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Abstract

The purpose of this research is to study electronic word of mouth, marketing mix on customer
perspective and brand equity toward Property perfect pcl. middle class condominium purchasing decision in
Bangkok Metropolis.By using mixed methods research. The results of qualitative research are used to support
quantitative research. The sample in this research is from 400 consumers who interested to buy condominium
in Bangkok Metropolis. and interview with 6 of expertise in real estate. The statistics used in the research were
independent sample t-test, One-way anova and multiple regression analysis. The hypothesis testing found that
consumers the differently personal factors such as age status and education affect Property perfect pcl. middle
class condominium purchasing decision in Bangkok Metropolis at significant levels of 0.05. electronic word of
mouth, marketing mix on customer perspective and brand equity affect Property perfect pcl. middle class
condominium purchasing decision in Bangkok Metropolis at significant levels of 0.01. It's also consistent with
experts’ opinions in the same direction.

Keywords: Electronic Word of Mouth, Marketing Mix On Customer Perspective, Brand Equity, Condominium

Purchasing Decision, Property Perfect
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