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Abstract
This research aimed to study the importance level of service marketing mix and
the repurchase of online game, as well as the service marketing mix factors affecting the
repurchase of online games among Chinese Gen Z consumers in Shanghai, People’s
Republic of China. The samples in this study were 385 Chinese Gen Z consumers in Shanghai,
People’s Republic of China. The study adopted a survey research design, and the questionnaires
were employed as a research instrument. The data analysis was based on descriptive
statistics including frequency, percentage, mean, and standard deviation. The data analysis
also employed inference statistics with the enter method of multiple linear regression.
The research result found that the service marketing mix and the repurchase of
online games among Chinese Gen Z consumers in Shanghai, People’s Republic of China
were in high levels across all factors. The enter method of multiple linear regression
focused on the following independent variables; product, price, place, promotion, people,
physical evidence, and process. The result revealed that physical evidence significantly
affected the repurchase of online games among Chinese Gen Z consumers in Shanghai,
People’s Republic of China at the statistical level of 0.01. The independent variables were
also able to predict the repurchase of online games among Chinese Gen Z consumers in
Shanghai, People’s Republic of China for 56.90%.

Keywords: Service Marketing Mix, Repurchase, Online Games
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ANNAFIUNTIAY

Hi - $hundndasiinanenisdodn Hz - $husiAilnasenisten

Hs : duaniuiidisenisges He - funisasiasunisnanaiivasenistonn
Hs : é’mqﬂmﬂﬁﬁmammi%% Hs - funsyuiunsinasontsd e

H7 @ AUEILLEUDNI9N18 AN RNaReN15T0%N

A5ATUNTIeY
Uszunsuasnguaagng
Uszansildlunisinw fe fiaunuesuladsniuluieadsdld Uszimaasisuss
Ussrmuduiiindaud U wa. 2538 - 2552 flengsewing 12 26
ngumogsildlunsinuide
sunugidunuesuladvnivluideadssléfifiongsening 12 -26 U iilesandszens
fluunlnguazlingudulssnnsfuuueu Faru YunfIeg1eamIsafuInlaInans
laimsrusmiudszrnsues W.G. Cochran Ingfmunseduninuidesiufosas 95 wazszduan
mruanmLAAouTosay 5 (Fau1 Ndvdty, 2509, u. 74) Fsgaslunisdunadililunisdnw

v v
v S A

ANU AD

gns n=P(1-P)Z°

e2



NIFITUNIINEIENIETN TF 32 auudl 1 (UnTIeu - dguigy 2565)

WD N BNU YUIARIDEN

P unu ddiuvesssng 0.50
Z unu seduanuidesiudesas 95 vy 1.96
e unu AmRsNAIngIgATiAnty Ay 0.05
WA n = (0.05X1 - 0.5)(1.96)°
(0.057
= 384.16
fafu ndusegneilldlunisfinudiuau 385 au TasTEmaduuuuiaizas

insesilafildlunisifiusiusudeya
Funeumsitmuaiosdterldlunsinm
1. fufunisadraaiesiie Tnslduvvaeuniuiiadreduniunsousuinnisive
2. thiuvugeunulaueseyszsuiiuinw Wilevhnisnsrsdeunazufuusuily
3. thuvuasuaufivsundloudiauesiefidovgy 3 viwu ilensaaeummiileInsad
o (Content validity) &A1 tem Objective Congruence (I0C) Watuwihiu 0.940
4. huvvaeuamiiuusuAlundlunaaedld (Ty-out) Aunguiitidnualndifedy

oA

naufiazAnunde faunuosuladvnIuludesinfsiiflengsening 12 -26 U S1uau 30 Ay
5. thdeyailsanuuuaeunuiimaaedld (Ty-out) Iinevivnauidesiuvesiuuasuany
(Reliability analysis) Tne3SmArduuszanssaninsouuin (Cronbach’s coefficient of alpha)
wui Tnesawatudidwviatu 0.946 FaflAngandn 0.70 (Nunnally, 1978, pp. 245-246) UAEMAN
81U MUNTIeTeiiANegTEnINe 0.432 - 0.864 %"’qﬁmqmd'} 0.20 (Field, 2005, p. 284)
6. ad1anuvasunmeaulatualinlunelTuuden https//www.wjx.cn/vi/Q1EnUaB.aspx
Tnglddamnisfnnsosndusiiedig 3 Manudszneume tagiauinueeulatuieli ongAd

wareFuMiiaaln

nsaTEiuazUsEaanadoya
mslaesidoya wuadu 3 du ddl
duil 1 mylegiteyamluvesimeunuuasuay Tngldadfnssamn (Descriptive
statistics) LA Aeud (Frequency) wazAndosas (Percentage)
gl 2 Bumshesgiieatumiudfguesdinuszaunianisnainuinig wazenu
137091 Tneldadinssaun (Descriptive statistics) Mo Aads (Mean) wazdrudosuy
1%351U (Standard deviation) fmunnislizuuLNsROULUUABUNLR T
sEUINTian Avualy 5 AUy
FTAULIN AUl 4 Azuuy
3zAUUIUNAT AYUALA 3 AZLLUY



m MIFITUNIN@ENITN Ui 32 aUuil 1 (Un5IAN-T9urg 2565)

SEAULBY AAUALA 2 AZLLUU
seiutieniian Avualy 1 iy
asnuuiildumanadowazldinasilunmsulannunnevesaiads Tnasmuaunae
Tunsularumsnvesrnas sl (Ueywy Fi3ayenn, 2553, u. 141)
Aady 4.51 - 5.00 Mneds szduINian
Aade 3.51 - 4.50 MR SEeULN
Aade 2.51 - 3.50 Mg syduUIunans
Aade 1.51 - 2.50 wnede szdutios
Aade 1.00 - 1.50 mneds sedutiosiian
dudt 3 Wumsiesgidatudindssaunianisnanusnisfitnenisdesnisiaun
ooulavvesnguiuilanyndu Gen Z Tuilleadosld Ussimamsisausgusvevuiu laeldada

UNY (Interferential statistics) Town mﬁLﬂiwﬁmsﬂmaawmmwu Enter

HAN1539Y
AUl 1 nan1sAszvidayan1uinguszasAnsideden 1

Table 1 Mean, Standard Deviation, and Importance Level of Product

Product Me_an Standard Importance
(x) Deviation (S.D) Level
1. Game Character Interestingness 3.64 0.836 High
2. Game Quality and Performance 3.52 0.843 High
3. New Game Content and Updates 3.57 0.876 High
4. Regular Development of Game Content 3.53 0.952 Hich
5. Membership Database System and Privacy 2.89 0.856 Medium
Total Average 3.43 0.571 Medium

Table 1 Wu31 Aundasiau (Product) Ingansiudanudrdgegluseduiiunais
Waduwafu 3.43 éauﬁmwummmuwﬁﬁ’u 0.571 Lﬁaﬁmimﬂul,t,ssiavﬂiwlﬁu WUIN
rarasngluinuiiainuiiauls daudrdgyedluseiuuin & fiaaduindu 3.64 399937
umaaﬂmmwmmmuamua yADULNUALYAN 9 ”Lumm ummmmuaa‘luﬁvmumﬂ mmmaammu
3.57 muwmwummmumﬂu 0.876 wariinsiauniemvesnuedsaiane fldads
Winfiu 3.53 mummwummgmmmu 0.952 ANa1RY
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Table 2 Mean, Standard Deviation, and Importance Level of Price

Price Me_an Standard Importance
(x) Deviation (S.D) Level
1. Reasonableness of Overall Game Price 3.21 0.838 Medium
2. Appropriateness of Service Fee for 3.51 0.932 High
Download
3. Reasonableness of Loot box, Gift box, 3.55 1.001 High
and Lucky box Prices
4. Reasonableness of Game Price Comparing 3.56 1.023 High
to the Game Quality
5. Importance of Game Price Variability 3.54 0.899 High
Total Average 3.25 0.645 Medium

Table 2 Wu31 AR (Price) TaenmsiuiiaudiAgyegluseduUiunans danade
Winu 3.25 d@utlsauuninsgIuvinnu 0.645 WeliasanluusazUssiiunudl $9A190910
WHnzaNiuANA NN JANRdYgegaliniy 3.56 @1uidsauuninsgIuminiy 1.023 5838930
311984 Loot box, Gift box, Lucky box lutnuduauingauna daiudidgyegluszduuin
a0 dl 1 o ! d‘ ! o tﬂl ¥
dAadgiiiiy 3.55 diuiloauuuinsgiuindu 1.001 uagn1siudsuudainiusian
IS o w " (% ISP a [ [} N [ o w
fianuddgyegluszivunn dauadewiiu 3.54 drudeauunnsgiusiiu 0.899 audwy

Table 3 Mean, Standard Deviation, and Importance Level of Place

Mean Standard Importance
Place —_
(x)  Deviation (S.D) Level
1. Providing Alternative Channels to Download  3.60 0.953 High
2. Providing Alternative Payment methods for ~ 3.52 1.077 High
Purchasing
3. In-game Marketplace Service Availability 3.02 0.964 Medium
4. Providing Goods Related to Game Content 3.55 0.980 High
on Offline and Online Shop such as
Mouses, Keyboards, Headphones,
Clothes, Pillows, and Dolls
5. Limitlessness of Game Character Purchase 3.51 1.056 High
Total Average 3.44 0.712 Medium

Table 3 Wu31 AuteININITIAT MY (Place) Inannsiuiiszauanudidyegluseau
Uunan fiAedemiu 3.44 dudosuuinnsgusmiiu 0.712 WeasanluwsazUsziiiunuin
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Table 4 Mean, Standard Deviation, and Importance Level of Promotion

Promotion Me_an Standard Importance

() Deviation (S.D) Level

1. Game Public Relation in Medias 3.72 0.918 High
2. Ease of Communication Channels 3.60 1.057 High

Accessibility for Clients

3. Regularity of Game Recommendation 3.69 1.033 High
4. Interesting Game Promotion Strategies 3.64 1.008 High
5. Game Promotion such as Live Streaming 3.56 1.033 High
Total Average 3.63 0.735 High

Table 4 WuU31 AUANTAWETUNIIAAIA (Promotion) lagnnsiuiisgauaudAnyeglu
v a1 a Vv ! = ! v A a ! [

JEAUNN dANafewiniy 3.63 duleuuuninsgiuinnu 0.735 WeRnsanluusazUseinu
WU dn1suszduiusinuniudesne q danadugigamiiu 3.72 daudsauuunnsgiusinny
0.918 sesasndnmsuuzdunuegiainaue danuddgyegluseduuin danadewintu 3.69
1 N [ IS A IS o w i (Y
drudeuuunnsgusiiny 1.033 wazdinislustuninunuiauls danuddgyegluszduuin
fAafewiniu 3.64 dulstuunnsgumiiiu 1.008 audiu

Table 5 Mean, Standard Deviation, and Importance Level of People

Mean Standard Importance
People _
9 Deviation (S.D) Level
1. Service Quality of System Administrators 3.62 0.872 High
2. Administrators' Problem-Solving Skills 3.55 1.010 High
3. Equality of Customer Service 3.59 1.069 High
4. Administrators' Game Proficiency 3.66 0.992 High
5. Speed of Problem-Solving 3.64 1.136 High

Total Average 3.61 0.676 High
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Table 5 wu31 AuyAaINT (People) Tnga1nsiudseauanudidgyegluseivuin
ISP a [ ! a | v N ! <3 ! o/
fidadewiniy 3.61 dudsavunnsgiumint 0.676 Welasanluwiazszinunuii doua
IS Qll ISP ~ | v ! a | v
sruuinuiiaudgivgyluing dAnafegeanvitiu 3.66 druleuuuuinsgiuvindu 0.992
FosaauasEUUINNansanidynlieg1esings SrnudiAyedlussdunin dAedewiniu

3.64 d@1utd8iuuNInIgIuingy 1.136 wazdguaszuuinuliusnisiaedsdinuain
IS o w i (% S A [ [l N [ o w
fiawadngegluseivinn denafiowiiu 3.62 d1uleuuunnnsguwiiu 0.872 amuddiu

Table 6 Mean, Standard Deviation, and Importance Level of Process

Process Me_an Standard Importance

(X) Deviation (S.D) Level

1. Ease of Registration and Account Access 3.71 0.879 Hish

2. Standard of Game System Management Process  3.56 0.966 High

3. Speed of Game Trading Process 3.57 0.964 High

4. Clear Instruction of Items Purchase 3.64 0.928 High

5. 24 Hours Services 3.52 0.997 High

Total Average 3.60 0.640 High

Table 6 WU31 AMUNT¥UIUATT (Process) lagamsiuilszauadudidayegluseuiin
A = [ ! =i Y N ! < '
fidafewiniu 3.60 dudeauuninsgiumiiu 0.640 WeiasanluusasUszinu wuiinig

= DR RS ) ' a a v ) =i

awzdounmadldonudyifléhlilaede Sdnategeganiiiu 3.71 daulsauuinasgu
Wiy 0.879 'iaammmmﬁuﬁ]wumaumsawaaummmﬁm fenud Agegluszavann & fidade
Wiy 3.64 muwmwummmummu 0.928 uaznsz UruNITTeIBINNTAINTINE
faddyegluszivann fauadewintu 357 dudsauunasgruwiniu 0964 muaiy

Table 7 Mean, Standard Deviation, and Importance Level of Physical Evidence

Mean Standard Importance
Physical Evidence —
(X) Deviation (S.D) Level
1. Game Reliability 3.66 0.961 High
2. Good Game Formation 3.58 1.000 High
3. Game Provider's Website Interestedness ~ 3.65 0.999 High
4. Game Community Channels 3.59 0.943 High
5. New and Modern Game Design 3.78 1.295 High
Total Average 3.65 0.676 High

970 Table 7 wua1 Arudsinauen1snienin (Physical evidence) Iagn nwsiuilszav
auddgyegluseauin denadewiniu 3.65 drudeauuunnnsgiuminnu 0.676 Lefiansanly
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' [ ! Y o 1 a1 N [ !
winzUseiiy nudiniseenwuuny viade uazuUanlvg TneliAafegeanyiniu 3.78 diu
Jeauuunnsgiuuiihy 1.295 semeunnuiaudidene dauddgyegluseduiin daiade
Wi 3.66 d@rudesuunasgIumingu 0.961 wasiuledvesuseninuiiauuiauls danuddgy

I U a0 d‘ 1 U 1 d‘ 1 o o U
aglusgauin danadewiiiu 3.65 @uletuunnnsgiuwiiu 0.999 auau

Table 8 Mean, Standard Deviation, and Importance Level of Repurchase

Mean Standard Importance
Repurchase —

X Deviation (S.D) Level

1. Online Game Repurchase and Play as Opportunity ~ 4.55 1.074 Highest
2. Keeping Online Game Playing for the next Occasion 3.54 1.027 High
3. Continuation of Online Playing, even with Varied ~ 3.57 1.028 High

Prices

4. Game Recommendation to Other Players 3.77 1.048 High
Total Average 3.85 0.697 High

Table 8 W31 §1UN157 081 (Repurchase) lngnmsui seauaudidyeg luseduun
fAadewiniy 385 drudonuunasgiusindu 0.697 WoRnsaluuiasUsuiu wuinagnduan
wuinueaulatidnadudeilonia fdnedsgeaawiiu 4.55 dudsauunnsgiumiiiy 1.074
sosaauninsuugiligduiduinuesuladiimuddnyoglussfuuin fanadswiifu 3.77
dnudenvumnasgumindu 1.048 uazmndesnsiauniluadadely azdendunuosulaiisn
fanuddneelusziunn fanedewiiu 3.57 dudsavunasgruwindy 1,028 smudiu

Table 9 Result of multiple regression analysis with Enter

Independent Repurchase

variable B S.E Beta ‘ p-value VIF
Constant (a) 0.689 | 0.216 - 6.075 0.000 -
Product 0.165 0.166 | 0.153 | 2.262 0.024% | 1.277
Price 0.290 0.162 | 0.276 | 3.174 | 0.002** | 1.686
Place 0.324 0.155 | 0.328 | 3.910 0.000** 1.720
Promotion 0.209 0.156 | 0.215 | 2.774 | 0.006** | 1.587
People 0.186 0.158 | 0.184 | 2.626 | 0.009** | 1.414
Process 0.222 0.166 | 0.212 | 2951 | 0.003** | 1.712
Physical Evidence 0.465 0.155 | 0.454 | 5.399 | 0.000%* | 1.317
F = 59.593, p-value = 0.000, R?*=0.569, AdjrR’= 0.559

* frfddaneadfnseeu 0.05, ** SlpdAayieadanszsu 0.01
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NINAFDUANMNAUNUTTEIN9ILUTBaE (Collinearity) Taglaman VIF wuan A1 VIF ve9
AIRUTANUHEAS I ATUTIA ANUTBINNITTATINUIY IIUNITALETUNITNAIA ANUYAAINST

FUNTEUINNS wazsuAsiauemanean JA1egsening 1.277-1.720 Bsildn < 10 uanedn
minUsdassunazmliiinuduiusiu (F. C. Lee, J. C. Lee, and A. C. Lee, 2000, p. 704)
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