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Abstract

This research examines factors influencing the decision to purchase Chiang Rai
United Football Club souvenirs. The objectives were to compare the level of
importance of each aspect of the 4E marketing mix on souvenir purchase decisions
and to analyze consumer behavior and the relationship between these factors and
purchase decisions. The sample group consisted of 402 individuals who had previously
purchased the club's souvenirs. The research instrument used for data collection was
a questionnaire. Statistics used for data analysis included descriptive statistics, One-
way Analysis of Variance (One-way ANOVA), and Multiple Regression Analysis. The
results revealed that 1) Consumers assigned significantly different levels of importance
to each aspect of the 4E marketing mix at the 0.05 level. Specifically, Evangelism and
Experience were prioritized at the highest level, reflecting a desire for engagement and
emotional connection.with-the-club..2). Consumer-behavior based on the Theory of
Planned Behavior (TPB) and Club" Image, did not significantly influence purchase
decisions (R? =.015). This.indicates that football souvenirs are symbolic goods where
purchase decisions-are driven more by loyalty and emaotional factors than by rational

planning.
Keywords: 4E-Marketing Mix, Consumer Behavior, Souvenirs, Football Club
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