	論文中文摘要：
	部分學者早已經探討原生廣告的曝光位置與贊助廣告字樣的變化，針對受測者對該廣告辨識的程度與後續評估做出詳細研究，但關於線上原生廣告對消費者的認知與影響仍然是被受關注的議題。而另一方面基於許多研究顯示使用行動裝置瀏覽社交網站(如Facebook)對消費者有強大的影響力，社交網站上的原生廣告有別以往更能吸引消費者目光。然而目前為止對於社交網站上原生廣告影響效果的研究還不是特別多。因此本研究透過理論支持(PKM)並執行線上實驗，來調查臉書原生廣告的呈現模式與行動呼籲(CTA)的變化，對使用者在廣告辨識與後續評估做研究。本研究使用3 (廣告呈現模式：照片、輪播、影片) × 3 (行動呼籲：立即購買、瞭解詳情、聯絡我們) 組間設計。研究結果顯示，呈現模式使用「影片」以及CTA使用「立即購買」的臉書原生廣告，相對於其他呈現模式與CTA有較高被受測者辨識出為廣告的可能性。此外廣告辨識與否的後續效果探討發現，越能夠辨識出廣告的受測者感知到較低的「娛樂性」、「信任性」以及「分享貼文的意圖」，但另一方面則感知到較高正向的「說服意圖」與「惱怒性」。而本研究最後也透過瀏覽臉書的專注與仔細程度更進一步探調節效果並在理論與實務面對原生廣告歸納出未來延伸的方向與相關的研究建議。

	論文外文摘要：
	Researchers have systematically examined the effects of disclosure position and language on the recognition of online native advertising. Questions about how online native advertising is perceived and progressed by consumers are still being discussed nowadays. On account of the strong influence of social networking sites (SNS) such as Facebook, native advertising on SNS catches much more online advertisers’ attention than before. However, few researchers investigated the effects of native advertising on SNS. Hence in our study, using theoretical foundations anchored on persuasion knowledge model (PKM), we conducted an online experiment (N=566) to examine how ad format and call to action (CTA) of Facebook’s native advertisement impact consumers’ recognition on specific ad. 
A 3 (Format: photo, carousel, video) × 3 (Call to action: “shop now”, “learn more”, “contact us”) factorial between-subjects design was employed. Findings show that the ad presented with video format and CTA using “shop now” increases more advertising recognition compared to other conditions. In addition, more ad recognition usually leads to less positive perceived entertainment, credibility and behavioral share intention; but it results in more positive understanding of persuasive intent as well as irritation. Theoretical further researches, practical future development as well as regulatory implications for online advertising-related domain are also discussed.


