategies.

2
3
4. Building the strong organization culture and such culture should be developed to business.
5. Building the football club’s success sustainable.

6

. Initiating the Business Profit Unit.
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From the analysis of the 6 aspects by using the quantitative study, it was found that the 6 strategies for the
successful brand management of the Thai Premier League Football Club are very important. The related parties

acknowledged that the 6 strategies needed to be implemented to show the concrete results.

Keyword: Brand, Thai Premier League, Professional Football Club

“Corresponding author: E-mail address: klang865@hotmail.com
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