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The objectives of this survey research were to study :1) demographics and
lifestyles of internet users, 2) their internet usage behavior, 3) their purchasing behavior
via the internet and 4) the relationship among consumer’s lifestyles, internet usages, and
purchasing behavior via the internet. Questionnaires were used to collect data from 586
internet users who had at least one-year experience in internet usage, aged between
21 and 49, living in Bangkok.

The results were as follows:

1 Internet users’ lifestyles in Bangkok were segmented into 11 groups as follows:
1) Sharing ideas-online addicted 2) Family oriented-social devoted 3) Shopping lovers-
dynamic 4) Buddhism-prudent 5) Idealist-unfashionable 6) Health conscious
7) Doubtful-disguised 8) Workaholic-into technology 9) Hopeful force 10) Happy home-
dare not to use credit card and 11) Friendly-self relying.

2. Internet users with different demographics had significantly difference in
internet usages and purchasing behavior via the internet.

3. Consumer’s lifestyles had significantly positive and negative correlation with
internet usages.

4. Consumer’s lifestyles had significantly positive and negative correlation with
purchasing behavior via the internet.

5. Consumer’s lifestyles and internet usages had no significantly correlation with

purchasing behavior via the internet.
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