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ABSTRACT

The research of 'The Massive Multiplayer Online Role-Playing Game's
items Repurchase intention' aims to define the factors that influence the players to
repurchase the items consumer behavior regarding the factors that influence the
influential factor of consumer behavior.

A Study of Intention to repurchase ltems in Massive Multiplayer Online
Role-Playing Game. The aim of the study is to find out the factor that influence the
Game player to repurchase the item. 2 fundamental theories are combined to this
study. First is Technology Acceptance Model (TAM). Second is Marketing Mix. This
paper will identify 7 factors that affect consumer's perception that influence the
repurchase intention. 7 factors included of Character Competency Value, Enjoyment
Value, Esthetic Value, Perceived Price, Perceived Promotion, Perceived Ease of Use:
payment and Satisfaction.

Market value for game online item purchasing is approximately 4 billion
therefore this research will benefit the Game online producers, entrepreneurs and
developers in improving and developing their games, campaign and marketing
towards the influential factors, as well as promote the growth of the Online Game

industry.
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This quantitative research used online questionnaire as the tool to
collect data from 322 Multiplayer Online Role-Playing Game players during January
15 to March 15, 2015. The researcher has evaluated the data, inspected the
Reliability Assessment and then processed the Factor Analysis and Regression
Analysis respectively.

In this research findings, there are four perceptions effecting the
customers' item repurchase which are Character Competency Value, Perceived Price,
Perceived Promotion and Satisfaction drives more purchase of items online.

In conclusion, this research benefit the Online Game entrepreneurs and
developers, as well as the Online Game Value Card distributors, in terms of

developing marketing tools and game design.

Keywords: Repurchase Intention, items, MMORPG, Massive Multiplayer Online Role-

Playing Game, Online game



