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Abstract

The purpose of this research was to analyze lifestyle through LOVs model and
brand consumption behavior, both of which affected the Generation ME’ s buying
decisions of portable IT devices. The data collected for this quantitative research were
from the three generation sample groups, namely Generation X, Generation Y, and
Generation Z, all of whom were born from 1965 through 2003 and had similar behaviors
in using technology. A total of 400 people residing in Sriracha, Chonburi, were selected
by random sampling. The research tools used were online questionnaires. The data
analysis methods adopted were both descriptive statistics such as percentage, mean,
and standard deviation, and inference statistics such as stepwise multiple linear
regression. The results revealed that lifestyle through the LOVs model affected three
dependent variables: fun and enjoyment, sense of belonging, and self-satisfaction, also
the brand consumption behavior affected dependent variables such as the value factor
and the cultural influence factor have affected buying decisions of portable IT devices

of Generation ME in Chonburi Province at the statistical significance of 0.05 level.

Keywords: Lifestyle, Generation ME, Brand Consumption Behavior
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TauAbuuds wdinginssunisnevauesiiuandrstuluegfuanufionslafilédy venand
nsndAuladeluuiazyaraszdnuuanasiuiounannginsy aAdey yanaseudis
Uszaunsal uazdsgsla

ASOULUIAATIUNTTIY

JUuuumsAiiuialagis LOV (List of Values) Usznauday
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*  amuiuag (Security) x

- » L4
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*  Bvdwavesyrrasaud i (Influence of Surrounding )
*  Jaussu (Culture)

Figure 1 Conceptual framework of research factors that affect consumer buying decision
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Table 1 Stepwise multiple regression analysis results of lifestyle on model LOVs affecting

buying decision the personal digital assistant of Generation Me

Variable B S.E. B t Sig.
(Constant) 1.551 0.226 6.852 0.000
Fun and Enjoyment 0.293 0.050 0.305 5.893 0.000
Sense of Belonging 0.190 0.052 0.185 3.627 0.000
Self-fulfillment 0.160 0.052 0.154 3.089 0.002

R = 0523, R = 0.273 , Adjusted R? = 0.268 , F = 9.544 szfutiudfaynnsadnfisesu 0.05
Table 1 Yadeguuvumsindudinduluina LOVs vesnguiauiusisiuiiiidanase
ms@fmﬁu’[,a%aqﬂﬂsmmlaﬁl,wuwnww é’aamﬁmswﬁmﬁmaaaL%ﬁwm@mLLUU%umau (Stepwise
Multiple Regression Analysis) Ianassiiaenuin fuusrellildmanemsindule Usznougae
AuAHENALIUMAEANLIEANEY (B = 0.305, Sig. = 0.000) AuANTudves (B = 0.185,
Sig. = 0.000) kansEUDIAUNEIAVBIMULEY (B = 0.154, Sig. = 0.002) MUAIRU ey
Jadogduuunisandudialaeds LOvs anunsonensainisdadulad ovesuilna
Tugunerssy Jniavays Anduseuas 26.8 (Adjusted R? = 0.268)
Table 2 Stepwise multiple regression analysis results of brand consumption behavior

affecting buying decision the personal digital assistant of Generation Me

Variable B S.E. B t Sig.
(Constant) 2.329 0.193 12.068 0.000
Values 0.238 0.049 0.309 5.826 0.000
Culture 0.179 0.049 0.195 3.676 0.000

R = 0.444 , R? = 0.197 , Adjusted R? = 0.193, F = 13.512 seduifuddnymsadaiiszdiv 0.05
Table 2 Yadusnunginssunsuilardumuszianlofiuuunnmvsanguiauiuelstui
dwmanonsinaulade é’aamﬁmswﬁmimaaaL%awmmwu%umau (Stepwise multiple
regression analysis) lanasadl Ao Jasefidwmasenisindule Usznaudie Jaseduilon
(B = 0.309, Sig. = 0.000) wagtladeAuBNENAVBITAIUSITL (B = 0.195, Sig. = 0.000) MUATU
SnndanuimgAnssunsusinansdudlefiuuunnmanansanensalnisinduladeves
Auslaatugnerisny Ymiavays Anduseway 19.3 (Adjusted R? = 0.193)
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