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Abstract

The objectives of this quantitative research are (1) to study the level of loyalty of
Chonburi FC fans to the organization Compared to the level of loyalty of Kasetsart FC
fans with the organization (2) to study the relationship between Marketing Mixed factors

and the loyalty of
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fans of Chonburi Football Club FC compared with Relationship between Marketing Mixed
factors and fan loyalty of Kasetsart Football Club FC. The samples were 260 fans of
Chonburi Football Club FC and Kasetsart FC. Statistics using frequency, percentage, mean,
standard deviation, t-test and corelation. The level of loyalty of the Chonburi FC fans to
the organization Have a mean of 4.03 The average level of fan loyalty of Kasetsart FC
Club was 3.33. The marketing mix factor was a statistically significant relationship with the

loyalty of the fans of Chonburi FC and Kasetsart FC at the level 0.05.

Key word: Marketing mix Loyalty to the organization
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