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Abstract

Nowadays, many sports are more than competitions. Particularly, football can be considered
a sport that can generate billions baht for the club owners. and there are more than tens thousand
football clubs. In the midst of fierce competition for the fan base, sponsors, ticket sales, ¢ift sales,
live broadcasting license, including prize money from competitions but there are only few clubs
that football fans or the general people know or remember. Liverpool Football Club is one of the
football clubs that football fans and the general people know and remember very well. Resulting
from building brand equity of Liverpool Club to be remembered for the loyalty of football fans and

to build quality awareness of the Liverpool Football club.
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ni;ﬂ_iiaam1mmﬁuﬂdﬂmsynﬁ'azmim
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AW 1 U598auvAa1uAnd (The Loyalty Pyramid)

Note.From“Managing brand equity: Capitalizing on the value of a brand name”, (p.27), by Aaker, 1991,

New York: Free Press.
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Note. From “Managing brand equity: Capitalizing on the value of a brand name”, (p.42), by Aaker,

1991, New York: Free Press.
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