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ABSTRACT

Currently, there are over 33 million LINE users in Thailand. The purpose
of this study is to investigate how LINE Sponsored Sticker affects to perception of
brand equity.

This study is based on the uses and gratification theory, which
contributed with the functions of media for individuals, groups and society, along
with brand equity concept. The online questionnaire was used as research method
for quantitative data collection. The respondents who had ever used Line Sponsored
Sticker were selected to answer the questionnaire. The study is based on 212
respondents who are between the age of 18 and 55, bachelor’s degree or higher and
live in Bangkok metropolitan region. In order to verify the validity of results, the
author used Factor analysis to explore variable relationships, and ran Cronbach’s
alpha for assessing the reliability. Furthermore, Regression analysis and Canonical
regression were employed for hypothesis testing.

The findings indicated that the factors of informativeness, entertainment,
irritation, and attitudes about advertising affected to perception of brand equity, in

descending order of importance. As the results, this research could be useful for
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further research to study user’s behavior of using LINE stickers. Besides, the

organizations could use this information for marketing analysis toward brand equity.
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