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Abstract

The purposes of this research were to study: 1) the influence of consumers’
perception on attitudes toward Gucci products, 2) the influence of consumers’
attitude on purchase intention of Gucci products, and 3) the influence of consumers’
perceptions on purchase intention of Gucci products with attitude as the mediator
variable. The research samples consisted of 400 customers or prospective customers of
Gucci products. Questionnaires were used in collecting data. The data were analyzed
by descriptive statistics for frequency, percentage, average, and standard deviation.
Statistical analysis methods used in inferential statistic was Structural Equation modeling to
test the hypothesis with the established acceptable criteria (CMIN/DF score = 1.901,
GFI score = 0.866, CFl score = 0.917, IFl score = 0.918, RMR score = 0.036, and RMSEA
score = 0.048). The results revealed that 1. consumer perceptions influenced customers’ attitude
toward Gucci products with p < 0.001 (ﬁ = 0.642), 2. Customers’ attitudes influenced
the purchase intention of Gucci products with p < 0.001 (ﬁ =0.892),and 3. Consumers’ perception
influenced the purchase intention of Gucci products through attitude, as the mediator variable,

with p < 0.001 (f = 0.573).

Keywords: consumer perception, attitude, purchase intention
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