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Lifestyle and behaviors that affect buying brand name products
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ABSTRACT

This study aims to investigate the demographic characteristics, purchasing behaviors,
and lifestyles that influence consumer purchases of branded products. The research focuses on
consumers who have previously purchased branded items, with a sample size of 400 individuals
selected through convenience sampling. Data were collected using questionnaires and analyzed
using descriptive statistics, including frequency, percentage, mean, and standard deviation.
Inferential statistics, particularly the F-test (One-Way ANOVA), were employed to test the
hypotheses.

The findings indicate that demographic characteristics, such as age occupation and
average monthly income, significantly influence the purchase of branded products at the 0.01
significance level. Behavioral factors that impact branded product purchases include differences
in the selection of branded items, the purpose of use for personal daily activities, and the
purchasing channels, all showing significant differences at the 0.01 level. Lifestyle factors—
encompassing activities, interests, and opinions—collectively influence the purchase of branded
products significantly at the 0.01 level. These factors together explain approximately 94.50% of

the variance in branded product purchases.
Keywords: Brand name products,Lifestyle
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