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ABSTRACT

The research of Lifestyles and Purchasing Behavior of the Elderly for the Luxury Goods in Bangkok
Metropolitan Areas is a kind of quantitative research which used questionnaire to find out the elderly 's
lifestyle. Also, it used an interview as qualitative tool to seek their purchasing behavior for the luxury goods.

The elderly in this research is at the age of 60 and over. To analyze guantitative data, we used
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percentage, mean, standard deviation to present demographic information. Moreover, we used factor

analysis to explore their lifestyles and then classified it info 7 groups :

Social Life, Outdoor More Fun,

My Own Destiny, Fortune Teller Fan, Dharma Life, Over Confidence, and Community and Culture Developer.

Each group has different characteristics. When considering their purchasing behavior toward luxury goods,

they are concerned functional benefit, buy a few each time for some people such as cousins rather than

themselves.
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