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There are many sports events in Thailand but there are few spectators. On the
other hand, 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 analyze the factors involved and see if they can be
applied to football clubs in Thailand.

The data were collected from Internet, textbooks, newspapers, and reports.
The survey form was displayed on the Internet, homepage of Grand Sport Group Co.,
Ltd. (www.grandsport.com) in order to study the opinion of sports consumers in
Thailand.

The results showed that Manchester United has good sports marketing
strategies. It can satisfy 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.




Fac. of Grad. Studies, Mahidol Univ. Thesis/ v

4037826 SHSM/M :  sw3%1 : m3samsmanmsiim ; ALY, (MITANITNIS
N3N
56 wonuwzey msfinyilinszdmsamamemsimvesaTuasyavea
unuwmaesylufia (AN ANALYTICAL STUDY OF SPORTS MARKETING OF
MANCHESTER UNITED FOOTBALL CLUB) AfMZAssuMSaIunuinetinug :
widl lyoBsnydafls PhD,, szialylen quaein PhD, e wa¥3u M. Ed.
106 11 ISBN 974-04-2423-6 |

o 4 o\ ! 1 |} o/
ludlszma Inglimsfamsudadufmfatumnmnoudignlinmin luvas@e
o v woa ' v A ' o A ot et
aumsuisdiunmnndnlszmalasewizeddinisudsiuavoansidiesanvealszima
o o Yar o U [ s awu 3 qw A a L] o
sangundu lduanuienedngs Jagilszasdueamsiselunsefiefnudmseiaemsia
msnmsamavesd luasyaueahssengalulan duifealuasraveasnusmansylu
1) [ s 3 ¥ 9y
wavelszmadengy efiezfnudedlefunasiunlsiifordosiivilda luasyaueauvsil
o d o g o { [ v
UszauanuduiancludmFodownzifunes uazwah 1d5venvsediuilss Teminoa Tuas
Amluilsznalddnde
Y ) o [ a ¢ o o o a d
MITuswIeyansei lagrumedumesiin mivde misdofiud uazstweam
3 ° a 1 a g 5] o A
Al 9 waznuudreanuilsuvesau nesefivaluasuuusamesy ludagniir ludrew'l3
o a o 'S ¢ o w A 4 E
fuleumavesusinunsuamlesaniliiia (www.erandsportcom) 1iNeAnYINIIARIMIVDLE
u3 Inafimludlszmelne _
aw ' ¢ & o 4 o A
HamsINenL N luasyaveaunusamesy ludalinagninumsaaiafd fins
NuwuNUBiNAeios aunsaneuausnNfeIMIvesdus Inasudedmiumyuld uas
:sla Y @ ga a1 A o a8 A o v dg o A U & da
viagus Inauazdafumpunduatisienandudaie 1dndumn dendRadnedimileiie
¥
dos Idsunnuswdennyntheviamasguazienau
& 9/t =3 G Yo o
dadnmseaanemsimezansnlssynd Iiufina luasyausaunumaes
gludaldiuedned wifulildmineanuhesdnsusoaluasimiudsemalneszannsa
o U \ o A
W lF AR unuausazragnimamsamaiis 9 wdes1dunsiny e Iineuauss

aoanuAvnITvedui Inauazdaiuayululsamenedae






