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ABSTRACT

ANALYZING THE RELATIONSHIP BETWEEN BRAND PRESTIGE AND
CONSUMER'’S SELF-ESTEEM:
A STUDY CASE OF LOUIS VUITTON

By

Meastari Ramadahana Delia Ibrahim
Matthias Reese, Advisor

SWISS GERMAN UNIVERISTY

Today, consumers are more interested in prestigious brand in order to gain their social
values among the society. These consumers are categorized as prestige-seeking
consumers. To create an understanding towards this phenomenon, this study is
conducted. This study aims to propose a concept of the relationship between brand
prestige and consumer's self-esteem, in the context of Louis Vuitton study case. There
are two hypothesis provided, first is to proposed that there is a significant association
between brand prestige and consumer's self-esteem, and second is that people with
lower self-esteem tend to rate brand prestige higher than people with high self-esteem.
Louis Vuitton consumers in Jakarta and BSD area are the targeted group of this
research. The result shows a positive relationship between the two variables, however

it shows the opposite outcome for the second hypothesis.

Keywords: brand prestige, consumer’s self-esteem, Louis Vuitton
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