	論文中文摘要：
	流行音樂是許多現代人生活不可或缺的一部份，流行音樂也佔有人們生活的一席之地。因此，華語流行音樂整合行銷策略對消費者購買意願之影響，即為本研究欲探知之重點。本文將納入整合行銷傳播作為重要的研究動機之一，又以唱片業強化整合行銷傳播必須瞭解聽眾與消費者的顧客價值與產生的利益(情感，興趣，體驗與享樂)，才能增加消費者的購買意願。基本上，本文依消費者的動機與顧客價值觀點及商業利益探討台灣華語流行音樂整合行銷傳播策略之研究以達成消費者購買效果與意願，成為本研究重要的研究課題。
本研究利用「深度訪談法」訪問12位從事華語流行音樂整合行銷傳播的相關人員與唱片公司資深人員，了解顧客購買意願之可能的影響因素，做為基本分析有關深度訪談架構之策略制定與執行上的參考要素及重點。根據本研究結果所獲資訊，確能提供流行音樂整合行銷傳播策略之研究策略之擬定。

	論文外文摘要：
	Pop music is an integral part of many aspects of modern life and can be considered an important part of many people's everyday lives. The impetus for this research is how incorporating integrated marketing communications (IMC) strategies may affect present and future consumer behaviors in the Chinese pop music industry. The research also seeks to emphasize that, in addition to the need of the Chinese music industry to further integrate IMC strategies; the industry must also tailor to possible different values and benefits (emotional, enjoyment, and personal ( interests and experiences in music) of the music consumer in order to spur a rebound in music sales.
The basis of this research involved "in-depth interview" of key persons in major music labels and proponents of IMC in order to explore how IMC may promote greater consumers’willingness to purchase music. Through the interviews, this research sought to understand the difficulties, strategic planning needed and the important guidelines associated with the implementation of IMC strategies in the music marketplace. The results of the empirical study are of practical use in terms of the creation of marketing communication strategies for pop-music. Furthermore, suggestions are also useful for popular music industry.


