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Abstract

According to the lack of specific research on small business, this study analyzed the effects of a
limited edition marketing strategy in a small business, whereas many previous studies focused only on
large businesses. The test was performed by releasing and selling a limited edition (LE) product of a
small brand with annual sales of about $10,000, for a limited time (one week), alongside social network
advertising on Instagram. As this strategy resulted in a 10 times increase in sales from the previous
year, the author concluded that a limited edition marketing campaign can significantly improve brand
awareness and increase sales in a small independent business as well as larger businesses.
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