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Abstract

Purpose —LINE is the most popular messaging app in Taiwan and its stickers
attract many users’ eyes. Thus, many enterprises release their own stickers on LINE
gradually. It’s worthy to explore whether enterprises stickers could achieve advertising
effectiveness. In this study, we explore which enterprise sticker type of LINE will have
more advertising effectiveness from the perspectives of brand placement and brand

image consistency.

Design/methodology/approach — Using a sample of LINE users in Taiwan, we
collected 624 valid samples and the data were analyzed using One-Way MANOVA.

Findings — The analytical results show that enterprise stickers of LINE have
advertising effectiveness, and sticker type which is designed with high brand placement
and high brand image consistency has the best advertising effectiveness.

Research limitations/implications — The cross-sectional survey approach used in
this study might not fully capture the long term behavior of LINE users.

Practical implications — Sticker designers of enterprises can refer to our findings

to design enterprise stickers for LINE.

*  Corresponding author. Email: fredkuo@nuk.edu.tw
2016/05/11 received; 2016/11/26 revised; 2017/06/05 accepted
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Originality/value — This study provides a new research direction toward

advertising design, advertising effectiveness, and mobile advertisement.

Keywords: LINE stickers, advertising effectiveness, brand placement, brand image

consistency
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HHBATIALETTERBARTRAERBEGE X » £8 VE oot R4 H O£ 0E
B 1R & R ARG o Bl Fe s (2014) ¥R e ekEKRE LINE B
[ 69 ARSI BT E M BRI 63%0 A EM LA AR A RE B 32 F
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w8 % (Cowley & Barron 2008 ) » @3 Nelson (2002) &9 % b AL A 249 3,



464 EFEIRER F-+U0%s S00H

F o fBALF B RAE  0 AAEFE4EsE (Chen & Haley 2014 ) ~ 77 ¥ #5 5% (Besharat et
al. 2013) » AR A EFHHH (Karrh 1998) oy db i F A Z H 28y o # LB R
BERTon > BENBIMENRIRIATE > ERHBMEEEGEEL - 27
KBABEGYEAR MG AL AGHTE » KRR AL LINE #HE0)FE2
T BB ARG EAREI AR ERRAGATAR -

= R AR ST ey — Bk

Keller (1993) # % % (brand image) & & & £ & %S P HN S wY
B TP A AW » SZI R LA M S A A BB RS 0 LR
HNH B E ey & & o Park ~ Jaworski #2 Maclnnis (1986) 3.4 S £ % 5% W B
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