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Abstract

Given that understanding individual lifestyles can help product/service providers and
marketers devise effective strategies to targeted segments, investigating people’s digital
lifestyle becomes crucial for digital technology and service providers as well as for marketers
who use digital media and tools to promote their products and services. Accordingly, based
on e-lifestyle and Internet lifestyle literature, this study surveyed 680 respondents in Taiwan
to construct a 19-item five-factor digital lifestyle scale. Six implications culled from this
study can help digital service marketers and providers to effectively find desired customers,
position and customize their technologies or services, and devise subtle marketing/service
strategies.
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