	論文中文摘要：
	近年來，企業社會責任（CSR）的概念引起全世界的廣泛關注，對企業和消費者都是關注的議題。此外，許多公司認為使用社群媒體行銷（SMM）作為企業的推廣是未來的趨勢。本研究旨在運用結構方程模型同時探討企業社會責任、社群媒體行銷及顧客公民行為之間的關係，其中以顧客滿意度、顧客信任度為中介變數連接。以食品業的義美公司為例，以網路問卷方式共取得439 份曾使用義美產品與同時有使用社群媒體經驗的消費者有效樣本。根據實證結果顯示，企業社會責任對顧客滿意度和顧客信任度均呈現顯著正向影響；社群媒體行銷對顧客信任度的結果不顯著；顧客滿意度對顧客信任度和顧客公民行為均呈現顯著正向影響；顧客信任度對顧客公民行為的結果不顯著。

	論文外文摘要：
	The concept of Corporate Social Responsibility (CSR) attracts extensive attention worldwide recently and it is an important issue for not only business but also customers. Besides, marketing communication using social media such as Twitter, Facebook, and YouTube has already been evaluated as business take-off tools and many companies believe that Social Media Marketing (SMM) is the trend in the future. This study aims to investigate the effect of corporate social responsibility and social media marketing on Customer Citizenship Behavior (CCB) through Structural Equation Modeling (SEM) and concentrate on the I-mei company as an example in food industry, which involves CSR problems and social media marketing issues. 439 questionnaires were collected from individual customers. The empirical results show that CSR has a significantly positive effect on satisfaction and trust respectively. SMM has an insignificant effect on Trust. Satisfaction has a significantly positive effect on Trust and CCB respectively. Trust has an insignificant effect on CCB.


