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Abstract

The purposes of the research are to study the loyalty model of brand identity perception of football clubs in Thailand
and casual relationships of brand identity perception with brand loyalty. The sampling group of 828 persons from the football
club fans using questionnaire as instruments for collection of data, analysis of structural equation model by AMOS and SPSS
Program.

The research results found that the brand identity perception of football clubs in Thailand at the overall high level and
a similar identity, appealing identity and the identity of the football clubs fans had causal correlation to the loyalty toward brand

identity perception of football clubs in Thailand.
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