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	Lifestyle is one of the many factors that shape consumer behaviour. People’s lifestyles affect their curiosity about a specific product or service, but at the same time, such goods reflect their psychographic profile [1, p.436]. Lambin [2, p.208] draws attention to the fact that segmentation based on lifestyle “seeks to supplement demographics by adding such elements as activities, attitudes, interests, opinions, perceptions and preferences to obtain a more complete consumer profile.”
Based on the subject matter literature, the article presents existing, basic and widely used, market segmentation by lifestyle, including the “gemiusAudience” segmentation created in 2005, where the lifestyles of internet users served as the basic distribution criterion [3]. Basic and commonly used segmentation of the market by lifestyle include: segmentation by typology “Values ​​and Lifestyles” VALS and VALSII (created by Arnold Mitchell and modified in cooperation with SRI International, Stanford University and the University of California, Berkeley in 1989), segmentation of consumers by lifestyle - 4C (developed by advertising agency Young & Rubicam), segmentation according to the European way of life (proposed by Jean-Jacques Lambin).

In the article, an attempt has been also made, based on the authors’ own quantitative survey results, to identify the lifestyles represented by internet users. 
	 The respondents were analysed in terms of their pastime habits and the values guiding their lives. The results of the authors’ own surveys did not serve as the basis for determining the lifestyle segmentation of respondents, however, based on the subject matter literature, the authors presented existing, basic and widely used, types of market segmentation by lifestyle, including, among others, “gemiusAudience”, i.e. the segmentation model created in 2005, with internet user lifestyles as the key criterion for distribution.
In spatial terms, the surveys carried out by the authors covered Polish consumers using the internet from across the country, while in terms of their subject matter, the surveys focused on the lifestyles of consumers using the internet on a regular basis. 
The article presents selected results of an online questionnaire-based survey, conducted in 2016 on a sample of 460 respondents, including 62% and 38% female and male respondents respectively. However, since the results of this survey were not representative for the entire population of internet users and only expressed the opinions of those willing to take part in the survey, they need to be interpreted with caution. 
	Based on the results of own surveys, the authors were able to formulate the following observations:
· The most popular places for using interent are home and work, and a relatively large group of people use the internet at school or university. The least popular places are internet cafes, probably due to the possibility of using the internet in your own mobile devices
· Polish internet users place strong emphasis on universal values, such as family, health and love. Friendship, a sense of peace (and well-being) and freedom are quite significant values as well. 
· Internet users usually try to deposit additional funds in a savings account or spend it on holiday. 
· Most frequently, they relax while watching series and films or reading books, or spending their time with friends and pursuing their own interests;
· Internet users treat the internet as a source of information, to facilitate their education and occupational duties, but also for entertainment purposes. The most popular are social networking sites and search engines. Comparing the 2016 surveys and the results of the 2005 studies conducted by Gemius, it can be concluded that despite significant development of the internet, its users are still looking for entertainment and comfort in it.

In the future, it would be advisable to conduct a broader study on a representative sample of internet users, the results of which would enable the segmentation of respondents according to their lifestyle. Furthermore, the proposed segmentation could be used for effective marketing communication between companies and the target group of potential buyers of their offer.
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