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ABSTRACT
A luxury brand or prestige brand is a brand for which a majority of its products are luxury goods. Products with a luxury brand are
usually sold in different countries and areas by carrying the same brand name and the same set of marketing programs. The purpose
of this paper is to investigate various aspects of a global luxury brand by taking CHANEL perfume as an example, and to explore the
relationships amonge global brand perception, the global brand image, consumers affect and their attitude toward the global luxury
brands. It is hypothised that the global brand perception, the knowledge of boutique, and the consumers affect will have a positive
effect on a consumer’ s attitude toward luxury brand and buying intention. A survey method was used to gather the needed data.
The structural equation modeling (SEM) was used to analyze the data. The results show that there is no significant relationship
between consumers’ affect and buying intention. Further, the global brand perception has no significant effects on the
luxury-brand attitude and buying intention. Besides, the boutique knowledge also does not have a significant influence on luxury
brand attitude and buying intention. In other words, most of hypothized relationships were not supported. On the other hand,
however, boutique knowledge has a positive effect on the consumers’  affect, and the luxury-brand attitude has a positive effect on
buying intention. The boutique knowledge also has a positive effect on the global brand perception.
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