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Abstract

The purpose of this study is to explore factors affecting players' intention to repurchase items in Massive
Multiplayer Online Role-Playing Game (MMORPG). MMORPG is consisting of character competency value,
enjoyment value, aesthetic value, perceived promotion, perceived price, perceived ease of acquiring game
items, and satisfaction. The study applied the quantitative approach which online questionnaires were the
instrument. The Results reveal that perceived value in terms of perceived value player character, perceived

promotion, perceived price, and satisfaction in MMORPG are significant to players in repurchasing of items.

Keywords: Repurchase Intention, items, Online Game, Massive Multiplayer Online Role-Playing Game
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LLmJaaumusﬁaﬂaﬂﬂ%ﬁq@iﬁm "Lal,ﬁuﬂejmgaﬁ’] w3osusame aausesas 44 sraudanldun loiana
gn Aatdusasaz 16.6 LLa:vLaLﬁumjuﬁu 9 \Judaufiann 1w MISia (Reset) daazas mMsSaTafivaas
fAaidusaaaz 15.5
51 nATEHasadsznau (Factor analysis)

vﬁﬁ'\ﬁ]’m‘lfua“iﬁ'ﬂvlﬁﬁwmﬁmsw:ﬁmﬁﬂi:ﬂa'uLﬁaﬁ?’@mjuua:a@ﬁmauﬁaLLﬂ‘ﬂﬁayfl,umjm?aﬂaﬁ'ﬂlﬁmn”u
f8IDMINYULNBUDL Varimax linauailunsaaausiuinidass laglden Eigen 11nn31 1 uazdn Factor
loadings @iasiiengIndn 0.5 wazliA1 KMO (Kaiser-Meyer-Olkin) 10031 0.5 1u1qﬂﬂmi"ys’§mam'j'1 akanIy
Aenzvissdilsznauiianumanzaunudaya wonniissimyiannudedeld (Reliability) vosiaiasiiodas
msiaaulsantsarvesasanuia g’”’”sﬁ'ﬁaﬂ%@hé’uﬂizﬁﬂﬁzﬁﬁmmﬂﬂ'jﬁ 0.6 Godluinmsinoansuleing
AuLTada (Gliem & Gliem, 2003) Namﬁmﬁ:ﬁmé’uﬂa:ﬁwﬁ?ﬁﬂwaamaumﬂmaanﬂﬂaa‘“ﬂﬁ@hgmh
0.6 ﬁa%m@”&mfuﬁmgﬂﬁ’h ‘Jﬁ]fﬁ‘ﬂnn@”Jﬁlﬁ“luﬂ'liﬁﬂwwﬁﬂa'luLﬁmmumu%aﬁavlﬁ fu1sun lnesey
suudAgnulunszuaumsidvealy

HANTINAREUANNFNNUE wudeulsaunguld 7 ngu lasddaudslunguanaisnala (Satisfaction) 'l
sanndangulvinanzaveglunguiadodoanu m”aLLﬂsﬁm'sm:mﬂLm:mjuﬁuﬂmﬁ”ﬂ5u$dﬁaaﬁﬂmﬁ'@ﬂ§u
sudsluminaseudnass lagvinmyiazvie uwlsusnenunguidads 4 nau laun

(1) Tadudumysuamd Usznausis MITuinIuaINInueaIaInzas ANUEUNEUIL AUEIDIN

(2) TABEUBIUHENNIANG UIeNaUIY MITUFNBMITFILFININIANG MNITUFIUIAN MITF

anuslunmstissdis
(3) tavaduanuninala
4) tspdumsdatn
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52 NMINAFDUANNATIN

dIpldamaseuanusuNussznindudiBar hilTymidynianusuiuszndndiudBas:
(Multicollinearity) %38l lagNa1vamnnanesdtsznaunuuLsisiu (Variance Inflation Factor 38 VIF) 7
laiifin 10 uazAIN1TaNTY (Tolerance) M Ing 1 (Fa3A3T DuzAuadnd, 2558) Fa'livsngTaynd
ANMURUNUTTEWINIALUTBRT:

‘M5\1’ﬂ’m1fu§dﬁﬁLﬂi’lzﬁmiﬂ@maLIW‘IQQEH, (Multiple regression analysis) W11 ausdsrzaNnInadung
anuisulsvasarudianldTouss 48 nansiiazdaunisnansussusadliiiiuin daudsdas: Ndsnade
anuaslalumstadifiszauanudadusosas 95 laun anuienals anusunsnvasdaszes MITUFENL
MIFILFITUNIIANG UAZNITIUIAIHIIAT AINAGY e liiiuin daudsns 4 6 Sanusunusludianis
W@eNWNUaILUIINY REAAREINUIKIFLVEY Park and Lee (2011) LﬁaQLﬁiuLmﬂm”laLﬁuLLETaﬁaNalﬁLﬁ@mm
Rawalalunsianny anusmansavessazasiiudunasanlsle winlwny ssualiiAnnisdadnloiuly
NN AIIWITBVBYI Chou and Kimsuwan (2013) waz Kim and Hyun (2011) fefunfimauazRanITusILEsY
mInmasIadensge lotfiuluny asased 2

AN 2 @WiﬂdaLﬂiﬂxﬁﬁNﬂ’ﬁﬂﬂﬂE]UWiQﬂm

aaus Model
B SEB B
ANMURINIINVDIAINZAT 0.205 0.044 0.227*
ANWEUNTUIH 0.016 0.057 0.014
AMNRIYIN 0.017 0.053 0.015
MITUFNINTIWFILFINNIANG 0.151 0.052 0.135*
MITUFENUIIN 0.117 0.053 0.109*
ms%’ujmmdw olunsinsziSn -0.058 0.058 -0.048
AnuNInala 0.567 0.077 0.438*

WN’]UL‘W@J:

*p < 0.5, F(7, 314) = 41.65, R2 = 0.48
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