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There are many sports events in Thailand but there are few spectators. On the

other han{ foreign sports competitions via television, especially the English Premier

League Soccer are extensively viewed. The objective of this study was to analyze the

sports marketing of the richest football club in the world, Manchester United Football

Club of England, in order to amlyze the factors involved and see if they can be

applied to footballclubs in Thailand.

The data were collected from Internet, textbooks, newspapers, and reports.

The survey form was displayed on the Intemet, homepage of Grand Sport Group Co.,

Ltd. (www.grandsport.com) in order to study the opinion of sports consuners in

Thailand.

The results showed that Manchester United has good sports marketing

strategies. It can satisff the needs of consumers and sponsors and also both of them

are willing to pay for it. One important factor is the cooperation from every sector,

both government and private.

Although the sports marketing concept can be applied to Manchester United,

it does not mean that Thailand's sports organizations can copy all of them exactly.

The concept should be studied more to meet the needs of Thai sports consumers by

using a sports marketing model as a checklist. It should be developed until everyone

involved; consumers, sponsors and organizers, gain benefits.
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