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Factor analysis of international luxury brand perception:
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Abstract

The purposes of this research were 1) to study the fashion brand perception of Balenciaga
brand of Generation-Y consumers and 2) to analyze the perceived factors of the fashion brand of
Balenciaga’s Generation-Y consumers. Mixed methodology research was applied by conducting a
focus group discussion and distributing questionnaires. The population of qualitative research were
10 Generation-Y consumers who frequently use Balenciaga brand and the population of
quantitative research were 213 male and female Generation-Y consumers who were born during
1980 - 1994 and used to purchase Balenciaga brand. It is an exploratory component analysis.

The results showed that 1) Balenciaga's perception of the product among Generation Y
consumers was 38 issues. They were confirmed by 25 reviews and it was a finding in addition to a
review of 13 literature issues, and 2) Balenciaga's luxury fashion brand awareness consists of 8
aspects, namely fulfillment, International quality standards, creative differentiation, valueism,
digital lifestyle, media eye-catching, and new experience. The 8 components were consistent with
qualitative research.

Keyword: Balenciaga; Generation Y; Brand Perception; Luxury Brand
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