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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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(Lifestyle)
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orientation) laun Ausdndud1ves (Sense of belonging) Nsl@sunisiansned1ad (Being
well-respected) wazausiunAs (Security) 3. n1slinudAysenineyaaa (Interpersonal
orientation) kA P MAUNAWIULEEATMUIWEAWEY (Fun and enjoyment) WagnsiluywedURs
ﬁaﬁuﬂgu (Warm relationships with others)
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3) BvEnandanu Ao yanaitendeegluguvuidsdiu fiaudeifundeegly
plmadiendu idesnidunduideliifamginssunste vieudlnadudnunsualussauiigs
mzayusianuiomaduduniesdien friudinuisddviwadeyaanagienn
4) BvEnande Ao BviswavesdeinarUYEONITNAUD NTLANBIN NTLUALLIAR
wazauadeulmIniadiny 1599519009 o uaglawandiaussenundngaiiiensliiie
nAnsIUNISTedUA
faid ERfeTatiuin Sviwanesyarasoutisiunuvsaaulunntaseny iesmnuyudiiy
Judnidseuiifosilanendeiu InglawizegeBamasnunsieans wazuywdliuasdidiaid
maWaedunsieans Sadummnatiin Svinauesyeraseutnsiy umegnunndeniadente
wsehanuItnaduAsng o Tullagiu
5. uuaRAuATNguNeafuaSwavasIausssy (Culture)
SaussnildviwadonginssugiuslnamszidugudsimveansGoud anuide Arlen
sesulonufUR ausTan nguang mnuaninsa guilde Jagdmuangfnisuaudedns
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auluviosiuazfimsneuldudidnsofausssuiunnseiuly nsdfisuusaiign e nsldeey
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iy wnlifinsusuiasulivmngauiuTamusssy Audwaniufssmminglalldluiosiuty
(39l guia3ey, 2559, . 82-84)
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6. uuaRAUATTuRiBfunsTUIuNsEaAulada (Buying decision)
nsAnwdauds “nsdndulate” fiteendetadedusuiuunisdniniauuy
LOVs waziladusunginssunisuilnanndud Mifeidestudnfen Svdnavesyanasoudng
uazdviwavasiausss Saduiladeiiddvinadensdndulatovosiusing

nsanaule mueds arwAniazilugnsidenmadenydunuimandiym
onananlein msieduleasintunnls Fesvadenvans 4 maintudou wd@niugai
Madenmatiusnfiansaussudisuiy am"Lé’wmﬁaﬂﬁmmsamﬁq@ (3558001 N, 2558,
1. 136)

\E@S 9wum (2550, W. 192) 15%1"135\‘1ﬂi%U’JUﬂ’]iﬁﬂau%%@%@ﬂéU%Iﬂﬂi’?’J"]
Tunsiifuslnaasteaudiladudnils szdosfinszurunisdoudandudu luaufeiauad
wdnlaldauiugs feanunsafionsandu 5 duneu (Usy Sndnuwud, 2536, u. 18)
Usgnoude 1. mavsuisilam 2. msengvndeyadiudiy 3. medenussdiud 4. myinaulato
uag 5. MeUspdiunaniste

fattu §Afeanunsneduisldinisindulateiuduinaiudesnisvesiuilon
Tngasmndoyaifiovssnounisinaulannuasunas damandoyaunnutedesiueyfulssan
yasAudvEeuims rdsnduwihmaFeudeuluanuaensaudi il defuslnaldnaaes
TauAiuud alinginssunmsneuaussiuansnsiutuegfuanufienelafildsu uenand
nsfnauladeluniasyanaasiauunniafuieananngingsy Adoy yanraseudis
Uszaunisal uazdsgdla

NSOULUIAATUNITIY

JUuuumsAiiuialagis LOV (List of Values) Usznauday
*  A15ABY aﬂa!ﬁ'ﬂﬂ“akﬁlamumi (Self-fulfillment)

* AU (Excitement)

*  mwidnusigrudnie (Sense of Accomplishment)

*  ATAIIMAULRA (Self-respect)

s mwidniduiiues (Sense of Belonging)
* nslasumsiAawesned (Being Well-respected)

*  amuiuag (Security) x
™ » L4
*  ATIEYNAUI UBEAMWEAINGY (Fun and Enjoyment) myinduledenidudtuse nvgunsal

*  nsihywedniusiaRugu (Warm Relationship with Others) lafiuuunnwrvasngu Generation Me

gneAITY Iminvays

woAnssumulnarsdudsanngunsallofivuuwnm

¢ fnflou (Values)
*  Bvdwavesyrrasaud i (Influence of Surrounding )
*  Jaussu (Culture)

Figure 1 Conceptual framework of research factors that affect consumer buying decision
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(Non-probability sampling) laun n1sduminazain (Convenience sampling) fiuszndanian
uazsInisa ewhedediiameunsneins
isesilefldlunsifiusiusudeya
iAfeliuuuaounmeoulaifurissdiolunafunuadeya udsoendu 4 dw fil
drudt 1 AManuAsadudeyaialvesinounuuasuaiy $1udu 8 9o
Usgnaudg ind 01y sedunsinu endn eldndedediteu qunsallefiuuunnmniigeldon
na1AudvesgUnsaifiveldan unaeyafitinadentsindulate uastosmnilitogunsnilod
wuunnan dafumanunuulanedn (Closed-ended questions)
duil 2 AManuiAsdudeyaiReafuiiefeiidmaienisuslnansdudUszion
lefuunnmn $1uru 48 e Tnsuvadudmanufedfuguuuunsdniudinkiuluma LOVs
$11u 36 1o UszneusefoiAaiumsausseamelavesnuies (Selffulfillment) Aomifuigy
(Excitement) A11u3@nU559A10E153 (Sense of accomplishment) A21HLASNEDY (Self-
respect) A1113AMTWLT1904 (Sense of belonging) N15tA%UNTITIANSNEEIA (Being well
respected) AT (Security) AnugUnauIU (Fun and enjoyment) LLazmiﬁwwaﬁuﬁuﬁ‘
iRy (Warm relationships with others) Snsutafusmonnieafunginssunisuslan
AEuMdILIL 12 4o Uszneusmemaanietu 1.9adufuddon 2 Jadusudvinaves
yAPaTaudne wag 3. Jadududvinavesiniusssy Fafufanmuuulanela (Closed-ended
questions)
daudl 3 AanuAgatussdunisdnaulavilaansdumysziangunsalled
wuunnm TaefAseadenuuaouniuannsurnunssansfiisdestunguinisdinaulade
(Buying decision) 31u3u 4 U9
it 4 BuuvuasuauiinafumnuAaiiuiiiaiy dadudaomuuuvaneide
(Open-ended questions) ﬁiﬁé{muquaaumummmaaﬂmmﬁmﬁuw%tﬂmau
Tolauouuzle

[

n13nsIedeUANNInveLasIadiianldlunsIde Tnen1smaueu (Reliability)

a vaa o

Aidedwuvasuauluinnisnagaey (Pre-test) Aunguinianvaelndifssiungudiogisg
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fifoanising 1 50 ga wdamnty daan Pilot test WiethluTiamesimenudosiuy
Husrede TneldgnsArduuszans Cronbach’s alpha LleliAamnudaauvestediniu lng
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ionsinseiteyansaiinadeaumans lunsduamaaundesiu (Reliability) Fana
nmsnagouldmmudesiuresuuuasunuisatiuviniy 978 Seanuidesiuoglusedugs

nsAATIEideya

A3dglevinnisiiusiusnluguuuuvesdoyaugugll (Primary data) AenuLenIy
wuugeunuoaulatl (Online survey) fuguslaniiidungusiegissuu 400 au Tus o
Famdavays Tinszideyafelusunsudisaguiiionsiinseidoyanisadfimadenummans
addllueAde 1Wun afifdassaun Desaiptive statistics analysis) Wosuedeyaiisyyindu
foyasrlsvidedulny luguuuuvesdrfesas (Percentage) Aads (Mean) uazAndoaiuy
WIM3§1U (Standard deviation) uarldafifl¥eeuuu (Inferential statistics analysis) \enaaau
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iievageunansiisudisunayiins et vnavesteyasyinaudsdu 2 Muus Ae UkUY
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(Generation Me) sdsadtadauusnu 1 fuds Ao madrdulatenaudssinngunsailed
WUUNANTY
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HANIIIVENUI NquEiege 400 au drulvgiduiwamdgs ongsening 18-26 U szdu
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S.D.= 0.66) AUTUAS (% = 3.89, S.D.= 0.67) 8NTNAYAAATOULN (% = 3.83, 5.D.= 0.73)
ﬁuwsé’uﬁuéﬁﬁﬁuﬁ?ﬁu (% = 3.86, 5.D.= 0.61) LAYNISLASUNITLAITN (¥ = 3.79, S.D.= 0.69)
puddy ansleeiiladefidssadensindulatogunsallofiuuunnwvesiuslnlusine
eRamn Savdavans Fensnail
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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 szsutiudfayvnsadffiszsu 0.05
Table 1 Jadegunuunisdndudindiulang LOVs veenguiauiusistuiiidsnasie
msdnauladegunsallefiuuunnm fensiinszinisonnesdmmamuuutuneu (Stepwise
Multiple Regression Analysis) lanageiaenuin dudseellidmasensindula Usznougae
AuAmEYNaWIUMaEANWMEAWEY (B = 0.305, Sig. = 0.000) AuFANdudves (B = 0.185,
Sig. = 0.000) kaENSEUBIAIUNDIAVBIAULEY (B = 0.154, Sig. = 0.002) MUAIAU Saviedanun
Had83Uuuun1Idniuiinlaeds LOVs anunsoneinsainisdnauledevesfuilae
Tudunerssy Jmiavays Anludovas 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 sesuiiuddnymeadnfisziu 0.05
Table 2 JadusnunginssunsuslnaduduszanlofiuuunnnvesnguiaulueLsdui
dwardenisindulate fenmsininisannesdmguuuutunou (Stepwise multiple
regression analysis) lénadsll Ao Jadeiidmananisindule Ussneude Jasedudrdon
(B = 0.309, Sig. = 0.000) hazUaduAarudndswavesiausssu (B = 0.195, Sig. = 0.000) AuEINU
Snvedanuimginssunisuslaansdudilefiuvunnmiannsaneinsainisdnauladeves
quslaaluginenisy Jamdnvays Anduiosay 19.3 (Adjusted R? = 0.193)
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wuuiuneuvestiadesuuuunmaduiudin 1eds LOVs nud yuuesd 1 nsliianuddyduds
meuen fiftewulaienan 4 duus fo msaussemumelvawnuies fidwanenisindulade
guUnsallefiLuunnwivesngs Generation Me agnafitfuddnyisedu 0.05 yunosil 2 nslsf
anudndyrvasmelu Diftesiuusienan 3 duds Ae muianidudwesiidmasienisindla
Fogunsaflefiuuunnwivesngu Generation Me agnailuddnyfisedu 0.05 uazyuNod 3
mslvrudAtyserinsyans Tieaiudsiiednn 2 AuUs Ao A EUNAUIULAAUIWEAWE Y
fidsmadensindulatogunsallefiuuunnnivesndgy Generation Me agnafitudfnyfisssu
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