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Abstract

The purposes of this survey were to: 1) study
working women’s lifestyle, media exposure, and
online shopping behavior, and 2) relationships among
them. Self-administered questionnaires were used to
collect data from 1,140 women, aged 22 to 44 years
old, living in Bangkok metropolitan area. With factor
analysis and multiple regression analysis, the findings
indicated six different lifestyle pattems, including 1)
Working woman, 2) Perfect girl, 3) Success-driven girl,
4) Social-addicted girl, 5) Family-oriented woman,
and 6) Old-fashioned woman. For media exposure,
working women were exposed to traditional media
at the low level. The top three types were television,
point-ofpurchase, and out-of-home media. Meanwhile,
new media were highly exposed by them. The top
three types were Line application, search engine
websites, and Facebook messenger. In addition, the
results showed that differences in lifestyle patterns
resulted in differences in media exposure,

information search, types of product purchased, and

reasons for choosing online purchasing platforms.

Keywords: Lifestyle, Media exposure, Online
purchasing  behavior,  Electronic
commerce
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