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Abstract

The objectives of this research were 1) to study the personal factors are affected the fan club
loyalty to the product 2) to study the attitude are affected the fan club loyalty and 3) to study the
integrated marketing communication are affected the fan club loyalty. The samples of this research
were 400 fan club of SCG muangthong united football club in Bangkok, Nonthaburi and Pathum Thani
by two-stage cluster random sampling and the research instrument was a questionnaires, statistic used
for data analysis and hypothesis testing by multiple regression at the 0.05 level significance.

This research found that the samples of fan club are mostly male, aged between 31-40 years, a
graduated bachelor degree, a career as an private employees, revenue is 27,001-33,000 baht are mostly
to have a member period 1-3 years, frequency of purchase is a long purchase. The budget for each
product 501-1000 baht to buy the most home kits and purchase products for their own use. The factors
were affecting the product loyalty of attitude are age, attitude as perception aspect, emotional aspect,
propensity toward the behavior aspect and integrated marketing commmunication as social media aspect,
special event aspect and merchandising aspect. For the factors were affecting the consumers are

emotional attitude, behavioral propensity and integrated marketing commmunication as public relation

and advertisement aspect, social media aspect, special event aspect and merchandising aspect.

Keywords: Attitude, Integrated Marketing Communication, SCG Muangthong United Football Club
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A1519 2 dUUSYANDANAUNUSTYWINEUS

ATT_PER  ATT_EMO ATT_BHV IMC_PR IMC_SC  IMC_ATV IMC_PRD  LYT BHV  LYT_ATT
ATT PER 1
ATT_EMO 508% 1
ATT BHV 439 625%* 1
IMC_ PR 434 601%* 512 1
IMC_ SC 410% 625%* 572 690%* 1
IMC_ ATV 470% 742 6917 T28% 702#* 1
IMC_ PRD 402 549%* 612 660" 595%* 649%* 1
LYT_BHV 451 627 631 668% 638 644* 689* 1
YT _ATT 527 637 655 582 582+ 656 710%™ 742+ 1

Wewe: N= 386; * p<0.01; ** p<0.05

o a A‘ o/
N15IATIERANENUTZEVENI0NNEURIAIUYS
HaNTIATISAEUUTEANESNISanaesLNeNAde UaLNAgIU wulllavedeumuiidedAgludiulsdiu
YAAATIIVNA dilganawindu (P = 0.004%) NdwHafaAUiNG WeiFuAf Lagen B vaana = 0.252

M1919 3 ArduUsEAnsSnsannesvesiklsiuladudiuynnaiuanuinfrenaniaialuainueaeadd
dlowes gluin 13avimuad

Unstandardized Standardized
Coefficients Coefficients
Model Jaduduyana t P
B Std. Error Beta

1 (Constant) 3.878 .270 14.384 .000*
LA -.252 .087 -.178 -2911 .004*
21 .081 .065 .086 1.240 216*
FEAUNISANY 031 .043 044 717 474%
DTN -.004 037 -.006 -116 .908*
i?ﬂléﬁa?ﬁlﬂ -.032 .026 -.079 -1.211 227*
sragnansiusuady .018 .047 .022 378 106
auilunsgonansia .000 029 .000 -005 996*
sulszinaiivendnfurisonss 072 048 094 1.508 132*
wanfusiiiaulateunnitan 289 342 045 846 398
fnquszashlunistonan ot -067 048 -072 -1.392 165*
Posdheunudnsuteiuuuused -011 034 -022 -335 738*
anudlumstedudeuinudnisudedy 000 037 -.001 -021 .984*

a. Predictors: (Constant), Uasgauyana
b. Dependent Variable: A31ANARYIAUAG

* frfudAgyneadanszeau 0.05
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M99 4 Adudsyansnisonnesvesiawlsauladudiuanaiuanudndsendndnaaluasinueaieadd

dlomas gluin 13angRnssy

Unstandardized

Coefficients

Standardized

Coefficients

Model Uadedruynna t P
B Std. Error Beta

1 (Constant) 3.810 .219 17.431 .000*
LN -.091 .070 -.081 -1.297 .196*
21¢ -.029 .053 -.038 -.545 .586*
SEAUNSANN .008 .035 .015 237 .812*
21N .021 .030 .038 .691 .490*
seléiade 010 021 032 488 626*
sroznaMluwnuady -023 038 -036 -597 551%
mudlunistendnstos 015 024 039 629 530%
sulsvnaiitenandasinenss 031 .039 051 806 421%
wanouiftenladennnitgn a1 277 022 402 688"
fnqusvasdlunistonanioust -031 039 -.042 -798 426*
Femihmnudmsudeiunuused .007 028 016 237 813*
audlunsteddruinudnsudedu -.006 030 -011 -215 830*

a. Predictors: (Constant), adeaauyana
b. Dependent Variable: A114:nAFNgANTIY
* ftfudnAyneadndiszdv 0.05

dlennaeuaruiveddyludiuvewinund
v (P = 0.000%) danademusini Wavieuaf
B wesimuaRmwlaramTelunsndud = 0.222
A1 B vuimuARAILANIAN = 0.280 A1 B w89
viruaRsuauliuBesiavfangAngsu= 0414 &
M13°9 5

dlennaeuaruiveddyludiuvewinunfd
fuaudnuazvimuadsuauliudosioziin
NOANTIU (P = 0.000%) danasriamUANA WangRngsy
dimueRsuruiiazanuidelunsaud (P =0.085%)
Lidmaronnudng Wangfnssy A1 B voeviruaf
AIUANNIAN = 0.277 A1 B vosviruARnuAILlTL
Bosfiawiinngfingsu= 0.316 318 6

dlonmaeuanuiitudfaludiunenisdeans
n1smaIaLUUYsAMseumstdnandasidude,
srunsliiniediensdeasmedidnnseing uazsu
A3IANANTINNEE (P = 0.000%) dnasanuing
\WBiAUAR drununsiavalasUssuduius (P =
0.833%) laidananonuing JeiAuaf A1 B 989A15
?iamimsmamLLwyimmiﬁmmﬂ%’m%aﬂhami
Aoansmedidnvseling = 0.115 A1 B Y09 5d0as
MINMWUUYIUINITMUNITIANINTIUALAY = 0.313
A1 B Suaqmi?iamimimmmLLUUUuimmié’mmﬂ%
uanSaaiiude = 0511 fannsne 7
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M99 5 AdudsEAnSNsannesvasiiwlsBaseiwinuafiuaudnArendndaeialuasn uealeadd
dlowes gludn 13aviruad

Unstandardized Standardized
Model {]ﬁ]i‘)’ﬂd'}Ngﬂﬂa Coefficients Coefficients ; b
B Std. Error Beta
1 (Constant) 209 .183 1.144 .254%
ﬁﬂuﬂammiuazmmL%aiumiﬂauﬁw 222 052 186 4.262 .000*
ViruARAIUAINSEN 280 051 275 5.473 .000*
viruaduaulindeaiesfanginsy 414 046 402 8.958 .000*

a. Prediictors: (Constant), vifuafismumiulilndediazinanginssy, Vauadauzuasmiiudelugsidun,
ViAUAAAINAIUTAN
b. Dependent Variable: AauAnMTiAUAS

v o w a

* fvdodAgnieadanszau 0.05

M99 6 AFuUsEANSNSaRnesvRwUTBasEiwiRuARiuANUANARenan Sl U N UeaLDaTT
dlowes gludn 13angingsu

Unstandardized Standardized

o . Coefficients Coefficients
Model Uadedauynna t P

B Std. Error Beta

1 (Constant) 1114 153 7.278 .000*
ﬁﬂuﬂﬁmmiuazzmmL%@“Lumﬁuﬁw 075 044 079 1.727 .085*
WiAuARAIANTEN 217 043 341 6.466 .000*
rmadfuaaliundesfiasfangingsy 316 039 383 8.152 .000*

a. Predictors: (Constant), vimupdsupawliudesiinzfanginssy, viauninaugiazaanuidelunsiaum,
VAR IUAIINZAN

b. Dependent Variable: A314:nAFaNgANTIY

* ftfudnAyn1eadntisedv 0.05

M58 7 AduUsEAVIEN150n008UeeiIUAUNITEOENSNIAANALUUYTMINTSAUAUANAsENER el
aluaswmueaead’ Wewes glufin Wairuafd

Unstandardized Standardized
Model nwsﬁamsmsmmmLLuugimwnws Coefficients Coefficients t P
B Std. Error Beta
1 (Constant) 276 162 1.708 .088*
nslawanuazUseandunus -.009 .059 -.008 -147 .883%
mslfieSeriensdeansmedidnnsedng 115 051 115 2.258 .024%
NINAINTIUNLAY 313 062 279 5.080 .000%

mslendnsuadude 511 052 465 9.787 .000*
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a. Predictors: (Constant), n3lowansiaiiude, nsldinsavienisdearsniediannseaing, nislawauay

UseyIFaius, N159nA9nTIUTAY
b. Dependent Variable: musnasgeviAuAd
* dhaAgyNaaanseay 0.05

1579 8 ﬁﬁﬁmﬂi%ﬁ%%miﬂ@ﬂaﬂ%mﬁ?LL‘Uiﬁﬂuﬂ’liﬁaa’limima’mLLUUUuiEIJ’]miﬁJUﬂ’J’mﬁﬂaGiE]Na(ﬂﬁm“ﬁ

aluasmueaeadd Weaes gludia WawgAnssy

Unstandardized

Coefficients

Standardized

Coefficients

Model mi?iamimmmmm*u*uuimﬁmi P
B Std. Error Beta
1 (Constant) 871 127 6.842 .000%
mMslayaniazUssdunus 182 047 210 3.886 .000%
msldiaserienisdeansmedidnnsednd 157 040 196 3.906 .000*
NSIANINTTUNLAY 111 .049 124 2.297 .022%
nsldnansaridude 310 041 353 7.554 .000*

a. Predictors: (Constant), mslouansinaiiude, n1sldinsatienisaearsniedidnnseiing, nslawauay

Ussw1auniis, N1590AINTIUAY
b. Dependent Variable: A214ANATINGANTIY
* AdudAgeananseau 0.05

wasidlennaeuanufitoddgludiuvenis
ﬁaaﬁmimamwuy‘imms wuimuusnnany (P
= 0.000%) dHaraAUANA LTINGANTIU A1 B VoY
ms?ilamimsmmmquyiwmiﬁmmﬂmwmmas
Uszanduius = 0.182 e B v89n1sdoansnisnann
LLUUH?MWﬂ?iﬁﬂﬂﬂﬂﬂsﬁ’m%a‘ﬂ"]EJﬂ’li?il’eJﬁ’li'V]’N
58nvseding = 0.157 A1 B YaensdoasnIInan
LUUYININITAUNSIARANSSUfilAY = 0.111 A1 B
maamﬁ"aaﬁmwamLLUUQimWﬂWié’wuﬂﬂiiﬁ'
wansSausidude = 0310 fwnse 8

asdwa
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dalng Juwewe Sovaz 74.1 fongegszning 31-
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1%
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