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ABSTRACT  
This research has mainly focused to find out urban consumer lifestyle and influential variables which have 

affect on urban consumer lifestyle. Consumer lifestyle portraits the true value of consumer living in a society, 

consumer lifestyles tells lifestyle of different people. In this paper, Factor Analysis is employed on data of 31 

items that have the main effect on the lifestyle. The data has been collected with the help of questionnaires from 

the district of Sirsa and Fatehabad in Haryana state. The findings indicate that factor 12 is at the top by making 

opinion (mean-2.785) followed by factor 10 (2.735) which is more effective in comparison of low mean value 

(1.725 and 1.53) of factor 1 and factor 3 that is less effective in identify urban consumer lifestyle. There are 

various factors which can affect the urban consumer lifestyle but according to this study individual’s level of 

education and occupation will be helpful to identify urban consumer lifestyle.  

Keywords: Urban, Community, lifestyle, Factor Analysis. 

 

I. INTRODUCTION 

Style of living reflects attitudes and values of a person or group. Consumer lifestyles represent a person’s 

lifestyle’s living in a community or any part of the world. Identifying urban consumer lifestyle is related to 

market segmentation. Lifestyle is composite of motivation, needs and wants and is influenced by factors such as 

culture, reference groups, social class and family. The era of liberalization, privatization and globalization has 

brought changes society and lifestyle of people and due to these changes there is need to study the lifestyle of 

consumers. In India and in other countries 1/3 of population lives in cities. Lifestyle of urban consumers is 

pattern of action and consumption used by them to affiliate and differentiate themselves from others and which 

meet their basic needs and provide a better quality of life. Lifestyle of urban consumers is a marketing 

perspective to recognize that how people sort themselves into groups on the basis of the things they like to do, 

how they like to spend their leisure time and how they choose to spend their disposable income. According to 

Boyd and Levy- everyone’s life has a style of some kind and he wishes to develop it, sustain it, shows it how 

makes it a coherent and visible things that other people can recognize. Many researchers have focused on 

identifying the lifestyle of the consumers to have better information about them. Marketers can justify their 

existence only when they are able to understand consumer wants and satisfy them because “Consumer is King”. 

Lifestyles are influenced by many factors including culture, social class, reference groups and family. Urban 

consumers are an added-value population. Urban consumers influence the main stream of market by their 

buying power and power of influence. The high rate of industrialization, growth of service sector and better 

employment opportunities have increased consumer disposable income, develops new lifestyle and awareness 

and a drastic change  can be seen in their buying behavior. 30% of Indian’s population lives in cities, which is 
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predicted to rise by 40% by 2030 and 21% by 2011. So, urban consumer’s lifestyle summarizes the whole 

pattern of a consumer’s life of metropolitan area and presents a way of perfect life. 

 

II. REVIEW OF LITERATURE             

In order to understand the urban consumer lifestyle various studies have been carried out across the world. The 

lifestyle concept was introduced by Bell (1958), Rainwater, Coleman and Handel (1959) and Havinhurst & 

Feigonbaum (1959) as close to1950’s pointing to its potential significance in understanding, explaining and 

predicating consumer behavior. Hwayeol choi & Daechun (2013) concluded that quality of life leads to well-

being lifestyles although materialism does not lead to well-being lifestyles.Jayasree Krishan (2011) concluded 

that lifestyle characteristics have a great impact on the purchasing behavior of consumers. William lazer 

introduced the concept of lifestyle patterns and its relationship to marketing in 1963. The study also proposed a 

lifestyle hierarchy attempting to show where the construct emerged in the consumption process, where by group 

and individual expectations are derived from a broad cultural pattern with purchase decisions and market 

reaction. Dr. Durmaz yakup et.al. (2011) concluded that cultural factors have a great impact of consumer 

behavior and lifestyle. The linking of values and lifestyles as proposed by Lazer emerges again with the 

development of VALS by Mitchell (1982) at SRI International. There have been suggestions that VALS 2 

actually drops the link between values, lifestyle and purchasing behavior. The link with values is one of the 

features that seem to establish the concept of lifestyle in domain of Psychological phenomenon. Gunter and 

Frurnham (1992) clearly placed lifestyle alongside personality, values and psychographics factor as a method of 

psychological segmentation. Levy (1966) described social class as “variation in lifestyle” with differences in 

consumption behavior of classes being attributes to lifestyle differences. Goldthrope et al. (1969) discuss what 

are essential lifestyle and consumption differences based on occupational structure. Saroja Subramaniam, J. 

Tomas Gonez- ariac (2008) find that consumers are motivated not just by survival and psychological needs but 

seek to fulfill higher order needs either to built social capital and cultural regions. The core group of individuals 

called reference group provide opinion and information to consumers. This group includes spouses other family 

members, friends, co-workers. Kinley et al. (2000), Moschisre (1976) and Mallalieu and Palan (2005) described 

that there is a relation between reference group and lifestyle of consumer. Schiffman and Kanuk (1997) 

describes reference group as individual frame of reference to guide the purchase behavior of consumer. Slocum 

and Mathews (1970) describes the correlation between social class, income and lifestyle as a predictor of 

shopping behavior. Rich and Jain (1968) described that there is a relation between life status and consumer 

preferences. Bhagat (2005) identifies means of better governance in rural and urban areas  

 
III. RESEARCH METHODOLOGY 
Hypothesis: There is no significant effect of demographic variables on urban consumer lifestyle. The response 

on 31 items chosen of consumers used generally for opinion making on urban consumer lifestyle were collected 

on 5-point Likert scale from 1 for strongly agree, 2 for agree, 3 for neutral, 4 for disagree, 5 for strongly 

disagree. The interactive Cronbach’s Alpha values for reliability in responses of respondents were found 0.658. 

The different items in the questions contain in the questionnaire cover the contents of the research significantly.  
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Size of Sample, Data Collection Method and Tool:  Non-Probabilistic convenience-cum –judgment sampling 

was used and responses of 150 respondents were taken.  To analysis and interpret mean, standard deviation, 

factor analysis has been applied. For confirmation of descriptive statistics F-test is used. The correlation matrix 

of 31 items which were developed to know the overall opinion making for factors affecting urban consumer 

lifestyle and study has found that there are 16 loadings have correlation greater than 0.03. To test the 

appropriateness of factor analysis technique the correlation between the variables are checked and Keiser-

Meyer-Olkin (KMO) measure of sample adequacy is also used. The approximate Chi-square value is 1.011E3 

with 465 degree of freedom, which is significant at 0.05 levels. The value of KMO statistic, 0.609, is also large 

than 0.6. Further, PCA method is used for extraction of variable for the component (factor) concerned.  The 

extraction communalities, averagely for each   variable has been found 0.664 which is the amount of variance a 

variable share with all the other variables being considered. It is also the proportion of variance explained by the 

common factors. Theoretically, sample size is enough to calculate factor analysis. The reproduced correlation 

matrix of overall items in opinion making about urban consumer lifestyle has shown that (35%) non-redundant 

residuals with absolute values greater than 0.05, indicating an acceptable model fit.  

 

IV. ANALYSIS AND INTERPRETATION 

The consumer lifestyle is influenced by many factors such as; Cultural factors- culture, subculture, social class; 

Social factors- reference groups, family, role, status; Personal factors- age, occupation, economic situation, 

lifestyle, personality; Psychological factors- motivation, perception, beliefs and attitudes. 

                                          Component matrix. Rotated component matrix. 

 1 2 3 4 5 6 7 8 9 10 11 12 1 2 3 4 5 6 7 8 9 10 11 12 

V1 .242 .501 -.134 .140 .374 -.005 -.226 -.076 -.275 -.017 -.223 -.003 .140   .484 .425 .148 -.293 .019 .073 .110 .249 .091 -.065 -.187 

V2 .250 .588 -.335 .150 .140 .283 -.039 -.172 -.073 -.158 .049 -.005 .107   .753 .222 .012 .049 .049 -.019 -.078 .102 .223 .052 -.059 

V3 .492 .163 -.023 .013 -.010 .165 -.337 .089 -.262 .239 -.081 -.427 .075   .058 .828 .086 .141 .013 -.004 .028 -.036 .036 .081 -.019 

V4 .290 .505 -.149 .033 -.032 -.187 -.097 -.299 .244 .102 .013 -.292 .027   .233 .257 .160 .061 .224 -.111 .139 -.032 .635 .053 -.116 

V5 .032 .141 -.320 .343 .038 -.456 .098 .277 .399 .119 .192 -.036 -.040  -.078 -.105 -.139 -.111 .727 -.203 -.102 .224 .254 .046 -.004 

V6 .102 .423 -.082 .165 -.213 -.252 -.372 .370 .158 .118 .031 .274 -.037   .191 .087 .229 -.018 .728 .125 .254 -.021 -.113 -.008 .025 

V7 .392 -.127 -.402 .163 -.455 -.032 -.126 .259 .076 -.028 .154 -.014 .175  -.018 .190 -.128 .313 .540 .097 -.334 -.275 -.057 .079 -.022 

V8 .156 .049 .463 -.011 .061 .195 -.116 .308 .205 -.279 .326 -.093 .045  -.003 .070 .044 .060 .012 .098 .086 .037 -.020 .076 .768 

V9 -.033 .281 -.438 -.063 .091 .448 .113 .163 -.014 .058 .187 .423 .108  .630 -.169 -.136 .220 .124 -.293 -.021 .067 -.358 -.013 -.051 

V10 .452 -.121 .100 .203 .177 .181 -.325 .122 -.158 .014 .195 -.118 .172   .044 .549 -.280 -.018 .039 .142 .017 -.019 -.081 -.073 .293 

V11 .264 .145 .112 .137 .017 -.205 .256 -.524 .378 -.201 .064 -.197 .151   .007 -.146 -.079 .065 -.063 .118 .010 .059 .807 .001 .061 

V12 -.036 .363 .434 -.130 .044 -.244 -.247 -.121 .042 .249 .009 .317 -.016   .042 -.055 .206 -.144 .086 .122 .739 -.014 .041 -.029 .007 

V13 -.173 .536 .233 .159 .116 .074 -.052 -.050 .014 -.231 .321 .067 -.199   .473 -.119 .031 -.186 .024 .113 .237 .098 .151 .222 .342 

V14 .513 -.151 .081 -.016 -.208 .292 .185 .167 .053 .173 -.099 -.197 .243  -.195 .325 -.028 .569 -.037 .029 -.108 .122 -.011 .055 .083 

V15 .218 .157 .053 .043 -.456 .483 .176 -.079 .321 .160 -.137 .073 -.050   .157 -.046 .085 .801 .012 .112 .051 .034 .095 -.069 .002 
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V16 -.236 .516 .078 -.214 -.086 .288 -.280 .006 .215 -.255 -.148 -.072 -.271   .438 -.030 .562 .069 -.064 -.032 .058 -.109 .072 -.106 .241 

V17 -.139 .407 .037 .197 -.268 -.208 .221 -.137 -.448 .267 -.093 .114 -.182   .140 -.027 .042 -.016 .047 .247 .260 .157 -.013 .471 -.519 

V18 .460 .336 .059 -.099 -.391 -.150 .152 .067 .007 -.247 -.233 .113 .414    .096 -.015 .421 .263 .198 .349 -.022 .019 .163 .222 -.066 

V19 -.435 .356 -.015 -.119 -.103 .180 .245 -.143 -.063 -.051 .163 -.036 -.316   .320 -.305 .102 .048 -.210 -.163 .044 -.012 .044 .324 -.028 

V20 .542 .058 -.222 -.123 .050 -.027 .080 -.316 -.006 .160 .215 .147 .505   .176 .127 -.279 .166 .044 -.112 .170 -.149 .242 .026 -.178 

V21 .586 -.107 -.017 -.412 .078 -.007 .230 .024 -.064 -.221 .016 .231 .801  -.002 -.037 .052 .123 -.124 -.014 -.028 -.056 -.039 .053 .076 

V22 .214 .244 .138 -.052 -.144 -.180 .398 .223 -.309 -.007 .383 -.228 .185  -.052 .090 -.038 .028 .060 -.031 .024 .122 .058 .773 .126 

V23 .402 -.011 .487 .293 -.102 .006 .164 .109 -.175 -.174 -.113 .113 .251  -.117 .104 -.027 .129 -.053 .595 .079 .304 -.019 .154 .190 

v24 -.134 .206 -.280 -.498 .345 .008 .246 .272 .136 .197 .072 -.189 .104   .049 -.042 .226 -.048 -.014 -.789 -.017 .170 -.057 .126 .013 

V25 .675 .021 -.228 .044 .100 -.041 -.032 -.054 -.030 -.204 -.168 .064 .597   .156 .283 -.006 .049 .118 .170 -.189 .042 .169 -.149 -.081 

V26 -.022 .353 .094 -.581 -.051 -.182 -.020 .258 .101 .021 -.358 -.106 .133  -.091 .009 .776 .003 .024 -.255 .154 .027 -.028 .075 -.029 

V27 .580 .064 .170 -.289 .282 -.246 .041 .128 -.035 -.097 .083 .107 .690  -.074 .160 .089 -.142 .046 -.034 .207 .087 .068 .075 .204 

V28 .115 .195 -.045 .373 .369 .098 .489 .227 .033 .082 -.261 .002 .080   .117 .009 -.076 .063 .036 -.042 -.138 .803 .026 .008 -.080 

V29 -.286 .434 .347 .305 .139 .100 .192 .258 .089 .113 -.106 -.072 -.403   .118 -.051 .171 .013 .043 .045 .196 .592 -.004 .144 .178 

V30 .359 .116 .373 -.238 -.038 .153 -.015 -.181 .059 .504 .248 .065 .174  -.060 .212 -.134 .375 -.120 -.119 .650 -.074 .090 .090 .095 

V31 .366 -.324 .199 .202 .349 .090 -.004 -.035 .349 .207 -.164 .162 .246  -.234 .101 -.276 .152 .000 .047 .164 .321 .082 -.535 .133 

Source: Primary (Data processed through SPSS 16.0) Extraction method: principal component analysis 

a. 12 components extracted. 

b. Rotation method: Varimax with Kaiser normalization 

Table no.6 shows the component pattern matrix .it shows the coefficient used to express the standardized 

variable in the term of factors these coefficient represent the correlation between the factors and variables. The 

component matrix shows the relationship between factors and variable .the correlation possible values range 

from -1 to +1. The rotated component matrix is used for interpreting factors. Each factor composed of that 

variable loaded 0.30 or higher loading on that factor .in case where two variable are loaded 0.30 or higher than 

0.30 the highest loading is taken on that factor by ignoring the minus and plus sign. The purpose of rotation is to 

simplify the structure of the analysis, so that each factor will have nonzero loadings for only some of the 

variables without affecting the communalities and the percent of variance explained.  

Table 2 Overall conformation of identifying urban consumer lifestyle by demographic variable 

Factors          Age Educational 

qualification  

   Gender     Income    Occupation  

Mean  F -

value 

s. 

value 

F -

value 

s. 

value 

f-

value 

s. 

value 

f- 

value 

s. 

value 

f- value S 

.value 

Educational and 

social thinking 

1.725 1.387 .249 1.320 .265 2.019 .157 1.448 .221 2.390 .054 

Women are independent 

 
 

Do you always welcome 

guest 
 

Social responsibility is more 

1.89 1.585 .196 1.202 .313 3.944 .049* 1.340 .258 1.130 .345 

1.62 .567 .638 1.482 .211 2.586 .110 1.931 .108 2.751 .030* 

1.76 1.464 .227 .495 .739 1.505 .222 2.075 .087 1.800 .132 
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than profitability 

 
 

College education is helpful 

in job opportunity  

 

1.63 

 

1.964 

 

.122 

 

1.460 

 

.217 

 

.391 

 

.533 

 

.985 

 

.418 

 

2.501 

 

.045* 

Beliefs  2.4 .392 .759 1.766 .139 0.144 .705 1.949 .106 2.841 .026* 

Urban life is easier than 
rural life 

 

Urban environment is better 
than rural 

 

Private banks are 
trustworthy  

 

Nuclear family is better than 

joint family 

1.91 .798 .497 .608 .658 .064 .800 1.266 .286 2.100 .084 

2.43 1.300 .277 1.843 .124 .425 .515 1.657 .163 4.149 .003* 

2.41 1.987 .118 1.260 .289 .869 .353 1.012 .403 .537 .709 

2.85 1.179 .320 1.366 .248 1.161 .283 .507 .731 .750 .559 

Security and growth 1.53 1.002 .394 .583 .675 .591 .443 4.746 .001* .629 .642 

Urban area is better for 

social and economic growth  
 

 

One must save for secure 
future 

1.55 .918 .434 .943 .441 2.764 .098 2.843 .026* .456 .768 

1.51 1.133 .338 .155 .960 .162 .688 5.646 .001* .829 .504 

Personal thinking 2.34 .392 .759 3.286 .013* .156 .693 1.963 .103 1.184 .320 

Decision should take 

individually  
 

 

Spiritual values are 
important than practical 

things  

 
Prefer degree course to job 

oriented course   

2.68 .024* .995 2.160 .076 .000* 1.000 1.067 .375 .150 .963 

2.06 2.463 .065 2.343 .058 .500 .481 .512 .727 3.185 .015* 

2.28 .560 .642 1.589 .180 1.481 .226 2.958 .022* 1.623 .172 

Family values 2.295 .648 .585 1.188 .318 .003* .960 3.891 .005* .626 .645 

Our family usually eats 

dinner together 
  

 

Prefers staying home rather 
than going out in evening 

2.20 1.796 .150 3.122 .017* .095 .758 4.646 .001* 1.856 .121 

2.39 .579 .630 .204 .936 .052 .819 1.991 .099 .416 .797 

Financial awareness 1.91 1.794 .151 2.615 .038* 1.527 .218 1.050 .383 1.101 .359 

Use of debit card for 

shopping is good  
  

 

Use of credit card is good   
 

 

Medical insurance policy 

1.88 .253 .859 3.130 .017* .141 .708 2.039 .092 1.053 .382 

2.14 1.199 .313 .552 .698 5.612 .019* .186 .945 .733 .571 

1.70 2.059 .061 1.599 .178 .097 .756 .651 .627 .244 .913 
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Job priority 2.245 1.450 .231 3.183 .015* 1.989 .161 1.359 .251 2.596 .039* 

Government job  
 

 

 
Job in private organization 

1.79 1.651 .180 3.415 .011* 1.467 .228 3.145 .016* 1.560 .188 

2.70 1.838 .143 1.522 .199 1.139 .288 1.083 .367 2.727 .032* 

Punctuality and 

habit 

2.55 1.140 .335 1.069 .374 3.097 .081 .466 .761 2.209 .071 

Buy on credit is wrong  

 

 
 

Follow a definite routine 

2.96 2.026 .113 1.137 .341 .884 .349 1.517 .200 .690 .600 

2.15 .255 .851 .572 .683 3.223 .075 .838 .636 2.540 .042* 

Living style 2.375 .697 .555 .151 .962 1.114 .293 3.036 .019* .681 .606 

Like to live in city  

 
 

 

Like to live in flat rather 
than house 

1.83 .986 .401 .299 .878 6.031 .015* 1.976 .101 .128 .972 

2.92 .620 .603 .671 .613 .529 .468 2.397 .053 2.001 .098 

 

Morality 

2.735 3.318 .022* 1.604 .176 5.005 .027* .295 .881 3.070 .018* 

Moral values are more in 

urban people than  rural  

people  

 

Ask someone for financial 
help is good 

2.55 2.898 .037* 4.069 .004* 2.689 .104 .328 .859 1.773 .137 

2.92 1.563 .201 .710 .587 3.710 .056 .451 .772 2.704 .033* 

Social beliefs 2.4 .902 .442 3.764 .006* 2.641 .106 1.577 .183 2.296 .063 

I would not mind to accept 
dowry  

 

Like to works as employee 
to self business  

 

 
Happiness is most important 

thing in one’s life 

3.63 .398 .754 2.964 .022* 2.556 .112 2.004 .097 1.529 .197 

2.13 1.637 .183 .618 .650 .194 .660 1.332 .261 1.682 .157 

1.44 .337 .798 2.064 .088 1.010 .317 1.239 .297 1.172 .326 

Socio-economic 

management 

2.785 3.951 .010* 3.460 .010* .160 .690 1.517 .200 4.842 .001* 

Investment in share market 
is too risky  

 

 
I don’t have many friends  

2.42 1.651 .180 3.425 .010* .672 .414 1.497 .206 2.311 .061 

3.15 3.542 .016* 3.120 .017* .044* .835 1.299 .273 4.692 .001* 

Source: data processed through SPSS 16.0 version. 

It is found that Table 2 enlisted the rating of the factors on the basis of their importance and also depicts the 

results through ANOVA. It is found that in table 9 which include the overall confirmation of urban consumer 

lifestyle by demographic variables indicates that in factor 1 have no overall impact by age, educational 
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qualification, gender, income, occupation but gender have impact on variable women are independent, 

occupation have impact on variable do you always welcome guest and variable college is helpful in job 

opportunity. On factor 2 (beliefs), occupation have overall impact and occupation also have impact on variable 

on urban area is important than rural. Income have overall impact on factor 3 (security & growth) and also on 

variables urban area is better for social and economic growth, one must save for secure future. Educational 

qualification have significant effect on factor 4(personal thinking) and age have significant effect on variable 

decision should take individually, occupation have significant effect on variable spiritual values are important 

than practical things and income have significant effect on variable prefer degree course to job oriented course. 

Income and gender have overall significant effect on factor5 (family values), educational qualification and 

income have significant effect on variable our family usually eats dinner together. Educational qualification 

have overall significant effect on factor 6(financial awareness), educational qualification have significant effect 

on variable use of debit card for shopping is good and gender have significant effect on variable use of credit 

card. Educational qualification and occupation have overall significant effect on factor 7(job priority), 

educational qualification and income have significant effect on variable government job and occupation have 

significant effect on variable private job. Factor 8(punctuality and habit) have no overall effect by demographic 

variables but occupation have significant effect on variable follow a definite routine. Income have significant 

overall effect on factor 9(living style) and gender have significant effect on variable like to live in city. Factor 

10(morality) have overall significantly affected by demographic variables age, gender, occupation , age and 

educational qualification have significant effect on variable moral values are more in urban people than rural 

people and occupation have significant effect on variable ask someone for financial help is good. Factor 

11(social beliefs) overall significantly affected by educational qualification. Factor 12(socio-economic 

management) overall significantly affected by demographic variables age ,educational qualification and 

occupation, educational qualification have significant effect on variable investment in share market is too risky 

and age, educational qualification and occupation have significant effect on variable I don’t have many friends. 

Overall the analysis provides an understanding the urban consumer lifestyle on basis of demographic variables 

i.e. age, educational qualification, gender, income, occupation. 

 

V. FURTHER AREA OF RESEARCH 

The study has cover 150 questionnaires for taking the consumer view about the various questions along with 

variables. This study covers the district of Sirsa and Fatehabad. It may be extended with more items and more 

questionnaires in other districts used to understand urban consumer lifestyle.  

 

VI. CONCLUSION 

Urban consumer lifestyle is all about person’s lifestyle the way a person interact, the way person survives, 

strives,  achieves, innovates and generate new ideas. After getting all of the data collected through questionnaire 

we come to a conclusion that urban consumer lifestyle is mainly affected by educational qualification and 

occupation. Factor 12 and Factor 10 has top  which helpful to identify urban consumer lifestyle with mean value 

(2.785) and (2.735) which is more effective in comparison of low mean value (1.725 and 1.53) of factor 1 and 

factor 3 that is less effective in identify urban consumer lifestyle. There are various factors which can affect the 
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urban consumer lifestyle but according to this study individual’s level of education and occupation will be 

helpful to identify urban consumer lifestyle.  
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