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Lifestyle and Personality of Generation X and Generation Y Consumer in

Decision Making on Online Fashion Product
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Abstract

This purpose of this research is for studying different Lifestyle and Personality of
Generation X and Generation Y Consumer in Decision Making on Online. The samples used in this
research was the customers male or female who purchase online product from Generation X and

Generation Y, approximately 400 people. The issue is on research could be reliability around



0.970 and investigated by authority. The statistics which used to analyze basic data was
descriptive statistics e.g. percentage, average, standard deviation and statistics of reference which
used to test hypothesis is multiple regression. The research revealed that: The majority of
customers from Generation X and Generation Y were female which graduated with Bachelor's
Degree, being private company employee, having average monthly income between 15,001 -
35,000 Baht. Generation Y have the most lifestyle in opinion and personality in extraversion, and
Generation X have the most lifestyle in activities and personality in emotional stability. Summary
of hypothesis test result reveal that: The lifestyle and personality in decision making on online
fashion product of Generation X and Generation Y consumer at statistically significant level of
0.05, and the different lifestyle and personality of Generation X and Generation Y consumer in

decision making on online fashion product at the statistically significant level of 0.05

Keyword: Lifestyle, Personality, Decision making on online fashion product, Generation X and

Generation Y consumer
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