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ABSTRAK 
 
Penelitian ini bertujuan untuk menguji pengaruh brand consciousness, social 
comparison, fashion innovativeness, attitude towards purchasing luxury product, 
dan purchase intention pada parfum chanel. Responden dari penelitian ini berusia 

minimal 18 tahun dan belum pernah membeli parfum chanel. Penelitian ini 

menggunakan metode penelitian kuantitatif dengan menyebar kuesioner secara 

online melalui google form dengan responden sebanyak 283 responden. Masing-

masing variabel dalam penelitian ini diukur menggunakan skala Likert 5 poin. 

Jawaban responden dianalisis menggunakan teknik analisis Structural Equation 

Model (SEM) dengan aplikasi Partial Least Square (PLS). Hasil dari penelitian ini 

membuktikan bahwa brand consciousness, social comparison, fashion 
innovativeness berpengaruh signifikan terhadap attitude towards purchasing 
luxury, dan brand consciousness serta attitude towards purchasing luxury juga 

berpengaruh signifikan terhadap purchase intention. 
 

Kata kunci: brand consciousness, social comparison, fashion innovativeness, 
attitude towards purchasing luxury product, dan purchase intention, chanel, 

luxury product 
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ABSTRACT 
 
This study aims to examine the effect of brand consciousness, social comparison, 
fashion innovativeness, attitude towards purchasing luxury products, and 
purchase intention on Chanel perfumes. Respondents from this study were at least 
18 years old and had never bought Chanel perfume. This study uses quantitative 
research methods by distributing online questionnaires via google form with 283 
respondents. Each variable in this study was measured using a 5-point Likert 
scale. Respondents' answers were analyzed using the Structural Equation Model 
(SEM) analysis technique with the Partial Least Square (PLS) application. The 
results of this study prove that brand consciousness, social comparison, fashion 
innovativeness have a significant effect on attitude towards purchasing luxury, 
and brand consciousness and attitude towards purchasing luxury also have a 
significant effect on purchase intention. 
 
Keywords: brand consciousness, social comparison, fashion innovativeness, 
attitude towards purchasing luxury products, and purchase intention, channel, 
luxury product 
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