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ABSTRACT

The purposes of this study were to (1) investigate and summarize the opinions of working people toward
lifestyle, innovative design, and repurchase decision for water heaters, (2) analyze and summarize the influence of
lifestyle and innovative design on the repurchase decision for water heaters, (3) analyze and summarize the
direction of direct or indirect influences of each factor on the repurchase decision for water heaters, and (4)
analyze and summarize the differences in the magnitude of influence that each factor has on the repurchase
decision for water heaters. The 401 samples, including staff working individuals in theBangkok Metropolitan Region,
were selected by using the convenient sampling method, regardless of probability basis. The administered
questionnaire was verified for its content validity by three experts, and the Cronbach’s alpha coefficient indicated
that its reliability value was 0.927. Regarding data analysis, the descriptive statistics included frequency, percentage,
mean, and standard deviation, while the inferential statistics employed Multiple Regression Analysis (MRA).

Additionally, the hypotheses were tested at the 0.05 level of statistical significance.

The results of the study revealed that, overall, most respondents resided in the metropolitan area, were
female, aged between 25-34 years, held a bachelor’s degree, and were primarily employed as company staff
with an average monthly income of 15,001-30,000 baht. Regarding the analysis of opinions, it was found that
most respondents strongly agreed with the statements related to lifestyle, innovative design, and repurchase
decision for water heaters Furthermore, the analysis of factors influencing the repurchase decision for water
heaters indicated that both lifestyle and innovative design had a direct influence on the repurchase decision.
When comparing the magnitude of influence, it was found that lifestyle and innovative design had significantly

different effects on the repurchase decision for water heaters at the 0.05 level of statistical significance.

Keywords: Lifestyle, Innovative Design, Repurchase Decision, Water Heater
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