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ABSTRACT

The objective of this research was to study factors affecting purchase
intention and use of online marketplace groups created by alumni of Thai universities.
Since April 2020, these venues have rapidly gained popularity and increased
membership. During the first month, most groups attracted over 10,000 members, but
as of 15 December 2020, only three groups contained over 100,000 members, with
steadily increasing sales and membership. This study was designed to use the
expectation-confirmation model (ECM), comprising a satisfaction variable combined
with perceived usefulness variable, comprising enjoyment, time-efficiency, and
convenience as well as the marketing mix model, including creating product value and
variety strategy. The goal was to study the continued use and purchasing from online
marketing groups.

252 samples were members of the Thammasat University (Thammasat
University and Promotional Space), Chulalongkorn University (Chula Market Place) and
Kasetsart University (KU Student Market) market groups. Data was collected by

questionnaires as a distribution method and analyzed. Results were that all of the ECM
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and marketing mix affected continued usage and purchase intention for online college

marketplace groups.
Keywords: Facebook, Website, Thammasat University and Promotional Space, Store

Deposit, Chula Market Place, KU Student Market, Expectation-confirmation,

Marketing mix.
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