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ABSTRACT 

 In the consumer centric era, marketers need to look out consumer interesting 

to develop marketing strategy. There are several marketing tools to capture consumers’ 

insight, the most powerful tool is sponsorship because it can capture mass awareness. 

Due to cost of sponsorship is too expensive, it causes to other brands do ambush strategy. 

In this research aims to understand the ambush strategy in Olympic, 2016 by measuring 

attitude towards brands. The result shows that 150 Thai respondents did not be 

influenced by event, sponsorship and ambusher. Consumers believe that being a 

sponsorship is a good image to brand but they still purchase products or service from 

ambusher. Moreover, doing event marketing as sponsor and ambush marketing is not 

effect to consumers’ attitude, thus it is an opportunity to brands to do marking strategy 

which related to event for gain benefit during event. 

  

KEY WORDS: Event Marketing / Marketing strategy / Sponsorship / Ambush 

marketing / Ambusher 
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CHAPTER I 

INTRODUCTION  

 

 

In the reality, we can see the white and dark in a same situation. It looks like 

the usual thing that we are facing and ignoring. In the marketing, we know that there are 

good and bad players in the marketing game. When consumer centric era has begun, 

marketers need to use strategies to allure consumers to belong to them. Someone are 

trying to develop and copy the strategy which help them to achieve their goal. 

Sometimes, they can reach the goal accidentally. The successful method is event 

marketing. Creating a Marketing activity needs budget. It is as same as Event marketing 

which gain budget from their partnership or sponsorship.  

 

 

1.1 Sponsorship 

Sponsorship has increased from a small-scale activity because of a limited 

number of industrialised countries to a major global industry (Meenaghan, 1998). From 

IEG Sponsorship Report, 2009, represented the global annual investment of sponsorship 

climbed from US$24 billion in 2001 to US$39 billion in 2009  

 

Definition of sponsorship was providing of assistance in financial to an 

activity such as music, sport, festival, fair, or activity which relate to art by commercial 

company to achieve commercial target (Meenaghan, 1983) To increase brand awareness 

and establish, strengthen, or change brand image, many companies have used this 

method for those feature benefits of being sponsorship. Moreover, they receive the 

exclusive marketing right during the event, thus it is easy for them to achieve their goal. 

Sport sponsorship fee turns to be funding resource of event and another way company 

or brand will receive feature benefits too (as figure 1) The fee is used for event funding 



2 

 

 

is significantly increasing year to year because the sport event such as Olympic and Fifa 

soccer world cup is related to customer mind (Meenaghan, 1996)  

 

 

Figure 1 Sponsorship Synergy Model 

 

 

1.2 Ambush Marketing 

Due to sponsorship benefit and company limited budget, other brands turn 

to non- sponsorship. They make different strategies which call “Ambush Marketing” to 

capture sponsorship benefit. The ambush marketing was described as the pseudo 

sponsoring companies which planed a campaign tried to associated themselves with an 

event indirectly for receive benefits including brand recognition or brand image as same 

as official sponsor  (Sandler and Shani,1998) 

 

The first ambush marketing was identified in Los Angeles Olympic Games, 

1984. The official sponsor was Fuji. In that period, Kodak presented as it was the 

sponsorship in ABC’s broadcast of the Olympic Game and was sponsor of the official 

film of US team (Crompton, 2004) The real sponsor (Fuji) lost huge benefits and 

opportunities in this event. Moreover, consumers identified incorrectly and believed that 

Kodak was the official sponsor in this game. 
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The most famous ambush marketing occurred in Beijing Olympic 2008, It 

was called “Li Ning effect” Li Ning was a Chinese athlete who lighted the stadium and 

ran around the inside perimeter of the bird’s Nest arena. Li Ning also had a sport clothing 

and footwear company which is not an official sponsorship. During that situation, 

consumers remembered the Li Ning’s brand more than an official sponsor which was 

Adidas. (Pitt, 2010)  

 

Sometimes, brand can be a sponsorship for team or nation, but it can become 

to ambusher to the event. For example, Olympic game in Rio dejaniro,2016, Under 

Amour was sponsor of USA team, the company used Michael Phels to promote their 

campaign, so UA earned media and brand awareness without pay Olympics fee in that 

time. (DAILYMAIL) 

 

In Thailand, the official sponsorship of Thai football club is 

Grandsports,2016. The company launched 100 years’ player shirt to king cup,2016. This 

product was also made for consumers to purchase as a souvenir. Another competitor 

was FBT (Football Thai) also produced the same version without Thai football club’s 

logo. Regarding to huge demands of 100 years’ player shirt, FBT earned a lot profit in 

that time  

 

Increasing sponsorship demand and fee effect to other brands. Ambush 

strategies have become more practical activities. Marketers do ambush strategies for 

both defensive and offensive reason (Tripodi and Sutherland, 2000) From previous 

result of ambush marketing, brands believe that it is better than sponsorship. This issue 

has developed to sponsoring industry. Without capital injection from sponsors, it is 

questionable whether current major sports events can still be organized soon (Tripodi 

and Sutherland, 2000).  
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1.3 Research on ambush marketing 

Over decade years, Ambush marketing has increased in the practical 

activities. Marketers have tried to understand and discuss about ambush strategies. 

Meenaghan (1998) explained the common ambush strategies and examined those ones. 

In the past, Ambush marketing was occurred without legal systems to protect 

sponsorship benefits. Recently, legal systems and event owners make strategies to 

protect benefits and uniqueness of sponsorship. Due to the prevention method impact to 

ambushers in Olympic Game 2016, so it is very hard to compared directly sponsorship 

with ambushed. This research aims to understand customer attitude toward ambusher 

and sponsorship, and customer knowledge to ambusher and sponsorship by creating 

situation of ambush marketing which link to Olympic Game 2016. In the future, the 

information is useful for brand to develop ambush strategy to earn the benefit of event 

marketing and consumers’ awareness. 
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CHAPTER II 

LITERATURE REVIEW 

 

 

2.1 Consumer centric  

Nowadays, we are in consumer centric marketing era that “deploying and 

capturing consumer insights to enhance marketing improvement and better serve those 

consumers that are brand’s best prospects” by Outi. (2007) The number of companies 

is increasing in global market. It effects to consumer decision to buy products and 

services. All companies try alluring consumers by using marketing mix including price, 

place, product and promotion. For the Italian soccer club, AS. Roma, they use digital 

platform which is ww.reddit.com or official website to engage fan get feedback and send 

content to their fan (Jeff Beer,2015) Consumer experience which including the 

emotional and irrational side of behaviour turns into an importance element for 

marketers to create marketing campaigns or activities. Whole experience can build 

relationship between a company and its consumer (Adrian, 2010), thus keeping positive 

relationship and attitude, many companies drive emotion and delivery brand through 

Marketing communication. 

 

 

2.2 Marketing communication 

Since 1990, people who were in marketing field have been interesting in 

marketing communication. In the past, marketing budget was spent into 75 percent of 

advertising, but nowadays, the portion of marketing budget obviously changes. 50 

percent of budget is spent into trade promotion, 25 percent of budget is into consumer 

promotion and others are into advertising (Olof, 2006) Marketers create mass awareness 

through communication tools as Figure 2. 
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Figure 2 Tools of marketing communication 

 

The common tool is media advertising to capture mass consumer. 

Nowadays, there are many touch points of consumer as mobile, billboard or event, thus 

those tools are developed to capture and fit to consumer behaviour, For example, 

Interactive advertising as online advertising matches with online consumer or internet 

user. Event marketing and sponsorship is useful tool to capture consumers who are 

related those event as sport (Sport lovers are easily turn into brand target through this 

method)   

 

 

2.3 Sponsorship 

Many marketers have explained the concept of sponsor. Sponsorship means 

as 2 sides, the first side is financial to an activity and the second side is commercial 

organisation for achieving commercial targets (Meenaghan, 1983) At the 1990s, 

sponsorship had been developing to be powerful communication tools. Another 

marketer gave the definition of sponsorship as Sponsorship is a part of communication 

which is powerful tool to exploit an association with target audiences by changing with 

funds, services, or resources (Fill, 2005) At the moment, a number of companies is 
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trying investment, in cash, in kind, in return for gain advantage in an event such as brand 

awareness, sale or brand in mind. 

 

2.3.1 Criteria of sponsorship 

From Brassington and Pettitt, 2000, there are many factors that companies 

or brands need to be considered for being sponsorship as figure 3. 

 

 

Figure 3. Factors Influencing Sponsorship Choice 

 

1 Relevance of sponsorship, company or brand need to consider 

that how brand image fits to event target. 

2 Length of impact, it’s very hard to build the name familiarity 

during the event, even if your company’s profile is very high. To reach target audiences 

as same as television commercial, advertising appearing need eight to twenty during 

event. 

3 Uniqueness, International event needs a uniqueness sponsor. 

For example, Allied Dundar that is sponsorship of Ruby’s premiership league managed 

awareness profile to be high by using both of sponsorship commercial and television 

commercial in the same time. 

4 Spin-off promotion and other marketing activities, using 

advertising and promotion which have a high cost, but it can definitely increase impact 

of sponsorship. 

5 Compatible, being sponsorship should do calculate and 

unemotional judgement because it is very high cost and must link to company objective. 

It should not relate to director need. 
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Due to pre and post selection of sponsorship, sponsorship projection, is 

described by Mccook (1997)  

1.The revenue prospect for the company. 

2.The capability to integrate the product into the sporting event. 

3.The cost of the sponsorship. 

4.The exposure to the company’s target market. 

5.The company image improvement gained from the 

sponsorship 

6.The company’s competitive advantage achieved in the 

marketplace through the sponsorship. 

7.The hospitality/entertainment possibilities for company that 

are gained through the sponsorship. 

8.The sponsorship opportunity to demonstrate the company’s 

commitment to the community. 

 

Moreover, Walliser (2003) suggest additional criteria for sponsorship 

selection such as perceived similarity between the sponsored products and sponsored 

activities, the status and image of the potential sponsorship and it eagerness to 

collaborate, Geographical reach, contract frequency and quality, expected sponsorship 

costs and benefits, the type of rights received, and the opportunity to add the sponsorship 

to the present marketing strategy. 

 

2.3.2 The objective of sponsorship 

There are two main entities for being a sponsorship which are a sponsoring 

company and the sponsor object. Both of them are related to economic side. While the 

company use sponsorship for main reason is an outcome, the sponsorship object also 

looks for financial remuneration (Andrew, 2019) Normally, sponsorship objectives are 

contrast between commercial and corporate communication. The different of both 

objectives is enhanced awareness. Corporate communication is looking for company’s 

social image, value or management style, but another one is seeking for rising sale, 

brand loyalty and frequency of purchase (Ferrand, Torrigiani, &Povill, 2007). The 
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reason of being sponsor has 2 points, the primary reason is building brand awareness, 

improving the image or brand reinforcement and developing brand loyalty. Another 

reason is drawing attention from new users, supporting sale division and increase staff 

motivation (Fill, 2005). 

 

2.3.3 The sponsorship effect 

The sponsorship effect is described by using Advertising’s Hierarchy of 

effect model. This model that was developed by Lavidge and Steiner (1961) presented 

stage of customer as step to step to move customer toward to purchase as table 1. 

 

Table 1. Advertising’s hierarchy of model 

 

 

The model is supported by consumer’s behaviour attribute of psychology 

including cognition, affection and conation. The objectives of model are improving 

brand awareness, and brand image via by sponsorship and induce consumer’s decision 

to purchase. (Meenaghan,1983) Many companies assume that being a sponsorship can 

achieve sale target. Before that the company or brand must create or improve its brand 

awareness and brand image through sponsorship. Rossiter and Percy’s (1997) explained 

the relationship between sponsorship and hierarchy of effects of marketing 

communication as figure 4. It calls Six-Step Effects Sequence model. 
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Figure 4. Six-Step Effects Sequence Model 

 

Step 1: In order to be an impacted sponsorship, purchasers must 

be exposed to media or attendance of sponsorship at the event  

Step 2: Purchasers must know process of sponsorship and take 

responses (learning and attention) 

Step 3: Producing permanent response such as communication 

effects aligned to the sponsoring brand. The communication effects, brand awareness 

and brand image, will be a brand’s position in buyer’s mind. 

Step 4: The result of communication effects and brand 

positioning will allure the target consumers to take action and buy sponsoring products. 

Step 5: Let the target consumers act, thus the sponsoring brand 

can increase more market share and enhance the brand’s equity. 

Step 6:  As the result, the company or brand receive more sale 

target and profit. 
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2.4 Ambush Marketing  

In the sport event, many company or brand try to spend money for the 

sponsorship to capture huge consumers and have right in the event. sponsorship fee 

increases in every year, marketers know that being a sponsorship will be reach out their 

budget, so they use another way to do marketing campaign which is related to the event 

like Olympic without pay sponsorship fee. It is called Ambush marketing (Meenaghan, 

1996) 

 

2.4.1 Ambush strategies 

From Meenaghan (1996) described the common ambush strategies which 

observed from sport event as following  

1. Sponsorship of the broadcast of an event 

This situation happens in the television. It has right holder offer non-

sponsors to be proud sponsor of the event for instance, FIFA world cup 2010 broadcast. 

Sponsors have right to promote the event theme in that broadcasting company, and not 

to the FIFA. That fee is cheaper than sponsorship. 

2. Purchasing advertising time in and around event broadcasts 

The official sponsorship in FIFA 2010 was Adidas, Nike endorsed contract 

some national teams as Netherland, Portugal and England.  Nike presented commercials 

national teams during the match break. From research of Nielsen company,2010, It 

showed that this advertising was linked to event more than official sponsor.   

3. Sponsoring person instead of a team or an event  

During the Olympic game (Sydney, 2000), the official clothing sponsor of 

Australian Olympic Team was Nike, but Ian Thorpe was an Australian swimmer who 

was sponsored by Adidas.  

4. Purchasing advertising space at locations that are in close proximily to the 

event venue 

The football village which closed to main stadium in FIFA world cup, 1986 

was built by Nike. Many national players who lived in that village had talked to 

supporter and press.  
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5. Thematic advertising and implied allusion  

The main benefit of purchasing sponsorship is rights of marketing activity 

which related to event such as theme, symbolic and image. On the other hand, non-

sponsors try to use that image for their communication. In the winter, Olympic game in 

Vancouver,2010, Sven Kramer who was the Dutch skater player was sponsored by 

Essent (Energy company), So The company communicated about “Svencouver”, Which 

directly associated to hosting city of the Olympic games 

6. Other ambush marketing strategies 

Non-sponsors allured consumer by using other creative strategies which 

related to a sport event. For example, their advertising represents a team or player good 

luck, they give free tickets or licensed items from their marketing programs and Some 

ambush marketing is occurred accidentally. 

 

2.4.2 Counter attack strategies 

Many case the ambush marketing are legal by law. The reason is ambushers 

hire some lawyers to understand and do marketing campaigns which are associated 

without overstepping legal boundaries (Farrelly,2005) Even if ambushers perform in the 

“Grey Zone”, there still are a few legal models of ambush marketing (Hartland and 

Skinner,2005) 

In Term of Event owners as IOC and FIFA, they are not athlete owners, thus 

ambushers use this gap to create marketing campaign. According to Pitt (2010) 

represents that sponsorship companies get negative attitude toward to themselves 

because they undertake too much legal action again ambushers. There are not 

sufficiently government and legal system to prevent event organisers and official 

sponsors from ambush marketing, so there are many legal strategies to protect benefit 

of sponsorship. 

1. Using unique logos and brand names for official sponsors 

Event owners offer the protection as event logo or programme for partner 

marketing campaign. It is easy for consumer to identify the different between 

sponsorship and ambusher. For example, Olympic protection act was created in 1987, 

this act says about the protection of using the Olympic rings and associated trademarks. 
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2. Making clear exclusivity agreements 

Event owners set an exclusive agreement for their partners, In FIFA World 

Cup, 2006, the part of official sponsor was Master card. From that agreement, FIFA 

offered the exclusively campaign as people only purchased an event ticket via by Master 

Card (Hartland & Skinner, 2005). 

3. Forming a sponsor’s protection committee directed by competent sports 

lawyers 

The big event owners have their protection methods for guarantee the right 

to sponsor. The IOC, International Olympic Committee, wrote the guidelines for apply 

in the Olympic Game. Moreover, hit squad was developed by IOC to control ambush 

marketing in the Olympic (Meenaghan, 1996) 

4. Sponsoring both the event and its broadcast 

The prevention of ambush strategies is that event owners offer sponsor to do 

broadcast and event. 

 

 

2.5 Attitude towards brand 

In order to increase awareness, many brands become associated with an 

event. This method can become in the memory of people and brands. (Keller, 1993). 

Due to Keller (1993) the component of brand image is attitude towards a brand. The 

meaning of Brand image is described as "perceptions about a brand as reflected by the 

brand associations held in memory”. The definition of Brand attitude is “consumers' 

overall evaluations of a brand” Both of brand image and brand attitude are related to 

purchase intension. 

According to Fill (2005), Attitudes come from past experiences and serve as 

connection between thoughts and behaviour. Attitudes also link to product and 

communications. In Figure5, it represents three components of attitudes. 
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Figure 5. Components of Altitude Toward Brand 

 

Cognitive component  

The cognitive component means the degree of knowledge and beliefs held 

by individuals about a product or the beliefs about exclusive attributes of the offering. 

For this research, the impact of the level of knowledge about ambush marketing on 

brand attitude will be examined.   

 

Affective component  

The affective component refers to feelings, sentiments, moods and emotions 

in a product. This feeling is related to object which consumers have evaluated by express 

the feelings held about a product (e.g. good, bad, pleasant, unpleasant) For this research, 

the feelings held about the brands will be examined.   

 

Conative component  

The conative component is related to the individual’s intention to behave in 

a certain way. This component refers to observable behaviour. For this research, 

recommendation and of respondents will be examined. 
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2.6 Hypotheses 

Many people are interesting sport events, Olympic. Brands try to do 

marketing activities which are related to those events. It can influence consumer 

attitude. Most consumers do not exactly know which official sponsors are, so attitude 

toward event should influence to attitude toward brand. This research is designed to 

relate with Olympic 2016 in Rio De Janeiro. This leads to the first hypothesis: 

H1: A higher degree of feeling toward event influences to attitude 

towards to brand.  

 

The formation of consumers’ attitude towards a brand consists of a cognitive, 

affective and conative component (Fill, 2005). while consumers do not understand 

completely in the sponsorship, they will easily allure and involve to ambushers. This 

increased knowledge concerning ambush marketing or sponsorship might in turn affect 

the consumers’ attitude towards the brand of ambushing or sponsoring companies. This 

leads to the second hypothesis:   

H2: The attitude towards ambush marketing affects the attitude 

towards the brand of an ambushing company. 

 

The interesting reality of ambush marketing is consumers have a lack of 

knowledge or idea about what sponsorship or ambusher are, this leads to the following 

hypothesis: 

H3:  Consumers’ knowing about ambush marketing / sponsor affect to 

right of advertising in the event.  
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Figure 6. Research model 
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CHAPTER III 

RESEARCH METHOLOGY 

 

 

This chapter cover methods and techniques to understand consumers’ 

attitude towards brand in Olympic game ,2016. It describes steps of research method as 

sample design, sample selection, research questionnaire, data collection and data 

analysis respectively. 

 

 

3.1 Research Design 

This research understands consumer knowledge about sponsor and ambush 

marketing influence to consumers’ attitude toward to brand. Therefore, this study 

considers to be an explanatory study which is in the relationship between different 

variables, 1. Feeling to event 2. the attitude toward to brand, 3. the attitude towards 

ambushing and sponsoring companies, and 4. the level of consumer knowledge of 

ambush marketing. Following the diagram 1 represents research design which use to 

understand hypotheses 

 

Figure 7. Research design 
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3.2 Sample Selection  

 

3.2.1 Sample characteristics 

Male and female who enjoy doing sport was target respondents. This 

research focuses on people who do sport activities in Lumpini Park, Jatujat Park and 

National stadium in Bangkok, Thailand. 

 

3.2.2 Sample size 

The minimum sample was 150 respondents because the research had 3 

influent advertisings to analysis consumers’ knowledge and attitude in ambush and 

sponsor marketing which had 2 ambushers and an official sponsor advertising material. 

Each material was 50 respondents, so total respondents are 3 materials x 50 respondents 

= 150 respondents. In each criterion, the multiple regression required at least 30 

respondent (Roscue,1975) 

 

3.2.3 Sampling method  

150 respondents were collected by non-probability judgment sampling 

method. The method selects the target respondents base on judgment (Statpac.com), 

thus people who run in the park were chosen to be respondents 

 

 

3.3 Research questionnaire 

The research of ambush marketing aims to understand customers’ attitude 

toward ambush strategies, customers’ knowledge in ambush marketing and impact of 

event to brand. This research used qualitative approach to analysis association between 

each variable. Paper-based questionnaires were used to collect data. 

The questionnaires consist of 4 parts which base on hypotheses. 

Part A: Demographic 

Part B: Impact of event to attitude toward brand  

Part C: Impact of ambusher or sponsor to attitude toward brand 

Part D: Customers’ knowledge in ambush marketing 
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Part A: Demographic 

This part represented respondents’ demographic profile which included 

gender, age, current occupation and monthly income. 

 

Table 2. Illustrated Part A Questionnaires 

 

 

 

 

 

 

 

 

 

 

 

 

 

Demographic 

Gender              …...Male    …...Female 

 

Age                   ..…..<20                        …...36-40 

            …..21-25                      …...41-45 

            …...26-30                     ……>46 

            …...31-35 

 

          Occupation         …...Student  

                           …...Government employee 

                           …...Employee 

                           …...Business Owner 

                           …...Unemployed 

 

Monthly Income ….... <10,000 Baht 

                           …… 10,001-30,000 Baht 

                           ….... 30,001-50,000 Baht 

                           ….... 50,001-70,000 Baht 

                           …....> 70,001 Baht 
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Part B: Impact of event to attitude toward brand  

This part studied effect of event to attitude toward brand by using the 

Olympic game in 2016 to be representative event. Coke and Pepsi which were 

representative to freshness category were used to study. A semantic differential rating 

was used to measure customers’ attitude toward brand and event. Scales of attitude 

toward brand was develop by Pitt et al. (2010) The scale consisted of 7-point semantic 

differential scale items. The highest score on each scale mean that the respondent had a 

positive evaluation. Each scale item used reference from Nancy Sears, 2014.  

 

Table 3. Illustrated Part B Questionnaires 
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Part C: Impact of ambusher or sponsor to attitude toward brand 

This part studied the impact of ambusher or sponsor to attitude toward brand 

by using the advertising material. The questionnaire was designed to understand how 

customers identify and attitude toward brand Each respondent was seen randomly 

advertising from Coke and Pepsi in figure 8 and used a semantic differential rating to 

determine attitude toward brand again. 

 

Table 4. Illustrated Part C Questionnaires 
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Figure 8 Coke: The official sponsor advertising  

 

Figure 9 Coke: The non-sponsor advertising  

 

Figure 10 Pepsi: The non-sponsor advertising  
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Part D: Customers’ knowledge in ambush marketing 

This part aims to understand impact and customers’ knowledge of ambush 

marketing. This parts designed to ask customers agree or disagree in following 

statement. 

 

Table 5. Illustrated Part D Questionnaires 
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3.4 Data collection  

 

3.4.1 Pivot Study 

Before the questionnaires will be launched, this research was conducted on 

20 respondents to look for ways to improve data and instruction 

 

3.4.2 Questionnaires distribution 

The questionnaires were allocated through Bangkok area, Lumphini park, 

Jatujat park and National stadium via face to face survey. The collected period was 4 

weeks after end of October. The Thai questionnaire in appendix B was used to conduct 

respondents. The English questionnaire is in Appendix C. 

 

 

3.5 Data analysis 

In order to understand hypotheses, this research uses SSPS to analysis the 

data which collect from target respondents.  

 

Part A represented to respondents’ demographic profile including gender, 

age, current occupation and monthly income. Descriptive analysis is used to 

measurement including mean, standard deviation, variance and frequency. 

 

Part B refers H1 which is A higher degree of feeling towards event 

influences to attitude towards to brand. To understand feeling towards to event which is 

Olympic game and attitude towards brands, Coke and Pepsi have changed following the 

Olympic game in 2016, a paired sample T-test is conducted. Moreover, using the same 

respondents can reduce error better than differences between participants. 

The paired sample T-test use to determine the influence level of feeling 

towards to event which is Olympic game and attitude towards brands, Coke and Pepsi 

between the variables FEELING TOWARDS EVENT and ATTITUDE TOWARDS 

BRAND BEFORE. 
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Part C refers H2 which is the attitude towards ambush marketing affects the 

attitude towards the brand of an ambushing company. To understand the attitude 

towards ambush marketing which are Coke and Pepsi through advertising material 

affects the attitude towards the brand of an ambushing company. This part is conducted 

by a paired sample.   

The paired sample T-test use to determine the influence level of feeling 

towards to event which is attitude towards brands, Coke and Pepsi between the variables 

ATTITUDE TOWARDS BRAND BEFORE and ATTITUDE TOWARDS BRAND 

AFTER. 

Part D refers to H3 which is Consumers who know about ambush marketing 

/sponsor affect to right identification of advertising in the event. To understand 

Consumers’ knowledge about ambush marketing / sponsor rights, The ANOVA is 

conducted.  
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CHAPTER IV 

DATA COLLECTION 

 

 

This chapter represents the data of research which was conducted in 150 

respondents. The data were analysed by using the statistical software application 

Statistical Package for the Social Science (SPSS) 

 

 

4.1 Demographic profile  

 The sample size is consisted of 150 Bangkokian consumers which was 

collected by paper-based questionnaire. The demographic data including gender, age, 

occupation and monthly income which show in table 6 are analysed by the frequencies 

of the descriptive statistics  

 

Table 6 Demographic profile of respondents 
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From the table 4.1, the major portion of gender is female as 60.7% (N=91). 

The another is male as 39.3% (N=59) 

 

The age range is divided into 7 groups, The large majority is 21-25 years old 

as 34.7% (N=52) and other age ranges are 26-30 years old (32.7%, N=49), 31-35 years 

old (13.3%, N=20), 36-40 years old (8.0%, N=12),  below 20 years old (6.0%, N=9), 

41-45 years old (3.3%, N=5 ) and more above 46 years old (2.0%, N=3) respectively. 

 

There are 5 group of occupation which are employees (42.0%, N=63), 

students (31.3%, N=47), government employees (16.0%, N=24), business owners 

(6.7%, N=10) and unemployed people (4.0%, N=6) respectively. The major occupation 

in this sample size is employees and the minor portion is unemployed people. 

 

Moreover, the major of respondents’ income is between 10,001 to 30,000 

Baht (43.3%, N=65) and other income range are 30,001-50,000 Baht (43.3%, N=65), 

below 10,000 Baht (18.0%, N=27), above 70,001 Baht (9.0%, N=6), and 50,001-70,000 

Baht (3.3%, N=5) respectively. 

 

 

4.2 Reliability assessment  

Before testing hypothesis, the measurement should do reliable reliability to 

accept the concept which are more feeling toward event influences to attitude towards 

to brand and the attitude towards ambush marketing affects the attitude towards the 

brand of an ambushing company 

 

To measure effect of ambush marketing, the research uses 7-point semantic 

different scale items which can be found in an appendix C. The scale was used to 

understand different scenarios as Olympic event, Brand and Ambush marketing. 
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Table 7 Reliability analysis of perception in event and brands  

 

Scales Cronbach’s Alpha  N of items  

Perception of Olympic 0.885 5 

Perception of Coke 0.934 8 

Perception of Pepsi 0.944 8 

Perception of Brand after 0.944 8 

 

From the table 7, It represents that Cronbach’s alpha of all perception is 

greater than 0.7, Perception of Olympic is 0.885, Perception of Coke is 0.934, 

Perception of Pepsi is 0.944 and Perception of brand after saw advertising is 0.944 

respectively, thus it means there is internal reliability in each set of perception of scale. 

Furthermore, no need to delete any items to increase the reliability of perception scale. 

 

 

4.3 Consumers’ feeling towards Olympic  

In order to understand consumers’ feeling towards to Olympic event, 

questions were designed by using Likert scale. The scale of feeling ranges in value from 

1 to 7. The result which is nearer 7 mean that consumers have more positive feeling to 

Olympic event. All statistic which found in appendix C represents the average, 

minimum and maximum of feeling towards to Olympic which show in table 8 

 

Table 8 Feeling towards Olympic 

 Min Max Mean 

Feeling towards Olympic 2.00 7.00 4.77 

 

The result shows that consumers have slightly positive feeling towards 

Olympic event as score 4.77 
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4.4 Consumers’ attitude towards brands. 

In order to understand attitude towards brands, this research uses 2 brands 

which are Coke and Pepsi to demonstrate effect of ambush marketing after Olympic, 

2016. During Olympic game, Coke was a sponsor in soft drink category (refreshness) 

Questions were designed by using Likert scale. The scale of feeling ranges in value from 

1 to 7. The result which is nearer 7 mean that consumers have more positive attitude 

towards brand. All statistic which found in appendix C represents the average, minimum 

and maximum of attitude towards brand which show in table 9 

 

Table 9 Attitude towards to brands 

 Min Max Mean 

Attitude to Coke 2.00 7.00 4.87 

Attitude to Pepsi 2.00 6.75 4.69 

 

The result shows that consumer have slightly positive attitude towards Coke 

and Pepsi as score of 4.87 and 4.69 respectively. It means that consumer have high 

attitude to brand Coke more than Pepsi. 

 

In the table 10 shows that all statistic which found in appendix C represents 

the average, minimum and maximum of attitude towards brand after consumer saw 

adverting material in 2 scenarios. 

 

Table 10 Attitude towards to brands after saw advertising 

    Min Max Mean 

 Sponsor  Attitude to Coke 3.25 6.38 4.81 

 Ambush  Attitude to Coke 3.00 7.00 5.02 

 Ambush  Attitude to Pepsi 2.00 7.00 4.49 

 

The results show that consumers, after saw advertising, Attitude towards 

Coke is still maintained and slightly increase, compared to attitude towards Coke before, 

in different group as ambush (5.02) and sponsor (4.81) respectively. The lowest attitude 

is Pepsi which is 4.49. Pepsi advertising refers to ambush marketing. All of attitude are 

slightly positive because they are higher than 4.00. 
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4.5 Sponsorship’s identification  

In order to know consumers’ identification in sponsorship and non-

sponsorship, they need to answer after they saw advertising picture. In this case, Coke 

was a sponsorship and others are Coke and Pepsi which created to demonstrate to non-

sponsorship. The data was analysed by using descriptive method (frequency).  

 

Table 11 Sponsorship and Ambusher identification 

 

 

Table 12 Sponsorship and Ambusher identification checking  

 

 

The results which in table 11 and table 12 represents, in case of correct 

identification, 68.0% (N=34) of consumers think that Coke is sponsorship, 30.0% 

(N=15) of consumers think that Coke is ambusher (non-sponsorship) and 42.0% (N=21) 

of them think that Pepsi is ambusher (non-sponsorship) respectively. In another case of 

incorrect identification which combine with wrong identification and not sure answer, 

32.0% (N=16) of consumers do not think that Coke is sponsorship, 70.0% (N=35) of 

consumers do not think that Coke is ambusher (non-sponsorship) and 58.0% (N=29) of 

them do not think that Pepsi is ambusher (non-sponsorship) respectively.   

 

 

 

Count Percentage Count Percentage Count Percentage Count Percentage

Sponsorship 34 68.0% 14 28.0% 22 44.0% 70      46.7%

Non sponsorship 10 20.0% 15 30.0% 21 42.0% 46      30.7%

Not sure 6 12.0% 21 42.0% 7 14.0% 34      22.7%

Total 50 100.0% 50 100.0% 50 100.0% 150    100.0%

Sum

Theme 

Coke sponsor Coke ambusher Pepsi Ambusher

Count Percentage Count Percentage Count Percentage Count Percentage

Correct 34 68.0% 15 30.0% 21 42.0% 70      46.7%

Incorrect 16 32.0% 35 70.0% 29 58.0% 80      53.3%

Total 50 100.0% 50 100.0% 50 100.0% 150    100.0%

Sum

Theme 

Coke sponsor Coke ambusher Pepsi Ambusher
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Moreover, research is designed to understand quotes which consumer refer 

to identification by asking open-end question in table 13 

 

Table 13 Quote of media to identification 

 

 

The result represents that consumers look for Brand logo as 32.7% (N=36), 

Olympic logo as 18.2% (N= 20), products as 8.2% (N=9) and Others. This pattern is as 

same as group of sponsorship and ambusher (non-sponsorship), they search on brand 

logo to identify and explain how brand associate with event. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Count Percentage Count Percentage Count Percentage Count Percentage

Theme 5 12.5% 1 3.3% 2 5.0% 8 7.3%

Athele 3 7.5% 1 3.3% 2 5.0% 6 5.5%

Logo brand 15 37.5% 9 30.0% 12 30.0% 36 32.7%

Logo olympic 6 15.0% 7 23.3% 7 17.5% 20 18.2%

Product 3 7.5% 3 10.0% 5 12.5% 11 10.0%

Familar 3 7.5% 4 13.3% 2 5.0% 9 8.2%

Others 5 12.5% 5 16.7% 10 25.0% 20 18.2%

40 100.0% 30 100.0% 40 100.0% 110 100.0%Total 

Coke sponsor Coke Ambusher Pepsi Ambusher Sum

Theme

Quote
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4.6 Customers’ knowledge in ambush marketing 

This data aims to understand consumers’ opinion in ambush marketing by 

showing statement and asking for agree or disagree. The questions are showed in the 

table 14 then analysed by using descriptive method to find frequency. 

 

Table 14 Consumers’ knowledge in ambush marketing 

 

 

Form the result, most of Consumers agree with 7 statements, I know ambush 

marketing (71.3%, N=107), consumers’ purchasing products and services have 

decreased because of ambush marketing, being an official sponsor positively affects to 

brand image (50.7%, N=76), a sponsor has right to do a marketing campaign thought 

event (84.0%, N=126), I still prefer to buy products and services when brands do an 

ambush marketing (75.3%, N=113), it was not a fair game for official sponsor (52.7%, 

N=79), if other brands were ambushers and many ambushers definitely affect to identify 

an official sponsor (56.7%, N=85) respectively. For another statement, 60.7% (N=91) 

of consumers disagree with consumers’ purchasing products and services have 

decreased because of ambush marketing. 

 

 

 

 

Count Percentage Count Percentage Count 

Accumulated

 Percentage 

Q1   I know ambush marketing 107 71.3% 43 28.7% 150 100.0%

Q2   I definitely prefer to buy products and 

services, when brands are the official sponsor 76 50.7% 74 49.3% 150 100.0%

Q3   Being an official sponsor positively affects to 

brand image 126 84.0% 24 16.0% 150 100.0%

Q4   A sponsor has right to do a marketing 

campaign thought event 127 84.7% 23 15.3% 150 100.0%

Q5   I still prefer to buy products and services, 

when brands do an ambush marketing 113 75.3% 37 24.7% 150 100.0%

Q6   Consumers’ purchasing products and services 

have decreased because of ambush marketing 59 39.3% 91 60.7% 150 100.0%

Q7    It was not a fair game for official sponsor, if 

other brands were ambushers 79 52.7% 71 47.3% 150 100.0%

Q8   Many ambushers definitely affect to identify 

an official sponsor. 85 56.7% 65 43.3% 150 100.0%

SumDisagreeAgree

Statement 
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4.7 Hypothesis testing  

4.7.1 Hypothesis 1 

H:1 A Higher feeling towards event influences to attitude towards to brand. 

In order to test level of feeling towards event influences to attitude towards 

to brand, this part uses a paired sample T-test to find out the relationship between 

FEELING FOWARDS EVENT and ATTITUDE TOWARDS BRAND BEFORE. 

 

Table 15 Paired sample test between perception of event and brands 

 

 

From table 15, It represents that feeling towards Olympic event and feeling 

towards Olympic brands have positive correlation (Coke which has Sig=0.000, 

Correlation=0.384 and   Pepsi has Sig=0.000 , Correlation=0.09)  Due to pair samples 

T-test, There are not any significant relationship in feeling to Olympic to attitude 

towards brands Coke (Sig =0.242) and Pepsi (Sig =0.356) because both two significant 

of method are higher than 0.05, Thus  The Hypothesis 1 is rejected. A Higher feeling 

towards event does not influence to attitude towards to brand. 
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4.7.2 Hypothesis 2  

H:2 the attitude towards ambush marketing affects the attitude towards the 

brand of an ambushing company. 

In order to understand effect of ambush marketing by using different criteria 

of advertising. This hypothesis uses pair simple T-test to find out relationship between 

the variables ATTITUDE TOWARDS BRAND BEFORE and ATTITUDE 

TOWARDS BRAND AFTER 

 

Table 16 Paired sample test between perception of brands before and after 

 

 

From table 16 represents that there is positive correlation in advertising base 

on the sport event. A sponsorship which was Coke has Sig=0.000, Correlation=0.543. 

An ambusher which was Pepsi has Sig=0.000, Correlation=0.637. Moreover, this 

research also finds out that if Coke were an ambusher, how would adverting affect to 

consumers? It shows that It has positive correlation because of Sig=0.0000 and 

Correlation =0.637. Due to paired sample T-test, there are not any significant 

relationship in advertising of sport event with attitude to brand because Sig of coke, 

sponsorship and ambusher, and Pepsi, ambusher, are greater than 0.05, so Hypothesis 2 
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is rejected. The attitude towards ambush marketing does not affect the attitude towards 

the brand of an ambushing company.  

 

Moreover, the research also tests in perception in the brand after did 

advertising in event by using ANOVA. The results in the table 17 shows that there is 

not any significant (sig 0.628 is greater than 0.05), so doing adverting in the sport event 

does not increase brand perception or attitude. 

 

Table 17 ANOVA of Increasing of brand perception 

 

 

4.7.3 Hypothesis 3 

H:3 Consumers who know about ambush marketing / sponsor affect to right 

identification of advertising in the event. 

To test this hypothesis, it uses Q1 which refers to I know ambush marketing 

and event identification. From table, It shows that 71.3 % of consumers know about 

ambush marketing and 46.7% of consumers can identify correctly sponsor or ambusher 

in the Olympic event. 
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Table 18 ANOVA of brands’ identifications and consumers know in ambush 

marketing 

 

 

The result show that the sig (0.515) of ANOVA is greater than 0.05, thus the 

hypothesis 3 is rejected. Consumers who know about ambush marketing / sponsor do 

not affect to right identification of advertising in the event. 
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CHAPTER V 

DISSCUSION AND CONCLUDSION 

 

 

5.1 Summary of finding  

 

5.1.1 Does sport event can influent to consumers’ attitude to brands? 

and Do sponsorship or ambusher can influent to consumers’ attitude to brands? 

In the consumer centric era, Many marketers believe that the good way to 

allure consumers by using advertising which is related to their interesting, but a number 

of consumer is also looking for hedonistic things which are exclusive products or 

services too ( Arnould and Tierney, 1995) 

 

From study, it shows that the Olympic event, sponsorship and ambusher do 

not influence attitude of Thai consumers because the brand in this studying does not 

have any exclusive products as Samsung mobile (Olympic sponsorship) which had 

galaxy S7 edge Olympic edition. There were marketing activities in some countries, for 

example Coke and McDonald had co-marketing in Brazil.  

 

 

Figure 12 Samsung galaxy S7 edge Olympic 2016 edition 
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Another reason is Thai consumers’ involvement. They did not involve in this 

event as much as marketer’s expectation because this event is not popular as Fifa euro 

2016 which is a football event because the most popular sport for Thai people is football. 

Many people enjoyed watching and playing bet. They know football player better than 

Olympic sport player and they are a fan club of some countries, so they were following 

that event during period. 

 

5.1.2 Do Thai consumer really think about ethic in ambush marketing? 

From the result, many Thai consumers know ambush marketing and they 

believe that being a sponsorship has benefit to sponsor brand, but Thai consumers still 

prefer to purchase from ambusher because of product and marketing activity. 

 

Product: for the research shows that Coke and Pepsi are substitution goods, 

so if brands can serve consumer in the right time, those brands will gain sale and brand 

image too. 

 

Marketing activity: some Thai people do not care about advertising, if brand 

do others activities which link to event as broadcast live or hard promotion in their store 

because it helps to increase sale and brand image. For example, sport retail in Thailand, 

Supersports, did monthly promotion by using Olympic theme. 

 

Moreover, from research also shows that people know in ambush marketing 

do not affect to right identification of advertising in the event, so they do not really know 

in ambush marketing and how to be a good loyalty in the event involvement as 

purchasing, loyalty or ethic.  

 

 

5.2 Limitation 

5.2.1 Advertising media and manipulation  

Due to legal system of Olympic ,2016, it effects to some brands do 

advertising invisibly. Mostly advertising is from sponsorship. Coke, a sample brand in 

the research, did series advertising which combined idea of taste of feeling and that is 
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gold. The company used national athlete from each nation as USA, Brazil and Australia. 

Moreover, Coke did co-advertising with McDonald in brazil to celebrate during 

Olympic ,2016. In the other hands, Pepsi did not do any advertising which related to 

event, so It was hard to look out the fitted media to compare.  

 

Another reason is advertising manipulation, the media only found in Brazil 

so it caused to Thai consumers did not familiar to those advertising media. They might 

have showed opinion base on their believe more than reason. 

 

5.2.1 Consumers’ involvement   

Thai consumers might not involve in the Olympic event because of different 

time zone. While there was taekwondo match in the morning at Rio De janiro, Thai 

audiences went to the bed. Thai consumer often missed attractive matches. Sponsor 

advertisings were ignored by time zone too. If Thai people did watch sport matches, 

Advertising medias would be missed. Moreover, Olympic event which is a sport event 

cannot link to Thai consumers interesting because it is not popular sport event as same 

as Fifa Euro which is a football event. 

 

 

5.3 Recommendations  

From the research shows that consumers understand unclearly to 

sponsorship, so they cannot identify which brand is a sponsorship in sport event. This 

cause also consumers’ perception to fluctuate while consumers still have not idea to 

judge sponsorship and ambusher. The recommendation for sponsorship and ambusher 

are below. 

 

5.3.1 Marketing activity 

Due to the result, it shows that the sport event and ambush strategy do not 

influent to Thai consumers’ perception. For sponsorship, they should do a unique 

marketing. For example, they should produce exclusive products as galaxy S7 edge 

Olympic edition. It is good to brand identification and brand image. Regarding to IOC 

agreement, some ambushers which are national sponsorship. They need to do marketing 
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activities following to IOC agreement. For real ambushers, they can use marketing tools 

to promote their brand and product because consumers still purchase products or 

services which they want. The brand needs to hire lawyer to understand event rules and 

find the benefit gap for advertising. 

 

5.3.2 Sponsorship and Event owner 

Thai consumers know about ambush marketing but they do not realise about 

marketing’s ethic because they have a lack of knowledge in the sponsor strategy. Event 

owner and sponsorship must protect the right benefit of sponsorship and event owner. 

Sometimes, using legal system is not enough. They must inform consumers by invisible 

event’s trademark and event’s knowledge. Those activities may spend more high cost. 

It will be valuable in the long term if consumers recognise that how to notice what is the 

sponsorship. 

 

5.3.3 Future research  

For the future research needs to concern more in the time zone and consumer 

interesting. The next event should have time zone as same as Thai consumer behaviour 

and relate to their insight such as AFF Suzuki cup or Fifa Euro, so consumers will have 

more involvement in the event and explode media easily.  

 

Another topic is about Purchase intension. Most of Purchase intension is 

related to attitude towards brands. When consumers have a good attitude, they might 

purchase product or service from the brands during the event. This evaluation is very 

useful to do product and media planning for sponsorship and ambusher in the future. 
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APPENDIX A 

DATA TABLE  

 

 
1) Frequency table of Olympic feeling 
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2) Frequency table of attitude towards Coke       
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3) Frequency table of attitude towards Pepsi 
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4) Frequency table of attitude towards Coke (sponsorship) 
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5) Frequency table of attitude towards Coke (ambusher) 
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6) Frequency table of attitude towards Pepsi (ambusher) 
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APPENDIX B 

QUESIONAIRES (THAI VERSION) 

 

 

ทศันคติของลูกค้าทีม่ผีลต่อแบรนด์ในงานเเข่งขนักฬีา 

เเบบส ำรวจสอบถำมฉบบัน้ีจดัท ำข้ึนเพ่ือเปรียบเทียบเเละทศันคติของลูกคำ้ต่อแบรนดท่ี์เป็นผูส้นบัสนุนอยำ่งเป็นทำงกำร
เเละผูส้นบัสนุนเเอบเเฝงในงำนโอลิมปิคปี2016 ท่ีประเทศบรำซิล 

กลุ่มบุคคลเป้ำหมำยในกำรท ำเเบบส ำรวจคือ  ผูท่ี้ชอบดูกีฬำเเละออกก ำลงักำยท่ีอำศยัอยูใ่นจงัหวดักรุงเทพมหำนคร
ประเทศไทย 

ทศันคติต่อเเบรนดคื์อ  ควำมเช่ือม,ควำมรู้สึก,พฤติกรรมเเละปัจจยัอ่ืนๆท่ีส่งผลต่อกำรเเสดงออกมำในรูปของทศันคิต 
(Giner-Sorolla 1999) 

ข้อมูลทัว่ไป 

เพศ                        …...ชำย    …...หญิง 
อายุ                        .…..<20                        …...36-40 

               …..21-25                      …...41-45 

               …...26-30                     ……>46 

               …...31-35 

          อาชีพ                       …...นกัเรียน/นกัศึกษำ 
                             …...พนกังำนรำชกำร 
                             …...ลูกจำ้ง 
                             …...เจำ้ของกิจกำร 
                             …...วำ่งงำน 

รายได้ต่อเดือน             ….... <10,000 บำท 

                             …… 10,001-30,000 บำท 

                             ….... 30,001-50,000 บำท 

                            ….... 50,001-70,000 บำท 

                             …....> 70,001 บำท 
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หัวข้อที1่ : ความรู้สึกต่องานเเข่งขันกฬีาเเละทศันคตต่ิอเเบรนด์                 

ควำมรู้สึกต่องำนเเข่งขนักีฬำ 
กรุณำให้ระดบัควำมรู้สึกต่องำนโอลิมปิคปี2016 

 

เเยท่ี่สุด 
       

ดีท่ีสุด 

ไม่ชอบท่ีสุด 
       

ชอบท่ีสุด 

น่ำเบ่ือท่ีสุด 
       

น่ำสนใจท่ีสุด 

ไม่พอใจเป็นท่ีสุด 
       

พอใจเป็นท่ีสุด 

ให้ควำมรู้สึกในเชิงลบท่ีสุด 
       

ให้ควำมรู้สึกในเชิงบวกท่ีสุด 

 
ทัศนคติต่อเเบรนด์ 

กรุณำให้ระดบัทศันคติต่อเเบรนดโ์คก้ 
 

อ่อนท่ีสุด 
       

เเขง็เเรงท่ีสุด 

ธรรมดำท่ีสุด 
       

โดนเด่นท่ีสุด 

ไม่ดึงดูดท่ีสุด 
       

ดึงดูดท่ีสุด 

ใหท้ศันคติในเเง่ลบท่ีสุด 
       

ใหท้ศันคติในเเง่บวกท่ีสุด 

ฉนัไม่ชอบท่ีสุด 
       

ฉนัชอบมำกท่ีสุด 

ไม่น่ำเเนะน ำมำกท่ีสุด 
       

น่ำเเนะน ำมำกท่ีสุด 

ไม่น่ำสมัผสัมำกท่ีสุด 
       

น่ำสมัผสัมำกท่ีสุด 

น่ำเบ่ือมำกท่ีสุด 
       

น่ำสนใจมำกท่ีสุด 
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กรุณำให้ระดบัทศันคติต่อเเบรนดเ์ป็ปซ่ี 

อ่อนท่ีสุด 
       

เเขง็เเรงท่ีสุด 

ธรรมดำท่ีสุด 
       

โดนเด่นท่ีสุด 

ไม่ดึงดูดท่ีสุด 
       

ดึงดูดท่ีสุด 

ใหท้ศันคติในเเง่ลบท่ีสุด 
       

ใหท้ศันคติในเเง่บวกท่ีสุด 

ฉนัไม่ชอบท่ีสุด 
       

ฉนัชอบมำกท่ีสุด 

ไม่น่ำเเนะน ำมำกท่ีสุด 
       

น่ำเเนะน ำมำกท่ีสุด 

ไม่น่ำสมัผสัมำกท่ีสุด 
       

น่ำสมัผสัมำกท่ีสุด 

น่ำเบ่ือมำกท่ีสุด 
       

น่ำสนใจมำกท่ีสุด 
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หัวข้อที2่ : ผลกระทบของส่ือโฆษณาทีม่ผีลต่อทศันคตขิองเเบรนด์   

หลงัจากที่ดูภาพโฆษณาเเล้ว 

คุณคิดวำ่เเบรนดท่ี์เห็นจำกโฆษณำเป็นผูส้นบัสนุนอยำ่งเป็นทำงกำรเเละผูส้นบัสนุนเเอบเเฝงในงำนโอลิมปิคปี2016 ท่ีประเทศ
บรำซิล 
     …. ผูส้นบัสนุนอยำ่งเป็นทำงกำร            …. ผูส้นบัสนุนเเอบเเฝง               ….ไม่เเน่ใจ                
 

ท ำไมถึงคิดว่ำเเบรนดน์ั้นเป็นผูส้นบัสนุนอยำ่งเป็นทำงกำรเเละผูส้นบัสนุนแอบแฝง 
  …………………………………………………………………………………………

…………………………………………………………………………………………

…………………………………………………………………………………………

…………………………………………………………………………………………

………………………………………………………………………………………… 

 

กรุณำให้ระดบัทศันคติต่อเเบรนด ์

อ่อนท่ีสุด 
       

เเขง็เเรงท่ีสุด 

ธรรมดำท่ีสุด 
       

โดนเด่นท่ีสุด 

ไม่ดึงดูดท่ีสุด 
       

ดึงดูดท่ีสุด 

ใหท้ศันคติในเเง่ลบท่ีสุด 
       

ใหท้ศันคติในเเง่บวกท่ีสุด 

ฉนัไม่ชอบท่ีสุด 
       

ฉนัชอบมำกท่ีสุด 

ไม่น่ำเเนะน ำมำกท่ีสุด 
       

น่ำเเนะน ำมำกท่ีสุด 

ไม่น่ำสมัผสัมำกท่ีสุด 
       

น่ำสมัผสัมำกท่ีสุด 

น่ำเบ่ือมำกท่ีสุด 
       

น่ำสนใจมำกท่ีสุด 

เศร้ำหมองมำกท่ีสุด 
       

สดช่ืนมำกท่ีสุด 
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กรุณาเเสดงเลือกข้อความทีเ่ห็นด้วยเเละไม่เห็นด้วยดงัต่อไปนี ้

 

ข้อความ เห็น
ด้วย 

ไม่เห็น
ด้วย 

  ฉนัรู้จกักำรตลำดแอบแฝง 
  

  ฉนัเลือกท่ีจะซ้ือสินคำ้เเละบริกำรจำกเเบรนดท่ี์เป็นผูส้นบัสนุนอยำ่งเป็นทำงกำรมำกกวำ่
ผูส้นบัสนุนเเอบเเฝง 

  

  กำรเป็นผูส้นบัสนุนอยำ่งเป็นทำงกำรส่งผลดีต่อภำพลกัษณ์เเบรนด ์
  

  ผูส้นบัสนุนอยำ่งเป็นทำงกำรมีสิทธิท่ีจะสร้ำงกิจกรรมกำรตลำดผ่ำนงำนเเข่งขนักีฬำนั้นๆ 
  

  ฉนัยงัคงเลือกท่ีจะซ้ือสินคำ้เเละบริกำรจำกเเบรนดท่ี์เป็นผูส้นบัสนุนเเอบเเฝงถึงเเมท้รำบว่ำเเบรนด์
นั้นๆเป็นผูส้นบัสนุนเเอบเเฝง 

  

  กำรซ้ือสินคำ้เเละบริกำรของผูบ้ริโภคลดลงเม่ือรู้วำ่เเบรนดน์ั้นๆเป็นผูส้นบัสนุนเเอบเเฝง 
  

   กำรเป็นผูส้นบัสนุนเเอบเเฝงส่งผลเสียต่อผูส้นบัสนุนอยำ่งเป็นทำงกำร 
  

  กำรเป็นผูส้นบัสนุนเเอบเเฝงส่งผลให้ลูกคำ้ไม่สำมำรถระบุผูส้นบัสนุนอยำ่งเป็นทำงกำรได ้
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APPENDIX C 

QUESIONAIRES (ENGLISH VERSION) 

 

 
Effect of Ambush Marketing to Customers’ Attitude Towards Brand in 

Olympic Game 2016 
Compare and contrast an official sponsor and ambush marketing in sport event 

(Olympic 2016)  

This survey is focusing on people who love to play or watch sport in Bangkok, 

Thailand. 

Attitude towards brand is. “implicit in beliefs, feelings, behaviors and other 

components and expressions of attitudes” (Giner-Sorolla 1999) 

 

Demographic 

Gender              …...Male    …...Female 

Age                    .…..<20                        …...36-40 

            …...21-25                      …...41-45 

            …...26-30                     ……>46 

            …...31-35 

          Occupation         …...Student  

                           …...Government employee 

                           …...Employee 

                           …...Business Owner 

                           …...Unemployed 

Monthly Income ….... <10,000 Baht 

                           …… 10,001-30,000 Baht 

                           ….... 30,001-50,000 Baht 

                           ….... 50,001-70,000 Baht 

                           …....> 70,001 Baht 

 

Section 1: Feeling to sport event and attitude to brand                   

Feeling toward to sport event 
Please rate your feeling to Olympic 2016 

 

Very bad   
       

Very good  

Very unlikable  
       

Very likable 

Very boring  
       

Very interesting 

Very unpleasant 
       

Very pleasant 

Very negative  
       

Very positive 
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Attitude toward to brand  
Please rate your attitude to Coke 

 

Very weak  
       

Very strong  

Very general  
       

Very distinctive 

Very unattractive 
       

Very attractive 

Very negative  
       

Very positive 

Do I not at all  
       

I love very much 

Very unadvisable 
       

Very advisable 

Very untouchable 
       

Very touchable 

Very boring  
       

Very interesting 

 

 

Please rate your attitude to Pepsi 

 

Very weak  
       

Very strong  

Very general  
       

Very distinctive 

Very unattractive 
       

Very attractive 

Very negative  
       

Very positive 

Do I not at all  
       

I love very much 

Very unadvisable 
       

Very advisable 

Very untouchable 
       

Very touchable 

Very boring  
       

Very interesting 
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Section 2: Advertising effects to Attitude to brand   
 

After you saw the advertising  
Do you think brand which you saw was a sponsor or non-sponsor? 

 

          …. Sponsor                         …. Non- sponsor                …. I am not 

sure                

 

Why do you think brand which you saw was a sponsor or non-sponsor?        

  …………………………………………………………………………………………

…………………………………………………………………………………………

…………………………………………………………………………………………

…………………………………………………………………………………………

………………………………………………………………………………………… 

please rate your attitude to brand again 
 

Very weak  
       

Very strong  

Very general  
       

Very distinctive 

Very unattractive 
       

Very attractive 

Very negative  
       

Very positive 

Do I not at all  
       

I love very much 

Very unadvisable 
       

Very advisable 

Very untouchable 
       

Very touchable 

Very boring  
       

Very interesting 

Very depress 
       

Very refresh 
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Please tick statement below  
 

Statement Agree Disagree 

  I know ambush marketing 
  

  I definitely prefer to buy products and services, when brands 

are the official sponsor 

  

  Being an official sponsor positively affects to brand image  
  

  A sponsor has right to do a marketing campaign thought 

event 

  

  I still prefer to buy products and services, when brands do 

an ambush marketing 

  

  Consumers’ purchasing products and services have 

decreased because of ambush marketing  

  

   It was not a fair game for official sponsor, if other brands 

were ambushers  

  

  Many ambushers definitely affect to identify an official 

sponsor. 
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