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THE IMPACT OF MARKETING MIX FACTORS INFLUENCING REPEAT
PURCHASES OF ONLINE GAMING AMONG GENERATION Z CHINESE
CONSUMERS, JINAN PROVICE, THE PEOPLE’S REPUBLIC OF CHINA
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ABSTRACT

The objectives of this research were: (1) to study the marketing mix factors in
online gaming among Generation Z Chinese consumers in Jinan, (2) to study the
repeat purchases of online gaming among Generation Z Chinese consumers in Jinan;
and

(3) to study marketing mix factors affecting repeat purchases of online gaming
among Generation Z Chinese consumers in Jinan city.

This research was quantitative research. The population was Chinese
consumers who play online games among Generation Z Chinese consumers in Jinan
city the exact number was unknown. Therefore, Cochran's calculation formula was
used, resulting in a sample size of 385 people using the purposive sampling method.
Using a questionnaire as a tool to collect data. Statistics used in the research include
frequency, percentage, mean, and standard deviation and multiple regression
analysis values.

The research findings were found that: (1) marketing mix factors for online
gaming services were found to be overall and each aspect it was important at a high
level. When considering each aspect, it was found that the aspect with the highest
average was the physical presentation, followed by the marketing promotion,
personnel, and process. product and which had the lowest average is Price and
distribution channels, respectively, (2) repeat purchases for playing online games
overall, it was important at a high level. When considering each item, it was found

that the highest average was will come back to play online games again when there



is a chance, followed by recommending others to play online games. Continue to
play online games despite price changes the lowest average is Want to play games
next time will choose to play online games again; and (3) the marketing mix
influences repeat online gaming purchases among Generation Z Chinese consumers
in Jinan city statistically significant at the 0.01 level, it can predict the results of
repeat online gaming purchases among Generation Z Chinese consumers in Jinan, it

was 56.90 percent.

Keywords: Marketing Mix, Repeat Purchases, Online Gaming, Generation Z, Jinan

anudunuazanuddguasdaym

anuudinaudaaiunisiluinasema o Wodvugaamnssany Wunds
Tu 11 gramnssy soft power (osanilmmannsalumndnduviesiavdnalususia
PoeTAIusTINLATEIAL 1NUUTEAYN MOBA, Uselan Competitive Tactics waztnudadu 34
Dunuiiiaurniuien guasansoaeaunsniamusssy wiianudulne wu ainvesny
duunawisnfisriausssuvioaouiivendanudmiasag luusemealne vdeufindinain

Aavy wazanussanunlunuliialrnatedavsNusvenanudulneg Nazidudnaonienis

¥

doansuazUssuduniusduauazusnisinefagaiunsafegediauinuyidu suasdiludnis

Y

afansusuaznsgduanudeinistunmsusinadumineiiuundu (@innudeasunism

Tusnausene o 1WesInuIY, 2567)

[

FATUNITAINUAFIUUTLAUNIINITAAIN I UNITIIMUIEINURU Atz Ap Y1 Tla D

=

AUILNABEIILNATY uaﬂmﬂﬁiuﬂmﬁuﬁﬂuﬁuﬁwL%ﬂ"mﬁm%'umﬂéuLﬂwu'm@wu

[y

auannsadautstufufivisyiuanna wie Esports lidu (usuaNS Snudiua, 2560) {33834

ﬁ‘LlI"W]’ﬂZﬂﬂ‘U’] Nﬁﬂi%ﬂ/lU”U@\ﬁ]’ﬂ"ﬂEJEﬂ’J‘Ll“LJiSﬁlWI’Nﬂ’]iﬁla’]@lﬁﬁfg%%wa@@ﬂ?i%@eﬁ’]ﬂ’]ﬂaumﬂ

Ya v KX @

soulatveanguiuslanduannstunen Tuliednu IdedsdaiuaiudAgniaiu

ssAanueeulay Inelddiulssaunediunisnatnusnis seaeduniesdlenieiazdaeler

9

dhlaifeafunisdndulavesiuslnamaunuesulatlduinduuviniséng wielmdu

v A & 6 o v Y v 6 J & v Ay v =
Tayaiilulsslovidmiudimurnuesuladlusuianseld Fatayailaainnisdine

Y

o I a =3 (v 1 ‘:i‘:l 1 ‘&J
a1u1sai lidusuanslunisimsentatadedrulssaunian1snatn NiNansENUAenNIsTe



41 Waiduusslevdlunsiauiwazusulsanistiuinisinuesulatvesiusznaunisuas

R

UL nueaulalsely

UsZAIATaINITINY

1. iflefnwitiadudiuuszaunsnisnaalunsiduinuesulatdvesnguiuilnavniiu
sdunen Tuidlesdnuy

2. ifioRnwnistedinaidunuesulativesnguiuilnasniwauisiusen Tudlosd
Tl

3. ieAnudadudutsraunainimaniidnarenisdesnindunuooulatvenas

Y a = o A A
QUﬁIﬂﬂ%n VULALULIYULLYR 1'14 LHONINUTUY

FUNAFIUYDINTINY
Uadedrudsraumamsnaianilnason1sdedinisiauinuesuladveanguguilnayd

= o A A
VULALULIVULLY R Iu LHONINUTUY

NIaULUIARTUNIIIRY

n9idei30s nansenuresiliddiusrannamsnaaiiiaviwasionistesinsian
inueeulatvosnguiuilanvniuiuisduuen Tullosivuiu §3duldinnsAnuinuiin
nguuazionasnuidefiAsiteatssgndinanuuiin Jadudwdszaunianisnain
(Marketing Mix 7P’s) 484 Kotler (2000) Usznounae 7 a1u taun (1) sunandue (2) au
391 (3) AUTDINIINITINTINUIE (4) AuNITELETENITAATIN (5) AuyAaINg (6) AU
nIUILNG way (7) frudnitauennanienm dnsunstesnmaduinuesulativsangs

AuslaayAuanstulen Tuilednuiu anuuifnves Kotler uag Keller (2012)



nussgnadunseunuifadssalull

9 - AN
AU

D dent Variabl
(Independent Variable) (Dependent Variable)

Uadedruuszaunienisnann
1. ATUNARAUN
2. PUSIAN
3. Eruaamanisdasviing nﬁ%a%'lmitaiuLnuaau‘laﬁmaana;m
0. ErunsAaSUnISHae Q’U‘%Inﬂm'ﬁ]ul,muw%'uuem
5. f1uyAaNs Tuiilesdviuy
6. AUNTTUIUNTT
7. fuAsiiaueenienn
2 1.1 nsovuIpalunsive
AANTUNTIVY

%

UIzYINIUaTNEUAIDE
Uszwns fe fuilaavniuiiduinueeulatvesnguiuilnavnduausduuse
Tuisloadvuy
nqudieeeiililun1sidefe nisfvunruianguiiedisssansluadsd
idesangidelinsudiuiiviueuvesuszvnaidimane 351438ves Cochran Tunns
Auadisyfumnudesiufesas 95 (Cochran, 1977) anansauansnsduanild 385 au Tag
WNITFUUUUIILAN

annnlglun1sasnz

o Y

Mglafmueadfamsunsieseiteyald fail

ey

—_

adfdanssaiun (Descriptive Statistics) Usenausig nsuaniaseanid
(Frequency Distribution) $a8az (Percentage) ALade (Average) LLazdauLﬁmmummgm
(Standard Deviation)

2. afifii¥a0yu1u (Inferential Statistics) Ingldatifnisannaenyan (Mutiple

Regression) 1ne/35 Enter



#7UNaNT33e

1. nan1sitaszvadedrudszaunismsnaiausnisnisiauinuesulay

LY [ 1

PANANITINY N15IATIEAAEIAUTTBEINU TEENNIINITAAIAUTAITAITIAULAN

a o U i Y

2aulatnUI e NTIukazs18a1u daudifmagluseauuin (X = 3.59) Wana1san

v Y

usagau WU sufifidedegdn fe audiiauenianenin (X = 3.65) 509830178

F1uN1sALETUNIINIIRaIR (X =3.68) fruyaains (X = 3.61) a1unszuaunis (X =

3.60) AUNARANY (X = 3.56) kagNiAafumgnne A1UTIALALAIUYTDININITIA

1MUY (X = 3.54) anuaau

2. NAN1SIASITENISTaN1Saunuaaulall

[ I

INNSANEINISTaTINSaunueaulal Tunwsiudianuddyegluseauuin

v Y

Y aa

(X = 3.86) Waia1sausazde wui JendAaiogen Ao asnduuiaunuesulatdnass

o w I

deflona faudrdgeyluszivuniign (X = 4.55) sevaswn fie wuzilviduauiny

9

[ 1

ooulad feudidusgluszauuin (X = 3.77) Ssasautnuosulausaliudinig

v Y

a o

Wasuulaswusan fanudifyeglusefuinn (X = 3.57) dwwdefifdnadonign e
siosmadunmiluaiadely viuazdon wunueeulaidn famnuddyedlussduin (X =
3.54) ANEIAU

3. HANTVAHOUANNAFIY

¥

HANITIATIZYINITAADRENYAN 3835 Enter wud1 Uadediudszaunia

nsna1neudIaueNNNEANERasen1sTeYg1NINTan InelArdudseAnsnisanney

Wiy 0.465 A1ALARIALARBUNINTFIUWINNY 0.155 ArduUszansnisannssunsgiu

a o =3

WINAU 0.454 karAlwlsoaseNnunuI@newIng 7 faUsanunsaynungNani1seagInIsiausny

soulativenguiuilnaridu Gen Z Tullesdnuu laseuay 56.90

aNUT8NaANTINY

nsAnwIes Kansenuvesladediuuszauniininanafiildnsnasdon1svetinisiau
wnuesuladveinguuslaardualustunen lude@nuiu nansdnwinudi Jadediu
UZauNIINISNAAUINITANTANILIERANSTOT N1sidunueaulatveinguiuslanyi?
d Q.II A dl vy 1 a 4
FJuiniustusen ludesdvuiu lasevar 56.90 lngdiulszaun1ein1snaInuInIsau
dulauenienmenininansenudenisvedinisiawnueeulatvenguduilanvidu
Wstuuen ludlsadnuumnnian Wulunuauuigiunald lnefivssnuseiundney

wuvasunuliaud Ayl



[
~ o

J998d I UUTLAUNIINITNAIAUSAITATURNAN T UNTNANTENUADNITYRTINTLAULNY

o w a [y

soulatveanguiusianriduasdunen ludledvuiu egreiidedAynsadanseau
0.05 Ineamsusundndaiissauanudidgeglussavun WefiarsanluudazUsziiu

WU Game Character ngluinuiiadaniauls daudidgegluszduunn lneliaaiegs

o

A -7 [ = LY a a 2" 1 = [y
ign Wiy 3.64 sesasduiinsdunaiudiuiliomwazaaunuatndqluny daudAty
I 9 a ~ v a 1 & 1 ° = o w
’EJE‘JJ&L‘Ui%@UlI’]ﬂ UARAYULNINY 3.57 LazdNITWAIUINUDUIVDILNNDYNEULEND UANUFAIALY

agluszivunn daafeintu 3.53 nan1sAnwiaennaeeiuLuIAnves Armstrong and
Kotler (2009) fina1731 nansiuel Wudiiauenegaatniieninuauls n1sdam msld wie
nsuslaanawnsamlignaninaduiisnela Uszneudiy aenduiale uazdudalaile wu

U339 @ 91A1 AN AFIAUAT UINT wasTioideavesiuiendndue o1vasiludud

a [

a d' a4 a ¢ gy a4 A v v
UIN1T d1UN U‘ﬂﬂa BIBAITUARN Namﬂm"m‘wLau@ﬁﬂqEJE]']"UQ%@JG]'JG]UW?@IN@J@?@UﬂVLW

HAnSufeliassaUstlev wavlaualuaignivesgnan Jrsiinainlindnduaaiunse
el TUNSAIUANAYNSATURAAAUNILABINITITUINIAIIULANAIIVDINAN AU

asRUsEneuviTenuauURvaINansiue 1wy Uselevditugiu 3US1e anvale AN N1TUTIY

L2 6 a

A9 A5183UAY LUAY S0 INUARILNUINA AN UNMTUNITODNLUUNAR S UNVD4

1 a

USgniitauansiuvilsiuandne wazlinuenluinlavesgnandmunenisiauindndoue

q
¥

A Y a o Ao I o YA o v o = =
LW@IﬂNaMﬂm%Naﬂwmﬂ%u LLagﬂi‘UU?QI‘WWGUU 621\‘1W@ﬂﬂ'TLN?Nﬂ’J']iJa']iJ'ﬁﬂl‘Llﬂ']imaUau@ﬁ

' [
Yaa = s

AINUABINITVDIRNALAR BT UaznagnsNefuduUssaundnioe waganendning uag

i

NansAnESaenAdestuIuiTeves Shen Shiging (2019) fidnuieafiudninavesainy
pannviatsveaanSuailududnfifidengfinssunistosivesgndn nan1sAnyinuin A
vannviaNBveINAn SuTAaR g AnTTuN STt HUR U N13vingINTII wazAINFEINTS
g0 Inefinrumainvansvesandus amunanvatsveIlssln ey sEAUALAINAZAINE

AENGANTIUNITTOTINILAUYUNITNITINTTULAL AR BN TR

VRIGIVRITE
v o 4 o a o v
daiauanurdmiunisiwanisideluyssyndly
1. HanIANYINUIN Aneunuuasunudlvg JUBUINNUTHANIIUNUNT
suatugannUuaziniaugsia Jsersiianuddgsenisesnuuuiny lagiin1seeniuy
vIoas e gULuUnUUsEIANI LN UATTTUITIAINAYN ANURUAUNAINTARBUALBIAD
Auauly uvismsesniuulriisgRuNsunven1sAneg19aseaTsARe NI URLaY

Rl ldusnsinisdedn



2. #an1sAnwmuIn YaduaudiudszaumniansnaInuInig AU LaYen
NN INansenusiani1stes) nistaunuesulatvenguiuslnay T tulen Tu
A A = o & ] s Y o g T a
Wesdnuuuiniige dedulunisesnuuuivledaisesnuuulvivade guuanini dau

a18973 U1aula wazueie

JoLauaKUTaIMSUN1IeAS IRl

' [
a a Y 1%

1. M98 9An I TAT8AIUAIN o) LIRLANTNI 1A TILaEN1990U LB LN TIUI

Jaduladneandsmansenusianisdadn wu Jadeidinanaminuianalalunisiaunyesulail

2. MsAnwAssialy MmsfnwidnunimaiugliunisfnwidalTuna el

loayaiisiniauysalundsu

UIIUIUNTY

miuqmé Saufisia. (2560). Tadudruuszaunanisaaindiidninadonisdeniauny sy
gunsalluune. i Inendesssuaans. MIfruaindase Usmsssiaumndngn Aoy
WY AERI LAz N1TULYT.

didneudaasunisanltusslseme u Lﬁaﬁwmu.(ZSé?).qmmuﬂiiuanuaﬁu Tut29A3
Yusn 2566.dUAuaN https://new.qg.com/rain/a/20230927A0AQINOO.

Armstrong, G., & Kotler, P. (2009). Marketing, and Introduction (9th ed.). New Jersey
: Pearson Prentice Hall.

Cochran, W. G. (1977). Sampling Techniques. 3rd ed., New York: John Wiley and
Sons, Inc.

Kotler, P. (2000). Marketing management (10th ed.). New Jersey, Prentice-Hall.

Kotler, P., & Keller, K. L. (2012). Marketing Management (14th ed.). New Jersey:
Pearson Prentice Hall.

Shen Shiging. (2019). Research on the influence of store product diversity on

customer repeat purchase behavior. MinZu University of China.



