
Accepted Manuscript

The influence of the propensity to trust on mobile users’ attitudes toward in-app 
advertisements: An extension of the theory of planned behavior

Millissa F.Y. Cheung, W.M. To

PII: S0747-5632(17)30423-5

DOI: 10.1016/j.chb.2017.07.011

Reference: CHB 5064

To appear in: Computers in Human Behavior

Received Date: 13 February 2017

Revised Date: 27 April 2017

Accepted Date: 09 July 2017

Please cite this article as: Millissa F.Y. Cheung, W.M. To, The influence of the propensity to trust 
on mobile users’ attitudes toward in-app advertisements: An extension of the theory of planned 
behavior,  (2017), doi: 10.1016/j.chb.2017.07.011Computers in Human Behavior

This is a PDF file of an unedited manuscript that has been accepted for publication. As a service to 
our customers we are providing this early version of the manuscript. The manuscript will undergo 
copyediting, typesetting, and review of the resulting proof before it is published in its final form. 
Please note that during the production process errors may be discovered which could affect the 
content, and all legal disclaimers that apply to the journal pertain.



ACCEPTED MANUSCRIPT

The influence of the propensity to trust on mobile users’ attitudes toward in-app 

advertisements: An extension of the theory of planned behavior 

Millissa F.Y. Cheung a,*, W.M. To b

a Department of Business Administration, Hong Kong Shue Yan University, Hong Kong 

SAR, People’s Republic of China.

b School of Business, Macao Polytechnic Institute, Macao SAR, People’s Republic of China

Email addresses: fycheung@hksyu.edu (Millissa F.Y. Cheung); wmto@ipm.edu.mo (W.M. 

To)

* Corresponding author. Millissa F.Y. Cheung

Department of Business Administration, Hong Kong Shue Yan University, 

Hong Kong SAR, People’s Republic of China.

Tel.: +852 28065107; fax: +852 28068044.

E-mail: fycheung@hksyu.edu 

mailto:fycheung@hksyu.edu


https://isiarticles.com/article/134342

