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The Effect of Product Characteristics, Personality Traits and Reference Groups on Consumers’ Purchase of

the LINE Stickers
Li Chang Shu-Wen Yang Yu-Li Lan
Abstract

This study aims to examine the effect of product characteristics, personality traits, and reference groups on consumer LINE stickers

shopping behavior. Qualitative analysis was used to interview related respondents.
The results are as below:
1. Product characteristics may affect consumer willingness to buy stickers.
2. Extroverts prefer to buy stickers.
3. Effect of different reference groups on students and employees.

Results revealed that need for uniqueness, bandwagon effect, and the pursuit of self-characteristics were found to greatly influence
consumer LINE stickers shopping behavior. A clear understanding of consumer LINE stickers’ behavior can help instant messaging

software programming industry and Government decree on planning and utilization.
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