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ABSTRACT

At present, the rapid development of technological devices has resulted
in more prompt communication. Social networking has played an important role in
enabling the ease of communication between parties. This technology decreases the
virtual space between sender and receiver, as technological developments enable
them to communicate anytime and anywhere, whether through computer, tablet or
the most popular device, the mobile phone application. These devices have
increased alternative communication channels beyond phone conversation by
introducing “chat” applications. One of the most popular chat applications
nowadays is Line, which has more than 500 million uses globally. Due to the massive
amount of users, many brands are increasingly interested in marketing though Line,
through 1 Branded "stickers", which act as a means of creating brand recognition for
consumers 2 Official accounts, which are the official channels of each brand to
communicate directly with consumers and advertise promotions, news and services,
thereby increasing market opportunity.

This research aims to study influential factors on customers’ intention to

consume the product or services that have been advertised through Line Official
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Accounts, analyzed through the lens of two theories. Firstly, the Uses and
Gratification Theory which emphasizes the importance of the receiver. This theory
suggests that the receivers make decisions by using the media that serves their best
interests. Secondly, the theory of Reasoned Action, which seeks to forecast human
behavior. According to this theory, predictions of behavior can be made through
measurement of belief, attitude and intention. The factors used in the study are
informativeness, entertainment, irritation, credibility, attitude toward advertising,
attitude toward brand, and purchase intention. This study is based on quantitative
research, conducted using online and paper questionnaires as data collection device.
The focus group consisted of 205 Line Application users in Thailand who have
experience adding at least one Line Official Account to their social network. The
reliability of the research has been measured using Cornbrash’s alpha and validity
analysis. Regression analysis has been used as the research hypothesis.

In  conclusion, the research suggests that the informativeness,
entertainment, irritation and credibility factors have the highest influence on
consumer attitudes toward advertising, while general attitude toward advertising is
related to attitude toward brand. In addition, the attitude toward advertising and
attitude toward brand are related to purchase intention. The result of this research
can be considered as a recommendation in favor of advertising on social networks,

via chat channels, to increase the effectiveness of said advertisement.

Keywords: Line Application, Line official account, Purchase intention, Online

Advertising



