摘要
随着社会经济的不断发展，人们的消费需求不断发生着变化，企业为保证其长久经营，必须发展多样化的营销模式，类似于联名营销一类的新型营销模式应运而生。联名营销最初是用于奢侈品牌之间的联名合作，目的是形成强强联手的竞争优势。现今，这种营销手段不再仅局限于品牌强者之间，以优衣库、ZARA、H&M为代表的快时尚行业就曾利用这一手段创造过许多辉煌业绩，但近几年快时尚行业联名产品销量也逐渐显现出下滑的趋势。消费者购买意愿是影响产品销量的重要原因，探讨联名营销中对消费者购买意愿的影响因子以及影响关系，对各企业更好运用联名这一营销手段、提升销量有着重要意义。
本研究以快时尚行业为例，以SOR模型为基础，构建联名营销因素、感知价值、购买意愿三者之间的理论模型，通过问卷调查的方法进行数据收集，并利用SPSSAU软件对搜集的数据进行分析处理，最后得到的研究结论有：（1）联名产品价格、联名产品品质、联名品牌匹配度正向影响消费者感知价值，联名产品稀缺性不会对消费者感知价值产生直接影响；（2）联名产品价格、联名产品品质、联名产品稀缺性正向影响消费者购买意愿，联名品牌匹配度不会对消费者购买意愿产生直接影响；（3）感知价值在联名产品价格、联名产品品质、联名品牌匹配度与购买意愿之间发挥着中介作用，在联名产品稀缺性与购买意愿之间并不存在中介作用。针对以上结论，本研究对快时尚行业进行联名营销提出了建议，希望帮助其增强消费者购买意愿，增加销量。
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Abstract
With the continuous development of social economy, people's consumption needs are constantly changing. In order to ensure its long-term operation, enterprises must develop diversified marketing models. A new marketing model similar to joint marketing emerges as the times require. Joint marketing was first used for joint cooperation between luxury brands, the purpose is to form combining the competitive advantage. Nowadays, this marketing method is no longer limited to the strong brands. The fast fashion industry, represented by UNIQLO, ZARA and H&M, has created many brilliant achievements through this method. However, in recent years, the sales volume of co-branded products in the fast fashion industry has gradually shown a declining trend. Consumers' willingness to buy is an important factor that affects the sales volume of products. It is of great significance for enterprises to better use the marketing method of co-branding to improve sales volume to discuss the influencing factors and influence relations of co-branding on consumers' willingness to buy.
This study takes the fast fashion industry as an example, and uses the SOR model as the basis to build a theoretical model between the joint marketing factors, perceived value, and purchase intention. The data is collected through a questionnaire survey, and the collected data is analyzed using SPSSAU software. After analysis and processing, the final research conclusions are as follows: (1) The price of co-branded products, the quality of co-branded products, and the degree of matching of co-branded products will positively affect consumers 'perceived value, and the scarcity of co-branded products will not directly affect consumers' 
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perceived value; 2) The price of co-branded products, the quality of co-branded products, and the scarcity of co-branded products will positively affect consumers 'willingness to buy, and the matching of co-branded brands will not have a direct impact on consumers' willingness to buy; 3. The co-branded brand matching plays 
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