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The Luxury Watch Industry Paradox

CHF 25B+ 40%+ 75%

Global luxury Asia-Pacific share Millennials & Gen Z
watch market of luxury sales by 2025

THE STRATEGIC PARADOX

Luxury brands intentionally frustrate customers with long waitlists to maintain exclusivity.

This transactional denial risks massive churn and revenue loss to the gray market.

Managers rely on Relationship Marketing as a psychological buffer — but this investment is
unquantified.

The relationship effectively becomes the primary product, not the watch itself.
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Four Gaps in Academic Research

Gap 1: Relational Compensation Mechanism

No empirical test of how relational value compensates for scarcity-induced negative disconfirmation (Oliver, 1980)

Gap 2: Resilience of Trust & Commitment

Boundary conditions of Commitment-Trust Theory (Morgan & Hunt, 1994) untested under intentional scarcity as structural denial

Gap 3: Fairness vs. Special Treatment

Unresolved tension between Special Treatment Benefits and Perceived Allocation Fairness (Tax et al., 1998)

Gap 4: Full Value Chain to Behavioral Engagement

No empirical model linking relational inputs through psychological states to high-effort economic outcomes (Van Doorn et al., 2010)
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Research Questions

RQ1: How does interpersonal RM influence perceptions of relational benefits
. _ i JUSTIFICATION
under intentional scarcity?
o Existing RM models assume
product delivery — they fail

in intentional denial contexts
RQ3: To what extent do satisfaction and commitment sequentially mediate the Managers lack empirical data to

path to high-effort behavioral engagement? justify clienteling investment effort
under scarcity

RQ2: How do relational benefits influence satisfaction and engagement under
intentional scarcity?

RQ4: Which psychological mechanism (satisfaction vs. commitment) drives
behavioral engagement more strongly? SCOPE
Industry: Luxury watches (Waitlist
Economy)
Geography: Thailand (APAC high-growth
market)
Sample: HNW collectors with waitlist
experience
Extension: High jewelry, automobiles,

yachts
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RQ5: Can the relational compensation mechanism generalize to other scarcity-
driven luxury categories?




Research Context & Focus

CONTEXT The Waitlist Economy

o Luxury brands use intentional scarcity to preserve exclusivity and prestige (Kapferer & Bastien, 2012)
o Brands intentionally restrict product access, creating a structural paradox of transactional denial

o Competitive dynamics have evolved from transactions to relationships to experience co-creation

OBJECT The Relational Compensation Mechanism

o The sequential value chain: IRM - Relational Benefits = Satisfaction/Commitment - Behavioral Engagement
o How relational value compensates for the frustration of product absence

o The full mediation pathway from relational inputs to economic outcomes (cross-buying)

SUBJECT Thai Luxury Watch Collectors

o High-Net-Worth individuals with direct Waitlist Economy experience
o Active collectors who have been denied purchases or waited for scarce models

o Thailand as a strategic APAC micro-market with 8-12% annual growth
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Why This Research Matters

FOR ACADEMIA FOR BRAND MANAGERS
o Applies Relationship Marketing Theory into o Empirical framework to justify clienteling and CRM
intentional scarcity contexts — a first empirical test investment — no longer a "weak gamble"

o Tests boundary conditions of Commitment-Trust

Theory (Morgan & Hunt, 1994) under structural ° Identifies which relational behaviors maximize

cross-buying under product denial

denial

o Advances Relational Benefits Theory with the J Risk management tool: predicts when scarcity
concept of "equitable exclusivity" strategies trigger trust destruction

o Provides a complete empirical value chain from o Transforms waiting from a problem into an
relational inputs to economic engagement engagement opportunity that increases CLV
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Theoretical Foundations

Commitment-Trust Theory Morgan & Hunt, 1994

Trust and commitment sustain long-term relationships. In the Waitlist Economy, trust is maintained by practical fairness
while affective commitment provides emotional flexibility beyond temporary satisfaction.

Relational Benefits Theory Gwinner, Gremler & Bitner, 1998

Four benefit types — Confidence, Social, Special Treatment, Community — create psychological currency that compensates
for product denial. These benefits become the primary source of perceived value under scarcity.

Customer Engagement Theory Van Doorn et al., 2010

Psychological connections marked as active behaviors: cross-buying, co-production, event participation. Engagement
becomes a structural expectation in the Waitlist Economy, driven by affective commitment.
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Relational Benefits & Scarcity Strategy

Confidence Benefits Social Benefits

Reduced anxiety and perceived risk via trusted advisors Personal recognition and emotional bond with brand
(Liang & Wang, 2007) representatives

Special Treatment Benefits Community Benefits

Privileged access, exclusive events, early releases — Belonging to collector networks and brand communities
signals status (Vigneron & Johnson, 1999) (Muniz & O'Guinn, 2001)

SCARCITY STRATEGY

Scarcity enhances prestige but excessive scarcity triggers aggression and distrust (Biraglia et al., 2021; Kristofferson et al., 2016). Brands must
balance exclusivity with fairness through customized RM (Maxham & Netemeyer, 2003).
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CONCEPTUAL MODEL & HYPOTHESES

Sequential Relational Value Chain

H1

Interpersonal
Relationship
Marketing

(IRM) 2

H1-H6: Direct effects | H7: Full mediation IRM = STB/CB - AC | H8: Sequential mediation IRM - STB/CB - CS/AC - BE

Core Logic:
Brands fail to deliver the product but succeed by delivering high relational value.

Customers invest effort only when they feel valued, treated fairly, and relationally supported.
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Method: Data, Collection & Analysis

DESIGN & ANALYSIS DATA & COLLECTION

o Deductive reasoning approach o Target: HNW luxury watch collectors, Thailand
o Quantitative, cross-sectional survey o Must have waitlist/scarcity experience

o Structural Equation Modeling (SEM) o Purposive sampling via collector networks

o Bootstrapped mediation analysis for H7-H8 J Online forums, social media, brand boutiques
o Simultaneous estimation of all pathways J Target sample: N 2 300

o Latent variables to control measurement error J 7-point Likert scale
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Expected Results & Limitations

WHAT WE EXPECT TO FIND

IRM significantly drives both Special Treatment Benefits and Confidence Benefits , confirming the relational compensation mechanism

Relational Benefits positively predict Satisfaction and Affective Commitment, re-anchoring calculating criteria on relational
quality rather than product access

Both Satisfaction and Commitment drive High-Effort Behavioral Engagement, with Commitment showing a stronger effect due
to emotional durability

Full sequential mediation (H8) is confirmed: IRM influences High-Effort Behavioral Engagement only through the complete
value chain — no direct shortcut

NOVELTY LIMITATIONS

First empirical model testing relational compensation Cross-sectional design (no causal claims). Single-country
under intentional scarcity. Introduces "equitable sample (Thailand). Self-reported data. Goal-directed
exclusivity" as a theoretical concept. sampling limits generalizability.
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Impacts & Recommendations

EXPECTED IMPACTS

Relational Compensation Structures

Clienteling & CRM strategies that compensate for denial
through emotional tradeoff and transparency

Risk Management Framework

Predict when scarcity triggers trust loss; balance equity
and exclusivity via practical transparency

Engagement Ecosystems

Transform waiting into a facilitator for emotional
investment, loyalty, and Customer Lifetime Value
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RECOMMENDATIONS

Invest in client advisor training focused on
emotional tradeoff, not just product knowledge

Implement transparent allocation processes to
maintain perceived fairness across client base

Design cross-buying programs that monetize the
relationship during waiting periods

Use Al-driven clienteling to personalize
communication while preserving authenticity

Build collector communities as engagement
platforms that replace product access with social
belonging

Monitor trust indicators to detect early signs of
scarcity-driven disengagement




Research Timeline

January

. . Survey SEM analysis Results Thesis writing
Questionnaire o . o . .
. distribution Data cleaning & mediation interpretation & defense
Preparation . . . . .
& data collection testing & discussion preparation

Key Milestones & Deadlines

End of January Questionnaire Preparation

End of February Data collection closed with N > 300 responses
End of March Full SEM results and mediation tests completed
End of May Thesis submitted for defense
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CONCLUSION

Key Takeaways

. The luxury watch Waitlist Economy creates a strategic paradox where brands must limit their core product access to preserve prestige

] This research proposes and will test a full sequential mediation model: IRM = Relational Benefits = Satisfaction/Commitment
- Behavioral Engagement

. The central insight: brands fail to deliver the product but can succeed by delivering high relational value

. Findings will provide the first empirical framework for luxury brand managers to justify and optimize relational investment
under scarcity

Thank You

Your questions, suggestions, and advice are warmly welcomed.

Pavaris Eam-ekpattana
Doctoral Candidate | BSI Bangkok Cohort 3 | Supervisor: Prof. Dr. Lars Meyer-Waarden
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