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ABSTRACT

The objective of this research is to study the factors influencing investment decision-making behavior
in the real estate sector among Generation X in Bangkok. It also aims to examine the impact of the 7Ps marketing
mix factors on real estate investment decisions within this demographic group. The goal is to provide policy
recommendations that can be applied for the benefit of real estate entreprenecurs, marketers, and business
strategists, enabling them to better understand the behavior and needs of the target customer group. This
understanding can help in developing products and services that effectively meet market demands.
This research is quantitative in nature and employs a survey research methodology using an online questionnaire
as the data collection tool. A total of 400 responses were collected and analyzed using the SPSS program.
Statistical techniques used in the analysis include descriptive statistics, one-way analysis of variance (ANOVA),
and multiple regression analysis.
The findings reveal that different personal factors significantly affect various aspects of investment decision-
making behavior in real estate among Generation X in Bangkok. Furthermore, among the 7Ps marketing mix
factors, Product, Place, and Process were found to have a statistically significant influence on investment
decisions at the 0.05 level. In contrast, Price, Promotion, People, and Physical Evidence were not found to

significantly influence investment decisions at the same significance level.
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