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Abstract 
 

Purpose: 

The purpose of this paper is to explore the phenomenon of scarcity in branding within the 

fashion industry. Secondly, the aim is to show how fashion brands can utilize scarcity as a 

branding tool to transform products into luxury collector’s fashion items.  

 

Method: 

A mixed approach is used in this paper. The qualitative research is based on literature review 

as well as case studies of the artist Banksy and the fashion brands Supreme and Nike. The 

qualitative research is based on a questionnaire. The case studies and the questionnaire are 

later discussed and connected.  

 

Findings:  

The research shows that there are several connections between the presented cases. 

By combining the time and quantity scarcity appeal as well as the application of a single 

channel distribution system, fashion brands can elevate their products to collectors’ items 

status. Branding, pricing and community & media, connect the three elements. 

 

Originality/Value:  

The originality of the paper derives from an analysis of how fashion brands can incorporate 

scarcity as an instrument to be perceived as a luxury brand, filling the research gap of 

collectors’ items in fashion branding.   

 

Limitations: 

The research paper is based on case studies of only two fashion brands and one artist, while 

the conducted questionnaire was based on a partially homogenous and small group. 
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Introduction  

 
According to industry reports, exclusivity 

and desirability are emerging as criteria for 

luxury fashion instead of high prices 

(Dutzler,Kofler, Leeb, Nitschke & 

Menendez, 2019). Streetwear brands such 

as Supreme and regular fashion brands are 

perceived as a “new luxury” (Maloney, 

2019). Many of these fashion brands are 

using the concept of scarcity in their 

business model and as an important element 

of their branding to become more popular 

(Dutzler et al. 2019). 

 

In order to be a successful fashion brand, it 

is important that items are not only 

commodities and easily accessible for the 

owner, but also perceived as art and loved 

(Dutzler et al., 2019). According to the 

Streetwear Impact Report by pwc, scarcity 

is one of the factors that fashion brands 

should follow for success (Dutzler et al., 

2019).  

 

The theory of scarcity expressed as limited 

editions in the fashion industry is a 

previously regarded topic. It is known that 

marketers can strategically use scarcity to 

raise the demand and interest for certain 

products (Howard et al., 2007). However, it 

can be observed that several fashion brands 

like Supreme, Nike and Off-White use the 

principle of scarcity differently. Firstly, 

their limited editions become so desirable 

that the items are elevated in value to a 

collector’s items’ status. Secondly, through 

the secondary sale market, regular premium 

fashion items are perceived as luxury 

collectors’ items by many consumers. This 

can be perceived as a trading up from 

Kapferer's (2012) view of regular fashion to 

luxury as rational investments become 

superlative collectors’ items.  

 

 
Figure 1: Differentiating luxury, fashion and premium (Kapferer, 

2012, p.67) 

 

The idea of collectors’ items and the 

psychological desire for scarce items is a 

known phenomenon in the art industry. The 

art market is based on the principle of 

scarcity and art items are often valuable 

investments for the collectors 

(Hesmondhalgh, 2007).  

The phenomenon of limited editions in 

fashion becoming so rare and desirable that 

items become luxury collectors’ items lacks 

in-depth research. Additionally, the 

literature covering the concept of 

collectors’ items and scarcity can mainly be 

found in the field of art. As the 2020 

economic sciences noble prize winners Paul 

R. Milgrom and Robert B. Wilson work “for 

improvements to auction theory and 

inventions of new auction formats” shows, 

the theory of auctions and the connection 

between art and economics is of high 

relevance ( Nobel Media AB, 2020) 

 

The aim of this paper is to examine how 

fashion brands can apply principles of 

scarcity similarly to those found in the art 

market and incorporate these as branding 

tools to turn their items into luxury 

collectors’ items. This is done by presenting 

cases exhibiting the phenomena of 

brand elevation through the uses of scarcity. 

Lastly, the goal is to develop a framework 

which summarises the scarcity usage to 

create luxury collectors’ items, which can 

potentially be used by other fashion brands. 

 

 

 

 

 

 



Literature review 

 

Scarcity 

Scarcity creates the basis upon which 

economics is built, the understanding of the 

finality and limitation to resources (Daoud, 

2011). Scarcity comes about when human 

desires out ways the resources available to 

satisfy said desires (Daoud, 2011).  

People are constantly looking for ways to 

improve and enhance their living conditions 

with upscaled products and services 

(Daoud, 2011). Therefore, wants are 

constantly in flux, leading to an imbalance 

between resources and wants (Daoud, 

2011).  

 

There are three connections that can be 

made between scarce resources and supply 

and demand. Firstly, once a resource is 

deemed scarce, it can be appropriable 

(Montani, 1987). Secondly, being 

appropriable means, it can be seen as 

valuable and therefore exchangeable 

(Montani, 1987). Finally, the limited 

resource can be reproduced and 

commodified (Montani, 1987).  

Thus, when looking at a commodity, the 

valuation does not solely depend on the 

intrinsic value that it produces, but 

incorporates the scarcity of it (Montani, 

1987). Verhallen (1982, p.39), in relation to 

commodities theory says, “[t]he main 

premise of the theory is that any commodity 

will be valued to the extent that it is 

unavailable”. This shows that the scarcity 

surrounding a commodity allows for the 

pricing of it to be raised to a great extent due 

to its rarity (Verhallen, 1982).  

Scarcity can also be looked at in a 

psychological dimension and how it affects 

the consumer. Roux, Goldsmith & Bonezzi 

(2015) speak about how scarcity in relation 

to human nature shows its ability to activate 

a competitive orientation amongst people. 

Once a resource is scarce, people will spend 

more time and effort to acquire it (Roux et 

al., 2015). 

 It then follows that the scarcer a 

commodity is, the more desirable it can be 

over a resource that is readily available 

(Lynn,1989). People hold value to the 

feeling of uniqueness and the sense of status 

that is produced when possessing a scarce 

commodity (Lynn,1989). People want to 

feel special and enjoy the status that comes 

with having a product that not many can 

have (Lynn, 1989).  

Another factor related to the desire of these 

commodities, is the thought that scarcity 

means higher prices (Lynn, 1989). Once a 

product is in a high price bracket, it 

becomes a status symbol therefore relating 

back to the desire for said status symbol 

(Lynn, 1989). Normally people are aware of 

the need for information when deciding on 

a product, coupled with the use of price to 

determine quality (Árdal & Kristinsdóttir, 

2017). But once scarcity is introduced, the 

need for information is overridden by,the 

want for the scarce good (Árdal & 

Kristinsdóttir, 2017).Scarcity affects the 

buying process as it limits the freedom of 

the consumer to have a product, which 

means when they are able to get them, they 

are more likely to reject the need for 

information and assume quality due to the 

scarcity coupled with a high price (Árdal & 

Kristinsdóttir, 2017).  

Art 

The majority of artists produce very few 

copies of their work (Stallabrass, 2013). 

Many pieces are sold for very high prices 

and the ownership of expensive pieces 

grants status to the collector while the price 

creates status to the work (Stallabrass, 

2013).The demand for art is based on taste, 

fashion mood and cultural importance 

(Mamarbachi, Day & Favaot, 2008). 

According to Baur and Els (2015, p.539), 

significant factors influencing the demand 

of art are “increase in the popularity of the 

artist, an increase in cultural or social 

significance of the art”. If the demand for a 

piece of art increases, the market price 

increases.  



 

There are two main motives by collectors 

for buying art (Baekeland, 1994). First, 

people buy and sell art to make profit 

(Baekeland, 1994). They buy art as an 

investment to sell when they have risen in 

value (Baekeland, 1994). The second type 

are people who buy art and collect items for 

non-monetary reasons (Baekeland, 1994). 

These people collect art for the pleasure of 

collecting and displaying objects 

(Baekeland, 1994). 

 

Pomian (1994) observes that the possession 

of art brings a certain prestige to all types of 

owners by serving as “proof of their good 

taste, of their considerable intellectual 

curiosity, or even of their wealth and 

generosity, if not all these qualities at the 

same time” (Pomian, 1994, p.163). 

According to Pomian (1994), several people 

who are longing to possess these types of 

pieces are willing to spend their fortune in 

the process of buying them and also for 

others too long after their belongings. 

                                                         

                                   

Art & Scarcity  

Scarcity is what makes art “a good that can 

be bought, sold and exchanged” (O’Dwyer, 

2018, p.875).  

The art market is based on scarcity for 

various reasons. Firstly, the artist can decide 

how many art pieces they produce as they 

have full control over the production and 

can easily regulate it (Hesmondhalgh, 

2007). Secondly, the development of 

copyright gives the artist control over the 

quantity that reproduced (Hesmondhalgh, 

2007). Furthermore, accessibility to art can 

be limited by regulating the location and the 

access to technologies that facilitate the 

reproduction (Hesmondhalgh, 2007).  

 

The limited supply makes the art market 

highly unusual, so much so that many 

economists have been reluctant to explain 

the market using the usual terms 

(Stallabrass, 2013).  

Stallabrass (2013) explains that the laws of 

supply are disrupted by the fact that many 

pieces of art are unique.  

 

Fashion  

Fashion is defined as “a form of segregation 

and social equalization that is in constant 

flux” (Joseph, Manlow, Muratovski & 

Peirson-Smith 2014, 2014, p.9). Fashion is 

in fact a result of consumer demand and is 

essentially driven by a society that is class-

driven where the desires for diversity and 

replication are high (Joseph et al., 2014).  

 

The feeling of perceived rarity and diversity 

is especially high in the luxury fashion 

market and is important to consumers 

(Yaro, 2016). According to a study by Yaro 

(2016), luxury fashion items boost and 

drive confidence especially among young 

consumers. Similar to magicians, fashion 

brands aim to communicate an illusion 

where perceived rarity is influenced by the 

actual scarcity of a given product (Radon, 

2012).  

 

However, effectively communicating 

exclusivity and rarity alone is not enough. 

According to Kapferer (1997, p.255), in 

order for the distinctive sign of luxury 

brands to work, they must be known by all, 

stating that, “[...] luxury brands must be 

desired by all but consumed only by the 

happy few”. As a result of the threat from 

non-luxury brands, luxury fashion brands 

need to effectively refer to their core to 

identify how this relates to the projection 

and perception of exclusivity (Radon, 

2012). 

 

In connection with the art market, a parallel 

can be drawn between the art market and the 

fashion resale market. Today, there are 

several digital platforms, such as StockX 

offering fashion enthusiasts the possibility 

to buy and sell fashion pieces. Looking at 

fashion brands, Bug (2018) argues that 

there are well-defined benefits for these 

brands when their items are sold at a high 

price in the secondary market.  



This is because such sales typically result in 

a halo effect for the brand, positively 

affecting both their image and popularity 

(Bug, 2018). As a result, the limited 

production leads to significant value for the 

secondary market (Bug, 2018). 

 

Fashion & Scarcity 

Scarcity in the fashion market is used 

deliberately and intentionally when 

compared to the art market (Gupta & 

Gentry, 2016).  

During the last decade, multiple fashion 

brands introduced limited edition items 

since consumers associate limited products 

with better quality and value (Shin, 

Eastmand & Mothersbaugh, 2017). 

Arguably, it can be said that when clothing 

brands offer limited edition items, there is 

an increased urgency in consumer 

behaviour to purchase these (Childs & Jin, 

2015). 

   

Scarcity can be categorized in two 

dimensions; limited-quantity scarcity (LTS) 

and limited-time scarcity (LQS) (Jang, Ko, 

Morris & Chang, 2015). LTS is used when 

suppliers attempt to motivate consumers to 

purchase as many limited-edition products 

as possible to generate maximum revenue 

within a given period (Jang et al, 2015), 

whereas LQS focuses on the number of the 

products available (Schins, 2014). LQS is 

used by brands in form of limited editions, 

which are products with a limited quantity 

and thereby creating an atmosphere of 

scarcity (Oruc, 2015).   

 

We can trace limited edition back to 1929 

and the creation of the Limited-Edition 

Club, which focused on finely illustrated 

and signed copies of classic literature 

(Majure, 2005).This club was in reality a 

marketing strategy to increase the quality of 

the books and turn them into investment 

items (Grossman, 1999).  

 

 

 

Limited-edition products are a form of 

extension to a brand which creates the air of 

exclusivity and uniqueness to the consumer 

beyond the allure of the regular product 

(Jang, Ko, Morris & Chang, 2015).  

 

According to Jang et al (2015), the limited 

product is different from the basic product 

as it has added features to match the 

exceptional craftsmanship. Limited editions 

positively affect luxury brands by 

reinvigorating interest due to the demand it 

brings to the brand (Shin, Eastman & 

Mothersbaugh, 2017). Researchers further 

argue that luxury consumers associate the 

ownership of limited-edition products with 

their own sense of individuality, fortune and 

high status (Shin et al., 2017).  

 

Aksu, Pektas and Karaboga (2011) show 

how fashion brands in the 21st century, 

utilise LTS to create artificial scarcity, in 

order to keep up with changing styles and 

ensure repeat purchases (Aksu,Pektas & 

Karaboga, 2011). Companies only release 

items for a short period to create a time 

crunch (Aksu,Pektas & Karaboga, 2011). 

 

A final trademark of scarcity is single 

channel distribution. An example for this is 

the diamond market, which is a competitive 

market (Bergenstock & Maskulka, 2001). If 

all producers sold directly, there would be a 

price war which would reduce the scarcity 

of the product (Bergenstock & Maskulka, 

2001). Therefore, the company De Beer 

dominates the distribution market, 

collecting from 75 percent of producers to 

become the sole channel for the sale of 

diamonds (Bergenstock & Maskulka, 

2001). They create only a few sessions a 

year, in which diamonds can be bid and 

bought (Bergenstock & Maskulka, 2001). 

The demand for diamonds created is so 

large “sight dates for each year are formally 

announced during December of the prior 

year” (Bergenstock & Maskulka, 2001, 

p.3).  

  

 



Methodology 

 
The foundation of this research paper is 

built on an extensive literature review of 

scarcity, as well as scarcity in the art and 

fashion market. The purpose of the 

literature review is to gain an overview and 

understanding of these three research areas 

to uncover the connections between the 

fields (Easterby-Smith, Thorpe & Jackson, 

2015).  

 

Furthermore, the literature review was 

conducted to gain an understanding of 

collectors’ items and the functions of the art 

market and the use of limited editions in 

fashion. According to Easterby-Smith et al. 

(2015) a literature review provides deeper 

insights into previous research and helps 

draw conclusions in further research.  

 

In order to approximate the phenomenon of 

scarcity in the fashion industry, three cases 

of scarcity in fashion will be presented, that 

of Supreme and Nike. The use of multiple 

cases provides the opportunity to attain 

better understanding of the theory of 

knowledge that can help with the analysis of 

the situation (Easterby-Smith et al.,2015).  

 

In addition to the case study approach, a 

quantitative research in the form of a 

questionnaire with 205 participants was 

performed to complement the secondary 

findings and to collect primary data. 

According to Liamputtong (2019) 

quantitative research can be used to achieve 

a greater accuracy of results and a better 

understanding of the consumer perspective 

of this research topic and potential patterns. 

 

Furthermore, a quantitative approach was 

chosen because with this method empirical 

verification of the findings of the literature 

review and the findings of the case study 

approach is possible (Saunders, Lewis & 

Thornhill, 2012). 

 

 

 

Case studies 
 

Banksy 

Banksy can be described as one of the most 

well-known modern-day artists of today.  

Since the beginning of his career, his 

identity has been kept a secret from the rest 

of the world (Tully, 2014). Some of his 

most recognized work today includes the 

girl with the balloon and love is in the air 

(Tully, 2014). According to Williams 

(2014) cited in Tully (2014), “[h]e is 

constantly in the headlines, that is reflected 

in how his work sells.” Williams (2014) 

cited in Tully (2014) further argues that his 

work is loved by buyers, especially because 

of the story behind them.  

 

In 2007, a collaborative work called, ‘Keep 

it spotless’ achieved a sale of 1.9$ million, 

which was then the single most expensive 

piece of art Banksy had managed to sell 

(Tully, 2014). The increasing demand, as 

well as prices for Banksy’s work, are, in 

fact, influenced by the limited supply 

(Sutton, 2020). According to Marks (2020) 

cited in Sutton (2020), “[i]t’s not like his 

prints are coming into the market all the 

time”. Banksy has become so popular that 

his work attracts collectors from all over the 

world, not just those in Britain and Europe 

(Sutton, 2020). As stated by Marks (2020) 

cited in Sutton (2020), “[p]eople are very 

much connecting with his work at the 

moment”.  

 

Another reason why his print work is so rare 

is that Banksy typically produces only 

between 600-750 unsigned prints per 

edition (MyArtBroker, 2020). Only around 

150 of these are signed, making them even 

more rare and resulting in a much higher 

selling price (MyArtBroker, 2020). Both 

signed and unsigned limited edition and 

scarce prints are considered extremely 

collectible (MyArtBroker, 2020).  

 

Those who wish to buy or sell Banksy’s art, 

have limited options through which to do so 

(MyArtBroker, 2020). 



Most recently, resellers have managed to 

sell some of his most iconic work at a price 

of nearly ten times higher than their initial 

price (MyArtBroker, 2020). According to 

Marks (2020) cited in Sutton (2020), 

achieving this level of sale is due to several 

factors, including the image and messages 

that art collectors associate with his work. 

Another reason is the endless cycle of news 

related to him and his work. In addition, the 

demand for his work is increasing both the 

value and price (Sutton, 2020).  

 

In 2018, one of Banksy’s most famous 

pieces, namely a canvas of a ‘Girl With 

Balloon’ was sold for 1.4$ million. Right 

after its sale, the piece slid down its frame 

and shredded into pieces (Calfas, 2018). 

According to Benrimon (2018) cited in 

Calfas (2018), “it was meant to be a 

criticism of the art market, and I think it’s 

going to double the value of the work.” The 

controversy behind this stunt, witnessed by 

millions around the world, increased the 

value and price of the canvas that was 

initially sold at 1.4$ million, particularly 

because the now shredded canvas is one-of-

a-kind (Calfas, 2018).   

 

Supreme 

Supreme originated as a streetwear fashion 

brand and operated in a niche market 

(Cochrane, 2017). Only in recent years has 

Supreme surpassed the niche market and is 

now catering to a broader demographic 

(Cochrane, 2017).  

Nowadays Supreme is known for selling 

valuable limited editions with 

extraordinarily high resell values. The 

distribution model of Supreme is based on 

scarcity (Nicolaou & Kao, 2017). As stated 

by the founder of Supreme, James Jebbia, if 

Supreme is able to sell 600 items, 400 will 

be produced (Nicolaou & Kao, 2017).  

 

According to Foley (2020), Supreme 

releases two collections a year in addition to 

collaborations with other brands. 

 

These co-branded collections are usually 

the most popular and scarce collections 

(Foley, 2020). On the release days, people 

camp in very long lines in front of the 

twelve Supreme stores and online 

(Supreme, 2020). During the launch, the 

items are usually in the premium price 

segment (Supreme, 2020). There is no 

official information on what quantities are 

released for each item in each collection. 

The scarcity of the items can only be 

estimated by regarding the sell-out times. In 

the past years, most collections have sold 

out in seconds (Tuzio, 2019).  

 

Because of the high demand and the scare 

supply, the true phenomenon of the brand 

Supreme can be found in the resell market 

where items reach very high added value. 

For example, the current price for the 

“Supreme 20th Anniversary Box Logo Tee 

White” is currently 2878.1 percent higher 

than the original retail price (StockX, 

2020a). 

 

Supreme X Louis Vuitton  

In 2017 Supreme launched a co-branded 

collection with Louis Vuitton, the world's 

most valuable luxury fashion brand (The 

Fashion Law, 2020). The product quantities 

of the collection were very limited (Sebra, 

2017). According to the Financial Times 

(2020) “each shopper was allowed to 

purchase a maximum of six items”.  

 

In contrast to Supreme, Louis Vuitton items 

are usually not scarce and there are barely 

any limited editions (Louis Vuitton, 2020). 

Unlike Supremes’ previous co-branded 

collections, Supreme X Louis Vuitton was 

initially scheduled to be available in pop-up 

stores and after two weeks, in selected 

Louis Vuitton stores (The Fashion Law, 

2017). This sales concept ensured the 

exclusivity and hype of the collaboration 

(The One Centre, 2017).  

 

 

 



After the successful launch of the collection 

in the pop-up stores, the launch of the 

products in the Louis Vuitton stores was 

suddenly cancelled and the products were 

no longer available (Fisher, 2017).  

The co-branded collection has been 

described as “the perfect storm of high 

demand and low supply, luxury goods and 

hyped-up releases” by industry experts 

(Sebra, 2017). The resell values of the 

collection pieces have been very high since 

immediately after the launch (Mattheis, 

2019).  

 

The collection was a limited one-time 

release and is no longer sold anywhere 

outside the resell market since the first 

release (The Fashion Law, 2017). The co-

branding of Supreme and Louis Vuitton for 

their scarce collection was responsible for 

the positive development of brand image 

and sales of both brands (Mattheis, 2019).  

 

According to Kapferer (2012), brands can 

use co-branding to generate growth, 

creating the possibility for brands to enter a 

new market. Louis Vuittons profit increased 

by 23 percent after the co-branding, which 

is said to mainly be due to the collaboration 

between the two brands (Estiler, 2017).  

  

Nike 

Nike is a house of brands hosting Jordan, 

Hurley, NIKE, and Converse (MarketLine, 

2020). In addition to the regular fashion and 

sports clothing market, Nike has become an 

important part of the streetwear fashion 

industry (Dutzler et al., 2019).  

 

This division of Nike is characterized by 

premiumization and scarcity (Cimet, 2019). 

The most popular Nike sneakers in the 

streetwear industry usually have a higher 

price and a more individualistic design than 

the regular Nike sneakers (Cimet, 

2019). This can be seen as premiumization 

which, according to Kapferer (2012, p.232), 

can be used to move products “towards 

higher quality, image and prices”.  

In 2015, Nike introduced SNKRS, a lottery 

that randomly picks those who signed up for 

a new release and allocates them a slot to 

purchase the shoes (Dutzler et al., 2019). 

They are releasing the sneakers in a scarce 

quantity in order to increase their 

desirability (Dutzler et al., 2019).  The 

sneakers are only available from the brand 

directly in order to create direct 

communication with the community 

(Dutzler et al., 2019).  

 

An example, which is connecting this case 

to the case of Supreme is the Supreme X 

Nike collaborations “Nike Dunk SB Low 

Supreme Black Cement” which is currently 

being sold for 8,600$ (StockX, 2020b).  

 

The Nike MAG 

Another example for the high resale value 

of Nike sneakers is the Nike MAG. The 

shoe is inspired by the shoes worn by 

Michael J. Fox in the 1990s movie Back to 

the Future (Nike, 2016).  

 

The shoe was originally released in 2011, 

followed by a second release in 2016 (Nike, 

2016). The 2016 version of the shoe is 

currently sold for 67.500$ on StockX 

(2020e) while the 2011 version is sold for 

16.670$ (StockX, 2020c).  In 2011, 1500 

pairs of the shoe were sold on the platform 

eBay (Skidmore, 2011). There was no fixed 

price for the shoes, the whole process was 

based on bidding (Skidmore, 2011). The 

initial bidding price for the shoe ranged 

between 2,300$ and 9,959$ (Stonebrook, 

2011). The shoes were sold over a time 

period of ten days (Stonebrook, 2011).  

 

When the second edition of the shoe re-

launched in 2016, a limited-edition 89 pairs 

was released (Nike, 2016). The shoes were 

sold through a digital draw process and at 

three live auctions (Nike, 2016). The shoes 

were also only available for ten days and 

were mostly available for customers in the 

United States and Canada (Nike, 2016).  

 



According to Nike the shoe should not be 

worn for “recreational purposes'' (Nike, 

2011). The shoes were produced mostly for 

display (Nike, 2011). In this second release 

the auction prices ranged from 52,000$ to 

200,000$ (Sneaker News, 2016).  

 

Questionnaire 
In addition to the case studies presented 

above, a short, empirical study through a 

quantitative survey was performed in order 

to collect data directly from the general 

public.  

 

This survey aimed to identify the interest 

and motivations of consumers when 

interacting with high-priced fashion items 

affected by scarcity, with the use of the 

quantity scarcity appeal; limited edition. 

 

The survey mainly targeted members of the 

general public instead of those who already 

possess or actively seek out limited 

products to understand the basic 

psychological effects scarcity has on the 

layman when faced with it and how the 

layman reacts thereof.  

 

The survey was designed and performed 

through an online platform to reach the 

greatest number of respondents over the 

allocated time. The survey ran for over a 

week and gathered data from a total of 205 

respondents from various demographic 

backgrounds. The exact questions and 

results of the questionnaire can be located in 

the appendix in figure 3 to 8. 

 

Findings  

Figure 3 provided a basic idea of 

respondents' feelings towards fashion. It can 

be seen that most respondents value the 

interaction with fashion on some level 

which provides a scope as to who may be 

affected by scarcity within the fashion 

sector. 

 

 

In figures 4 and 6, the aim was to examine 

the extent to which the price and scarcity 

influence decision making.  

Figure 4 focused on items which were high-

priced. The aim was to analyse how the 

respondents react to high-priced items even 

with the funds to buy them. The findings 

reveal that 62.93 percent of respondents 

would not purchase a high-priced item even 

with the financial means to do so, while 

37.07 percent would purchase the item.  

 

Figure 6 presents the same scenario but 

incorporates a scarcity appeal. Once 

scarcity is present, a shift can be seen in the 

respondent’s attitudes. 53.66 percent are 

now willing to spend on a high-priced item 

when the item is presented as scarce. This 

shows that 16.59 percent more respondents 

are now willing to purchase the item. 

 

Following from this, the second part of the 

survey provides insight into the motivations 

of decisions, figure 5 (relating back to 

figure 4), shows the highest degree of 

respondents deciding on high-priced items 

to show their good taste. Whereas when 

scarcity is presented in figure 6, the 

motivation shifts to 57.55 percent of 

respondents picking investment as a reason 

to make the purchase. Here it can be 

deduced that scarcity adds equity to a 

product. 

 

The final question in figure 8 shows that in 

general 70.73 percent of participants would 

spend more on a high-priced item if it is 

limited edition. 41.95 percent of 

participants would buy a high-priced item if 

it is very scarce, while 29.27 percent would 

not be affected by scarcity. This shows 

respondents perceive the importance when 

a product is very limited and the need to 

therefore possess it. 

 

 

 

 

 



Discussion 

When regarding the cases of Banksy in art 

and the cases of Nike and Supreme in 

fashion, as well as the development of 

scarcity in fashion and the literature, several 

similarities and differences can be found. 

The following part discusses the findings in 

research during the creation of this paper 

and the findings of the questionnaire that 

was conducted for this paper.   

 

Similarities 

Pricing  

When analysing the similarities of the cases 

presented, the first constant is the price 

premium of the products.  

As stated in the literature review, scarcity 

can affect the pricing model of goods, 

pricing becoming less important as the 

rarity of the product increases. People tend 

to incorporate the financial information less 

and hold higher value on the item itself. In 

the cases investigated, the same actions are 

repeated. Due to the limited quantity, the 

items are bought fairly quickly. Once this 

exchange is complete and the items now 

move to the resale market, the pricing due 

to the rarity increases.  

 

Due to the timelessness and priceless nature 

of the products, they become luxury. 

Resellers can set any price and people will 

fight for the object, as mentioned in the 

psychological effects of scarcity. The equity 

of the art or the fashion pieces are believed 

to hold intangible value which could be said 

is the magic Kapferer (2012), speaks of, 

elevating the prices as a reseller sees fit. 

 

Specifically looking at Banksy, due to him 

using scarcity as his part of his business 

model, he has the ability to play with pricing 

without having it affect the equity of the 

work. His works are auctioned for millions 

yet, he also tries to create pieces that are 

affordable for the everyday person. Once 

again, we see how the luxury perceived in 

his work gives Banksy full control of the 

product, as it is the same with brands like 

Supreme and Nike.  

 

Time and Quantity  

A parallel can be drawn through all three 

cases, where a similarity in the scarcity 

appeals used can be seen. All cases 

incorporated both time and quantity 

scarcity, as discussed in the literature 

review.  

 

The quantity scarcity appeal is the limited-

edition aspect that they all use, limited 

collaboration, limited shoe creation and in 

Banksy's case, a limited piece of work that 

may be able to be sold or washed away 

depending on his medium choice. These 

draw in the consumer to the fact that they 

will be one of the few people to possess 

such items as they will not occur again. This 

consciousness can be followed in the 

questionnaire in people indicating that they 

want to stand out or display good taste as 

well as invest in these items.  

 

It then follows the use of time scarcity. Due 

to the limited nature of the product they are 

only available for a short period of time. 

With all these cases, customers never have 

clarity if these items will ever be restocked. 

The Nike case shows the shoe has been 

released again and time restriction is used to 

dominate the conversation due to no 

certainty on when, how much and if ever.  

 

Typically, in everyday use of scarcity, 

marketing companies use one or the other 

form. In these cases, it can be seen that the 

union of the two have the ability to heighten 

the susceptibility of people to the scarcity, 

which in turn lifts the equity of the items so 

much that people see them as collector's 

items and investment pieces.  

 

Single Channel Distribution 

The cases show that there are evident 

similarities in the distribution of scarce 

items. First, it can corroborated that it is as 

challenging to access high-end fashion 

items as it is to purchase unique pieces of 

art.  



This comes as a result of single channel 

distribution methods which reduce the 

opportunities to buy items. With Supreme, 

the collections can exclusively be 

purchased in store or through the Supreme 

website, all controlled by Supreme. This, in 

turn, makes these collections extremely rare 

as well as highly desirable by Supreme 

enthusiasts. 

  

The extremely rare pieces by Banksy, are 

also only ever sold at specially organized 

auctions, which adds to the overall scarcity 

of his work. The limited items available in 

combination with specific purchasing 

locations result in increased consumer 

demands, raising both the price and value of 

these rare items.  

 

This spurs the resale market for individuals 

who are unable to access products directly, 

and products are sold often for a price much 

higher. In the resale market, prices are not 

fixed. Subsequently, the high resale value 

and the high volatility of these items 

generate scarcity, increasing both the value 

and price. 

 

Lastly, scarcity influences the bidding 

behaviour of individuals who wish to 

purchase limited edition items through the 

resale market, as they tend to start their bid 

at a high price. 

 

Exclusive Community 

The art and fashion market attract particular 

groups of buyers like collectors and 

investors resulting in exclusive 

communities that are hard to enter and only 

truly understood by those involved.  

 

They are also similar because neither relies 

on traditional marketing and 

communications to reach customers. 

Instead, brands like Nike and Supreme, as 

well as Banksy, are almost entirely 

dependent on the hype built by the media, 

their fans, and communities to push the 

word out.  

According to Williams (2014) cited in Tully 

(2014), Banksy, "[...] is constantly in the 

headlines, that is reflected in how his work 

sells". Similarly, Nike’s SNKRS and 

Supreme rarely rely on traditional 

marketing. For instance, Supreme does not 

communicate much to customers before 

launching a new collection. Supremes’ 

community dedication is so strong, 

customers camp and wait hours in front of 

Supreme stores before a launch. As 

described in the case of Nike MAG, 

customers typically wait hours online in 

queues to obtain access to online auctions. 

This proves that customers are not just 

customers; they are fans who form 

communities of people who are willing to 

go great lengths to possess the scarce items.  

 

Furthermore, the questionnaire also 

revealed that individuals with a high interest 

in fashion are more likely to buy limited 

edition items even if they are high priced. 

Consequently, it can be said that the 

massive following of brands such as Nike 

and artists like Banksy contributes to the 

free publicity and hype that they have 

become heavily dependent on during the 

last couple of years, which further 

influences the buying behaviour of 

individuals who want to belong to these 

kinds of exclusive communities. 

  

Investments and status symbols 

The high equity and pricing of the items 

discussed transfer symbols of status to 

buyers. The products elevate their status due 

to the elevated nature of the products, both 

in how hard they are to possess as well as 

how much money it can take to possess 

them.  

 

The cases coupled with the survey show that 

people possess these high-status items 

mainly for investment purposes. Product 

will increase in value over time and therein, 

becomes a collector’s item for the user.  

 

 



It can be seen both in art and in fashion that 

these items' status means that they can be 

kept to be sold later for more money or 

bought simply as to collect.  

 

Following from this, people also viewed 

these items as ways to elevate their status. 

As highlighted in the psychological portion, 

people want to possess things others cannot, 

which makes them stand out and show 

better class than others; a reasoning thread 

which could be seen in the questionnaire. 

Second to the investment element, 31 

percent of people want limited edition items 

to stand out, showing that the person has the 

ability to purchase them and that they are 

few in their immediate circles and in general 

who have these items.  

 
Differences 

When regarding the literature and cases 

presented in this paper, not only similarities 

can be found. There are several differences 

that have to be discussed.  

 

Branding 

The report by Dutzler et al. (2019, p.11) 

previously discussed states that scarcity 

“may be what gives streetwear its cachet, 

but it is affordability that has turned a group 

of niche brands making cool T-shirts into a 

multi-billion-dollar industry.” This 

statement shows that the huge demand for 

the fashion items discussed in this paper is 

not only due to scarcity, but also due to 

other factors.  

 

Creating a successful premium or luxury 

fashion brand requires for the brand to 

deliver an experience beyond ownership 

(Shin et al., 2017).The cases of Supreme 

and Nike show that there are several other 

aspects of branding like co-branding and 

brand communities involved in creating 

demand for the items. These brands deliver 

an overall brand experience to customers.  

 

 

 

Furthermore, when regarding the case of 

Banksy, it was stated that Banksy himself 

can be defined as a brand. However, when 

regarding artists as brands, it is important to 

differentiate them from the fashion brands. 

Artists can be seen as a creator-driven 

brand. This can be related to Kapferer's 

(2012) definition of luxury brands. Luxury 

brands are creator-driven and their brand 

image relies on the creator (Kapferer, 

2012).The value of art is based on the artist 

himself while the value of the fashion items 

is based on the brand equity and not mainly 

on the creator's equity. The brands regarded 

in this paper are premium brands and less 

creator-driven than luxury brands. Supreme 

and Nikes founders do not play an essential 

role in branding.  

 

Usability 

Another difference found between the 

literature review and the cases of art and 

fashion is the usability of the items.  

 

Art is solely purchased for aesthetic 

purposes and investment, while fashion 

items can also be used practically. There is 

no way of fully determining whether the 

fashion items are bought as an investment 

or for resale due to their scarcity, or out of 

fashionable reasons. This difference of 

course does not include non-wearable items 

created by fashion brands that are 

purposefully created as collectors’ items.   

 

As the questionnaire already revealed, 

consumers would also buy the scarce 

fashion pieces to stand out and to 

differentiate themselves from others. 

Furthermore, the respondents indicated that 

they would buy the items to show good taste 

and to get recognition from others while 

wearing them. Various respondents would 

buy the fashion item regardless of the aspect 

of scarcity. These buying intentions can not 

be generated by scarcity.  

 

 

 



Additionally, fashion items are bound to 

trends and price of the items and their 

volatility is less consistent than art. The 

investment in a fashion item can not be 

considered as “safe as an investment in art. 

If a fashion brand is not popular anymore, 

the items will become less valuable on the 

resell market.  

 

Form of Scarcity 

The most important difference between art 

and fashion brands can be found in the type 

of scarcity utilised.  

 

It was acknowledged that in the cases 

presented, all three utilise both time and 

quantity scarcity. A difference arises as art 

utilises a true form of scarcity, whereas 

fashion utilises artificial scarcity. When an 

art piece is created it is automatically a 

unique piece. No painting is ever painted 

exactly the same by an artist and a replica or 

an art print will never be an original. Artists 

can only use the model of artificial scarcity 

by limiting the reproduction of their art. An 

artist is always in full control of how many 

copies he produces but there is no 

possibility of mass production for art that is 

created by an individual artist himself.  

 

Every fashion item can be mass produced 

unless the material is limited. In fashion 

scarcity is used intentionally as an 

instrument to increase the desirability of a 

product. As the statement from Supreme 

founder Jebba discussed in the case of 

Supreme shows, fashion brands know how 

many pieces they could sell but limit the 

supply on purpose.  

 

According to Lynn (1989), a commodity 

becomes more desirable the scarcer it is. 

This can lead to the conclusion that unique 

pieces can create a higher desirability and 

thus, higher prices. The concept of scarcity 

and uniqueness used in art represents an 

extreme version of scarcity. 

 

 

 

Framework 
Based on the findings, a framework for 

collectors’ items in fashion is developed. 

This framework gives fashion brands a 

guideline on how to utilise scarcity to create 

luxury collectors’ items. This framework is 

oriented on Kapferer's (2012) triangle for 

the differentiation between luxury, fashion 

and premium brands, but attempts to 

expand on it. 

 

The created framework shows the important 

elements of scarcity that should be utilised 

to create an aura of luxury for fashion 

brands. The three corners of the triangle 

represent the most important factors of 

scarcity, while the elements on the 

connecting lines represent the influential 

factors that should additionally be taken 

into account. 

 

 
Figure 2: Elements of scarcity for collectors’ items 

(own work) 

 

 

 

 

 

 

 

 

 

 

 

 



Limitations 
Due to time constraints, the questionnaire 

developed for this paper was only open to 

participants for one week, which resulted in 

a small number of contributors. The 

sampling technique used in this paper 

reflects the convenience method (Bryman 

& Bell, 2015), meaning a decreased 

possibility to generalize conclusions and 

sample bias. In total, the survey acquired 

205 respondents. To further understand the 

consumer perspective on this topic, a more 

significant sample is recommended. 

  

In general, the three case studies are not 

sufficient to draw an overall conclusion for 

the entire fashion and art industry or draw 

conclusions for other industries. Therefore, 

it is suggested that future studies identify 

and examine case studies beyond fashion to 

recognize whether scarcity would work as a 

branding tool in other industries.  

 

Subsequently, we recommend detecting 

specific cases where the scarcity appeal has 

failed and the reason behind this failure to 

signal what companies should not do when 

trying to expand their brands. The 

questionnaire shows that there are several 

respondents that did not react to the scarcity 

and have not shown the increased demand 

discussed in the literature.  

 

When analysing the role of scarcity in 

fashion, the creators have not been 

considered. Therefore, further studies 

examine the extent to which the creators 

drive consumer demand is required. Even 

though scarcity holds a significant role in 

appealing to the demand for exclusive 

luxury fashion and art communities, it is not 

the only important element. Therefore, we 

suggest further studies to identify and 

examine the interdependence of scarcity 

and other brand elements.  

 

 

 

 

 

Conclusion  
When exploring the concept of scarcity in 

branding it can be argued that its presence 

in marketing strategies go beyond the 

modern expressions seen in the fashion 

industry.  

 

Scarcity is not just a tool for high-priced 

products but can be used in different price 

brackets to elevate items in various ways 

depending on the type of scarcity strategy 

applied. This use can be traced back to the 

1920’s and can be seen in everyday fashion 

sales strategies.  

 

In relation to the luxury fashion industry, 

the use of scarcity has created a shift in the 

way luxury is understood. The use of 

scarcity enables the creation of a new form 

of luxury, in the form of streetwear which 

are more accessible to regular consumers as 

a result of the resale markets.  

 

The magic mentioned by Kapferer 

regarding luxury products can be seen 

running through these new expressions. 

Following from this, a second elevation can 

be tracked in by the combination of scarcity 

appeals by fashion brands.  

 

By combining the time scarcity appeal, the 

quantity scarcity appeal and the use of a 

single channel distribution system, fashion 

brands are able to elevate these already 

highly revered products to collectors’ items 

status. Branding, pricing and community & 

media, connect the three elements. 

 

 As much as scarcity affects products, it is 

important to note that scarcity is only one 

factor in the brand building platform. Other 

branding aspects can not be neglected as 

they too add to the allure of luxury. 

 

 

 

 

 

 

 



References 
 
Aksu, M., Pektas, G.O., & Karaboga, K. (2011). 

Concepts of Fast Fashion and Artificial Scarcity 

In Marketing In The 21st Century: Tchibo 

Example, Journal of Naval Science and 
Engineering, Available online: 

https://www.semanticscholar.org/paper/CONC

EPTS-of-FAST-FASHION-and-ARTIFICIAL-
SCARCITY-IN-

Aksu/86b8ba5c8c4e897f441cc567a82976fb7a

663f99 [Accessed: 6 October 2020] 
 
Árdal,H & Kristinsdóttir, N. (2017). The Impact 

Of Different Quantity Limitations and Scarcity 
In Retail Environments [PDF], Available 

online: 

https://skemman.is/bitstream/1946/30798/1/Ha

nnes%20og%20Nadia.pdf [Accessed: 26 
September 2020] 
 
Baekeland, F. (1994). Psychological aspects of 

art collecting, In Pearce S. Interpreting Objects 

and Collections, pp. 205-220, Available online: 

https://is.muni.cz/el/1423/jaro2013/SAN105/u
m/Susan_Pearce_Interpreting_Objects_and_Co

llection.pdf [Accessed 28 September 2020]  
 
Baur, P. & Els, G. (2015). Mapping the 

relationship between the primary and the 

secondary art market, Journal of Economic and 
Financial Sciences, Available online: 

https://www.semanticscholar.org/paper/Mappi

ng-the-relationship-between-the-primary-and-
Baur-

Els/3cf32771115b4713cd7e37e9f662a4b48e80

015e [Accessed 01 October 2020] 
 
Bergenstock, D.J. & Maskulka, J.P.A. (2001). 

The De Beers Diamond Story: Are Diamonds 
Forever?, Business Horizons, vol. 44, no. 3, 

May/June, pp.37-44, Available online: 

https://www.sciencedirect.com/science/article/

pii/S0007681301800331, Accessed: 6 October 
2020] 
 

 

 

 

 

 

 

Bryman, A. & Bell, E. (2015). Business 

research methods, Oxford : Oxford Univ. Press, 
Available online: 

https://eds.b.ebscohost.com/eds/detail/detail?vi

d=7&sid=e18c9570-754a-4b8c-85e2-
f3dfa63f451b%40pdc-v-

sessmgr04&bdata=JnNpdGU9ZWRzLWxpdm

Umc2NvcGU9c2l0ZQ%3d%3d#AN=lub.4716

914&db=cat07147a [Accessed 16 October 
2020]  
 
Calfas, J. (2018). Banksy Shredded a Piece of 

Art That Sold for $1.4 Million. Now It's Worth 

Double, According to an Art Expert, Available 

online: https://money.com/banksy-girl-with-a-
balloon-self-destruct-

double/#:~:text=Banksy%20Shredded%20a%2

0Piece%20of,According%20to%20an%20Art
%20Expert&text=Just%20moments%20after%

20it%20was,%E2%80%9D%20appeared%20t

o%20self%2Ddestruct [Accessed 12 October 
2020]  
  
Childs, M.L. & Jin, B. (2015). Effective 

Fashion Brand Extensions: The Impact of 
Limited Edition and Perceived Fit on 

Consumers 'Urgency to Buy and Brand 

Dilution, Available online: 
https://lib.dr.iastate.edu/cgi/viewcontent.cgi?ar

ticle=1283&context=itaa_proceedings 
[Accessed on 29 September 2020] 

 

Cimet, S. (2019). The 9 most valuable sneakers 

with the highest resale value right now, 
according to the data, Available online: 

https://www.businessinsider.com/most-

valuable-nike-adidas-sneakers-resale-

according-to-the-realreal-2019-9?r=US&IR=T 
[Accessed 01 October 2020] 
 
Cochrane, L. (2017). How streetwear restyled 

the world – from hip-hop to Supreme and 

Palace. The Guardian, Available online: 

https://www.theguardian.com/fashion/2017/ma
r/29/how-streetwear-styled-the-world-from-

hip-hop-to-supreme-and-palace [Accessed 29 

September 2020] 
 
Daoud, A. (2011). Scarcity, Abundance and 

Sufficiency: Contributions to Social and 
Economic Theory, Available online: 

https://gupea.ub.gu.se/bitstream/2077/24686/1/

gupea_2077_24686_1.pdf [Accessed 27 
September 2020] 

https://www.semanticscholar.org/paper/CONCEPTS-of-FAST-FASHION-and-ARTIFICIAL-SCARCITY-IN-Aksu/86b8ba5c8c4e897f441cc567a82976fb7a663f99
https://www.semanticscholar.org/paper/CONCEPTS-of-FAST-FASHION-and-ARTIFICIAL-SCARCITY-IN-Aksu/86b8ba5c8c4e897f441cc567a82976fb7a663f99
https://www.semanticscholar.org/paper/CONCEPTS-of-FAST-FASHION-and-ARTIFICIAL-SCARCITY-IN-Aksu/86b8ba5c8c4e897f441cc567a82976fb7a663f99
https://www.semanticscholar.org/paper/CONCEPTS-of-FAST-FASHION-and-ARTIFICIAL-SCARCITY-IN-Aksu/86b8ba5c8c4e897f441cc567a82976fb7a663f99
https://www.semanticscholar.org/paper/CONCEPTS-of-FAST-FASHION-and-ARTIFICIAL-SCARCITY-IN-Aksu/86b8ba5c8c4e897f441cc567a82976fb7a663f99
https://skemman.is/bitstream/1946/30798/1/Hannes%20og%20Nadia.pdf
https://skemman.is/bitstream/1946/30798/1/Hannes%20og%20Nadia.pdf
https://is.muni.cz/el/1423/jaro2013/SAN105/um/Susan_Pearce_Interpreting_Objects_and_Collection.pdf
https://is.muni.cz/el/1423/jaro2013/SAN105/um/Susan_Pearce_Interpreting_Objects_and_Collection.pdf
https://is.muni.cz/el/1423/jaro2013/SAN105/um/Susan_Pearce_Interpreting_Objects_and_Collection.pdf
https://www.semanticscholar.org/paper/Mapping-the-relationship-between-the-primary-and-Baur-Els/3cf32771115b4713cd7e37e9f662a4b48e80015e
https://www.semanticscholar.org/paper/Mapping-the-relationship-between-the-primary-and-Baur-Els/3cf32771115b4713cd7e37e9f662a4b48e80015e
https://www.semanticscholar.org/paper/Mapping-the-relationship-between-the-primary-and-Baur-Els/3cf32771115b4713cd7e37e9f662a4b48e80015e
https://www.semanticscholar.org/paper/Mapping-the-relationship-between-the-primary-and-Baur-Els/3cf32771115b4713cd7e37e9f662a4b48e80015e
https://www.semanticscholar.org/paper/Mapping-the-relationship-between-the-primary-and-Baur-Els/3cf32771115b4713cd7e37e9f662a4b48e80015e
https://www.sciencedirect.com/science/article/pii/S0007681301800331
https://www.sciencedirect.com/science/article/pii/S0007681301800331
https://eds.b.ebscohost.com/eds/detail/detail?vid=7&sid=e18c9570-754a-4b8c-85e2-f3dfa63f451b%40pdc-v-sessmgr04&bdata=JnNpdGU9ZWRzLWxpdmUmc2NvcGU9c2l0ZQ%3d%3d#AN=lub.4716914&db=cat07147a
https://eds.b.ebscohost.com/eds/detail/detail?vid=7&sid=e18c9570-754a-4b8c-85e2-f3dfa63f451b%40pdc-v-sessmgr04&bdata=JnNpdGU9ZWRzLWxpdmUmc2NvcGU9c2l0ZQ%3d%3d#AN=lub.4716914&db=cat07147a
https://eds.b.ebscohost.com/eds/detail/detail?vid=7&sid=e18c9570-754a-4b8c-85e2-f3dfa63f451b%40pdc-v-sessmgr04&bdata=JnNpdGU9ZWRzLWxpdmUmc2NvcGU9c2l0ZQ%3d%3d#AN=lub.4716914&db=cat07147a
https://eds.b.ebscohost.com/eds/detail/detail?vid=7&sid=e18c9570-754a-4b8c-85e2-f3dfa63f451b%40pdc-v-sessmgr04&bdata=JnNpdGU9ZWRzLWxpdmUmc2NvcGU9c2l0ZQ%3d%3d#AN=lub.4716914&db=cat07147a
https://eds.b.ebscohost.com/eds/detail/detail?vid=7&sid=e18c9570-754a-4b8c-85e2-f3dfa63f451b%40pdc-v-sessmgr04&bdata=JnNpdGU9ZWRzLWxpdmUmc2NvcGU9c2l0ZQ%3d%3d#AN=lub.4716914&db=cat07147a
https://eds.b.ebscohost.com/eds/detail/detail?vid=7&sid=e18c9570-754a-4b8c-85e2-f3dfa63f451b%40pdc-v-sessmgr04&bdata=JnNpdGU9ZWRzLWxpdmUmc2NvcGU9c2l0ZQ%3d%3d#AN=lub.4716914&db=cat07147a
https://money.com/banksy-girl-with-a-balloon-self-destruct-double/#:~:text=Banksy%20Shredded%20a%20Piece%20of,According%20to%20an%20Art%20Expert&text=Just%20moments%20after%20it%20was,%E2%80%9D%20appeared%20to%20self%2Ddestruct
https://money.com/banksy-girl-with-a-balloon-self-destruct-double/#:~:text=Banksy%20Shredded%20a%20Piece%20of,According%20to%20an%20Art%20Expert&text=Just%20moments%20after%20it%20was,%E2%80%9D%20appeared%20to%20self%2Ddestruct
https://money.com/banksy-girl-with-a-balloon-self-destruct-double/#:~:text=Banksy%20Shredded%20a%20Piece%20of,According%20to%20an%20Art%20Expert&text=Just%20moments%20after%20it%20was,%E2%80%9D%20appeared%20to%20self%2Ddestruct
https://money.com/banksy-girl-with-a-balloon-self-destruct-double/#:~:text=Banksy%20Shredded%20a%20Piece%20of,According%20to%20an%20Art%20Expert&text=Just%20moments%20after%20it%20was,%E2%80%9D%20appeared%20to%20self%2Ddestruct
https://money.com/banksy-girl-with-a-balloon-self-destruct-double/#:~:text=Banksy%20Shredded%20a%20Piece%20of,According%20to%20an%20Art%20Expert&text=Just%20moments%20after%20it%20was,%E2%80%9D%20appeared%20to%20self%2Ddestruct
https://money.com/banksy-girl-with-a-balloon-self-destruct-double/#:~:text=Banksy%20Shredded%20a%20Piece%20of,According%20to%20an%20Art%20Expert&text=Just%20moments%20after%20it%20was,%E2%80%9D%20appeared%20to%20self%2Ddestruct
https://money.com/banksy-girl-with-a-balloon-self-destruct-double/#:~:text=Banksy%20Shredded%20a%20Piece%20of,According%20to%20an%20Art%20Expert&text=Just%20moments%20after%20it%20was,%E2%80%9D%20appeared%20to%20self%2Ddestruct
https://lib.dr.iastate.edu/cgi/viewcontent.cgi?article=1283&context=itaa_proceedings
https://lib.dr.iastate.edu/cgi/viewcontent.cgi?article=1283&context=itaa_proceedings
https://lib.dr.iastate.edu/cgi/viewcontent.cgi?article=1283&context=itaa_proceedings
https://www.businessinsider.com/most-valuable-nike-adidas-sneakers-resale-according-to-the-realreal-2019-9?r=US&IR=T
https://www.businessinsider.com/most-valuable-nike-adidas-sneakers-resale-according-to-the-realreal-2019-9?r=US&IR=T
https://www.businessinsider.com/most-valuable-nike-adidas-sneakers-resale-according-to-the-realreal-2019-9?r=US&IR=T
https://www.theguardian.com/fashion/2017/mar/29/how-streetwear-styled-the-world-from-hip-hop-to-supreme-and-palace
https://www.theguardian.com/fashion/2017/mar/29/how-streetwear-styled-the-world-from-hip-hop-to-supreme-and-palace
https://www.theguardian.com/fashion/2017/mar/29/how-streetwear-styled-the-world-from-hip-hop-to-supreme-and-palace
https://gupea.ub.gu.se/bitstream/2077/24686/1/gupea_2077_24686_1.pdf
https://gupea.ub.gu.se/bitstream/2077/24686/1/gupea_2077_24686_1.pdf


 
Dutzler, H., Kofler, W., Leeb, L., Nitschke, A. 

& Mendez, E. (2019). Streetwear: the new 

exclusivity, Available online: 

https://www.strategyand.pwc.com/gx/en/insigh
ts/2019/streetwear/streetwear-the-new-

exclusivity.pdf [Accessed 05 October 2020]  
 
Easterby-Smith, M., Thorpe, R. & Jackson, P. 

(2015). Management & Business Research, 

London: Sage Edge, Available online: 
https://eds.b.ebscohost.com/eds/detail/detail?vi

d=2&sid=e18c9570-754a-4b8c-85e2-

f3dfa63f451b%40pdc-v-
sessmgr04&bdata=JnNpdGU9ZWRzLWxpdm

Umc2NvcGU9c2l0ZQ%3d%3d#AN=1443705

11&db=bth [Accessed 27 September 2020] 
 
Estiler, S. (2017). Supreme x Louis Vuitton 

Collab "Highlighted" as a Reason for LVMH 
Sales Growth, Available online: 

https://hypebeast.com/2017/7/lvmh-sales-up-

2017-supreme-louis-vuitton [Accessed 02 
October 2020] 
 
Fisher, L. (2017). Louis Vuitton Cancels Its 
Entire Supreme Collection, Harper's Bazaar, 

Available online: 

https://www.harpersbazaar.com/fashion/trends/
a10244613/supreme-louis-vuitton-collection/ 

[Accessed 11 October 2020] 
 
Foley, G. (2020). HERE'S A BEGINNER'S 

GUIDE TO BUYING SUPREME, 

Highsnobiety, Available online: 

https://www.highsnobiety.com/p/how-to-buy-
supreme-clothing/ [Accessed 30 September 

2020]  
 
Grossman, C. (1999). East side story: two facets 

of limited edition, Biblio, March, p.32, 

Available Online: 
http://limitededitionsclub.com/wp-

content/uploads/2012/06/Biblio99.pdf 

[Accessed: 6 October 2020] 
 
Gupta, S. & Gentry, J.W. (2016). The 

behavioral responses to perceived scarcity – the 
case of fast fashion, Available online: 

https://www.researchgate.net/publication/2995

69498_The_behavioral_responses_to_perceive
d_scarcity_-_the_case_of_fast_fashion 
[Accessed 26 September 2020] 

 

Hesmondhalgh, D. (2007) The Cultural 

Industries [PDF], London: SAGE, Available 
online: 

https://www.academia.edu/4536625/The_Cultu

ral_Industries_3rd_edition [Acessed 16 
October 2020] 
 
Jang, W.E., Ko, J.Y., Morris, J.D., Chang J. 
(2015). Scarcity Message Effects on 

Consumption Behavior: Limited Edition 

Product Considerations, Available online: 
https://www.researchgate.net/publication/2816

72199_Scarcity_Message_Effects_on_Consum

ption_Behavior_Limited_Edition_Product_Co

nsiderations 
[Accessed 30 September 2020] 

 

Joseph, H., Manlow, V., Muratovski, G. & 

Peirson-Smith, A. (2014). Global fashion 

brands: Style, luxury and history, Available 

online: 
https://www.researchgate.net/publication/2629

25590_Global_fashion_brands_Style_luxury_a

nd_history 
[Accessed 26 September 2020] 
 
Kapferer, J. (1997). Managing luxury brands. 
Journal of Brand Management, vol. 4, pp.251–

259, Available online: 

https://link.springer.com/article/10.1057/bm.19
97.4 [Accessed 16 October 2020]  
 
Kapferer, J. (2012). The New Strategic Brand 
Management Advanced insights and strategic 

thinking, Fifth edition, London: KoganPage 

Limited 
 
Liamputtong, P. (2019). Handbook of Research 

Methods in Health Social Sciences, Singapore: 
Springer, Available online: 

https://www.springer.com/gp/book/978981105

2507 [Accessed 14 October 2020] 
 
Louis Vuitton. (2020). Available online: 

louisvuitton.com [Accessed 10 October 2020] 
 

 

 
 

 

 

 

 

https://www.strategyand.pwc.com/gx/en/insights/2019/streetwear/streetwear-the-new-exclusivity.pdf
https://www.strategyand.pwc.com/gx/en/insights/2019/streetwear/streetwear-the-new-exclusivity.pdf
https://www.strategyand.pwc.com/gx/en/insights/2019/streetwear/streetwear-the-new-exclusivity.pdf
https://eds.b.ebscohost.com/eds/detail/detail?vid=2&sid=e18c9570-754a-4b8c-85e2-f3dfa63f451b%40pdc-v-sessmgr04&bdata=JnNpdGU9ZWRzLWxpdmUmc2NvcGU9c2l0ZQ%3d%3d#AN=144370511&db=bth
https://eds.b.ebscohost.com/eds/detail/detail?vid=2&sid=e18c9570-754a-4b8c-85e2-f3dfa63f451b%40pdc-v-sessmgr04&bdata=JnNpdGU9ZWRzLWxpdmUmc2NvcGU9c2l0ZQ%3d%3d#AN=144370511&db=bth
https://eds.b.ebscohost.com/eds/detail/detail?vid=2&sid=e18c9570-754a-4b8c-85e2-f3dfa63f451b%40pdc-v-sessmgr04&bdata=JnNpdGU9ZWRzLWxpdmUmc2NvcGU9c2l0ZQ%3d%3d#AN=144370511&db=bth
https://eds.b.ebscohost.com/eds/detail/detail?vid=2&sid=e18c9570-754a-4b8c-85e2-f3dfa63f451b%40pdc-v-sessmgr04&bdata=JnNpdGU9ZWRzLWxpdmUmc2NvcGU9c2l0ZQ%3d%3d#AN=144370511&db=bth
https://eds.b.ebscohost.com/eds/detail/detail?vid=2&sid=e18c9570-754a-4b8c-85e2-f3dfa63f451b%40pdc-v-sessmgr04&bdata=JnNpdGU9ZWRzLWxpdmUmc2NvcGU9c2l0ZQ%3d%3d#AN=144370511&db=bth
https://eds.b.ebscohost.com/eds/detail/detail?vid=2&sid=e18c9570-754a-4b8c-85e2-f3dfa63f451b%40pdc-v-sessmgr04&bdata=JnNpdGU9ZWRzLWxpdmUmc2NvcGU9c2l0ZQ%3d%3d#AN=144370511&db=bth
https://hypebeast.com/2017/7/lvmh-sales-up-2017-supreme-louis-vuitton
https://hypebeast.com/2017/7/lvmh-sales-up-2017-supreme-louis-vuitton
https://www.harpersbazaar.com/fashion/trends/a10244613/supreme-louis-vuitton-collection/
https://www.harpersbazaar.com/fashion/trends/a10244613/supreme-louis-vuitton-collection/
https://www.highsnobiety.com/p/how-to-buy-supreme-clothing/
https://www.highsnobiety.com/p/how-to-buy-supreme-clothing/
http://limitededitionsclub.com/wp-content/uploads/2012/06/Biblio99.pdf
http://limitededitionsclub.com/wp-content/uploads/2012/06/Biblio99.pdf
https://www.researchgate.net/publication/299569498_The_behavioral_responses_to_perceived_scarcity_-_the_case_of_fast_fashion
https://www.researchgate.net/publication/299569498_The_behavioral_responses_to_perceived_scarcity_-_the_case_of_fast_fashion
https://www.researchgate.net/publication/299569498_The_behavioral_responses_to_perceived_scarcity_-_the_case_of_fast_fashion
https://www.researchgate.net/publication/299569498_The_behavioral_responses_to_perceived_scarcity_-_the_case_of_fast_fashion
https://www.academia.edu/4536625/The_Cultural_Industries_3rd_edition
https://www.academia.edu/4536625/The_Cultural_Industries_3rd_edition
https://www.researchgate.net/publication/281672199_Scarcity_Message_Effects_on_Consumption_Behavior_Limited_Edition_Product_Considerations
https://www.researchgate.net/publication/281672199_Scarcity_Message_Effects_on_Consumption_Behavior_Limited_Edition_Product_Considerations
https://www.researchgate.net/publication/281672199_Scarcity_Message_Effects_on_Consumption_Behavior_Limited_Edition_Product_Considerations
https://www.researchgate.net/publication/281672199_Scarcity_Message_Effects_on_Consumption_Behavior_Limited_Edition_Product_Considerations
https://www.researchgate.net/publication/281672199_Scarcity_Message_Effects_on_Consumption_Behavior_Limited_Edition_Product_Considerations
https://www.researchgate.net/publication/262925590_Global_fashion_brands_Style_luxury_and_history
https://www.researchgate.net/publication/262925590_Global_fashion_brands_Style_luxury_and_history
https://www.researchgate.net/publication/262925590_Global_fashion_brands_Style_luxury_and_history
https://www.researchgate.net/publication/262925590_Global_fashion_brands_Style_luxury_and_history
https://link.springer.com/article/10.1057/bm.1997.4
https://link.springer.com/article/10.1057/bm.1997.4
https://www.springer.com/gp/book/9789811052507
https://www.springer.com/gp/book/9789811052507


Lynn, M. (1989). Scarcity effects on 

desirability: Mediated by assumed 
expensiveness?, Journal of Economic 

Psychology, vol 10, pp.257-274, Available 

online: 
https://www.sciencedirect.com/science/article/

pii/0167487089900238 [Accessed:26 

September 2020] 
 
Majure, B.R. (2005), A Brief History of The 

Limited Edition Club, Available Online: 
https://www.majure.net/lechistory.htm 

[Accessed: 6 October 2020] 
 
Maloney, G. (2019). Streetwear Is The New 

Luxury, And Other Urban Retail Trends, 

Forbes Magazine, Available online: 
https://www.forbes.com/sites/gregmaloney/201

9/12/11/streetwear-is-the-new-luxury-and-

other-urban-retail-

trends/#77fc244d7ac1  [Accessed 14 October 
2020] 
 
Mamarbachi, R.,  Day, M. & Favato, G. (2008). 

Art as an Alternative Investment Asset, SSRN 

Electronic Journal, Available online: 

https://www.researchgate.net/publication/2282
25215_Art_as_an_Alternative_Investment_As

set [Accessed 01 October 2020] 
 
MarketLine. (2020). Sports Equipment Industry 

Profile: United States, pp.1–67, Available 

online: 
https://eds.b.ebscohost.com/eds/pdfviewer/pdf

viewer?vid=8&sid=30daa064-86a0-4cb0-

9ed2-e5018c7d78e7%40pdc-v-sessmgr01 
[Accessed 11 October 2020] 
 
Mattheis, N. (2019). Supreme x Louis Vuitton: 
Beginning To End, StockX News, Available 

online: https://stockx.com/news/supreme-x-

louis-vuitton-kim-jones/ [Accessed 01 October 
2020] 
 
Montani, G. (1987). Scarcity, Palgrave 
Macmillan: The New Palgrave Dictionary of 

Economics, pp.252-255,  Available online: 

https://www.researchgate.net/publication/3122
73406_Scarcity [Accessed 27 September 2020] 

 

 

 

 

MyArtBroker. (2020). The Expert Guide To 

Selling A Banksy, Available online: 
https://www.myartbroker.com/artist/banksy/the

-sellers-guide-to-banksy/ 
[Accessed 02 October 2020] 
 
Nicolaou, A. & Kao, J. (2017). Resellers pounce 

on Supreme-Louis Vuitton collaboration, 
Financial Times, Available online: 

https://www.ft.com/content/6bfa85e8-6861-

11e7-8526-7b38dcaef614 [Accessed 30 
September 2020] 
 
Nike Inc. (2011). The Nike MAG, Available 
online: https://news.nike.com/ [Accessed 01 

October 2020 
 
Nike Inc. (2016). How to Get the 2016 Nike 

Mag, Available online: 

https://news.nike.com/news/how-to-get-the-
2016-nike-mag [Accessed 09 October 2020] 

 

Nobel Media AB. (2020). The Sveriges 
Riksbank Prize in Economic Sciences in 

Memory of Alfred Nobel 2020. Available 

online: 

https://www.nobelprize.org/prizes/economic-
sciences/2020/summary/ [Accessed 19 October 

2020] 
 
O’Dwyer, R. (2018). Limited edition: 

Producing artificial scarcity for digital art on the 

blockchain and its implications for the cultural 
industries, p.875,  London: SAGE. Available 

online: https://journals-sagepub-

com.ludwig.lub.lu.se/doi/10.1177/1354856518
795097 [Accessed 08 October 2020]. 
 
Oruc, R. (2015), The Effects of Product Scarcity 
on Consumer Behavior: A Meta-Analysis 

[PDF], Available online: 

https://www.researchgate.net/publication/2830
67977_The_Effects_of_Product_Scarcity_on_

Consumer_Behavior_A_Meta-Analysis 

[Accessed: 6 October 2020] 
 
Pomian, K. (1994). The collection: between the 

visible and the invisible., In Pearce S. 
Interpreting Objects and Collections, pp. 160-

175, Available online: 

https://is.muni.cz/el/1423/jaro2013/SAN105/u

m/Susan_Pearce_Interpreting_Objects_and_Co
llection.pdf [Accessed 28 September 2020]  
 

https://www.sciencedirect.com/science/article/pii/0167487089900238
https://www.sciencedirect.com/science/article/pii/0167487089900238
https://www.majure.net/lechistory.htm
https://www.forbes.com/sites/gregmaloney/2019/12/11/streetwear-is-the-new-luxury-and-other-urban-retail-trends/#77fc244d7ac1
https://www.forbes.com/sites/gregmaloney/2019/12/11/streetwear-is-the-new-luxury-and-other-urban-retail-trends/#77fc244d7ac1
https://www.forbes.com/sites/gregmaloney/2019/12/11/streetwear-is-the-new-luxury-and-other-urban-retail-trends/#77fc244d7ac1
https://www.forbes.com/sites/gregmaloney/2019/12/11/streetwear-is-the-new-luxury-and-other-urban-retail-trends/#77fc244d7ac1
https://www.researchgate.net/publication/228225215_Art_as_an_Alternative_Investment_Asset
https://www.researchgate.net/publication/228225215_Art_as_an_Alternative_Investment_Asset
https://www.researchgate.net/publication/228225215_Art_as_an_Alternative_Investment_Asset
https://eds.b.ebscohost.com/eds/pdfviewer/pdfviewer?vid=8&sid=30daa064-86a0-4cb0-9ed2-e5018c7d78e7%40pdc-v-sessmgr01
https://eds.b.ebscohost.com/eds/pdfviewer/pdfviewer?vid=8&sid=30daa064-86a0-4cb0-9ed2-e5018c7d78e7%40pdc-v-sessmgr01
https://eds.b.ebscohost.com/eds/pdfviewer/pdfviewer?vid=8&sid=30daa064-86a0-4cb0-9ed2-e5018c7d78e7%40pdc-v-sessmgr01
https://stockx.com/news/supreme-x-louis-vuitton-kim-jones/
https://stockx.com/news/supreme-x-louis-vuitton-kim-jones/
https://www.researchgate.net/publication/312273406_Scarcity
https://www.researchgate.net/publication/312273406_Scarcity
https://www.myartbroker.com/artist/banksy/the-sellers-guide-to-banksy/
https://www.myartbroker.com/artist/banksy/the-sellers-guide-to-banksy/
https://www.myartbroker.com/artist/banksy/the-sellers-guide-to-banksy/
https://www.ft.com/content/6bfa85e8-6861-11e7-8526-7b38dcaef614
https://www.ft.com/content/6bfa85e8-6861-11e7-8526-7b38dcaef614
https://news.nike.com/
https://news.nike.com/news/how-to-get-the-2016-nike-mag
https://news.nike.com/news/how-to-get-the-2016-nike-mag
https://www.nobelprize.org/prizes/economic-sciences/2020/summary/
https://www.nobelprize.org/prizes/economic-sciences/2020/summary/
https://journals-sagepub-com.ludwig.lub.lu.se/doi/10.1177/1354856518795097
https://journals-sagepub-com.ludwig.lub.lu.se/doi/10.1177/1354856518795097
https://journals-sagepub-com.ludwig.lub.lu.se/doi/10.1177/1354856518795097
https://www.researchgate.net/publication/283067977_The_Effects_of_Product_Scarcity_on_Consumer_Behavior_A_Meta-Analysis
https://www.researchgate.net/publication/283067977_The_Effects_of_Product_Scarcity_on_Consumer_Behavior_A_Meta-Analysis
https://www.researchgate.net/publication/283067977_The_Effects_of_Product_Scarcity_on_Consumer_Behavior_A_Meta-Analysis
https://is.muni.cz/el/1423/jaro2013/SAN105/um/Susan_Pearce_Interpreting_Objects_and_Collection.pdf
https://is.muni.cz/el/1423/jaro2013/SAN105/um/Susan_Pearce_Interpreting_Objects_and_Collection.pdf
https://is.muni.cz/el/1423/jaro2013/SAN105/um/Susan_Pearce_Interpreting_Objects_and_Collection.pdf


Radon, A. (2012). Luxury Brand Exclusivity 

Strategies – An Illustration of a Cultural 
Collaboration, Available online: 

https://www.researchgate.net/publication/3041

97358_Luxury_Brand_Exclusivity_Strategies_
-_An_Illustration_of_a_Cultural_Collaboration 
[Accessed 27 September 2020] 
 
Roux, C. Goldsmith, K. & Bonezzi, A. (2015) 

On the Psychology of Scarcity: When 

Reminders of Resource Scarcity Promote 
Selfish (and Generous) Behavior, Journal of 

Consumer Research, Available online: 

https://academic.oup.com/jcr/article/42/4/615/2

572271 [Accessed: 27 September 2020] 
 
Saunders, M., Lewis, P. & Thornhill, A. (2012). 
Research Methods for Business Students [E-

book], Essex: Pearson Education Limited, 

Available through: LUSEM University Library 

website https://lusem.lu.se/library [Accessed 07 
October 2020] 
 
Schins, M. (2014). The Influence of Quantity 

Scarcity and Time Restrictions on Consumer 

Preference and Purchase Intention [PDF], 

Available online: 
https://www.academia.edu/36967446/The_infl

uence_of_quantity_scarcity_and_time_restricti

ons_on_consumer_preference_and_purchase_i
ntention [Accessed: 6 October 2020] 
 
Sebra, M. (2017). Supreme x Louis Vuitton 
Resale Prices Are Already Out of Control, GQ 

Magazine, Available online: 

https://www.gq.com/story/supreme-x-louis-
vuitton-resale-prices-are-already-out-of-control 

[Accessed 01 October 2020] 
 
Shin, H., Eastman, J.K., Mothersbaugh, D. 

(2017). The effect of a limited-edition offer 

following brand dilution on consumer attitudes 
toward a luxury brand, Available online: 

https://www.researchgate.net/publication/3172

46731_The_effect_of_a_limited-

edition_offer_following_brand_dilution_on_co
nsumer_attitudes_toward_a_luxury_brand 
[Accessed 30 September 2020] 

 
 

 

 
 

 

Skidmore, S. (2011). Nike MAG: Nike Releases 

Air MAG Shoes From Back To The Future Part 
II,  Huff Post Los Angeles, 

TheHuffingtonPost.com Inc, Available online: 

https://www.huffpost.com/entry/nike-mag-
shoes-back-to-the-

future_n_953860?guccounter=1&guce_referrer

=aHR0cHM6Ly93d3cuZ29vZ2xlLmNvbS8&g

uce_referrer_sig=AQAAALf5_vLy7p0AM928
At24KwMEgmyd_eVrpdyMXxgt-

2tAPxqpemcLLj05lSuYQF6XOTm-

CdMwCMURw3nNCHM7hvO-
x6Npv4WeezTVMsW8xxwic9isnFGXb6E0C

ZuoP3WbLNT5m4Fs-lnM5qnCTE0m0-

DR2GjK8fJfMhtylIx2AY0k [Accessed 01 
October 2020] 
 
Sneaker News. (2016). Nike Mag Sells For 
$200,000 In NYC Auction, Available online: 

https://sneakernews.com/2016/11/13/nike-

mag-sells-200000-nyc-auction/ [Accessed 16 
October 2020] 
 
Stallabras, J. (2013). ‘A blight on the art 
world..’, Art Newspaper, vol. 23(251), p. 59, 

Available online: 

https://search.ebscohost.com/login.aspx?direct
=true&db=asu&AN=91926799&site=eds-

live&scope=site [Accessed: 9 October 2020] 
 
StockX. (2020a). Supreme 20th Anniversary 

Box Logo Tee White, Available 

online:https://stockx.com/supreme-20th-

anniversary-box-logo-tee-white [Accessed 11 
October 2020] 
 
StockX. (2020b). Nike Dunk SB Low Supreme 

Black Cement (2002), Available 

online:https://stockx.com/nike-dunk-sb-low-

supreme-ny-black-cement-2002 [Accessed 05 
October 2020] 
 
StockX. (2020c). Nike MAG Back to the Future 

(2016), Available 

online:https://stockx.com/nike-air-mag-back-

to-the-future-bttf-2016 [Accessed 06 October 
2020]  
 

 

 

 

https://www.researchgate.net/publication/304197358_Luxury_Brand_Exclusivity_Strategies_-_An_Illustration_of_a_Cultural_Collaboration
https://www.researchgate.net/publication/304197358_Luxury_Brand_Exclusivity_Strategies_-_An_Illustration_of_a_Cultural_Collaboration
https://www.researchgate.net/publication/304197358_Luxury_Brand_Exclusivity_Strategies_-_An_Illustration_of_a_Cultural_Collaboration
https://www.researchgate.net/publication/304197358_Luxury_Brand_Exclusivity_Strategies_-_An_Illustration_of_a_Cultural_Collaboration
https://academic.oup.com/jcr/article/42/4/615/2572271
https://academic.oup.com/jcr/article/42/4/615/2572271
https://www.academia.edu/36967446/The_influence_of_quantity_scarcity_and_time_restrictions_on_consumer_preference_and_purchase_intention
https://www.academia.edu/36967446/The_influence_of_quantity_scarcity_and_time_restrictions_on_consumer_preference_and_purchase_intention
https://www.academia.edu/36967446/The_influence_of_quantity_scarcity_and_time_restrictions_on_consumer_preference_and_purchase_intention
https://www.academia.edu/36967446/The_influence_of_quantity_scarcity_and_time_restrictions_on_consumer_preference_and_purchase_intention
https://www.gq.com/story/supreme-x-louis-vuitton-resale-prices-are-already-out-of-control
https://www.gq.com/story/supreme-x-louis-vuitton-resale-prices-are-already-out-of-control
https://www.researchgate.net/publication/317246731_The_effect_of_a_limited-edition_offer_following_brand_dilution_on_consumer_attitudes_toward_a_luxury_brand
https://www.researchgate.net/publication/317246731_The_effect_of_a_limited-edition_offer_following_brand_dilution_on_consumer_attitudes_toward_a_luxury_brand
https://www.researchgate.net/publication/317246731_The_effect_of_a_limited-edition_offer_following_brand_dilution_on_consumer_attitudes_toward_a_luxury_brand
https://www.researchgate.net/publication/317246731_The_effect_of_a_limited-edition_offer_following_brand_dilution_on_consumer_attitudes_toward_a_luxury_brand
https://www.researchgate.net/publication/317246731_The_effect_of_a_limited-edition_offer_following_brand_dilution_on_consumer_attitudes_toward_a_luxury_brand
https://www.huffpost.com/entry/nike-mag-shoes-back-to-the-future_n_953860?guccounter=1&guce_referrer=aHR0cHM6Ly93d3cuZ29vZ2xlLmNvbS8&guce_referrer_sig=AQAAALf5_vLy7p0AM928At24KwMEgmyd_eVrpdyMXxgt-2tAPxqpemcLLj05lSuYQF6XOTm-CdMwCMURw3nNCHM7hvO-x6Npv4WeezTVMsW8xxwic9isnFGXb6E0CZuoP3WbLNT5m4Fs-lnM5qnCTE0m0-DR2GjK8fJfMhtylIx2AY0k
https://www.huffpost.com/entry/nike-mag-shoes-back-to-the-future_n_953860?guccounter=1&guce_referrer=aHR0cHM6Ly93d3cuZ29vZ2xlLmNvbS8&guce_referrer_sig=AQAAALf5_vLy7p0AM928At24KwMEgmyd_eVrpdyMXxgt-2tAPxqpemcLLj05lSuYQF6XOTm-CdMwCMURw3nNCHM7hvO-x6Npv4WeezTVMsW8xxwic9isnFGXb6E0CZuoP3WbLNT5m4Fs-lnM5qnCTE0m0-DR2GjK8fJfMhtylIx2AY0k
https://www.huffpost.com/entry/nike-mag-shoes-back-to-the-future_n_953860?guccounter=1&guce_referrer=aHR0cHM6Ly93d3cuZ29vZ2xlLmNvbS8&guce_referrer_sig=AQAAALf5_vLy7p0AM928At24KwMEgmyd_eVrpdyMXxgt-2tAPxqpemcLLj05lSuYQF6XOTm-CdMwCMURw3nNCHM7hvO-x6Npv4WeezTVMsW8xxwic9isnFGXb6E0CZuoP3WbLNT5m4Fs-lnM5qnCTE0m0-DR2GjK8fJfMhtylIx2AY0k
https://www.huffpost.com/entry/nike-mag-shoes-back-to-the-future_n_953860?guccounter=1&guce_referrer=aHR0cHM6Ly93d3cuZ29vZ2xlLmNvbS8&guce_referrer_sig=AQAAALf5_vLy7p0AM928At24KwMEgmyd_eVrpdyMXxgt-2tAPxqpemcLLj05lSuYQF6XOTm-CdMwCMURw3nNCHM7hvO-x6Npv4WeezTVMsW8xxwic9isnFGXb6E0CZuoP3WbLNT5m4Fs-lnM5qnCTE0m0-DR2GjK8fJfMhtylIx2AY0k
https://www.huffpost.com/entry/nike-mag-shoes-back-to-the-future_n_953860?guccounter=1&guce_referrer=aHR0cHM6Ly93d3cuZ29vZ2xlLmNvbS8&guce_referrer_sig=AQAAALf5_vLy7p0AM928At24KwMEgmyd_eVrpdyMXxgt-2tAPxqpemcLLj05lSuYQF6XOTm-CdMwCMURw3nNCHM7hvO-x6Npv4WeezTVMsW8xxwic9isnFGXb6E0CZuoP3WbLNT5m4Fs-lnM5qnCTE0m0-DR2GjK8fJfMhtylIx2AY0k
https://www.huffpost.com/entry/nike-mag-shoes-back-to-the-future_n_953860?guccounter=1&guce_referrer=aHR0cHM6Ly93d3cuZ29vZ2xlLmNvbS8&guce_referrer_sig=AQAAALf5_vLy7p0AM928At24KwMEgmyd_eVrpdyMXxgt-2tAPxqpemcLLj05lSuYQF6XOTm-CdMwCMURw3nNCHM7hvO-x6Npv4WeezTVMsW8xxwic9isnFGXb6E0CZuoP3WbLNT5m4Fs-lnM5qnCTE0m0-DR2GjK8fJfMhtylIx2AY0k
https://www.huffpost.com/entry/nike-mag-shoes-back-to-the-future_n_953860?guccounter=1&guce_referrer=aHR0cHM6Ly93d3cuZ29vZ2xlLmNvbS8&guce_referrer_sig=AQAAALf5_vLy7p0AM928At24KwMEgmyd_eVrpdyMXxgt-2tAPxqpemcLLj05lSuYQF6XOTm-CdMwCMURw3nNCHM7hvO-x6Npv4WeezTVMsW8xxwic9isnFGXb6E0CZuoP3WbLNT5m4Fs-lnM5qnCTE0m0-DR2GjK8fJfMhtylIx2AY0k
https://www.huffpost.com/entry/nike-mag-shoes-back-to-the-future_n_953860?guccounter=1&guce_referrer=aHR0cHM6Ly93d3cuZ29vZ2xlLmNvbS8&guce_referrer_sig=AQAAALf5_vLy7p0AM928At24KwMEgmyd_eVrpdyMXxgt-2tAPxqpemcLLj05lSuYQF6XOTm-CdMwCMURw3nNCHM7hvO-x6Npv4WeezTVMsW8xxwic9isnFGXb6E0CZuoP3WbLNT5m4Fs-lnM5qnCTE0m0-DR2GjK8fJfMhtylIx2AY0k
https://www.huffpost.com/entry/nike-mag-shoes-back-to-the-future_n_953860?guccounter=1&guce_referrer=aHR0cHM6Ly93d3cuZ29vZ2xlLmNvbS8&guce_referrer_sig=AQAAALf5_vLy7p0AM928At24KwMEgmyd_eVrpdyMXxgt-2tAPxqpemcLLj05lSuYQF6XOTm-CdMwCMURw3nNCHM7hvO-x6Npv4WeezTVMsW8xxwic9isnFGXb6E0CZuoP3WbLNT5m4Fs-lnM5qnCTE0m0-DR2GjK8fJfMhtylIx2AY0k
https://www.huffpost.com/entry/nike-mag-shoes-back-to-the-future_n_953860?guccounter=1&guce_referrer=aHR0cHM6Ly93d3cuZ29vZ2xlLmNvbS8&guce_referrer_sig=AQAAALf5_vLy7p0AM928At24KwMEgmyd_eVrpdyMXxgt-2tAPxqpemcLLj05lSuYQF6XOTm-CdMwCMURw3nNCHM7hvO-x6Npv4WeezTVMsW8xxwic9isnFGXb6E0CZuoP3WbLNT5m4Fs-lnM5qnCTE0m0-DR2GjK8fJfMhtylIx2AY0k
https://www.huffpost.com/entry/nike-mag-shoes-back-to-the-future_n_953860?guccounter=1&guce_referrer=aHR0cHM6Ly93d3cuZ29vZ2xlLmNvbS8&guce_referrer_sig=AQAAALf5_vLy7p0AM928At24KwMEgmyd_eVrpdyMXxgt-2tAPxqpemcLLj05lSuYQF6XOTm-CdMwCMURw3nNCHM7hvO-x6Npv4WeezTVMsW8xxwic9isnFGXb6E0CZuoP3WbLNT5m4Fs-lnM5qnCTE0m0-DR2GjK8fJfMhtylIx2AY0k
https://sneakernews.com/2016/11/13/nike-mag-sells-200000-nyc-auction/
https://sneakernews.com/2016/11/13/nike-mag-sells-200000-nyc-auction/
https://stockx.com/supreme-20th-anniversary-box-logo-tee-white
https://stockx.com/supreme-20th-anniversary-box-logo-tee-white
https://stockx.com/nike-dunk-sb-low-supreme-ny-black-cement-2002
https://stockx.com/nike-dunk-sb-low-supreme-ny-black-cement-2002
https://stockx.com/nike-air-mag-back-to-the-future-bttf-2016
https://stockx.com/nike-air-mag-back-to-the-future-bttf-2016


Stonebrook, I. (2011).  Nike MAG Auction 

2011 Final Numbers, Nice Kicks, Available 
online: https://www.nicekicks.com/nike-mag-

auction-2011-final-numbers/ [Accessed 02 

October 2020] 
 
Supreme. (2020). Stores, Available online: 

https://www.supremenewyork.com/stores 
[Accessed 30 September 2020] 
 
Sutton, B. (2020). Banksy’s Rapidly Rising 
Market, Explained, Available online: 

https://www.artsy.net/article/artsy-editorial-

collectors-banksys-market 
[Accessed 02 October 2020] 
 
The Fashion Law. (2017). The How and Why of 
the Louis Vuitton X Supreme Collaboration, 

Web blog post, Available online: 

https://www.thefashionlaw.com/the-louis-
vuitton-x-supreme-collaboration-is-here/ 

[Accessed 08 October 2020] 
 
The One Centre. (2017). Louis Vuitton teams 

with Supreme for ultimate brand collaboration, 

Available online: 
https://theonecentre.com/case-studies/louis-

vuitton-x-supreme/ [Accessed 02 October 

2020] 
 
Tully, K. (2014). Buying a Banksy: A Guide to 

the Graffiti Superstar’s Booming Market, 
Available online: 

https://observer.com/2014/11/buying-a-

banksy-a-guide-to-the-graffiti-superstars-

booming-market/ 
[Accessed 01 October 2020] 
 
Tuzio, A. (2019). In how many seconds do 

Supreme items sell out?, NssMagazine, 

Available online: 

https://www.nssmag.com/en/fashion/18056/in-
quanti-secondi-vanno-sold-out-gli-item-

supreme [Accessed 30 September 2020] 
 
Verhallen, T.M.M. (1982). Scarcity and 

Consumer Choice Behavior, Journal of 

Economic Psychology, pp. 299-322, Available 
online: 

https://www.researchgate.net/publication/4843

184_Scarcity_and_Consumer_Choice_Behavio
r  [Accessed 27 September 2020]  
 

Yaro, W. (2016). The Role of Luxury Fashion 

Brands: A qualitative research of how the 
consumption of luxury fashion brands relate to 

young consumers’ self-concept, Available 

online: http://www.diva-
portal.org/smash/get/diva2:955844/FULLTEX

T01.pdf 
[Accessed 27 September 2020] 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

http://www.nicekicks.com/2011/09/19/nike-mag-auction-2011-final-numbers/
http://www.nicekicks.com/2011/09/19/nike-mag-auction-2011-final-numbers/
https://www.nicekicks.com/nike-mag-auction-2011-final-numbers/
https://www.nicekicks.com/nike-mag-auction-2011-final-numbers/
https://www.supremenewyork.com/stores
https://www.artsy.net/article/artsy-editorial-collectors-banksys-market
https://www.artsy.net/article/artsy-editorial-collectors-banksys-market
https://www.artsy.net/article/artsy-editorial-collectors-banksys-market
https://www.thefashionlaw.com/the-louis-vuitton-x-supreme-collaboration-is-here/
https://www.thefashionlaw.com/the-louis-vuitton-x-supreme-collaboration-is-here/
https://theonecentre.com/case-studies/louis-vuitton-x-supreme/
https://theonecentre.com/case-studies/louis-vuitton-x-supreme/
https://observer.com/2014/11/buying-a-banksy-a-guide-to-the-graffiti-superstars-booming-market/
https://observer.com/2014/11/buying-a-banksy-a-guide-to-the-graffiti-superstars-booming-market/
https://observer.com/2014/11/buying-a-banksy-a-guide-to-the-graffiti-superstars-booming-market/
https://observer.com/2014/11/buying-a-banksy-a-guide-to-the-graffiti-superstars-booming-market/
https://www.nssmag.com/en/fashion/18056/in-quanti-secondi-vanno-sold-out-gli-item-supreme
https://www.nssmag.com/en/fashion/18056/in-quanti-secondi-vanno-sold-out-gli-item-supreme
https://www.nssmag.com/en/fashion/18056/in-quanti-secondi-vanno-sold-out-gli-item-supreme
http://www.diva-portal.org/smash/get/diva2:955844/FULLTEXT01.pdf
http://www.diva-portal.org/smash/get/diva2:955844/FULLTEXT01.pdf
http://www.diva-portal.org/smash/get/diva2:955844/FULLTEXT01.pdf


Appendix 
 

 
Figure 3: Interest in fashion 

 

 
Figure 4: Interest in high priced fashion items 

 

 

 

 

 

 



 
Figure 5: Reasons for high price purchases 

 

 
Figure 6: Interest in limited fashion items 

 

 

 

 

 

 

 



 
Figure 7: Reasons for limited edition purchases 

 

 
Figure 8: Influence of Scarcity on purchase decision 

 


