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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.
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WJuiauas 78.8 LLa:‘Lm“LumsLﬁiumuﬁaUﬁq@ﬁa WAUIRG Aaldwiauas 14.2 Uizmmaﬂmﬁuﬁgmu
LLmJaaumusﬁaﬂaﬂﬂ%ﬁq@iﬁm "Lal,ﬁuﬂejmgaﬁ’] w3osusame aausesas 44 sraudanlaun loiana
gn Aatdusasaz 16.6 LLa:VlaLﬁumjuﬁu 9 uiaufiana 1% MITira (Reset) daazas mMsfatasfivas
fAaidusaaaz 15.5
51 nATEHasadsznau (Factor analysis)

;ﬁﬁ'ﬂﬁﬁ’]ﬂﬁﬁtﬂﬁ:ﬁmﬁﬂﬁ:ﬂa‘uLﬁaﬁ'@mjuLLamm‘ﬁmuéﬁLLﬂ‘ﬂﬁagiumjm%aﬂaﬁ'ﬂlﬁmﬁu @2835M9
WY ULNULUY Varimax lfnailunmsaaduduiuiiase laglddn Eigen N1nnI1 1 uazen Factor loadings a4
fid1ganin 0.5 wazlEdn KMO (Kaiser-Meyer-Olkin) 41nA31 0.5 Iunﬂﬁaﬁ?ﬁ%mamﬁ WMARANNIILATIER
psdlsznaulienumnzauiutoya wenniisafimysaanuidedald (Reliability) 189103095 8d28m 330N
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anudelunItisein
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va

Hidnldasrmanainuaunutisznindaandsdarzinddynianusaunussznineaiulsdass

2

(Multicollinearity) %38l lagNa1samnananeasdtsznaunuuLsisiu (Variance Inflation Factor 38 VIF) 7
laiifiu 10 uazAIN1TaNTY (Tolerance) M Ind 1 (Fa3A3T DuzAuadnd, 2558) Fa'luivsngTaynd
ANMURUNUTTEWINIALUTBRT:

‘Iﬁﬁ'\i’ﬂ’mﬁ?uﬁd'ﬁﬂmﬁmi’lzﬁmimﬂﬂaLI‘W‘me (Multiple regression analysis) W131 gauldidarzauIn
ofunpanuRnLlsTasaanlsanld Touas 48 nan1Titeziaunsnanssgiuaasliiiuin dauliBase N
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FUFIUMIFIFIUNIANG WASNITILFAUTIAN AWEaL waasliidinin daudsns 4 6 Jausuwnsle
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lawinluiny @991m358909 Chou and Kimsuwan (2013) @z Kim and Hyun (2011) fa5u1889310082

NANTIUFILFINNIIANAEY Nﬂ@iﬂﬂ’ﬁ‘%a‘la Lﬁwlumu AINTNN 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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