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Abstract

The Bangsaen 42 Chonburi Marathon is the most attended full-marathon event in 
Thailand and a high-standard running event classified as the World Athletics Elite 
Label Road Race. The increase in runners reflected the response from both regular and 
new runners. This mixed methods study aimed to analyze branding processes, market-
ing communication perceptions, brand personality, and the relationships between per-
ceptions of marketing communication and brand personality. The qualitative approach 
involved in-depth interviews with three key informants. A quantitative approach was 
applied to the questionnaire. The sample included 400 runners who participated in 
this event using nonprobability sampling. Data were analyzed using descriptive sta-
tistics and Pearson’s correlation statistics, with a significance level of 0.05. The results 
showed three brand-building processes: 1) strategic brand analysis of runners’ needs, 
organizing marathon running events in Thailand, and self-analysis; 2) brand identity 
system under the only marathon running event in Thailand with world-class standards 
under the concept of “The passion of world-class marathon” and brand value of “You 
will run a full marathon with world-class standard;” 3) brand identity implementa-
tion systems through various media to demonstrate sound management. This sample 
group perceived marketing communication at a moderate level, and the perceptions 
of brand personality of the marathon met the competence the most. The relationships 
between marketing communication and perceptions of sincerity were positively cor-
related, with a correlation coefficient of 0.46 and a statistical significance of 0.05.
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INTRODUCTION

During market competition with the increasing number of products 
or services nowadays, a product brand plays a significant role in doing 
business because consumers will recall the distinctive and recogniz-
able brand as the priority. A brand represents the product or service 
of that company, resulting from the making of the product or service 
by the marketer by creating an identity and image for the brand. As 
a result, the brand seems unique and different from others, as well as 
having meaning and value in the minds of consumers, leading to the 
brand’s reputation (Boonchutima & Rungwimolsin, 2017). Brands are 
important to manufacturers, suppliers, and consumers, as they help 
consumers see the differences between products and help build con-
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fidence in consumers that they will receive high-quality and high-standard products. It also helps the 
consumer’s purchasing decision process and increases sales for manufacturers and distributors. Thus, 
marketers can determine the location of their products, reduce price competition between manufactur-
ers and suppliers, encourage manufacturers and distributors to take responsibility for consumers, and 
strive to develop products better to meet consumer demands (Ruengruangpol, 2020).

The Bangsaen 42 Chonburi Marathon is a 42.195 km full marathon mutually organized by MICE and 
Communication, the Chonburi Provincial Administrative Organization, and Saensuk Municipality. 
The event started in 2017 under the concept of “The Passion of World-Class Marathon.” It was de-
veloped to reach the World Athletics Gold Label Road Race standard and the Boston Marathon, the 
Tokyo Marathon, and the Berlin Marathon by 2022. In 2020, the Bangsaen 42 Chonburi Marathon 
won the World Athletics Bronze Label Road Race award (Online Manager, 2020). In 2021, Mr. Ratt 
Jirotwanichakorn, Managing Director of MICE and Communication Company Limited, mentioned 
that due to the epidemic situation of COVID-19, the standard format has been adjusted from the original 
format to provide flexibility in organizing races worldwide. The Bangsaen 42-2021 Chonburi Marathon 
ranked at the World Athletics Elite Label Road Race level, a high standard of competition. The Bangsaen 
42 Chonburi Marathon is the only marathon event with the most runners participating in Thailand, 
and the number of runners is increasing yearly. It reflects the responses of consumers: regular and new 
runners. It also shows brand building, marketing communication, and the standard of running events 
that can attract many runners to participate. However, when reviewing research on activity-type brand-
ing, there still needs to be more investigations on active organizations’ marketing communication per-
ceptions and brand personality. As of now, there is only one study on the Bangsaen 21 running event.

1. LITERATURE REVIEW  

AND HYPOTHESIS

A strong brand can create added value for the 
products or services of that business due to unique 
identity creation and attributes. This is a way to 
differentiate and make consumers remember a 
brand. Branding is generated from

1. Attribute, which refers to the appearance of 
the product that makes it memorable;

2. Benefits, which refer to the properties of the 
product;

3. Value, which refers to the feeling that custom-
ers receive from the product; and

4. Personality, which refers to the identity of the 
brand.

Aaker (1996) stated that strategic brand analy-
sis consists of three sub-steps: consumer analysis, 
competitor analysis, and self-analysis. In accor-
dance with Temporal (2002), branding starts with 
marketing. The heart of branding was to study the 
inside-out, how consumers perceive the brand, and 

what attitudes and behaviors customers have when 
buying or using products to use that information to 
create an opportunity to develop products to meet 
the needs of consumers. Brand identity system 
consists of four sub-steps: core identity and extend 
identity, brand value proposition, credibility, and 
brand-customer relationships. Temporal (2002) al-
so mentioned that the brand value proposition was 
important and necessary for branding. However, 
the branding strategy did not represent the value of 
brand by utilizing various benefits from the func-
tional benefit of the brand, and consumers did not 
buy or use products by using rational thought as 
the basis for decision, but emotional capital instead. 
So, the brand value proposition must bring emo-
tional benefit and self-express benefit of consumers 
as a branding strategy. Brand identity implementa-
tion system consists of three sub-steps: brand posi-
tioning, active communication together with alter-
native communication, and tracking. According to 
Kapferer (2008), communication is a tool of brand-
ing. If a brand has no communication, it does not 
differentiate from its competitors. However, doing 
research and product development must not be ne-
glected because the results of that research will al-
low the branding to be created faster and reach large 
groups of people faster as well.  
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Brand personality designation is very important 
for branding because brand personality encour-
ages consumers to feel that the products are for 
themselves, and consumers decide to buy prod-
ucts that reflect their personality the most (Dolich, 
1969 cited in Smithikrai, 2020). Mulyanegara et 
al. (2009) found that consumers use brands to ex-
press their personalities. Those with highly con-
scientious personality traits appreciate reliable 
and consistent brands; those with self-disclosed 
personality traits like brands that reflect social 
personality. Brand personality is a key strategy in 
building a strong brand. It is also a tool to create a 
competitive advantage because brand personality 
is difficult to imitate (Polyorat, 2008). Therefore, 
brand personality must be positioned in branding 
and able to convey the desired brand personality 
through effective marketing communications to 
create brand perceptions in the minds of consum-
ers, leading to the decision to buy specific prod-
ucts later.

Marketing communication is the process by 
which the organization conveys to the target 
groups in both internal and external organi-
zations to inform, convince, and recall them 
(Teerasorn, 2019). It is a marketing technique 
to target consumers to inf luence their attitudes 
and behaviors (Kotler & Armstrong, 2011). 
Marketing communication that can send the 
press to the consumer group effectively is the 
use of various marketing communication tools, 
including advertising, promotion, public rela-
tions, press releases, direct selling, direct mar-
keting, packaging, special events, patrons, and 
customer service (D. Teepapal & T. Teepapal, 
2010). Therefore, marketing communication 
plays an important role and is recognized as 
an essential factor that leads to brand success. 
Recently, all organizations have focused on 
marketing communication.

Therefore, it is interesting to study branding, per-
ceptions of marketing communication, and per-
ceptions of brand personality in the Bangsaen 42 
Chonburi Marathon to understand the branding 
processes that make this running event successful. 
Therefore, this study aims to study:

1. The branding processes of the Bangsaen 42 
Chonburi Marathon;

2. The marketing communication and brand 
personality perceptions of the Bangsaen 42 
Chonburi Marathon; and

3. The relationship between marketing commu-
nication and brand personality perceptions of 
the Bangsaen 42 Chonburi Marathon.

Following the literature review and the concep-
tual model (Figure 1), the research hypothesis is 
as follows:

H1: Marketing communication is relevant to 
the brand personality perceptions of the 
Bangsaen 42 Chonburi Marathon. 

2. METHODS

This study used mixed methods:1) qualitative re-
search with in-depth interviews and 2) quantita-
tive research with a survey method. The Human 
Research Ethics Committee of Burapha University 
approved the research concept. The certificate 
number is IRB2-161/2021 for the HU 132/2021 re-
search project.

The qualitative research part measures the brand-
ing processes of the Bangsaen 42 Chonburi 
Marathon by using an in-depth interview with the 
knowledgeable persons to gain in-depth data. They 

Figure 1. Conceptual framework

Banding Marketing communication

Brand personality dimensions
1. Sincerity.
2. Excitement.
3. Competence.
4. Sophistication.
5. Ruggedness.
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are Mr. Ratt Jirotwanichakorn, Managing Director 
of MICE and Communication Company Limited 
and the organizer of the Bangsaen 42 Chonburi 
Marathon, Mr. Juthamas Sitthinukulchai, Deputy 
Managing Director of Business Development 
MICE and Communication Company Limited, 
and Mr. Khajongrit Sirillitanan, Assistant Manager 
of Corporate Communications of the MICE and 
Communication Company Limited. The struc-
tured interview is created by applying various 
concepts and theories to determine the correct-
ness and improve to make them more straightfor-
ward according to the research objectives before 
the interview for content validity. Methodological 
triangulation was used for data validation, which 
involves using observation methods together with 
interviews and studying data from document 
sources (Chantavanich, 2010). This creates cred-
ibility and trustworthiness in the quality of the 
research (Chuto, 2008). 

For data analysis, the study transcribed the inter-
views of the informant groups. It analyzed the da-
ta on the branding processes of the Bangsaen 42 
Chonburi Marathon, which was an analysis of the 
relevant objectives and theories. The steps were as 
follows:

1. Transcription of the interview: reviewing the 
data obtained and summarizing the prelimi-
nary information by classifying data by the 
research objectives. 

2. Data display: creating a temporary summary 
of information and collecting evidence to sup-
port the research to make the content more 
understandable. 

3. Conclusion: drawing results following the ob-
jectives mentioned above. 

4. Verification: confirming the validity and 
trustworthiness of the data. 

5. Interpretation: analyzing all research, creat-
ing a summary, and then checking for con-
firmations obtained from the concepts, theo-
ries, and related research to see the differences 
and similarities, as well as proposing further 
recommendations and guidelines for future 
research.

Regarding quantitative research, the popula-
tion was runners participating in the Bangsaen 
42 Chonburi Marathon. The total amount is un-
known. Therefore, the sample size was determined 
using the Cochran (1953) Unknown Sample Size 
formula with a confidence level of 95% and a signif-
icance level of 0.05. A total of 385 people were re-
cruited. The sample (400 runners at the Bangsaen 
42 Chonburi Marathon event) was chosen via 
purposive sampling and nonprobability sampling. 
The questionnaire was used as a research tool, 
which contained closed-ended questions divided 
into three parts:

1) demographic characteristics of the sample, 

2) ten items of marketing communication 
perceptions of the Bangsaen 42 Chonburi 
Marathon event and five levels of answers, and 

3) brand personality perceptions of the Bangsaen 
42 Chonburi Marathon using the Brand 
Personality Scale of Aaker (1997) with five 
types of brand personality for 42 items and 
five levels of answers (Babakus & Mangold, 
1992). 

Three experts assessed the content validity of the 
questionnaire, and the consistency index of all 
measures was between 0.7-1.00 (Kim & Jindabot, 
2022). Based on the responses of 30 samples, the 
reliability of the questionnaire on marketing com-
munication issues for the Bangsaen 42 Chonburi 
Marathon was 0.94, and that for brand personal-
ity was 0.96. Data were analyzed using descriptive 
statistics, including frequency, percentage, mean, 
and standard deviation. The inferential statistics 
from hypothesis testing were used by Pearson’s 
product-moment correlation coefficient with a sig-
nificance level of 0.05.

3. RESULTS

3.1.  Specifics of branding process

According to the qualitative results, the branding 
processes for the Bangsaen 42 Chonburi Marathon 
can be summarized into three steps. The first step 
is an analysis of product branding, which con-
tains three sub-steps. The first is consumers’ anal-
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ysis: Mice and Communication Company Limited 
studied common runners and found a growing 
number of exercising people and health lovers who 
come for running every year. Runners start the 
Bangsaen 42 Chonburi Marathon from Bangsaen 
21 Half Marathon. They needed to increase the 
distance of the marathon (42.195 km) because, 
from a runner’s point of view, the marathon is big-
ger than the half marathon, and the event own-
er discovered that the distances of marathons in 
Thailand are often included in other marathons, 
which caused inevitable failure in management. 
Therefore, the Bangsaen 42 Chonburi Marathon 
owner set the goal to meet runners’ requirements 
of the World Standard’s one-distance marathon 
and become a model for other marathons in 
Thailand. The arranged goal is high-end runners, 
as this event’s registration fee is higher than other 
marathons in Thailand. High spenders consider a 
marathon a trip, which becomes a new lifestyle; 
they are prepared to pay for the accommodation, 
food, and traveling fees. 

The second is rivals’ analysis: Mice and 
Communication Company Limited did not con-
sider other marathons in Thailand as rivals but 
as comparisons. There are three other significant 
distanced marathons in Thailand: Chombueng 
Marathon, Buriram Marathon, and Amazing 
Thailand Marathon Bangkok. Chombueng 
Marathon has been held for a long time with a 
widened group of clients, focusing on all genders, 
ages, and lifestyles. The event is managed like a 
university student event. Buriram Marathon fo-
cuses on the number of runners, coming from the 
basic needs of Buriram becoming a Sports City. 
This event is managed like sports events aiming to 
become an international event. Amazing Thailand 
Marathon Bangkok positioned itself as an inter-
national event. Knowledge is used to organize sig-
nificant sporting events, which leads to novelty 
in marathons. Each marathon has been differen-
tiated based on the owners’ knowledge. However, 
there are no a one-distance marathon in Thailand 
or with the world’s standardized management. 

The third is product branding analysis: Mice 
and Communication Company Limited is the 
owner of the Bangsaen 42 Chonburi Marathon. 
Consequently, it adapts conference management 
in this marathon, so the Bangsaen 42 Chonburi 

Marathon is known as a well-organized and trust-
worthy event. It maintains its promise for run-
ners. The event owner built a strong image of 
product branding for the Bangsaen 42 Chonburi 
Marathon. The Bangsaen 42 Chonburi Marathon 
is the only one-distance marathon in Thailand 
with the world’s standard. In 2020, the World 
Athletics Bronze Label Road Race was awarded 
the Bangsaen 42 Chonburi Marathon (Online 
Manager, 2020). In 2021, owing to the COVID-19 
pandemic, the standard was adjusted for higher 
flexibility in international road races.  

3.2.  Creating a systematic identify

The second step was to build a systematic iden-
tity that contains four sub-steps. First, building 
a significant and extended brand identity is vital. 
It was discovered that building a major identity 
of the Bangsaen 42 Chonburi Marathon brand 
started with the runners of the Bangsaen 21 Half 
Marathon, who expressed their need to increase 
the distance (42.195 km) and ensure sound man-
agement for the marathon. Therefore, Mice and 
Communication Company Limited set the goal 
of this event with the concept of “The Passion of 
World-Class Marathon.” This is a world-class dis-
tanced marathon in Thailand. Therefore, man-
agement must meet world-class requirements. 
This means that there are apparent standards for 
good management, registration, receiving t-shirts, 
and adapting modern technology to facilitate the 
meeting of runners’ requirements, routes, distanc-
es, and medical emergencies, including obvious 
regulations, to satisfy its runners. 

The owner used Puma, the world’s 3rd sports 
brand, to implement the world-class and CEP 
brands for the finisher t-shirt. This event was the 
first to produce fluorescent medals representative 
of November’s meteor. King Kong of Bangsaen is 
a special award for the top 100 finished runners, 
another strength of the Bangsaen 42 Chonburi 
Marathon. The food for all finishers is unique, 
such as the signature dish of each province, i.e., 
Bamboo Rice Nong Mon or Yellow Chicken 
Sticky Rice. 

Second, it is necessary to organize the presenta-
tion of the product branding’s value. The Bangsaen 
42 Chonburi Marathon has presented the value 
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of product branding, which means that run-
ners can join “The World Class Full Marathon.” 
Third, building credibility for product branding 
is crucial. It was discovered that the Bangsaen 
42 Chonburi Marathon was held by Mice and 
Communication Company Limited, which was 
also the owner of the Bangsaen 21 Half Marathon, 
coordinated with Saen Suk Municipality, which 
was the beat Half Marathon in Asia. It was also 
the first Half Marathon and the only marathon 
certified as the World Athletics Gold Label in 
2020 and the World Athletics Elite Label in 2022, 
so it was credible for experienced runners. In 
addition, the Bangsaen 42 Chonburi Marathon 
focuses on World-Class standards such as 100% 
traffic close throughout the event, standardized 
medical emergency, 100,000 THB of accident in-
surance cover, and Anti-Doping as IAAF Label 
Road Race. The Bangsaen 42 Chonburi Marathon 
also adapts new technology for the competition, 
such as an e-Slip system (electronic result sum-
marizing), result reporting via SMS for all run-
ners, face recognition for certain types of sup-
port; judging, photo search, special needs of 
runners; specific food, specific King Kong award, 
birthday surprise for runners on the day of re-
ceiving t-shirts and bibs. 

Fourth, building a relationship between product 
branding and consumers is required. Mice and 
Communication Company Limited presented 
to the runners that the Bangsaen 42 Chonburi 
Marathon is the best, as this Thai brand is world-
class standardized. The image of product brand-
ing has a strong and serious appearance, using 
blue and yellow, with King Kong as a logo. 

3.3.  Identity and product branding

The third step is to build identity into systemat-
ic product branding, which contains three sub-
steps. The first is the position and creation of the 
product branding. Mice and Communication 
Company Limited communicated that the 
Bangsaen 42 Chonburi Marathon is a world-
class marathon and the only distanced marathon. 
Moreover, Mice and Communication Company 
Limited displayed the quality and strengths, 
such as management and medical emergency 
of the marathon through media, which differs 
from other marathons. 

The second is a presentation of product branding. 
Apart from proactive communication, there are 
also promotional activities, seminars, and spe-
cial events for runners, such as “Bangsaen Series 
x Maybank Bali Marathon,” Cultural Exchange, 
and Building Good Relationship of Runners, with 
30 Thai representative runners running 10 km, 21 
km, and 42 km in Indonesia. 

The third is follow-up and evaluation of the 
product branding. It was discovered that a 
team from Burapha University researched the 
Bangsaen 42 Chonburi Marathon to study the 
runners’ population features, running behavior, 
and satisfaction related to the running event. 
Moreover, there is a follow-up and evaluation of 
the running event ranking via the WingNaiDee 
Page. It was awarded the No.1 running event in 
Thailand, “WingNaiDee Runners’ Choice,” in a 
Full Marathon consecutively for three years in 
2017, 2018, and 2019. Moreover, it was inspected 
by the applicants, who provided feedback and 
suggestions.

3.4.  Quantitative results

Regarding the quantitative results, the sample 
group consisted of more males than females, aged 
between 41 and 50, and graduated with a bach-
elor’s degree. The occupations mainly were pri-
vate company officers, with an income of 15,001 – 
30,000 THB. 

The sample group acknowledges marketing 
communication at an intermediate level. The 
perceptions came from the Facebook Page 
(BANGSAEN42), with an average of 4.83. The 
second-highest perception came from Line, 
with an average of 3.96. The third-highest per-
ception came from the Expo event of getting 
t-shirts and bibs, with an average of 3.95. The 
fourth-highest perception came from souve-
nirs, with an average of 3.94. The fifth highest 
perception came from the official website, aver-
aging 3.78. In addition, the sample group per-
ceived competence the most, with an average of 
4.31, followed by excitement, an average of 4.25, 
and ruggedness, an average of 4.08. The fourth 
highest was sincerity, with an average of 4.07. 
Luxury behavior had the lowest sophistication, 
with an average of 3.65.
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Table 1 shows the relationships between per-
ceptions of marketing communication and the 
brand personality of the Bangsaen 42 Chonburi 
Marathon event. Marketing communication and 
sincere personality traits were found to have posi-
tive relationships. The correlation coefficient (r) 
was 0.46, with a statistical significance of 0.05. It 
can be explained that the sample group, who per-
ceived marketing communication a lot, will per-
ceive the brand personality of the Bangsaen 42 
Chonburi Marathon event in the dimension of a 
frank personality.

4. DISCUSSION 

Firstly, the branding process of the Bangsaen 42 
Chonburi Marathon event was followed by the 
framework of Aaker (1996), which consisted of 3 
aspects: strategic brand analysis, brand identity 
system, and brand identity implementation sys-
tem. This was consistent with Pianphak’s finding 
(2020), which showed the same brand process in 
the Bangsaen 21 running event when comparing 
with the Bangsaen 42 Chonburi Marathon event. 
This process comprised of three steps: brand strat-
egy analysis of the target group and the competi-
tors; identity creation of the running event; and 
marketing positioning. 

Strategic brand analysis of the Bangsaen 42 
Chonburi Marathon event is derived from an 
analysis of problems from runners in other events 
and the desire of runners to have a marathon run 
with only one run distance. Moreover, the success-
ful branding appeared in the Bangsaen 21 run-
ning event was the branding process under the 
empathy level (Pianphak, 2020). This is also was 
consistent with Temporal (2002), who stated that 
branding started with marketing and the purpose 
of branding was to study the inside-out strategy, 
how consumers perceive the brand, and what at-
titudes and behaviors customers have when buy-

ing or using products by doing research in order to 
use that information to create an opportunity to 
develop products to meet the needs of consumers. 

The brand identity system of Bangsaen 42 
Chonburi Marathon event aimed to differentiate 
and meet the needs of runners, so the Bangsaen 
42 Chonburi Marathon event was created as the 
only marathon run with one run distance in 
Thailand and the main concept of  “The Passion 
of World-Class Marathon” and was also consis-
tent with Pianphak (2020): organizers established 
clearly the core identity of Bangsaen 21 running 
event under the concept of “the happiest running” 
and “the world-class running in Thailand.” This is 
also was consistent with the Ruenrom (2013), who 
stated that customers will recognize the brand 
when it was clearly positioned. In accordance with 
Temporal (2002), the brand value proposition was 
important and necessary for branding. 

Regarding the brand identity implementation sys-
tem of the Bangsaen 42 Chonburi Marathon event, 
the organizers had a well-planned branding to 
create a world-class marathon and also commu-
nicate to demonstrate the quality and strengths 
of various standards. Following Pianphak (2020), 
the Bangsaen 21 running event focused mainly on 
emphasizing the identity of the event and the com-
mitment to runners. Keller (2013) stated that the 
heart of marketing communication plan was the 
brand promise. Kapferer (2008) addressed brand-
ing strategy in terms of using communication in 
branding. If a brand had no communication, it did 
not differentiate from its competitors. The brand-
ing with communication could set the brand apart.

Second, regarding perceptions of marketing 
communication in the Bangsaen 42 Chonburi 
Marathon event, the results showed that the over-
all perception of marketing communication in the 
sample group was moderate. They are aware of pub-
lic relations through Facebook (BANGSAEN42). 

Table 1. Relationship of acknowledgment of marketing communications and product branding  
of the Bangsaen 42 Chonburi Marathon

Topic

The Correlation and Behaviors’ Acknowledgement in Product Branding of the 
Bangsaen 42 Chonburi Marathon
Sincerity, Excitement, Competence, Luxury, Ruggedness

Marketing Communication  0.46* 0.30* 0.23* 0.22* 0.19*

Note: * p < 0.05.
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Nowadays, entrepreneurs are increasingly using 
Facebook fan pages as the primary medium for 
promoting marketing, advertising, and public rela-
tions because fan pages on Facebook are like me-
dia, with images mainly coming with letters or 
messages (Kriengparinyakit, 2010). Mr. Kajongrit 
Sirillitanan, Assistant Manager of Corporate 
Communications, MICE and Communication 
Company Limited, said, “The Bangsaen 42 
Chonburi Marathon event has public relations on 
Facebook, LINE, Twitter, Instagram, website, and 
YouTube, but mainly focuses on public relations 
and communication through the Facebook page 
BANGSAEN42 because about 90% of runners fol-
low the event on the Facebook page. The main me-
dia used to communicate with the runners is the 
Facebook page BANGSAEN42, followed by Line.”

Next, regarding the perceptions of the brand per-
sonality of the Bangsaen 42 Chonburi Marathon 
event, the results showed that the sample group per-
ceived competence in reliable, hardworking, confi-
dent manners in the brand personality. Plummer 
(1984) divides brand personality into two parts: 
defined brand personality traits (marketers want 
consumers to know about the brand) and brand 
personality traits consumers perceive as brands. It 
can be concluded that the Bangsaen 42 Chonburi 
Marathon event has set the brand personality to 
seem like a person who is serious, strong, fierce, 
and highly determined through the concept of 

“The Passion of World-Class Marathon,” which 
is a tremendous full marathon event in Thailand 
that has been certified following world-class stan-
dards. In addition, the sample group linked per-
sonality traits through traits directly related to the 
product (product-related characteristics) (Aaker, 
1996) in order to bring the Bangsaen 42 Chonburi 
Marathon event to reach the World Athletics Gold 
Label Road Race standard as the Boston Marathon, 
the Tokyo Marathon, and the Berlin Marathon 
by 2022. In 2020, the Bangsaen 42 Chonburi 

Marathon received the World Athletics Bronze 
Label Road Race award (Online Manager, 2020). 
The Bangsaen 42-2021 Chonburi Marathon was 
held at the World Athletics Elite Label Road Race 
level, a high-standard race. For these reasons, the 
sample group brought the Bangsaen 42 Chonburi 
Marathon event to connect with competence in 
the brand personality in a reliable, hardworking, 
and confident manner.

Finally, the results of the hypothesis testing re-
vealed that the marketing communication of the 
Bangsaen 42 Chonburi Marathon event was most 
positively correlated with perceptions of sincere 
personality, which can be explained by the fact 
that the sample group with many marketing com-
munication perceptions will perceive the brand 
personality of the event in a sincere personality 
way. Duncan (2002) said that integrated market-
ing communications help convey brand messages, 
such as brand quality, identity, position, and value. 
When consumers hear or see them through vari-
ous media, they decode them and combine the 
code with their impressions, thoughts, and feel-
ings about the brand and its organization. This 
makes consumers aware of the brand (brand per-
ception) and creates the brand in the minds of 
consumers. Integrated marketing communication 
also acts as a bridge that builds the relationship 
between the consumer and the brand, bringing 
the brand closer to consumers. 

Therefore, a clearly defined personality will choose 
marketing communication to communicate the 
brand personality suitable for the target audience 
and position. Moreover, it also makes the target 
audience understand brand personality and leads 
to perceptions of brand personality as defined by 
the organization. Aaker (1996) further explains 
that evident personality traits give marketers and 
advertisers a way to communicate more directly 
and clearly with consumers.

CONCLUSION

The study aimed to assess factors influencing the branding of the Bangsaen 42 Chonburi Marathon event. 
The results show that there need to be more communication strategies to present the brand position 
and proactively create less diverse alternatives. Therefore, the organizers of the Bangsaen 42 Chonburi 
Marathon event, including the Communication Department, should plan proactive communication and 
create other communication alternatives, such as advertising, public relations, and organizing a unique 
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project for runners to link brands differentiated from competitors and make it easy for runners to re-
member the brand. According to the marketing communication of the Bangsaen 42 Chonburi Marathon 
activities, it was most positively correlated with perceptions of sincere personality. Thus, organizing the 
Bangsaen 42 Chonburi Marathon event should focus on marketing communication. Brand personality 
will be more assertive if supported through continuous marketing communication tools because it helps 
consumers extract information about the brand from memory and make it different from competitors.

Future research may opt to gain insights into marketing communication and opinions about the brand 
personality of the Bangsaen 42 Chonburi Marathon event in the sample group. In addition, this paper 
studied the perceptions of brand personality in the Bangsaen 42 Chonburi Marathon event. Further 
analyses may choose to compare the brand personality of running events at other distances of MICE 
and Communication Company Limited or compare it with other running events to understand the be-
havior of consumers responding to brand personality creation. 

This study is helpful for marketing communication planning and creating a brand personality for the 
Bangsaen 42 Chonburi Marathon. In academic fields, this information can be used to fulfill the knowl-
edge of marketing communication in the brand personality of sports events. It can be applied to develop 
other activities effectively.
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