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Abstract: Adidas Yeezy is a fashion collaborated brand founded by Kanye West and Adidas. It uses
the power of hunger marketing to create an exclusive brand image and stimulate consumers’ desire
to buy. The purpose of this study was to explore the reasons why Yeezy can succeed with its digital
marketing strategies. This paper further addressed consumer purchase intention and marketing mix
modelling and explains how the 4Ps (product, price, place, promotion) affect consumer purchase
intention, respectively. SWOT analysis was used to clearly state the brand’s strengths, weaknesses,
opportunities, and threats. This research concludes Yeezy’ s advantages in product quality and
promotion and disadvantages in price; identifies its future possibilities in the global e-commerce
marketplace. In addition, the paper gave opinions about the limitations of hunger marketing. The
choice of celebrities to help promote the brand needs to be careful since this marketing strategy highly
depends on the brand’s reputation. Over implementation of the strategy may raise customers’
expectations of the merchandise beyond their actual quality and lead to failure of brand loyalty.

1. Introduction
1.1 Background

In the 1980s, the hobby of sneaker collecting started to exist and was greatly influenced by the
emergence of Michael Jordan and his Air Jordan shoes released in 1985. The boom of the Air Jordan
shoes pushed forward the sneakerhead subculture in the United States [1]. Adidas Yeezy, a Fashion
collaborated brand, made “athleisure” go high fashion [2]. The brand is founded by American rapper
Kanye West and German sportswear Adidas, and its merchandise includes shoes, clothing,
accessories for both men and women. The brand transcended the symbol of sneakers to become an
icon of fashion and social status instead of athleticism [2].

Hunger marketing was greatly applied to Yeezy’s promotional strategies by releasing limited
stocks on various online shopping platforms. Besides building the sense of scarcity, social media
plays a pivotal role in the construction and identification of sneaker value and influences the target
audience’s purchase decisions. Through social media, consumers are allowed to obtain the latest
information and engage with community members. Celebrity endorsement was much included in
Yeezy’s brand promotion as Kanye recruited a group of celebrities and influencers posting products
on Instagram to bring exposure for Yeezy.

1.2 Research Gap

Previous researchers indicated that how irrational consumer behavior existed in the sneaker market
by Zhanxiang and how did social media affect consumer attitudes by Michael [3, 4]. However, Adidas
Yeezy, a brand that brings innovative changes to the whole sneaker market, needs to be further
studied. As there is little research emphasizing the digital marketing strategies of the specific brand
Adidas Yeezy, to fill the knowledge gap, the research question has been raised: How did Yeezy
succeed in its digital marketing strategies and lead to its prominent position among other sports
brands?
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1.3 Importance of Topic

With the phenomenon of Yeezy’s success, the answer to what motivates consumers’ purchase
desire even when the merchandise shows scarcity should be further discussed. This paper aims to
discover the reasons why Yeezy Adidas can take such a significant place in the sneaker market. How
do consumers perceive sneakers under the influences of celebrity endorsement? To analyze what
leads to consumers’ irrational purchase behavior, this paper will discuss the relationship between the
4Ps factors (product, price, place, promotion) of Marketing Mix Theory and consumer purchase
intention. In addition, several cases of Yeezy’s digital marketing strategies will be mentioned to help
explain how the brand itself establish to be one of the most coveted in the sneaker market with the
power of social media and other online platforms.

2. Literature review
2.1 Consumer Purchase Intention

Consumer purchase intention is related to the consumer's attitudes concerning specific purchasing
performance and the consumer's aspiration to purchase [5]. Substantially, it is the signal of purchasing
performance of the consumer. Purchase intention is defined as a behavior for consumers to make
decisions. It is used to study factors that drive consumers to buy a particular product or brand [6].
Morinez and others also made a definition of purchase intention: they summarized purchase intention
as a situation where consumers tend to buy a certain product in a certain condition [7]. The intention
may be affected due to either internal or external factors under different circumstances, such as price
fluctuation or change in perception towards quality and value [5]. Several researchers have suggested
six stages before consumption behavior: awareness, knowledge, interest, preference, persuasion and
purchase [8, 9].

2.2 Marketing Mix Theory

To effectively and systematically learn what influences consumer purchase intention, researchers
started to develop the marketing mix theory, which has multiple approaches as part of a
comprehensive marketing plan. The development of the marketing mix theory started when
Stackelberg proposed an early concept of marketing that was similar to the idea of the marketing mix.
It is on account of inspiration of action parameters. Rasmussen then developed what came to be
known as parametric theory and then later improved it as the parameter theory. He presented that the
four core determining factors of sales and competition are price, quality, service and advertising [10].
After that, Mickwitz utilized this theory in the Product Life Cycle Concept [11]. Borden’s original
marketing mix had 12 elements: product planning, pricing, branding, channels of distribution,
personal selling, advertising, promotions, packaging, display, servicing, physical handling, and fact-
finding and analysis [12]. McCarthy integrated the 12 elements presented by Borden into 4Ps by
simplifying Borden's viewpoints and defining the marketing mix to be a mixture for marketing
specialists to satisfy the target market. And then the most well-known and widely-accepted theory of
the marketing mix was introduced by McGrathy, which refers to a common classification that began
with the 4Ps as a means of switching marketing programs into marketing practice which are product,
price, place, and promotion [13].

2.3 Product

Product is a key factor that affects consumer purchasing intention. Chi et al. summarized that
consumer are more likely to buy products in good quality [14]. In other words, product quality has a
positive impact on consumers purchase intention. In addition to the product quality, the packaging of
the product is also a crucial factor that could potentially affect consumer purchasing intention [7]. In
the research by Rahimniya et al., it showed that the visual and functional effects of packaging
influenced the process of purchasing food by customers [15]. Khraim also stated that packaging has
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a great influence on brand loyalty, and brand loyalty also directly links to consumer purchasing
intention [16]. To a certain extent, customers think of purchasing little-known products and shoddy
packaging as a high risk because quality of such products are not credible. Therefore, the quality and
packaging of the product both have significant impact on consumer purchasing intention.

2.4 Price

Price influences consumer purchasing intention. Similar to the product packaging mentioned
above, Khraim stated that price also creates influence on brand loyalty and thus influences consumer
purchasing intention [16]. Pricing is the process of assigning a value to a good or service [17]. At the
same time, price is the only element that generates revenue, so it's probably most critical. The
intention of the customer to buy the product depends entirely on their perception of the price and how
they define the actual price of the product instantly [8, 18]. In addition, it is crucial to identify
customers’ understanding of product price in terms of the marketing mix. In the short term, customers
will prefer products that offer promotional prices. In the long run, price promotion can create brand
loyalty and thus influence consumer purchasing behaviour [7]. Hermann et al. researched that the
price of a product has a significant impact on consumer satisfaction [19]. All the studies show the
price make a crucial impact on consumer purchasing intention.

2.5 Place

Distribution is often an overlooked factor in the marketing system, which reflects the process of
the product from the manufacturer to consumers [20]. Companies typically use three distribution
strategies to sell products: intensive, exclusive, and selective [21]. Intensive distribution strategy is
often utilized for high-low price strategy mainly to get the product noticed everywhere. Exclusive
distribution strategy is used in fewer sites to sell the limited brand. Selective distribution strategy is
to sell the product outside the company where it is the middle way but with high connection.

2.6 Promotion

According to the research by Nabsyeh & Bostan, advertising can convey information and create
the effect of influencing consumer behavior [22]. That is to say when customers observe the
advertisement, which is a way of promotion, it is very likely that they will develop a good impression
on the brand and the product, and thus affecting their purchase intention. Brand building also plays a
crucial role in creating customer loyalty because it helps establish positive images for consumers.
Loyal consumers are more likely to repurchase or make recommendations [23]. Therefore, customers'
brand awareness may increase the likelihood of purchasing the product. Hernandez also supported
this argument by claiming that consumers' attitude towards brands significantly impacts their
purchase intention [24]. Therefore, consumer purchasing intention is greatly affected by the
promotion of the product.

3. Methodlogy

In this paper, the qualitative method will be used to analyze the research object, Yeezy. Meanwhile,
SWOT analysis will help to achieve this goal as well. The reason for choosing SWOT analysis is that
it is a visible way to understand the circumstance by identifying its strengths, weaknesses,
opportunities and threats. This method helps the organization better determine its market positioning,
future business planning, investment opportunity, etc.

3.1 Brand Review

When Yeezy first released the shoe model (“Boost 750”) in February 2015, its production was
limited to 9000 pairs and was sold out within ten minutes. Due to the introduction of the shoes, reports
indicated that there was a 5% increase in sales of Adidas and its share of the more than $1 billion
secondary market jumping from 1% to 30% [25].
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Not only did Yeezy successfully promote sales of Adidas, but it also boosted the resale market.
Web servers crashed every time when each season of Yeezy launched, and the resale values of the
shoes reached new record highs since they sold out in under an hour [26]. A loyal fan of Kanye West
and his sneaker brand once paid $10,999 for a pair of light brown Yeezy Boost 750, roughly the same
price of an economy car. The surprising fact of spending $10,999 on a pair of shoes was quite
abnormal, especially when its retail price was only $350 in 2015 [27]. Yeezy sneakers can be
categorized as supply-scarce products, intentionally setting the release amount's limit to create a
desirable and exclusive brand image [28]. The preference shown in sneakerheads towards supply-
scarce products forced them to shop in resale platforms.

3.2 SWOT Analysis

1) Strength

Yeezy does a great job in its product and promotion in digital marketing. When customers shop
online, it is usually challenging to determine the product quality and its fitness. Yeezy successfully
eliminates customers' worries by paying attention to details on every pair of shoes and presenting
premium quality. To compare the real products with their depiction on e-commerce platforms, the
answer is that they are almost the same. Yeezy shoes are highly recognizable and suitable for all kinds
of consumers with different fashion tastes. There are 3D models of Yeezy shoes on certain online
shopping platforms that enable customers to try on with augmented reality. The introduction of the
new technique helps customers to pick appropriate products that better suit their needs.

Without any labels, graphics, prints emphasized on the clothing, Yeezy still succeeds in building
a remarkable identity by its distinctive design. The wide use of plain colours becomes a distinguishing
feature to differentiate this brand from others. According to customers’ reviews, comfortability is as
outrageous as how Yeezy advertises.

Besides these, Yeezy has always been influential in branding itself with brilliant promotional
strategies. Many brands use the scarcity principle as a promotional strategy to boost their sales
successfully, and Yeezy does the best among them. This principle refers to that the rarer the product
is, the more valuable people think it is [29]. It is barely impossible for consumers to purchase the
shoes in store with the original release price. The limited supply of Yeezy shoes affected the
perception of consumers towards them and made the products more desirable, thus stimulating the
purchasing behaviour [30].

The use of celebrity for endorsements helps to promote via various platforms, which directly drives
product sales. Kim Kardashian, as Kanye’s wife with hundreds of millions of followers
on Twitter and Instagram, has always been fully supported her husband’s business. Kanye once
recruited celebrity Paris Hilton and a few other social media stars dressing in the same outfit as Kim
and recreated the paparazzi shots of her [31]. According to the fashion search platform Lyst, there
was a 45% increase in search demand from this campaign compared to the week before [32]. Under
the background of hunger marketing, the massive online promotion will push forward the brand’s
exclusivity. By using the popularity of these celebrities, Yeezy effectively influences consumers’
purchase intention, including their fans. Since Yeezy’s target audience is fashion-conscious
millennials, social media platforms generate their purchasing awareness and offer a chance to build
engagement and create emotional connections between celebrities and consumers.

2) Weakness

Price can be seen as a huge weakness for Adidas Yeezy. Due to its hunger marketing strategy, the
price of severeal popular shoes has incredibly increased compared to the release price. Figure 1 shows
that Yeezy 750’s high price in the resale market. The premium price range confines Yeezy to only
target limited customers who can afford the shoes. In this case, the purchase intention of low-income
customers or whom in developing countries will be weakened.
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Fig. 1. Average Resell Price of Yeezys in 2017— Addidas Yeezy 750 [33].

Yeezy Supply, as the official shopping website of the brand. Trustpilot, a consumer review
website, rated Yeezy Supply as “a bad e-commerce experience”. One out of five stars rating was
given by customers, and that shows how dissatisfied they are. Hundreds of customers claimed that
they never received their products after purchasing online, and customer service didn’t respond [34].
It can be implied that the supply chain shortage made Yeezy fail to keep up with customers’ demands.

3) Opportunites

The global expansion of e-commerce platforms will offer Yeezy more opportunities, such as a
larger target market. It means customers from other countries will bring a large number of potential
profits. To help with the faster growth of e-commerce, both global and local sites should offer
worldwide shipping. Thus, it will help to broaden the target market. The brand can also invite
customers to customize their products to have more personalized options to buy. To better satisfy
customers worldwide, the brand should have promotional activities catering to the local culture. For
instance, if the brand wants to retain new customers in China, it should focus on elaborate advertising
with Chinese New Year.

4) Threatens

The threats of expanding e-commerce platforms in a global marketplace can be considered from
two aspects. Firstly, it will face increased competition and be hard to maintain customers’ loyalty.
Yeezy needs to compete with all the domestic brands in other countries and also its main competitor
Nike. When the brand enters other crowded marketplaces, it increases the difficulty to maintain its
market share. Meanwhile, customers will have more choices of brands in the globalized market. They
can easily find substitutes for similar products from other brands.

Secondly, with the globalized advancement of e-commerce, the authenticity of the product may
not be ensured. Some fake shoe manufacturers noticed how hunger marketing attracts consumers, so
they produced a large number of fake Yeezy shoes to satisfy their desire. Since there are too many
platforms, shoes may vary from different places. The selling of fake shoes will cause damage to the
brand image.

4. Result

In conclusion, Yeezy has advantages in premium quality and distinctive design of products sold
online and brilliant promotional strategies. Scarcity, as the key impression of Yeezy shoes, stimulates
customers to purchase and successfully boost Yeezy’s sales. To more precisely target millennial
customers, Yeezy uses celebrity status and image to help promote the brand on social media channels.
However, because of the hunger marketing, the high price of the shoes weakened the purchase
intention of low-income customers. Expanding e-commerce in the global marketplace can give
opportunities for a larger target market. When it comes to threats, Yeezy may face intense competition
from both its original competitor and other domestic brands. In addition, the authenticity of the shoes
may be worrying due to the increasing number of different e-commerce platforms. From these points,
Yeezy will have increased difficulty maintaining market share.
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5. Discussion

From what this paper discussed above; it can be drawn that digital hunger marketing can
effectively enhance customers’ desire to buy online. Yeezy fans are more likely to make emotional
decisions rather than making rational ones. The brand succeeds in doing this by its good product
quality and design, so as the literature review suggested the same. Brand building and advertising are
as important as these factors, which help to have a positive impact on consumer purchasing intention.
There is something to notice that price seems not to be the most crucial factor that Yeezy fans pay
most attention to. The brand’s target audience can be categorized as those who are less sensitive to
price. Their intention to buy depends more on how they perceive the actual value of the products.

However, there are still some limitations for hunger marketing. On the one hand, the success of
this strategy highly depends on the brand’s reputation, especially when it operates with the use of
celebrity endorsement. Due to the great influence of the Internet, celebrities' live status on digital
platforms can easily affect consumers’ attitudes. Considering West himself is a star, anything negative
about his image might lead to brand harm and a decrease in sales. On the other hand, if this marketing
strategy is over-implemented, customers will have excessive expectations towards the products [35].
Not to mention that constant limited stock may wear down customers’ patience. Yeezy once received
tons of complaints because customers were tired of the long waiting time for shoes bought online. In
this case, customers may switch to another brand when they accumulate enough disappointment.
Lastly, the brand needs to keep a balance of the product scarcity so that it can maintain customers’
enthusiasm.

In August 2019, West restocked a massive amount of Yeezy 350 V2, which was extremely
exclusive in the past [36]. Kanye's plan to get everyone to wear Yeezy shoes was carried out
successfully. From this, the price of Yeezy shoes dropped significantly in the resale market. Although
the shoes had sufficient stock and were attainable to many people, this action certainly made the brand
less desirable.

6. Conclusion

The main purpose of this paper is to study the factors affecting on Yeezy consumers’ purchase
intention, mainly from the perspective of its digital marketing. This paper examined the 4Ps (product,
price, place, promotion) to discussed about the success of Yeezy. The limitation of this paper is that
it doesn’t discuss about the recent performance of Yeezy. As the background of this paper suggested,
Yeezy won big popularity when it released its first shoes in 2015. However, customers are now
becoming more rational when purchasing Yeezy shoes compared with those in the past few years.
There is more to discuss concerning the future performance of Yeezy. When customers are tired of
hunger marketing, Yeezy should seek to find out some other ways that can help retain old customers.
Hunger marketing is a commonly used strategy in brand promotion and can be implemented for many
situations. In that case, researchers can observe and research on other brands using similar strategy
and do the comparative study to analyze. Further study should focus on how other brands manage to
maintain a more stable relationship with consumers. The whole paper mainly focuses on Yeezy’s
major target customers, who are millennials. Therefore, in the future, Yeezy can try to shift its focus
to Generation Z because their frequent usage of social media.

The importance of this paper is to study how Yeezy became one of the most popular fashion brands
in recent years. Supported by the statistics above, Yeezy managed to use its innovative way to attract
the attention of the crowd and gain huge profits from it. In conclusion, Yeezy is a symbolic case
representing not only the success of hunger marketing but also the purchasing pattern of young
generation.
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