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Abstract

This research aims to study influence of overall image and integrated marketing communication
that affect fan loyalty of the Thai premier league. The samples were 400 fans of Thai football premier
league club who participated in top 5 Thai football competition fields in 2014 season and Multiple
Regression was used to test the hypotheses of the study.

The research found that most of football fan clubs were male with average age 30 years, income
15,001-30,000 baht per month, participation in football competition as host at average 8 times per season,
participation in football competition as visitor at average 4 times per season, as a group of average 3
persons, spending for ticket at average 166.83 baht at a time, spending for souvenirs average 1,902 baht
per season.

The hypothesis of the study was found that the overall image and integrated marketing
communication that positive affect on the Fan Loyalty of the Thai Premier League.

Keywords : Overall Image, Integrated Marketing Communication, Fan Loyalty of the Thai Premier League
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