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ABSTRACT

This study aims to examine the influence of the 4E’s marketing mix on
consumers’ intentions to choose clean food restaurants in Chiang Rai, as well as to
investicate the attitudes affecting these intentions. A quantitative research
methodology was employed, with a sample group comprising 400 general consumers
who had previously consumed clean food in Chiang Rai. Data collection was
conducted using a validated and reliable questionnaire. Data analysis involved
descriptive statistics, including frequency, percentage, mean, and standard deviation,
as well as inferential statistics to test the relationships between the 4E’s marketing mix
and attitudes influencing consumer purchasing behavior. Multiple regression analysis
was used to examine these relationships.

The results revealed that the 4E’s marketing mix significantly influenced
consumer purchasing behavior of clean food in Chiang Rai. Key variables included
consumer accessibility (significance level of 0.05) and experience creation, value
creation, and dissemination (significance level of 0.01). Furthermore, regarding attitudes
affecting consumer behavior, the significant independent variables at the 0.01 level

were understanding and emotions.
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