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Abstract

The purposes of this study are to identify the characteristics of limited edition fashion consumers, to analyze their
purchase decision-making processes, and to examine negative factors of consumers’ recognition toward limited
edition fashion products. A qualitative investigation was conducted by doing in-depth interviews with 11 selected
consumers in their twenties and thirties who have actively purchased and consumed limited edition fashion
products. The results of this study can be summarized as follows. First, there are four sub-categories of appearance
management activity, acceptance of fashion trend, information-seeking behavior, and hedonic shopping orientation
for the limited edition fashion consumers’ characteristics. Second, the purchase decision-making process of
limited edition fashion consumers are identified as seven steps: need recognition, information search, evaluation of
alternatives, planning and courtship, purchase, post-purchase evaluation, and post-purchase behavior. Courtship/
attachment formation and post-purchase behavior are unique steps when compared to general purchase decision-
making process. Third, this study identified negative factors of consumers’ recognition toward limited edition this
study in order to suggest several improvement plans for enterprises using limited marketing. Four sub-categories are
examined: outrageous price, tricks of company, fatigue due to purchasing competition, and re-sellers. In conclusion,
this study indicates that the purchase decision-making process of limited edition consumers, which involves two
distinctive steps including courtship/attachment formation and post-purchase behavior, can be differentiated from
general consumers. The results of this study provides preliminary data for further research for in-depth analysis of

limited edition consumers.
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Table 1. Consumer Decision Process Model

Consumer decision process model

1. Need recognition

2. Search for information

3. Pre-purchase evaluation of alternatives
4. Purchase

5. Consumption

6. Post-consumption evaluation

7. Divestment

Excerpted from Blackwell et al. [3].
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Table 2. Collecting Process

Collecting process

1. Goal formation: deciding to collect something
2. Gathering information

3. Planning and courtship

4. Hunt

5. Acquisition

6. Post-acquisition

7. Manipulation, display, and cataloging

8. Return to step 1 or step 3

Excerpted from Mclntosh and Schmeichel [14].
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Table 3. Demographic Characteristics of Interviewees
Marital Average monthly p:(’)i:afgoer r:aos::::\y
Name (alias) Gender Age status Occupation Residence incorrI\(eR ‘(’:I;),OOO NS [
(10,000 KRW)

David Kim Male 25 Single Student Mapo-gu <200 30-50

Kim Minsuk Male 26 Single Graduate student Seodaemun-gu <200 100-200

Lee Minho Male 26 Single Graduate student Seodaemun-gu <200 10-30

Lee Jungwoo Male 27 Married Office worker Goyang <200 30-50

Kang Haram Male 28 Married Business Dongdaemun-gu <200 10-30

Ha Dongwoo Male 28 Single Office worker Gwanak-qu 200-400 50-100

Choi Yongsoo Male 28 Married Office worker Goyang 400-600 <10

Bae Jinwoo Male 34 Single Graduate student Seoul <200 10-30

Shin Jooyoung Female 26 Single Office worker Mokdong 200-400 50-100

Kim Byul Female 27 Single Graduate student Gangnam <200 10-30

Lee Yuri Female 28 Married Freelancer Seoul <200 50-100

KRW, Korean Won.
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Table 4. Interviewees' Purchase Experience of Limited Edition
Average cost Total number
Name (alias) Category Product per purchase Buying place of times
(10,000 KRW) shopping
David Kim Clothing Two H&M collaboration clothing 20-30 HEtM store in Myeongdong 7
Accessories Nike Air Jordan 20-30 Nike online store, Nike store in Itaewon, Hoop Soul, Hoop City
Kim Minsuk ~ Accessories Nike Air Jordan 30-50 Nike store in [taewon, in Italy, Footlocker store 7
Lee Minho Accessories Nike Air Jordan 20-30 Nike store in Itaewon, Hyundai department store in Sinchon 5
Lee Jungwoo  Accessories Nike Air Jordan 20-30 Nike store in Itaewon, Hyundai department store 5
Kang Haram  Clothing Two H&M collaboration clothing 50-100 Store in Paris 6
Accessories Two limited edition leather bags 50-100 Store in Spain (Madrid, Barcelona)
Lifestyle product Starbucks tumblers, mug cups <10 Store in Shanghai
Ha Dongwoo  Clothing Three HEM collaboration clothing 30-50 HE&M store in Myeongdong, in USA 5
Accessories HE&M collaboration accessories <10 HE&M store in Myeongdong
One Swatch fashion watch 30-50 Hyundai department store in Sinchon
Choi Yongsoo Accessories Racing shoes 30-50 Online 32
One Swarovski bracelet, 20-30 Department store
One Swarovski necklace
Lifestyle product 30 Figures 10-30 Online
Bae Jinwoo  Accessories Nike Air Jordan 20-30 Nike store in Itaewon, Hyundai department store 7
Shin Jooyoung Accessories One Fendi canvas bag 100-200 Hyundai department store in Mokdong 9
One Agatha bracelet 10-15 Store in Paris
Lifestyle product Five Starbucks tumblers, two city cups 5-10 Starbucks stores in Korea and overseas
Kim Byul Clothing Two H&M collaboration clothing 20-30 HEtM store in USA 13
Lifestyle product Ten Starbucks tumblers, one city cup <10 Starbucks stores in Korea and overseas
Lee Yuri Clothing Four H&M Collaboration clothing 20-30 HE&M store in Myeongdong, online H&tM store 5
Accessories One Louis Vuitton mirror bag 100-200 Hyundai department store in Gangnam
KRW, Korean Won.
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Table 5. Limited Edition Fashion Consumers' Purchase Decision Process

Limited edition fashion consumers' purchase decision process
1. Need recognition
2. Search for information
3. Evaluation of alternatives
4. Courtship/attachment formation
5. Purchase
6. Post-purchase evaluation
7. Post-purchase behavior
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