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SUMMARY 

 

Lifestyle is one of the most used concepts in marketing literature and practice, being an 

important determinant of human behavior. Used both as a dependent and independent variable in 

different studies, it hasn`t been approached in an integrative perspective, that has a holistic view 

of the factors that influence and are influenced by it. This paper presents a systemic approach, 

having proposed and tested a lifestyle centered model, from directly observed and endogenous 

influences, from consumer behavior fundamental processes, tracking the interaction with image 

and observing the effects over the buying decision process. Testing the model on the mobile 

phone market, the connections of the model are demonstrated, highlighting more prominent 

influences. Also, the latent structures of lifestyle have been identified and, based on them, 

respondents were clustered. The segments are not differentiated just through the constituent 

factors, but also through the rest of the variables of the model, showing that lifestyle can be the 

new way of social stratification, bearing more profound information than demographic variables 

for marketing strategies. 
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