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Abstract

This research aims to examine the effect of brand image and digital
marketing on condominiums purchase intention of thai customer. A
quantitative research methodology was employed, utilizing a survey as the
primary research instrument. The sample consisted of 405 Thai consumers
who intended to purchase a condominium in Bangkok, determined using Kanit
Khaimook formula. Data were analyzed using descriptive statistics, including
frequency, percentage, mean, and standard deviation, as well as inferential
statistics through multiple regression analysis to test the research hypotheses.

The findings indicate that brand image, specifically product attributes,
product benefits, and brand attitude, positively and significantly influence
Thai consumers purchase intention for condominiums at a 0.01 significance
level. Additionally, digital marketing, particularly the website factor, has a
positive and significant impact on purchase intention at the 0.01 significance
level. Collectively, brand image and digital marketing account for 72.6% of
the variance in purchase intention (AdjR? = 0.726).
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