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ABSTRACT

This research examines Factors Affecting the Purchase Decision of Chiang Rai
United Football Club's Souvenirs. The objectives are to investigate the impact of the
4E marketing mix on purchase decisions for-products from Chiang Rai United FC and
to analyze consumer behavior toward the club's souvenirs, including the relationships
between these factors and purchase decisions. The sample consisted of 402 individuals
who have previously purchased. Chiang Rai United souvenirs. Data were collected via
questionnaire, with descriptive statistics and multiple regression analysis used to test
hypotheses.

The results indicate that'the majority. of respondents were male, aged between
20 and 29 vyears, held bachelor’s degrees, were students by occupation, earned
monthly incomes of 10,001-20,000 THB, were single, and resided in Chiang Rai
Province. The results.of the hypothesis testing revealed that all 4E marketing mix
factors, namely Experience, Exchange, Everywhere, and Evangelism, had a statistically
significant influence on merehandise purchase-decisions at the 0.05 significance level,
with varying effect sizes. In contrast, consumer behavior factors, including Attitude,
Subjective Norm, Perceived Behaviorat-Control, and Club Image, did not significantly

predict purchase decisions at the 0.05 level.
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