	論文中文摘要：
	本研究旨在探討稀少性會透過哪些認知因素影響消費者的購買意圖。其中，認知因素包括假設昂貴、知覺品質、知覺價值以及知覺獨特。
本研究以聯名產品代表稀少性進行研究，並構建一個新的研究模型，該模型結合稀少性模型以及以消費者為基礎品牌權益模型。
本研究採用網路問卷收集資料，並透過結構方程模型（SEM）進行資料分析。
本研究收集430份正式資料。學術貢獻的部份，先前的文獻尚未以稀少性對品牌權益之影響進行研究，本研究找出一項新發現: 稀少性會正向影響品牌權益。業界貢獻的部份，我們建議管理者可以採用稀少性策略，以增強消費者對聯名產品品質、價值與獨特性的認知。此外，品質、價值與獨特性，這三項認知因素是消費者購買聯名產品的重要指標，我們建議管理者可以持續地投資以及改善聯名產品的品質、價值與獨特性。
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	論文外文摘要：
	The purpose of this study is to explore the effects of scarcity on purchase intention through multiple cognitive constructs. The cognitive constructs include assumed expensiveness, perceived quality, perceived value, and perceived uniqueness.
This study selects co-branding products to represent scarcity and constructs the new research model that combines the scarcity research model and the consumer-based brand equity research model.
Web-based questionnaire is conducted in this study. The data are analyzed by structure equation modeling (SEM).
This study collects 430 formal questionnaire. In theoretical findings, the influence of scarcity on brand equity has never been studies before. We find the new relationship that scarcity is positively associated with brand equity. The empirical findings demonstrate managers could adopt scarcity strategies to enhance consumers’ perception of quality, value, and uniqueness on co-branding products. In addition, the quality, value, and uniqueness are the important cognitive indicators of consumers’ purchase intention on co-branding products. This study suggests managers could continue optimizing the quality, value, and uniqueness of co-branding products.


