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ABSTRACT

ThailandPostMart is an online platform that facilitates postal product
trading, local products, and pre-ordering for special events. This research aims to
investigate the acceptance of technology models and marketing mix models, focusing
on understanding the concept of perceived value and the concept of repurchase
intention decision-making toward ThailandPostMart platform. This quantitative
research collected data from 175 online users who have previously used the
ThailandPostMart platform. The research findings revealed that the factors influencing
perceived value are ranked in order of significance. The most influential factor on
perceived value is pricing, followed by product, promotion, performance expectancy,

effort expectancy, social influence, and facilitating conditions, respectively.
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