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Abstract – Limited edition product drops have become a significant strategy in contemporary marketing, particularly within 

fashion, lifestyle, and luxury brands, to create consumer excitement and strengthen brand equity. By producing products in 

restricted quantities and making them available for a limited time, brands generate a sense of scarcity and exclusivity, which 

intensifies consumer desire and urgency to purchase. This controlled scarcity often results in heightened emotional 

engagement, leading consumers to develop strong attachments to the brand and even brand obsession. Limited edition drops 

not only drive immediate sales but also serve as tools for cultivating long-term loyalty, social recognition, and community 

belonging among consumers. The phenomenon is underpinned by psychological and sociological mechanisms, including 

symbolic consumption, social influence, fear of missing out (FOMO), and experiential marketing strategies that create hype 

and anticipation around product releases. Academic studies have shown that such strategies can effectively enhance perceived 

brand value, create buzz in digital and social media channels, and influence consumer behavior in ways that extend beyond the 

product itself. Understanding the dynamics of limited-edition drops provides valuable insights for marketers and brand 

managers seeking to harness consumer desire, strengthen engagement, and maintain a competitive advantage in increasingly 

crowded markets. 
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I. INTRODUCTION  
 

In today’s competitive marketplace, brands are 

increasingly turning to limited edition product drops as a 

strategy to capture consumer attention and foster strong 

emotional connections. Unlike regular product releases, 

limited edition drops involve producing items in restricted 

quantities or for a limited period, creating a sense of 

scarcity and exclusivity. This approach not only drives 

immediate sales but also enhances the perceived value of 

the brand, generating excitement, anticipation, and a 

heightened sense of urgency among consumers. The 

phenomenon of limited-edition drops is closely linked to 

the concept of brand obsession, where consumers develop 

deep emotional attachment and loyalty toward a brand, 

often seeking social recognition and status through 

ownership of rare or exclusive products.  

 

Scholars have highlighted that such marketing strategies 

leverage psychological and sociological mechanisms, 

including symbolic consumption, fear of missing out 

(FOMO), social influence, and experiential engagement. 

Brands across fashion, lifestyle, luxury, and even 

technology sectors utilize limited editions to cultivate 

hype, strengthen brand identity, and create long-term 

consumer engagement. Understanding the dynamics of 

limited edition drops provides valuable insights for 

marketers and brand managers aiming to enhance brand 

equity, stimulate consumer desire, and maintain 

competitiveness in saturated markets. 

  

Statement Of The Problem 

In today’s highly competitive marketplace, brands 

increasingly rely on limited edition product drops as a 

strategic tool to create scarcity, exclusivity, and consumer 

excitement. By offering products in restricted quantities or 

for a limited period, brands aim to stimulate demand, 

generate hype, and strengthen emotional connections with 

consumers. While this approach has gained widespread 

popularity across industries such as fashion, luxury goods, 

lifestyle products, and technology, its long-term impact on 

consumer behavior and brand relationships remains a 

significant concern.  

 

Limited edition drops often trigger strong psychological 

responses among consumers, including fear of missing out 

(FOMO), desire for uniqueness, and status-driven 

consumption. These factors can lead to impulsive 

purchasing decisions and heightened emotional 

attachment, contributing to brand obsession. However, 

such emotional intensity may not always translate into 

sustainable brand loyalty. Consumers who repeatedly fail 

to access limited edition products may experience 

frustration, dissatisfaction, and a sense of exclusion, which 

can negatively affect their perception of the brand. 

 

 

Objectives Of The Study 

● To understand the concept and characteristics of 

limited-edition product drops. 

● To examine the concept of brand obsession among 

consumers. 

 

Scope Of The Study 

The scope of the present study is to examine the role of 

limited-edition product drops in influencing brand 

obsession among consumers. The study focuses on 

understanding how scarcity, exclusivity, and time-bound 

product releases affect consumer perceptions, emotional 

attachment, and purchasing behavior. Limited edition 
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drops have become a widely used marketing strategy 

across industries, making it essential to analyze their 

impact on consumer–brand relationships. The study covers 

key aspects of consumer psychology, including fear of 

missing out (FOMO), desire for uniqueness, symbolic 

consumption, and emotional involvement.  

 

It explores how these psychological factors motivate 

consumers to participate in limited edition product drops 

and contribute to the development of brand obsession. The 

influence of social media, digital marketing, and online 

brand communities in creating hype and increasing 

consumer engagement is also within the scope of this 

study. From a branding perspective, the study examines 

the impact of limited edition drops on brand image, brand 

equity, and customer loyalty. It evaluates both the positive 

and negative outcomes of such strategies, including 

enhanced brand prestige and increased sales, as well as 

consumer frustration and dilution of exclusivity.  

 

The study aims to understand whether limited edition 

drops lead to long-term brand loyalty or merely short-term 

excitement. The scope of the study is limited to consumers 

who are aware of or have experience with limited edition 

products across industries such as fashion, lifestyle, luxury 

goods, cosmetics, and technology. The research relies on 

primary data collected through questionnaires and 

secondary data from existing literature. The findings are 

intended to provide academic insights and practical 

implications for marketers and brand managers seeking to 

design effective limited-edition strategies while 

maintaining sustainable brand value. 

 

Limitation Of The Study 

• Study is based on a limited sample size, which may 

not fully represent the entire population of consumers. 

• Use of convenience sampling restricts the 

generalizability of the findings to a broader consumer 

base. 

• Study relies on self-reported data, which may be 

affected by respondent bias, exaggeration, or 

inaccurate recall. 

• The research is conducted within a limited time 

frame, which restricts in-depth analysis of long-term 

consumer behavior. 

• Study focuses mainly on consumers familiar with 

limited edition drops and may not reflect the views of 

unaware or uninterested consumers. 

• Responses may be influenced by current market 

trends or recent brand experiences, which can affect 

objectivity. 

• Study does not focus on a specific brand or industry, 

which may limit the depth of brand-specific insights. 

• External factors such as economic conditions and 

marketing campaigns were not controlled during the 

study. 

 

II. RESEARCH METHODOLOGY 

 

The study adopts a descriptive research design to 

understand consumer perceptions, attitudes, and behaviors 

related to limited edition product drops and brand 

obsession. This design is appropriate as it helps describe 

characteristics of a population and examine relationships 

between variables without manipulating them. 

 

Nature Of Study 

The study is empirical in nature, based on primary data 

collected directly from consumers. It aims to analyze real-

world consumer experiences with limited edition drops. 

 

Source Of Study 

Primary Data: Collected through a structured 

questionnaire administered to consumers familiar with 

limited edition products. 

Secondary Data: Collected from journals, books, research 

articles, websites, and previous studies related to consumer 

behavior, brand obsession, and limited-edition marketing. 

 

Sampling Method 

The study uses a non-probability sampling method, mainly 

convenience sampling and purposive sampling. 

• Convenience sampling is used because respondents 

were selected based on easy availability and 

willingness to participate. 

• Purposive sampling is used to include only those 

consumers who are aware of or interested in limited 

edition product drops. 

This method is suitable because the study is exploratory 

and focuses on a specific group of consumers. 

 

Sample Size 

The sample size of 120 respondents was determined based 

on feasibility, research objectives, and commonly accepted 

guidelines in survey-based consumer behavior studies. 

Since the study is exploratory in nature and focuses on 

understanding consumer perception toward limited edition 

drops and brand obsession, a moderate sample size was 

considered adequate to obtain meaningful and reliable 

results. In survey research, a minimum of 100–150 

respondents is generally recommended to ensure sufficient 

variation in responses and enable basic statistical analysis. 

The sample size of 120 falls within this recommended 

range and provides a reasonable balance between data 

accuracy and practical constraints such as time, cost, and 

accessibility of respondents.  

 

The sample size was also influenced by the fact that data 

was collected using convenience sampling through online 

and offline modes, where response availability depends on 

voluntary participation. Considering the response rate and 

willingness of participants, 120 valid responses were 

finalized for analysis. This number is sufficient to capture 

different consumer perspectives across demographics such 

as age, gender, purchase frequency, and product 

categories. Thus, the selection of 120 responses is justified 
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as it ensures adequate representation for the study while 

remaining practical and manageable within the research 

scope. 

 
Criteria Category No. of Respondents 

Total sample size - 120 

Gender Male 58 

Female 60 

Others 2 

Age Group 18 – 25 Years 54 

26 – 35 Years 42 

36 – 45 Years 18 

Above 45 years 6 

Purchase Experience Purchased limited 

edition products 

72 

Aware but not 

purchased 

48 

 

Data Collection Instrument 

A structured questionnaire was used as the primary data 

collection tool. The questionnaire included closed-ended 

questions and Likert-scale statements measuring variables 

such as awareness of limited-edition drops, perceived 

exclusivity, emotional attachment, fear of missing out 

(FOMO), and brand loyalty. 

 

Data Collection Method 

Data was collected through online and offline methods, 

including Google Forms and direct distribution of 

questionnaires. 

  

Tools For Data Analysis 

The collected data was analyzed using descriptive 

statistical tools such as percentages, tables, charts, and 

graphs. Basic inferential analysis may also be used to 

identify relationships between variables. 

 

Period Of Study 

The study was conducted over a short and specific time 

period, which was sufficient for collecting and analyzing 

data within the scope of the research 

 

 

Statistical Tools 
S.NO STATISTICAL TOOLS PURPOSE SUITABLE CHARTS TABLES 

1 Frequency Analysis Counts number of responses in each 

category 

Bar Chart 

2 Percentage Analysis Shows proportion of responses Pie Chart 

3 Mean (Average) Measures central tendency of 

responses 

Column Chart 

4 Median Identifies middle value Histogram 

5 Standard Deviation Measures variation in responses Line Chart 

6 Cross Tabulation Compares two variables Stacked Bar Chart 

7 Chi-Square Test Tests association between 

variables 

Clustered Bar Chart 

8 Correlation Analysis Measures relationship between variables Scatter Plot 

9 t-Test Compares means of two groups Bar Chart 

10 ANOVA Compares means of more than two 

groups 

Column Chart 

11 Regression Analysis Identifies impact of independent variables Scatter Plot with Trend Line 

 

Advantage 

Scarcity Creation 

● Limited quantity increases demand 

● Encourages urgency in buying 

● Reduces hesitation in decision-making 

 

Exclusivity Enhancement 

● Makes customers feel privileged 

● Strengthens premium positioning 

● Builds brand prestige 

 

Hype & Buzz Generation 

● Creates pre-launch excitement 

● Boosts social media engagement 

● Encourages influencer marketing 

 

 

Emotional Attachment 

● Develops pride in ownership 

● Builds strong brand connection 

● Encourages repeat engagement 

 

Brand Differentiation 

● Helps brand stand out in competitive markets 

● Creates unique brand identity 

● Supports innovative collaborations 

 

Quick Revenue Generation 

● Faster sell-outs 

● Immediate cash flow 

● Reduced unsold inventory risk 
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Customer Loyalty Building 

● Strengthens relationship with core fans 

● Encourages brand community growth 

● Promotes repeat participation in future drops 

 

Social Status Appeal 

● Enhances consumer image 

● Supports symbolic consumption 

● Creates peer recognition 

  

Market Testing Opportunity 

● Allows brands to test new designs 

● Collects feedback quickly 

● Minimizes long-term production risk 

 

Increased Brand Equity 

● Improves perceived value 

● Enhances long-term brand recognition 

● Strengthens overall brand reputation 

 

Disadvantage 

 

Consumer Frustration 

● Limited stock disappoints many buyers 

● Creates dissatisfaction among loyal customers 

 

Reselling & Price Inflation 

● Encourages black-market activity 

● Increases product cost unfairly 

 

Dilution of Exclusivity 

● Frequent drops reduce uniqueness 

● Weakens rarity perception 

 

Overdependence on Hype 

● Focus shifts from quality to marketing 

● Creates short-term excitement only 

 

Demand Uncertainty 

● Difficult to forecast exact demand 

● Risk of stock shortages 

 

Negative Brand Perception 

● Perceived unfairness in access 

● Can harm brand trust 

 

Impulse Buying & Regret 

● Consumers buy due to FOMO 

● Leads to post-purchase dissatisfaction 

  

Operational Challenges 

● Supply chain pressure 

● Website crashes during launches 

 

Exclusion of Genuine Customers 

● Bots and resellers dominate purchases 

● Loyal customers miss out 

 

Short-Term Impact on Loyalty 

● Excitement fades after drop 

● Does not always ensure long-term retention 

 

II. REVIEW OF LITERATURE 

 

Kotler (2017) 

Kotler explains that limited-edition strategies are a form of 

scarcity marketing that deliberately restrict supply to 

stimulate demand. According to him, consumers associate 

scarcity with higher value and quality. Limited drops also 

strengthen competitive positioning by differentiating the 

brand and reinforcing premium perception, which in turn 

fosters repeat purchase intentions and loyalty. 

 

Cialdini (2009) 

Cialdini’s principle of scarcity states that people desire 

things more when they perceive them as rare or 

disappearing. Limited-edition drops activate psychological 

urgency and fear of missing out (FOMO), pushing 

consumers to make quick decisions. Over time, repeated 

exposure to such scarcity builds habitual brand chasing 

and emotional dependence. 

 

Keller (2013) 

Keller highlights that limited editions enhance customer-

based brand equity by increasing brand salience and 

emotional imagery. When products are released as rare 

drops, consumers remember the brand more vividly and 

associate it with excitement and exclusivity, which 

strengthens long-term loyalty. 

 

Aaker (1996) 

Aaker argues that brand personality is reinforced through 

limited editions. Exclusive drops project traits such as 

sophistication, excitement, and innovation. Consumers 

who identify with these traits develop emotional 

attachment, making them loyal not just to the product but 

to the brand’s symbolic meaning. 

 

Robert V Kozinets (2010) 

Robert V. Kozinets (2010), through his work on brand 

communities and netnography, explains how consumers 

form deep emotional connections with brands through 

shared experiences and online interactions. 

 

III. CONCLUSION 
 

The present study highlights the growing importance of 

limited edition product drops as a strategic branding tool 

in contemporary markets. By leveraging scarcity, 

exclusivity, and time-bound availability, brands 

successfully generate excitement, enhance perceived 

value, and foster strong emotional connections with 

consumers. The findings of the study indicate that limited 

edition drops play a significant role in stimulating brand 

obsession, driven by psychological factors such as fear of 

missing out (FOMO), desire for uniqueness, and social 

influence. The study reveals that consumers often 

associate limited edition products with prestige, status, and 

personal identity, which strengthens emotional attachment 

to brands. Social media platforms and digital communities 
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further amplify hype and engagement, encouraging 

repeated participation in limited edition releases. As a 

result, brands benefit from increased visibility, faster sales, 

and enhanced brand image.  

 

However, the study also concludes that the effectiveness 

of limited edition drops depends largely on their strategic 

and balanced implementation. Overuse of scarcity-based 

strategies can lead to consumer frustration, dissatisfaction, 

and dilution of exclusivity. Loyal customers who are 

unable to access limited edition products may develop 

negative perceptions, which can weaken long-term brand 

relationships. Issues such as reselling, price inflation, and 

demand unpredictability pose additional challenges for 

brands. The research emphasizes that while limited edition 

drops are effective in generating short-term engagement 

and excitement, they do not automatically ensure 

sustainable brand loyalty.  

 

To maintain long-term brand equity, marketers must focus 

on transparency, fairness, and consistent product quality, 

alongside exclusivity. Limited edition strategies should be 

integrated with broader brand-building efforts rather than 

used as a standalone tactic. In conclusion, limited edition 

product drops can serve as a powerful mechanism for 

building brand obsession when used selectively and 

ethically. The study provides valuable insights for brand 

managers and marketers to design limited edition 

strategies that balance consumer desire with accessibility, 

ensuring long-term brand value and meaningful consumer 

relationships. 
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