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The Online-Purchasing Behaviors and the Product-Designing Factors that
Influenced the Decision Made by Customers in Bangkok Area on Purchasing the

Sticker from Line application
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Abstract

Conducted with the customers in Bangkok area, this study aims to investigate their
behaviors toward LINE sticker-purchase and the factors that influenced the purchase, the factors
influencing the products’ design, the ways they decided to buy the stickers from LINE application,
and the designing factors that influenced the customers’ decisions made for the purchase. The
sample groups consisted of both male and female populations selected by using convenience
sampling. The participants were 400 divided into 2 groups: 200 male participants and 200 female
participants. The research tool was a questionnaire whose reliability was 0.909. The content

validity was approved by the experts. The statistics used in this study were descriptive statistics:



percentage, means, and standard deviation. The inferential statistics used in testing the
assumption were simple and multiple regression analysis. The result of assumption testing
revealed that the online purchasing behaviors and the product designing-factors influenced the

decisions the customer made when buying the stickers with statistical significance of 0.05.
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