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A Study of Mobile Instant Messaging Stickers Download
Intention: From User Experience Perspective

Mei-Hsueh Yang
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Abstract

Mobile Instant Messaging (MIM) stickers become one of the popular communication
tools. The emotional sticker provides strong emotional expression and abundant gesture
which can improve users' communication efficiency. However, there are a few studies
focused on user experience. Based on user experience perspective, this study investigates

factors affect users’ download intention of MIM Stickers by questionnaire.

The findings are shown as following: (1)Female have higher download intention than
male on expressiveness, enjoyment, and downloaded design; different usage of MIM
Stickers affect users' download intention; (2)User experience was positive correlated with
MIM Stickers download intention; (3) Expressiveness and enjoyment had high influence on
users’ download intention; (4)Traditional Word of Mouth (WOM) had high influence on
users’ download intention; and (5) downloaded design had influence on users' download
intention. These findings provided practical insights not only for MIM stickers design but

also for promotion strategies for future MIM manufacturer.

Keywords: user experience, mobile instant messaging stickers, download intention
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