	論文中文摘要：
	在現今社會中，手機應用程式已成為品牌行銷的一個媒介，過去幾年來手機應用程式獲得巨大的發展，並且相關從業人員從中受益。因此了解消費者為何且如何使用手機應用程式是至關重要的，我們研究推動手機應用程式的決定因素，並採用包括描述消費者對使用手機應用程式心理與生理狀態的「手機應用程式參與」為研究應變數。
本文旨在探討使用手機應用程式參與的因素，探究社會影響、相容性、品牌認同、便利性、互動性、感知易用性、感知有用性對手機應用程式參與其對於的影響。首先，本研究中歸類前三個自變數為環境推動過程，後四個自變數為理解推動過程，以此進行對於手機應用程式參與的影響探討；再者，我們探討感知有用性作為中介變數去推動其他自變數對於應變數的影響，因為感知有用性扮演著一個重要的角色，此為本研究之特別貢獻。研究發現，所有自變數皆正向影響手機應用程式參與；理解推動過程的效果較環境推動過程好，並且以感知有用性做為中介的間接效果良好，幾乎大於其他自變數的直接效果。

	論文外文摘要：
	App has become a medium of brand marketing in today's society. In the past few years, the mobile app market has obtained enormous development. Consumers and marketers acquire plenty of benefits from mobile apps. Understanding why and how consumers use apps is vital to the success of this market. Consequently, we research the determinants to promote users using apps and adopt app engagement which includes consumers’ physical and psychological state to measure users’ attitude toward app.
Our study tries to discuss how some using properties, social influence, compatibility brand identification, convenience, interactivity, perceived ease of use and perceived usefulness influence app engagement. First, we divide seven independent variables two kinds named environmental-promotion process and cognitive-promotion process, discussing relationship between variables. Second, we propose perceived usefulness as a mediator can connect the other independent variables with app engagement. That is, perceived usefulness can play the role of bridge or determinants toward app engagement. What we mentioned above is something that other studies before do not do.


