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Perspective of Characteristics of Line Stickers on Purchase Intent
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Abstract

The theory of consumption values (TCV) was used to study the influence of Line stickers on purchase
intent. Factors of character identification, emotional values, functional values, customer satisfaction, and
customer loyalty as well as purchase intent, were assessed. Data was collected from 213 Line users in
Thailand who have added at least one Line sticker to their social network. Results were that character
identification, emotional values, functional values, customer satisfaction and loyalty influenced purchase
intention. These findings may help designers of Line stickers for businesses and organizations be more

competitive.
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AN 2 NANITAATIZHNNTNAD AUV IRNHALLBNE qmmmomimi LLazqmmmaﬂiﬂwﬁ

it ﬂ”ﬂﬂamﬁawalwaaﬁu‘ﬂm

Model Sum of Squares df Mean Square F Sig.
Regression 46.941 3 15.647 42.044 0.000*
Residual 77.780 209 0.327
Total 124.721 212
* p <0.05

a7 3 HAMTIATERANFNL T ANENTnRnoL VIR BTN Qmmmamsmﬁ UAZA A
ndlomilizes nuanuianelazasfuilae
Unstandarddized
Suds Cosfficients Standarddized Coefficients t Sig.
B Std.Error Beta
#Asil (Constant) 0.943 0.280 3.372 0.001
ANBULANY 0.186 0.057 0.201 3.262 0.001*
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