	論文中文摘要：
	本文旨在探討使用限定版策略行銷奢侈品，探究其對於知覺社會地位、知覺獨特與消費者渴求性與知覺價值之間的因果關係。研究發現限時與限量策略對於知覺社會地位與知覺獨特具有正向影響，知覺社會地位與知覺獨特會對消費者渴求性與知覺價值具有正向影響。因此，奢侈品產業行銷經理可以執行提升銷售的限定版策略相關活動，包括限時及限量，以提升消費者渴求性與知覺價值。係因為稀少性訊號，影響消費者對於社會地位以及獨特性之感知，從而導致消費者有正面情緒，提高產品渴求性。

	論文外文摘要：
	The aims of the thesis is to highlight the causal relationship among limited edition, visibility, and necessity toward luxury brands that use limited edition strategy for marketing. Our research is expanded on the basis of Scarcity-Expensiveness-Desirability (SED) model. Based on empirical survey results, limited-edition in quantity and limited-edition in time would influence perceived social status and perceived uniqueness. Both perceived social status and perceived uniqueness would influence desirability and perceived value. Thus, luxury industry marketers could improve desirability and perceived value by promoting goods with signaling the message of limited. Besides, scarcity message can influence social status and perceived uniqueness of consumers, which lead to consumer have positive emotions, improving their desirability.

	


