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# # 5484667228: COMMUNICATION ARTS

KEYWORDS: INFORMATION PERCEPTION / ALCOHOL BRAND / SPORT MARKETING/ FOOTBALL
FANS / PURCHASE INTENTION
THANAWAT DECHPOL: THE EFFECTIVENESS OF SPORT MARKETING
COMMUNICATIONS OF ALCOHOL COMPANIES AMONG FOOTBALL FANS. ADVISOR:
ASSOC. PROF. PATCHANEE CHEYJUNYA., 99 pp.

The objectives of this study were (1) to study the football fans' information perception,
attitude, and purchase intention towards sport marketing communication of alcohol brands (2) The
correlation between the football fans' information perception towards sport marketing communication
of alcohol brands and football fans' attitude (3) The correlation between the football fans' information
perception towards sport marketing communication of alcohol brands and football fans' purchase
intention and (4) The correlation between the football fans' attitude towards sport marketing
communication of alcohol brands and football fans' purchase intention. The sample consisted of 424
football fans, aged from 18 years old. This research was conducted with quantitative method using
questionnaire to collect the data and analyzed by means of Percentage, Mean, Standard deviation, t-
test and Pearson's product moment correlation coefficient via Instant program for statistics analyzing.

The results of this research revealed that (1) Football fans always watched football matches
at home. Although, over 50 percentages of them drank alcohol, only 21 percentages were drinking
alcohol during the match. They perceived sport marketing information from internet the most. The
product with picture or symbol of football players and football clubs was the most important factor
towards their purchase intention (2) Football fans' information perception towards sport marketing
communication of alcohol brands were positively correlated with football fans' attitude (3) Football
fans' information perception towards sport marketing communication of alcohol brands were
positively correlated with football fans' purchase intention and (4) Football fans' attitude towards
sport marketing communication of alcohol brands were positively correlated with football fans'

purchase intention.

Field of Study: ...Communication Arts.......... Student’s Signature........oooeeeeiiiiie e

Academic Year: .......... 20120 e AQVISO'S SIGNATUTE. e
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BAUNINA 2.3 LAAILUIAANALARNNADATIRUAN

Cognitive (Brand beliefs)

|

Affective (Brand evaluation)

|

Conative (Intention to buy)

N Henry Assael. Consumer Behavior and Marketing Action (7th ed). Cincinnati, OH:

South-Western College, 2004: pp. 216-217.
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LHUNINN 2.5 LLUANRRIN19ARRULATR (Five Stage Model of the Consumer Buying

Process)

Problem

Recognition

A

Information

Search

N

Evaluation of

Alternative

v

Purchase

Decision

!

Post Purchase

Behavior

Aun Kotler, P. (2000). Marketing Management. (10th ed.) Upper Saddle River, NJ:

Prentice-Hall, P.215
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PYRIAMNLNLINY (Involvement)

Low-purchase Involvement

Involvement

High-purchase

Nominal Decision Making

Making

Limited Decision Making

Extended Decision
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Problem Recognition
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Generic

Problem Recognition

Generic

|

|

|

Information Search

Limited Internal

Information Search

Internal/Limited External
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Internal/ External
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Alternative Evaluation
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Simple Decision Rules

Few Alternatives
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Complex Decision Rules
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Purchase

Purchase

Purchase
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Post Purchase
No Dissonance

Very Limited Evaluation

Post Purchase
No Dissonance

Limited Evaluation

Post Purchase
No Dissonance

Complex Evaluation

fn: Hawkins, D.I. Best, R. J. and Coney, K.A. 2001. Consumer behavior Building

marketing strategy. 8" ed. Boston: Irwin/ McGraw-Hill, p.499
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