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TEERATENAE B URAENTIF( - SER LB
7 S A X L P 2 (o P LR Ay 3 T G (R A (R 4
A s A2 B L - (AR A B R ASKRIE AR E
RS A TENAEE F P BSR4 RS Y (5
TR RAR > R R e AR AT T8N
G2 SEREGES 2 18 (TR S AT REMELL
S ESE  Hrb o B ARGYE HEASAYITE
R A B o B R 4 (o 7 B R [RGB - TR St
BT Ry SR B E TRR A  RE L ER ST H Ay e
TR -

PRAITT BN B o P 1T B A s Y R 75 R B
it F{TE1ES4 (mobile advertising) HYRLE - #H
BRI SRR B A TR RIR 22
HIPRE - A BTTEN AR ISV ERIM: - Peft4a RS
T ERE - B TEN B SRR - RN
R EER T T A B T B B R IR 5 Y
HEME RAEE T (R TEIE SRR R -
JEs & FRATIAIT B s AR B R 2 T R RELL
(B AT B AR ~ LBl E AL - BRIES
ETENF A B S RIRE T T A WIS - (RS
AR S LIRS ~ R 5 T R & (s ER B R R A
FE SIS T - (58 HAT{TE EMHERX

( Application ) $Z {1 & 3E & & A I KH S
TTE)F AR RS A RTIEMEEEUR - (H H A 28 AR
ATEF AR ST RERME S £ 2K
HTEIRHG EAIIRHRIE 2 T HIERATTHH
& R T A o B AT Ry BB AT - R AR
RAHINEZE > A SRR A I R T B R A S
HHIRESZAZE R o] - BB IO R S (o I PR AT
EREEE 2T hERETERS » &2
Venkatesh ~ Thong B Xu (2012) [34)FTigH 2 %
SRR E#FE 2 (=) (unified theory of
acceptance and use of technology, UTAUT?2) 3%
FERE - TRHEE RN TSR A RS ERNTRE
B -

B~ SURERES
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— THREES

TEATENEpSERIR R 2 T T ARIT BN A B AT
IR EZERANE TR TTEiES 2
ETHTI SR SR S SRR T SIEE - T8
AR A T LUR B TRV B I TR  JE
AR (App) ~ Bz NE#ET L H (Tsang,
Shu-Chun, & Ting-Peng, 2004) [29] -

TTHEERVEREY: - FAF 2002 SR AHEE
AYEAZE » Varshney B2 Vetter (2002) [31]#E5] > {7
B R R IEN 2 TR IR Y B aiE ]
DIARIE(E B B S T 2 B LRSS AT 2L
IR EE A= HATFT SR eV ERE (RE)s - BEA
BE) RS BREE R TR SR T
{5 &y — TR T BT8R 72 > i Dickinger
Haghirian ~ Murphy Ei Scharl (2004) [13]tf2% -
TTENTHEE (T B4R A E AR R (e 3,
B AR S ERVERESEY) I ~ IRFSLASARE - 24
BHREHEEAEE, -

EITEERS TR S E RSN ERE
PR ERI(E AR OK ~ B R Rt B L
WA < FRHAI AR S, B EE e iRE LR
# (Open Mobile Alliance, 2001) [46] -

- fTEREER

THESEEAFARIEE BRI E S ENTT
AT I AE R i A 5T S A 2
» B EL RS S R BN E - B R A
I BT EE ~ BIRRME - 28 B m (s A
F R FEAVIF 2 (Sung-Joon & Joo-Ho, 2001) [25] -
Ovum (2011) [3915=EH 735 /At IR T I 5 748
Ryt AR A ENT RIS e - TTEE S A
R RE - FREAGAE AR  ROEE ~ i
B R A F R E SRR e E
aafYERUE ~ RIS B I B AR AR AV B S A LR
[F] > &G dE E FE BT E S R g X R
PR RS AL - (5 F & 2 T s s T fth 7
{E TN BT Rl & RN E BRI B B R 215 (B
EEE R R S B EEEEE (A F R AT
BB 5 R T AR/ D AN TR  SRIBS R g o S R A ]
(e $H BUE BN E (E e At e 8l gs - fildn - 17

m & B
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Bk A et R B e AR E & R
LIS A ]« (B[R B AL B E S = B
P _E#E A THY - IR R TS G A (E P &
AR FRE © EEST - Ovum (2011) [39]35E 570
PRAETE S > TTENRHR [EIEE t m] DUSH & o & A (s
R - B R S A U e Iy H R R R
Bl R w] ARG I 3 A AR B S 40 5 S (R A1
S HbIEY{E 3 (Tsang, Shu-Chun, & Ting-Peng,
2004) [29] -

4% Barnes (2002) [7IAYRE S A DURHTE)
&5 Ry Push LB Pull =X ~ fE5E (simple) B
& (rich) HYEEENA - (ks Push 1TEIE S E R

FEmEREC IR E B E SN E R EAE L
i Pull fTENESAIER R TR S TEIRN AR
TIFERZES - B AR E NS
¥ ) - Barnes (2002) [7]1( 738850 B HA 2 SEHY E
75 oS TEN A IR B & AT LRy BB N A
HIFE G SRR N AT = 2 i LUE R R H AR
K IE [ERY A fEELES (Shintaro & Barwise, 2011)
[27] -
= REREER

4 EE4 (Native advertising ) FIf%2: [ 2012
R E SR Fred Wilson $2H 2 (& (R AT
B UET SRS T8 3 - IS FIRE R R
P57 A T (The Atlantic Monthly ) FYAZ 48154
A RESHYIIEE - BEROAEE] - (5 R SHY TR A]
AR —H N TEEhN%s . (Sponsor Content)
(Bakshi, 2015) [9] » 75 /2[5 4 B 5 e #HY HIZK - Fred
Wilson (2012) [40]%F 5 AR BE 257 T 8 i BE S 4t
FIFEFRTEZC (Application) ABHIHRAE G LI G
(&R (User experience) AYRESEIEZ, - fR
1B 2013 FEE MR E SR (Internet
Advertising Bureau, 2013) [43]:7BHE » F4AELSE
S A—EIFEHEN ER R KA

(Native ) f£RZATHRFZHUATEEE ARG AR AR
B R ATH RIS A fRAT - 1 EEEE IaE H (2014) [1]
RIS T NS BLE A — 20 BES Rt R
TEHEZ F - [FER AT &6 & E T RS ErE
& W AFAES ) hERETRERS (HE

F=H=EF0 (RE—EZEAF+2H) : 61-80
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x> BH—ENLFEM: - Wojdynski &1 Evans (2016)
BT F A RS REN S ER & T ETHTERE
BRI EE A s 2 B N BEAR IR S ME R B 5
(Wojdynski & Evans, 2016) [37] -

58 e (Yahoo) J* 2015 Bi4a - fEE HIE
ABEAFEEESRA (B - 2015) [2] - 7£
B H AR RIS i A —RIF RS
HURRRE ~ A0 ~ SEARON1BH (B A8 e AR —
B NOTRUINFRSEEE T B Sponsored ;- FUR
Z S BN BB SN o &SRR EE R -
41 Youtube - Facebook ~ Instagram % » =5 258
55 Google 77y 2015 FAAGHNIA G AR B S i85 -

Yahoo TTHEMHIRYE Hexahram 7 2013 £EHY
FHAEH - 63%HVEE S ERl R A E S RBURAE AR
fRTHERERI2E (B - 2015) [2] - 2B
IRAEES S e (1AB) B ZE 7o ({58 F & 22 0 5%
B 85% A B RS G RHE AR A RS b
(Internet Advertising Bureau, 2013) [43] - fHEAE
I EE IR R RS FREW S DEEE - iR
B R HE S E Rt R
PREIME (ERE - 2015) [49] -

Greenberg (2012) [42]%1] it} R 42 B & = RHF
Bk AR A YE (Visually Integration) ~ B & 7%5E
2 (User Choice ) fI{E{E AN ( Valuable Content) -
MRS E B4R E SR (IAB) 2013 FH 4=
HHEERE S & EHNE AR SR NK
#- AEEERAY (In-Feed Units)  ~ (8855

( Paid Search Units ) ~ ¥ 7# i fir %
( Recommendation Widgets) ~ #£$5%1 ( Promoted
Listing ) ~ &S ( In-Ad) F1% #4EAT( Custom ) -
o~ FTENRERS

FAESERE] HIS TisiATEINS - E=5r 2 /Y
{TENEE REH (Mobile Display advertising) 4
2020 FRT——RFAERT . MHERTEIEER
(ERR HEET 32 RS T 99 THEEE 21T
BFAERS 2T TITERAEREGRAARKTE
JE& 25 1Y F R
2016) [41] -

(Facebook Audience Network,

S
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ERHATETHGE
association, 2016) [45]¥{TENRAEESES S T HF
BRHATEVEE IR E IS - App AT
AMITHRERVRE S MRERE S AN A T8
AATER] - WETHEEBEES S BRI ARA
& MRS TEEEE ARG S EERD
HERIERITES (App) EyREURIERET (Mobile
marketing association, 2016) [45] -

H AT 80 5 A s & B A B B S b 72 TR A 2%
B RIOYELREEE (2016) [3]Y $FHRARESE
MRS (WeChat) BRAFEIRY#E 2 [ EFTIRET
WFesE RSB S AR R 2 A SRR g
E R R TT BB ST R B &
RIS BUR - AT R B0 R Bl &2k
0 AR SRR PR DR - (FH B S EREE
BETE NS A RS E - RS
A A AR B AR R B S A R 2 42
Tt BR(E LRYE E1E > EEURHMAETTEI THHIE
M BRIV EE -

JR A o 5 SR R AR A T 8 T = 2 —(E A
W A RETHT AT T2 SR A S IR 1T
= ER— R EE WA - ARSI ESR
TR THYREN > S RN E AR > B
B TREA ) BEAEREAERIR Y - EEANERE
g Il E HUR R 4 0h 2 S Ay iz B ARG 1788 A B RY
BRI -

h - BERNEEZER (2)

Venkatesh ~ Morris ~ Davis £ Davis (2003) [32]
BE TIMET R R - B S
=, (The motivational model, TMM) ~ F+&={T &
#w (The theory of planned behavior, TPB)~ 45 &51E
1T R BRI B, (A model combining the
technology acceptance model and the theory of
planned behavior, C-TAM-TPB) ~ &5 jii {sf Fi #& %4
(The model of PC utilization, MPCU) ~ gI[3# {E{HEE
s (The innovation diffusion theory, IDT)~tt & 040
x5 (The social cognitive theory, SCT)Z: /\ {3
a0 FEHE SRR 250 (Unified theory of
acceptance and use of technology. UTAUT) -

(Mobile marketing
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B OB A 2 o A =5
2T R TEBENINZ 57 R BATSIE (Performance
expectancy ) ~ %% JJHAEY (Effort expectancy) Eitt
@2 28 (Social influence ) - T AE & 64 ( Facilitating
conditions ) HifT 5 FEE ( Behavior intention) Hij&r
s EME B HIE TRy - 2RI > UTAUT BiEsiEH
B (E R EE A1 0 DU i > S {E TR SA]
A& 5 BB REE (Venkatesh et al., 2003)
[32] -

REUREHEZ R MEAE SR L
BAMEFHKE - HEMAERTHEER?Z - 4
1> AR HIT e PR E 1 S A 72 H AV T8y
AL #8526 W7 ARG & R 17 Ry s B
MERHIA TR B #ERTT R (Schaupp, Carter,
& McBridge, 2010; Thong, Venkatesh, Se-Joon, &
Yan, 2011, Yang, Kim, & Yoo, 2012) [26][30][38] °
FHAHEEE > Venkatesh ~ Thong B Xu (2012) [34]
BHTBAN ARG ARER 2 EHRm HAR
RV BN - W2 55— R E ST A4S
HETIESTEAE R 2 KRR RS IR R 2 [T
L S o 22 (50 I (R A A N T iR T AR B A
REFIA T =448  (Hedonic Motivation) -~ {&
F&EE(E (Price Value) LLUREE (Habit) SR8H
ACFR R SRR R () H#iEm (Unified
theory of acceptance and use of technology 2,
UTAUT2) -

AN > BERIRRREZE () HINERU
¥ B - g B ML ERER T AL
STHIEET © Venkatesh T A (2012) [34]RF =45,
PEEF Ry T R R A B B R
M EASEBEER R T (LR PTRER SR A1 R
fo B ) | ARAC RIS R 2 R YRR MR o T {1
NEE  AEWEREX > —EEEEENTE  F
KRANEHEE AL R B CIVERET R ARG LB
BITIVIRNE - BRI (2) VSR
HHRT » bR T EBIHATIIAZ S » SEIE 2 [ R RE %
A g, > GRS & R A FEE s BT
Ry WEZEATRHER - MTHEERIE S - A F
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PRet EFRIERY T8 FERSEIHEBM:F - FFH SR
H e B g Tt A P -

BETRERR G — R BERR
{E I ) AR TIRET » S A& FTRE Ry P &7
SRA G M H 5 5 (VAR [ - BB TR %
2 TR S AT S SRR © 20T - RS AR
sz () RIS RHRGTE B " R4 R |
BURGE 2 T RS B - (I - BEAR
szl () BN R8RS - BRTREA
HYSEBU S B ES JTHIEE 2 S » tAHE Bl E S S
SEMEELER SEIMEE - 2T T R R AV R D
& -

FFRCHBIINEE (B G IREREZ
AT & (A B2 FEHIAERRE ST - Wong,
Tan, Tan £ Ooi (2015) [36]#FEH{sE FHEEHTE
[ ST R BB EITISE - 1Y UTAUT 22 fA
{E NE B gl (Personal Innovativeness in
Information) ~ #1%=4¢ (Perceived Enjoyment)
FITTENZGRE (Mobile Skillfulness ) 2 fimEH {5 ]
FH AT R ry FEHIBE

(1998) [6]$TETFHY R4 BRI T -
{5 F R A s A A A e AR A » B SE &S SRR
FHEER 2 o~ REDE RO SE v DA A Bl P
TSR Z AT AT EETE (Wong et al., 2015)
[38] = ECfh 5 M > R15E = SE S AR R Eh L B

( Motivation Theory ) HHY N 1FE 1% ( Intrinsic
Motivation ) Jfiaf (i A& 5] DATESE B e e
FPEET T I8 A R T DATEUAI(EE FH =& s A bR
Hy 7 JJ IR 2 (Davis, Bagozzi, & Warshaw, 1989)
[12] - N —F 8 & & sl A1 B 5w (Bandura, 1986)
[6] » AR HTTEIGREAIES: T & A A B
F5 I TEN A B RO B ARG T 1A
fTEITHEE | (Lu & Su, 2009) [19] -

IEEbFEER Bagozzi (2007) [B]HYEERE(LHTT R
BEREINARERTRERS B TEL -
Venkatesh et al. (2003) [32]4F UTAUT #&AY or £
17 Fo BB AR 2% TRORI S 7% O 1) 2 B R (Y 52 28
M - Rl TT B E S0 B - R e 8
HE AR & R RR I & s B T T B

o Agarwal F{1 Prasad

F=H=EF0 (RE—EZEAF+2H) : 61-80
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B2 EEEGSNRESHE R (Ashraf & Kamal,
2010; Drossos, Giaglis, Lekakos, Kokkinaki, &
Stavraki, 2007; Yang, 2007) [5][14][38] -

ABHZE P Ak PR HY R R (i I I T BN R
AREEIITRER - Rz afE g B
JELARE FH AR (T VLA - RS AR Z

(=) R4 TR BT HFAREE R B 5
HE A OEE A B w2 T HE AT (E
T EE > HE RSB A S A R T o $ 5
EVE - NI AIF7EHELL Venkatesh 55 A (2012)
BaFrfg v B MR RE2ZEA (2)

(UTAUT2) {E Ry RSB A RE R B S AL B - 24
i > HATLARE SRR R () (F AB R AL
BEHAHRE B ST 0AE D & I > AR ERE
W TR IEAR b IR R R B 45 S T DAEH
BT S5 m A DU G IR 2 1
i R BRI AHRE B RS OT - TR SRR _LAYME
al e

&g bl > AEHFERRH RAIEG

H1 @ fTERGRE BN S R

H2 : fTEGREHN S T A

H3 : fTERGREH N B A

H4 © SRR SE $T R B R A B

H5 : ELEEEH T BB B

H6 : S HISE T A B B

H7 : FICERRIFEINT HEEAEE

H8 : M & B INT HEEARE
N~ SRRV INGE

Z IR TN R SR R AYR S 7B RS 1Y
T ) R 3 fe— L e iR IR E P 3R 4% > Barnes (2002)
[THREBEATHA RS 2 Z IRV R R E R R 178
AR EHESH - 1T S MO T T B4 RS R
F o BESZERGHE  EMERESEIBER - 3
SEMRITE ARG (4G) WYL LY
REHEM  TEAER A MRS LNE 17
B R — BN B A TR R B R E R
BR 1T R BN — R EBHE - Zai RS
o ATENE SN A SR TR -

988
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5 A B 5 TR T A 5 e A Ry VR 1 B
JEAY > HAETRHfE Google » Yahoo | 3/ & AttEE
BLAGHEVEE TR IR A B ry R AR RS IAe
MBS H 4 LB BHIRHEE AT ER - H AR
A B E AR TSR 2 R E EIMEHENE sl Al
FI AREIE » S 368 [ A2 B o5 (5 FH 3 F2 2 FE R SRR S
BUE/ VB A A 12 R A B o S P A ol
W > —ERVIEE s B E iR m s » &
HS R I E R AR S B (RS0 ~ f86E
2016) [3] - RA » mfFAMAAEREE SETK - BFEA]
fn P & 3K AU P B AN Y 5 B 2
FREERE - AR IE B2 S R AT R BRI
5¢ 0 BE TR BB R E -

BRI TEEEEHNEREZE  EHEREE
FHRALTTT » 25 DIRHS 2 A 2 T B U R TR S A
B AHFURERELHINSE - ECEHITERY R
Al Lu Ed Su (2009) [19]FTHE HHITTENZNGRE K
Venkatesh & (2012) [34](EH&E1T BEFOHE R
HEmiz OB SRR ZER () (unified
theory of acceptance and use of technology 2,
UTAUT?2) RyEfam AL - BUE 1 sl F & ST Eh
JRA B EHITT R

2~ ZEITE

— ~ T
R 5 A2 o - DAL R Z e s B &
HITT Ry BB - AT T g fIRE - B8R0 Lu
Bl Su (2009 ) [19]AY1TEhZGRIE f Venkatesh S5 A
(2012) [BAEEARIRR R () REEmEs
B ARSI T B R AR R A T R R -
8 T A A TN AR P B AU ~ 3577
HHSE R e B R A THRE - DURERIHEE - 4377
HHEE ~ Mo 2 - LSRRI T R E
FE 2 RIS 22 2 o AT 4E A0 1 A -

S

ESpALE
)

Xl

NSRS
R _EESCRERET oMt o AHZEREL Lu B Su

(2009) [19] fTEhah& & K Venkatesh ~ Thong
Bl XU (2012) [34]Fieth 2 B SRR 2

(=) R EmARE - St ERERATHR A ES
HIfT Ry AT Fe T

(S HERBEBRATEREEAESRS - R
UTAUT2 oyEERERRE - 1 AR 8T R B BRAY R
R Fyfa] 2
(Z) T ATENGR S A SRR ~ BT RI=
SEBNTER s AR Ry 2
(=) TSRS ~ B ~ 1t & - IoEtlk
P BB T R B R B K] 2
() T figé (s P 2 A [ 6 P 48 B S SR S B 5 R
R A= RABIE R 2

- BYESE
KRG 2 S EE T TEPRE - EHE

BHE - ZEEE - 1t &R ICETRIE AT R
BhE, - HEBRUEFRSRFWT ¢
() TTEAE

TR A A AT B E TR E L
TEAVARAZE  (Lu & Su, 2009) [19] - fRIZAHTFE
B AR IURHTERGR S E S Ny T (EFEENE
ETEAE BRI RSNV SEE -
(&) &R

TEAEHNEARH RS R TR %
G AR G S EAZE  (Davis, 1986; Davis,
Bagozzi, & Warshaw, 1989) [11][12] - fR#ERH5EH

% S
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Y AT RHERSO e # N | (AT
By RS IEA o] DR A TR A B SRS
EEE, -

(=) B

" IR R IR RO T AR RA (o P #R
#J , (Davis et al. 1989; Venkatesh et al., 2012)
[12][34] - fRIZAFEHAY - AUFFEHRFLS I E 5%
R AR R TENASE TR AR e
P2 T DAREFAEFIRY 5 -

() = 4Edht

"R R SRR R R R R H A
R NBLRHY 2 BT At (Venkatesh, 2012)
[34] - tREZIFF 7T HHY » RBATUR ZaEEE 2 R [
B REFHTTEY R AR B S TE AR - FTRE R 2HY A R
() e

"EREERECHEHRN A MR AEC
JERZ 0 B HF IR R R RIBE AR | - (Davis et al.,
1989) [12]iR#EMHFCEHEY - AWHTTR 1 S B ER
Ky TR R TE R AR S IER] - 2B LR
N:D)Z
() B & ff:

" R T R L R R - BRI FTRE SR AL
TIEFER AV HIEFETE | (Venkatesh et al., 2012)
[34] - #RAZTATE HEY - RFFTREC S R EF R
HEHRERTEREESE - BCBARER
&L DL RIS P RE SR8 177 80 » RESIC & (E FH L
PRI | -

(BT RER

" R E R R B R E
(Davis et al., 1989; Venkatesh, 2012) [12][34] - R
IR EHY - AHFEHRHT BRI E RN | EHE R
(ERTTER A4 B S IR B e R, -

=~ HIRTA

FREEAHT Fery H VB - W e AR B A
50 BT AR S B SROHE - 57
JHEE ~ Boafeft ~ thEs & - Z5EEhb - 1TEh R
J&E RAT Ry AR R HET TS

F=H=EF0 (RE—EZEAF+2H) : 61-80
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AW FEAELT Ry B REAH B T A EL 3 B PR [
GHAER R MRS MR
T} - [ & 2 T E H R R SO AR AR T
T ESENTHR B EF R R RREILT
A -

WNEZHRE I ERBR RITEREE S &
{5 A T B AGE THE > GBS - (R ERA
AR GHERC RS G TR B 5T -

g~ WsEER
AWFE T2 H AYERRET 6 & T8 R A4
& 2T R B BR B FE Gt e By B I o (i
FBTENEE - B&F1% (Mobile) K P e
( Tablet ) #7172 44 H K #: 1F JE A 12 =
(Application) Z 15 » SAE T A& AT
e S TEEERNE T B TR AR
ERT R ERE
FEEIF PR Google & R IETERAY
8 IEUROHINT - HFCE R B E QRS G S AR
M4 - FENRIEGEGEMN S RWEE- P& - 2t
IS E S (PTT ) ~ i (Facebook ) F1 Mobile01
CINEBEERIE ) - (R DAARA B G TR S 5
B BEAA T T

i~ BrRlEREET

REFZEF RS FAE A B RIEHE SR
FERITHR S THVEERA0E 1 B E B
T - BRHE R SRS S A M - et
ARG Microsoft Excel g T#])0 Rt
7FENG 1L SPSS 23.0 (PASW Statistics ) i /E B4
s LE ST ARBIR I TARET T - (KPP
17— BT © FDARERR (0 R Rl e
THZFERIZESE - — - HEmbEaRet « WA thE
e 2 e RSy DUT il B S R T IR R 2 Ry e
YA N G i VARG 223 MR L )N
1T R BRI RS ST -
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# 1 HE B (EEmMER 41 % 50 5% 9 2.2
53 TERTE] gl 51 LA L 3 0.8
S TE]
Cronbach's a Cronbach's a 40 414 100%
TTENAERE 0.785 BEEIH NEL H4rth
GARERE 0.798 = R 15 34.3
ZFIERE 0.909 KEREL 257 3.6
tEee 0.900 0.910 == 142 62.1
Bic & e 0.779 daf 414 100%
SEEHE 0.907 HRARSETH N3 =P e
TR ER 0.906 L/NEELUT 152 36.7
. 1% 3/ 8 1.9
B - BRI 3 % 5 |\ 128 30.9
KIS S R R TR T o W 80 193
TR - BUCH SR 414 6 - Bamermrmm  OHEE 46 11
B FEIE S TT B ST B BRI 4R 414 100%
& {3 P BRI > 7 LAY - BT A HtE
PIT &t MS (RFBFTEISGET - PE {43 = 369 89.1
G - EE (BB - S| REHLEHE - & 45 109
4EF 414 100%

FC (ARACE IR - HM (URZLEHK - Bl (AFRAT
— ~ ZRER RO

AW E 2 TEF A E ST A EREAE
BEALST  MERIE  UBIHES - #7213 A
(51.4%) - ZCEtAT 201 A\ (48.6%) (3% 1) - =M
FH - BEERE - AWK - TEHEEERF N
PSRRI A (PR - s RE 2 -
® 2 ZEERATR

M PN 4 [Epien

5 213 51.4%

% 201 48.6%

4R 414 100%

R N [Epayen
20 K (ELLT) 37 8.9
21 % 25 5% 143 345
26 % 30 5% 160 38.6
31 % 35 5% 43 10.4
36 % 40 7% 19 46

=~ REHE SRR BRI TEIRRE
RESEIREEZEA (2) ZERBP

Fo 1 A B 55 P AC B R SRR R AT B 2GR
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A study of user’s behavior intention to mobile native

advertising

Li-Hsing Liu* Li-Chung Lee*

professor, Department of Graphic Arts and Communications, National Taiwan Normal University
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Abstract

Mobile advertising are much personal, precision, interactivity and much attention to consumers. Mobile
advertising which combined with the concept of native content marketing is very innovative way to advertise.
The concept combines the native content will be able to spread the communication in-depth by mobile
advertising. There are many researches related mobile advertising today. However, due to the action research
advertising content after adding native concept is still in the minority. Therefore, this study will investigate the
user acceptance for mobile phone device users through mobile native advertising technology applications related
theories. We collected about 414 questionnaires totally and use statistical method to analyze result.

The results are as follows: (1) The Mobile skillfulness has positive impact on Performance expectancy,
Effort expectancy and Hedonic motivation.; (2) The Performance expectancy and Hedonic motivation have
positive impact on User’s mobile native advertising Behavior intention; (3) Between the different salary of users,
the Mobile skillfulness and Performance expectancy have significant difference; between the different ages of
users, the Social influence has significant difference.; (4) Between the different use experience, the Mobile
skillfulness has significant difference; between the different use experience, the Performance expectancy, Effort
expectancy, Social influence, Facilitating conditions, Hedonic motivation and Behavior intention have

significant difference.

Keywords: mobile native advertising, mobile skillfulness, UTAUTZ2, behavior intention

* Corresponding author : Department of Graphic Arts and Communications, National Taiwan Normal
University, 162, Section 1, Heping E. Rd., Taipei City 106, Taiwan.

Tel: +886-989772104

Fax:+886-2-23412813

E-mail: d9723353@gmail.com

79

uli





