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The purposes of this study were (L) to study the general pattern of lifestyles of female
consumers, (2) to examine the lifestyles of female consumers as regards their activities, (3) to
explore the lifestyles of female consumers regarding their interests, (4) to investigate the
lifestyles of female consumers  terms of attitudes and opinions toward themselves and social
environments, and (5) to categorize female consumers based on their lifestyles. The study used
a survey research method. Questionnaire interviews were conducted on 612 female respondent
aged 12-49 living in Bangkok Metropolis. Data were factor analyzed to reduce the number of
variables, and the cluster analysis was then performed to group the subjects into lifestyles.

The findings of the study reveal that the general lifestyles of Female Consumers can be
grouped into eight categories, each of which has its own outstanding pattern of related activities,
interests, and opinions toward social environments and themselves. The first group consists of
those who are modern—they are fashionable, use new technologies, gather information before
buying a product, but lack self-confidence. The second group is composed of those who are
conservative—they do not have much entertainment and pay more attention to their family
matters, have high morale, and do not want to be leaders. The third group refers to those who
are success-conscious—they enjoy social gatherings, are satisfied with their financial status, are
happy, love to take a risk and visit fortunetellers, and they want to be a leader. The fourth group
is those who are social idealists—they engage in activities with charitable causes, love arts and
crafts. The fifth group includes those who are happy-go-lucky—they also engage  activities
with charitable causes, but pay attention to their family matters, are well-rounded ~ current
events, and are problem solvers. The sixth group is the group of people who love entertainment
—they love entertaining activities, are ignorance to their environment, do not care for
preservation of culture, and do not like to solve problems. The seventh group consists of those
who are lethargic—they do not have activities, do not pay attention to anything except fast food,
do not seek information before buying, and have no principles. The last group is those who are
hot-tempered—they seek knowledge, want to become successful, well-to-do, and famous, but
do not preserve culture, and lack self-confidence.
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