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ABSTRACT

The purposes of this study were (1) to examine the purchasing behavior of
Generation Z in selecting real estate in Chiang Rai Province; (2) to analyze digital
marketing factors influencing the purchase decision of real estate development
projects among Generation Z in-Chiang Rai Province; and (3) to propose digital
marketing strategies for real estate development projects that address the lifestyle
needs of Generation Z customers in Chiang Rai Province. The sample consisted of 400
Generation Z respondents in Chiang Rai Province, born between 1996 and 2006, who
were interested in purchasing or renting real estate. This study employed a quantitative
research approach. Data were analyzed using descriptive and inferential statistics.

The findings revealed that Generation Z consumers primarily used smartphones
as their main digital devices in daily life, spent approximately 5-7 hours online per day,
and searched for information mainly during nighttime hours (8:01 p.m.-12:00 a.m.).
Most respondents had - educational loan -obligations, made purchasing decisions
independently, and identified price as the most influential factor in their decision-
making process. Contemporary-style houses were the most preferred, with two-story
detached houses being the most favored type of residence. The preferred price range
was 2-3 million baht, with affordability and installment capacity being the most
important reasons for purchase decisions. The period between May and June was
considered the most suitable time for purchasing a house. The primary motivation for
home purchase was the desire to own a first home, and the decision-making period
was more than three years. Suitable residential areas in Chiang Rai Province included

Nang Lae and Mae Khao Tom. Most respondents used online channels to search for



real estate information, particularly Facebook pages and local real estate groups. The
results of multiple regression analysis indicated that digital marketing factors had a
statistically significant influence on the purchase decision of Generation Z consumers
in Chiang Rai Province: email marketing, followed by search engine optimization (SEO)
and project websites, respectively. Digital marketing strategies for real estate
development projects that address the lifestyle needs of Generation Z customers in
Chiang Rai Province include: (1) credibility-based email marketing strategies utilizing
reviews from actual users; (2) search-engine optimization (SEO) strategies to enhance
information accessibility through online search; and (3) project website development

strategies to support the purchase decision-making process of Generation Z consumers.

Keywords: Digital Marketing Strategies, Real Estate Development Projects, Lifestyle

Patterns, Generation Z



