
Accepted Manuscript

Effects of Branded e-Stickers on Purchase Intentions: The Perspective of Social
Capital Theory

Ya-Ching Lee

PII: S0736-5853(16)30015-6
DOI: http://dx.doi.org/10.1016/j.tele.2016.06.005
Reference: TELE 814

To appear in: Telematics and Informatics

Received Date: 16 February 2016
Revised Date: 19 May 2016
Accepted Date: 10 June 2016

Please cite this article as: Lee, Y-C., Effects of Branded e-Stickers on Purchase Intentions: The Perspective of Social
Capital Theory, Telematics and Informatics (2016), doi: http://dx.doi.org/10.1016/j.tele.2016.06.005

This is a PDF file of an unedited manuscript that has been accepted for publication. As a service to our customers
we are providing this early version of the manuscript. The manuscript will undergo copyediting, typesetting, and
review of the resulting proof before it is published in its final form. Please note that during the production process
errors may be discovered which could affect the content, and all legal disclaimers that apply to the journal pertain.

http://dx.doi.org/10.1016/j.tele.2016.06.005
http://dx.doi.org/10.1016/j.tele.2016.06.005


  

 

1 
 

Effects of Branded e-Stickers on Purchase Intentions:  

The Perspective of Social Capital Theory 

 

 

   

 

 

Ya-Ching Lee 

Prof. 

Institute of Marketing Communication, 

National Sun Yat-Sen University 

70, Lien-Hei Rd., Kaohsiung, 

Taiwan 

Tel.: 886 7 5252000; e-mail address: yaclee@cm.nsysu.edu.tw 
 
 
 
 
 
 
 
 
 

This research is sponsored by Electronic Commerce Research Center. 
  



https://isiarticles.com/article/159136

