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ABSTRACT

Marketing staffs know that lifestyle changes of Consumers, to design and provide appropriate products and services. Indicating

effects of LOHAS lifestyle consumers through Technologic Innovation and product perception intermediary variables to Brand

attitude and Purchasing intention - toyota prius hybrid car as an Example. The research by the questionnaire survey way, discovered

the results after the statistical analysis confirmation : 1. LOHAS lifestyle has positive significant influence to product perception. 2.

Partial LOHAS lifestyle has positive significant influence to technologic innovation. 3.Product perception has positive significant

influence to brand attitude. 4.Technologic innovation has positive significant effect to brand attitude. 5.Technologic innovation has

positive significant effect to product perception. 6.Brand attitude has positive significant effect to purchasing intention 7.Product

perception is positive enhancement the effect of LOHAS lifestyle to purchasing intention. 8.Technologic Innovation is positive

enhancement the effect of LOHAS lifestyle to Brand attitude.
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