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ABSTRACT
Corporate social responsibility has recently been an important research topic . This study hopes to discuss the effect of consumer
facing CSR’ s attitude to purchase in-tention; and marketing communication tools as a moderating variable. This study use the
guestionnaire survey, a total of 413 valid questionnaires, and following the conclusions: 1.Corporate social responsibility can improve
consumers’ purchasing attitude. 2. The relationship between corporate social responsibility to intention will be affected by the
interference of the marketing communication tools.
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