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Abstract

The Super Aged Society has become and
incessant problem in Thailand within 10 years. One-
Fourth of population is “The Generation X” who
born between 1965-1979 are thus around 43-57
years of age in 2022, will become the full agers
within 2028. The uniqueness of GenX represent by
the well-educated, the lifestyles which significantly
different from the Baby Boomer’s, and this
circumstance has attract the great attention to
clarify the new concept of being ager. The research
has the objectives of finding the identity, lifestyle
and how GenX in Thailand communicate for the
preparedness in aging society. The data was
collected from GenX in total of 250 participants in
Bangkok where can represent GenX’s identity. The
factor analysis for personality and lifestyle were
done through Activities, Interest and Opinion (AlOs)
together with the attitude in the preparedness
when they are all in agers period. The researcher
also analyzed the preparedness in 3 main areas:
economy, health and social life. The tools of factor
analysis grouped the lifestyle segment of Gen X into
5 groups consisting of the Experiencer, the Family
Centric, the Healthy, the Believer and the Achiever.

This paper also figured out that,
demographically, when compared among age
ranges, it was found that there was no difference in
the preparedness in 3 aspects. On the contrary,
when compared in lifestyles, the outcome was
reflected in an astonishing way. Each group were
focused in different of area as displayed by the
Achiever who were most focused in economic, the
Believer were most focused in health, and the

Family Centric concentrated most in social area.

Keywords: Identity, Generation X, Preparedness,
Aging Society.
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Kaiser-Meyer-Olkin Measure of Sampling Adequacy 863
Bartlett's Test of Sphericity Approx. Chi-Square 5315.888
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