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Abstract

There are two objectives of this study: 1) to study the use of Line and Line Sticker of the
generation Y in Thailand and 2) to study important factors towards the buying of Line Creator
stickers by generation Y consumers in Thailand. The sample studied are three representative
groups of three hundred Thai of the Generation Y, living in Thailand who have bought Line Creator
stickers before. An online questionnaire was provided to the respondents as a tool for data
collection. The data was analyzed using descriptive statistics.

The study reveals that most of the respondents of the questionnaires are 21-25 year- old,
single women who obtained a Bachelor degree and have 10,001-20,000 Baht monthly income.
Most respondents are using the Line application for their daily communication with their friends.
In addition, most of them purchase line stickers 1-3 times per month and spend 30 Baht per
purchase. Their purchase of Line stickers is based on their preference and for their own use.
Moreover, they regularly purchase Line sticker by themselves via LINE Store/LINE Sticker Shop
using a credit card for the payments.

The results concerning the importance of factors towards buying Line Creator Stickers by
generation Y consumers in Thailand indicated that all factors have a medium level of importance.
In addition, the three factors that had the highest rating are the entertainment benefit, followed

by less effort and convenience, and performance expectancy.

Keywords: Buying Factors, Stickers Line Creator, Generation Y in Thailand
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