	論文中文摘要：
	消費者參與服務運送的過程，對企業和消費者都有重要的意涵，因此，許多研究都倡導消費者參與之重要性。然而，綜觀國內有關消費者參與的研究成果鮮少討論以個人背景為變數探討個人能力與意願對消費者參與之影響。因此本研究以工作績效為理論基礎，並使用結構方程模型進行資料分析，探討前置變數與以品牌為主的調節變數對個人能力與參與意願的影響，最終影響消費者參與在旅行社線上平台。
本研究發放網路問卷，回收有效問卷 444 份。並利用結構方程模型分析。研究結果顯示，個人能力與參與意願對消費者參與有顯著影響。調節效果的部分，品牌形象與品牌名聲對能力、意願到消費者參與有顯著調節效果，但品牌支持只對意願到消費者參與有調節效果，反之則沒有。針對上述結果，本研究提出相關的討論與建議。

	論文外文摘要：
	The benefit of customers engaging in service delivery has been over-emphasized for the recent years, lots of studies have advocated the importance of customer engagement. However, rare domestic research have investigated in the influence of capacity and willingness on customer engagement. Hence, this study apply Job Performance Theory (JPT) as the theoretical basis, and discuss the influence of antecedents and moderators which represented by brand image and brand reputation as well as brand support, on capacity and willingness to engage, and ultimately affects customer to engage in online platforms of travel agencies.
The research subjects were people from entire Taiwan regions who had used a travel agency to schedule their own itinerary. 444 valid questionnaires from 16 travel agencies have received, and the structural equation model (SEM) are applied to analyze the data. The results show that capacity and willingness to engage have a significant impact on consumer engagement. As for moderators, brand image and brand reputation have a significant moderating effect on capacity and willingness to customer engagement. However, brand support turns out only moderate willingness to customer engagement. Based on the above results, this study proposes relevant discussions and suggestions.


