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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.
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