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ABSTRACT

In recent years with the development of mobile phone operators in the mobile value-added features and applications to actively

develop, bringing consumers a lot of convenience to sexual activity, more and more consumers to buy smart phones, consumers

paythe fee to obtain the acceptance of the program content gradually increased. In this study, interest rational behavior theory

(Theory of Reasoned Action the TRA) mode theory structure explore the intention of the user APP application software, paid

download of the use is, by the theory of the related literature. Explore, build hypotheses, for the Greater Taichung Chunghwa

Telecom stores to buy mobile phones consumers in a questionnaire, and questionnaires to 300 copies of full recovery after screening

questionnaires to 206 copies, through empirical analysis, subjective norms, and behavior and attitude has a positive effect on

behavior intention.
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