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Lifestyle and Innovation affecting on Consumers’ Purchasing Decisions
for Meal Kit Food of Bangkok Citizens in New Normal Era
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Abstract

The purpose of this research was to study the structural relationship between lifestyle and
innovation affecting Meal Kit purchasing decisions of consumers in the New Normal era in Bangkok.
The sample consisted of 100 consumers in Bangkok who purchased Meal Kit. The questionnaire was
used as a research tool. The percentages, mean, standard deviation, and structural equation analysis
by ADANCO 2.2.1 were used to analyze the data. The results showed that consumers in the Bangkok
area who purchased Meal Kit had a structural correlation between lifestyle, innovation, and
consumer satisfaction, which directly influenced consumers' purchasing decisions were 0.231, 0.261,
and 0.433, respectively. Lifestyle and innovation had an indirect influence on consumers' purchasing
decisions by 0.146 and 0.203, respectively. In addition, lifestyle and innovation had a direct influence

on consumer satisfaction were 0.336 and 0.469, respectively.

Keywords: Lifestyle, Innovation, Consumer Purchasing Decision
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