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ABSTRACT

Line has about 33 million users in Thailand, second only to Japan. Line’s
Sticker Shop offers virtual stickers showing cartoon characters expressing a range of
emotions. Users can purchase stickers as gifts, while others are available for free. Many
brands are increasingly interested in marketing though Line, using branded stickers and
official accounts, creating a competitive market. Using a promotional marketing
channel as well as creating and branding products, are more ways to build corporate
revenue with Line.

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. Quantitative research was employed with online and
printed questionnaires to collect data. Samples were 213 Line users in Thailand who
have added at least one Line sticker to their social network were samples from all
over Thailand or just Bangkok or the Bangkok metropolitan area. Exactly when did they
fill out questionnaires? Age range? Income range? Years using Line Research reliability
was measured by cronbach’s alpha and validity analysis. Regression analysis was the

research hypothesis.
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Results were that character identification as well as emotional and

functional values most influenced customer satisfaction and loyalty. These were

related to purchase intent. These findings may help designers of Line stickers for
businesses and organizations be more competitive.
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