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Exploring the Impact of Mobile Advertising
on Consumer Purchase Intentions through UTAUT.
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The present study is based on the Unified Theory of Acceptance and Use of Technology (UTAUT) and focuses on users
of the anonymous community platform Dcard as the primary participants. The study employed a web-based questionnaire to
primarily investigate the behavioral effects of Dcard users after viewing advertisements.

A quantitative research approach was adopted, and a total of 263 questionnaires were distributed. After excluding
respondents who had not used Dcard, a total of 201 valid questionnaires were collected. Descriptive statistics, reliability and
validity analyses, correlation analysis, and regression analysis were conducted using SPSS statistical software.

The results of the study indicate that performance expectancy, effort expectancy, and social influence significantly
influence the effectiveness of advertisements (ad recall and ad attitude). Purchase intention is also directly influenced by the
effectiveness of advertisements (ad recall and ad attitude). Additionally, gender, usage experience, and disposable income do

not have a significant moderating effect.
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