	論文中文摘要：
	本論文旨在釐清、了解影響消費者點擊移動廣告意願的因素。我們由過往研究中，理出影響消費者與行動廣告之間關係的正面和負面因素來進行分析，其中包括名人代言，個人化和侵擾，本論文預期這些因素會直接影響消費者的態度，並進一步去影響他們點擊行動廣告的意圖。我們還將行動廣告的出現頻率、批准要求和隱私感知作為影響侵擾的因素。

根據結構方程模型(SEM)分析的實證結果，名人代言和個人化對消費者對行動廣告的態度產生了正面且顯著的影響，侵擾則對態度具有負面和顯著的影響。而行動廣告的出現頻率和隱私感知對侵擾性具有正面且顯著的影響，但是，行動廣告的批准要求和侵擾間的關係並不顯著。而根據本論文的研究結果，我們提出兩種實務上的策略方向，分別是頻率結合名人代言以及隱私關注結合個人化，以期對實務作出有效建議貢獻。

	論文外文摘要：
	The purpose of the thesis is to clarify the factors that affect consumers’ willingness to click mobile advertising. This research adopts both positive and negative factors based on past researches to analyze, the factors are celebrity endorsement, personalization and intrusiveness. These factors are predicted that directly influence consumers’ attitude and then influence their intention to click mobile advertising. And we also use frequency, permission and privacy concern as factors to influence intrusiveness. According to the empirical result by SEM analysis, celebrity endorsement and personalization have positively and significantly impact on consumers’ attitude toward mobile advertising. And intrusiveness has negatively and significantly impact. Furthermore, frequency and privacy concern have positively and significantly impact on intrusiveness, and the relations between permission and intrusiveness is not supported.

And according to the results of this thesis, we propose two practical strategic directions, the first one is to combining frequency and celebrity endorsements, the other one is to combining privacy concerns and personalization. By doing so, we expect to make an effective contribution to the industry of mobile advertising.

	


