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ABSTRACT 
Increased economy in Indonesia recently encouraged increased lifestyle in the 

society. Increased lifestyle is characterized by the request from the government on 
luxurious goods. Prada is one of the luxurious produts in fashion industry. It symbolizes 
luxury (expensive), fashion class differences, and primary status on word fashin. Prada 
is a world famous fashion mode brand, which produces a collection of branded clothing, 
shoes, handbags and accessories. The whole Prada Brand can be described only prayer 
said, Its successful reflect the whole concept Brand Perfect hearts elegance.  

The research sample for this research is 51 respondents in Surabaya and it is 
using SPSS 22.0 to analyze the multiple regression. The questionnaires were 
distributed from August 2016 until December 2016. The results showed significant 
relationship between consumer preference towards the brand value, product innovation 
to the luxury brand and the latest luxury brand value and brand of the willingness to pay 
a premium. 

 
Keywords: Prada, consumer preference, brand value, product innovation, brand luxury, 
willingness to pay a premium, Indonesia. 

 
I. Introduction 

With the spectacular growth of the luxury goods market over the past few 
decades, it is not surprising that the market is becoming a focused area for 
practitioners and academics. According to Mintel International Group Ltd., the global 
luxury goods market worth an estimated 70.0 billion euros (US $ 87,500,000,000) in 
2005, an increase of 9.2% from 2004 (Mintel International Group Ltd., 2006). Earlier, 
reports such as the McKinsey report from 2002, show that the luxury goods market 
growth rate far beyond the world economy and that the real decline experienced only 
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a few months after '9 -11'. Prior to this, the luxury goods market is growing, with sales 
rising from US $ 20 billion in 1985 to US $ 68 billion in 2000 (Economist, 2002). 
Luxury goods, as well as luxury services demanding a larger share of the goods and 
industrial goods and services (discussion of the 'trading up', eg, Silverstein and Fiske, 
2005) and the luxury industry thus become a significant economic interest (Radon, 
2012 ). 

Prada is a name that symbolizes luxury, high fashion, and one's status in the 
world of fashion. Currently, the production of Prada bags is one of the most requested 
items in the high-end market. However, this reputation is not achieved Prada in a 
short time. The origin of the Italian fashion house started at the beginning of the era of 
the 1900’s. Mario Prada began making bags, luggage and leather shoes in Italy in 
1913. Unexpectedly, his productions were well sold and he then opened two stores in 
Milan. In 1970, Prada declined. But since the company was taken over by Mario 
granddaughter, Miuccia Prada, improved and changed the circumstances. Miuccia 
began to design simple but functional bag with nylon and polyester. Miuccia approach 
has met with enthusiasm by customers. Prada brand becomes associated with simple 
luxury and high fashion (http://www.fimela.com/life/, downloadable on December 7, 
2016). 

According to Cha et al. (2009), willingness to pay is the maximum amount of 
money that will be paid by someone to obtain goods or services, including 
environmental goods. These variables also have a feature where the premium in 
question is a high price for luxury goods, is different than the variable willingness to 
pay. This is evidenced by one of the design collection is the famous Prada ostrich 
leather bag, it could be priced at around $ 10,000 per piece. In addition to the price of 
a bag, Prada generally ranged their products between $350 (for a small wallet) to 
more than $2,000 (for handbag). While suitcases are usually more expensive because 
of the nature of larger sizes. The price of suitcases and similar size could reach more 
than $3,000, Prada’s price can be demonstrated in the picture below 

In this case, it appears that product innovation has a strong influence for Prada in 
producing quality products besides maintaining a smooth stitching and materials used. 
By researching the product innovation variable, we can know the reason on Prada to 
keep improving product innovation and product innovation the effect of this on the 
level of product sales Prada. Song and Parry (1997) explains that the competitive 
advantage of a product is one of the determinants of success of new products (up to a 
product innovation must have advantages compared with other similar products). The 
innovation of Prada is evidenced by how Prada is included in the list of Brandz 100 
Most Valuable Global Brands in 2014. One of the famous design collections is the 
Prada ostrich leather bag, and it could be priced at around US $10,000 per item 
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(http://www.tentik.com, downloadable on December 7, 2016). 
Prada entered Indonesia by opening its first outlet in Jakarta, in 2015. Located in 

a strip mall in the area of South Jakarta, Pacific Place, and booth area of 420 square 
meters offers luxury in a minimalist design. Prada outlet in Jakarta presents collection 
of shoes, bags, accessories to fashion not only women but men's fashion clothing, are 
all available. In these outlets are also available VIP room reserved for the famous 
brand's buyers. Prada outlet in Indonesia can only be met at Pacific Place 
(http://www.cpp-luxury.com, downloadable on December 7, 2016). 

Based on the background discussed, the researchers want to conduct research on 
"Influence Consumer Preference Analysis, Product Innovation, Brand Value and 
Brand Luxury on the Willingness to Pay a Premium product Prada in Surabaya". 

 
II. Literature Review 

 
2.1 Consumer Preference 
 According to Dhar and Simonson (1992), in the classical theory of the preference, 
every consumer is considered to have a clear sequence on their preferences or utility 
functions, so that consumers choose from a set of alternative options that offer the 
highest usability. According to Kamakura and Russell (1993), differences in 
motivation to make consumers looking for different benefits in product categories that 
affect how it is translated into a perception of preference. The actual selection 
illustrates the effect on consumer preferences and situational constraints such as 
pricing, promotion, and others. With the consumer preference toward a brand, the 
brand that will build the value of a brand (brand value) (Kamakura and Russell, 1993). 
Then the hypothesis is: 
 
H1: Consumer Preference significantly affect the Brand Value. 
 
2.2 Product Innovation  
 According Abbing and Gessel (2008), innovation is often described as a 
process that is at risk and it is difficult to manage, but these can not be avoided for 
those organizations if they want to survive in the various markets. According to 
Dubois et al., 2001; Nueno and Quelch (1998) in the journal Miller Miller & Mills 
(2011) innovation linked to authenticity (scarcity), uniqueness, creativity, and a little 
imperfection in the handmade goods. Song and Parry (1997) explains that the 
competitive advantage of a product is one of the determinants of success of new 
products. From the above statement, there is the influence of innovation to the luxury 
brand, then the hypothesis: 
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H2: Product Innovation significantly affect the luxury brands 
 
2.3 Brand Value 

According Chunling et al., (2008) in Nadi and Ghahremani (2011), brand 
value is regarded as an important concept in business practice as well as in research 
because marketers can gain competitive advantage through a strong brand. According 
Arvidsson (2005), brand value stated the current value of the predictable future 
revenue generated by the brand. Bravo and Lado (2011) argues that brand value is the 
economic value addition within a brand, and propose two measures brand value based 
on the market. Those values are the premium price (relevant to unit sales) and 
earnings premium (which is also the calculation of the premium in the volume of 
sales). Based on the reference theory and R & D effort to match product market, the 
hypothesis for this study, is: 

 
H3: Brand value significantly affect the willingness to pay a premium 
 
2.4 Luxury Brand 

According Hagtvedt and Patrick (2009), luxury brand is a brand that has a 
premium product, provide pleasure as the main benefit, and related to consumer 
emotional level. Berthon et al. (2009) in Miller and Mills (2011), argue that luxury is 
striking ownership in aesthetics and it gives pleasure that offers status to someone. It 
may be enjoyed discreetly or blatantly and it has a degree of exclusivity or scarcity 
and social beliefs. It summarizes what can be done by a brand (functional) and what is 
the meaning of a brand for someone (experience) and collective (symbolic). 

 
H4: Brand luxury significantly affect the on willingness to pay a premium. 
 
2.5 Willingness to Pay a Premium 

According Plassman et al. (2007), the willingness-to-pay (WTP) is the maximum 
amount of resources that are willing to be given in exchange for object. Meanwhile, 
according to Cha et al. (2009), willingness to pay is the maximum amount of money 
that will be paid by someone to obtain goods or services, including environmental 
goods. According to Aaker (1991); Holbrook (1992) in Devon & Smith (2005), the 
price premium willingly toward to the amount paid by consumers for a brand 
compared to other products that offer a number of similar benefits. 

 
According Aguilar and Vlosky (2007), consumers can explicitly expressed their 

concerns with buying different products that can guarantee them the minimum 
standards for structuring social services and/ or the environment. This behavior is 
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often accompanied by a willingness to pay (WTP) a premium for these products 
(Loureiro & Lotade, 2005; Govindasamy et al., 2005). Premium price refers to the 
amount of money paid by someone willing to keep the increase in welfare. Studies on 
premium WTP has received great attention by the research community as a key to 
understanding how different attitudes toward a product turns into a monetary value. 
 

III. Research Issue and Methodology 
 

3.1 Research Issue 
The application of purposive sampling technique in this research is done by 

distributing questionnaires and they will be distributed to the Prada users as the 
research sample. Regions used as a distribution of the questionnaire is the area of 
Surabaya city, so that respondents were selected in accordance with what is expected. 
The study used secondary data research from Prada users, in this case, data on 
consumers, journals, articles, websites, magazines that support the preparation of the 
conceptual model. 

 
3.2 Methodology 

The study used a descriptive study to describe the characteristics of Prada users 
in Surabaya. The population that will be used in this study are the Prada users in 
Surabaya. Because Prada is a luxury products with a limited number of consumers 
who are still in the research area, then in this research, the number of respondents 
were 51 respondents. 

 

Image 2.1. Research Model 

 
 
 

 
 

 

 

Source: Lukas et al., (2000); Suendro, (2010); Never dan Slater, (1990) 
 
 

IV. Findings and Discussion 
 
4.1 Findings 

Respondents in this study were consumers of fashion products Prada in 
Surabaya. Profile of respondents in this study will be described in terms of age. The 
majority of Prada consumer as the respondents is 76.5% or 39 respondents were 20-35 

Consumer 

Preference 

Product 

Innovation 
Brand 

Luxury 

Brand 

Value Willingness to 

Pay a Premium  

H1 

H2 

H3 

H4 
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years old. While the remaining 23.5% or 12 respondents were 35-55 years. It is 
claimed that the respondent Prada users in Surabaya used in this research was the 
respondents aged 20-35 years. 
4.1.1 Validity Test 

Table 1 
Validity Test 

CP1 I like to match Prada products in Surabaya to my self. 0.351 Valid 

CP2 I see product information of Prada in Surabaya shown in the display. 0.416 Valid 

CP3 I like to compare Prada products in Surabaya with other brands. 0.519 Valid 

PI1 I feel that Prada in Surabaya is increasing its product variety  0.441 Valid 

PI2 I feel that Prada in Surabaya is increasing the product quality 0.344 Valid 

PI3 I feel that Prada in Surabaya is expanding the market coverage from its 

products. 

0.353 
Valid 

PI4 I feel that Prada in Surabaya is increasing the new product production 

technology. 

0.424 
Valid 

BV1 I give more value to Prada in Surabaya than other brands. 0.422 Valid 

BV2 I am willing to take the time to look for Prada in Surabaya because the 

brand is valuable. 

0.490 
Valid 

BV3 I feel that the product Prada has more value than the costs spent. 0.551 Valid 

BV4 I feel that Prada in Surabaya is a good buy. 0.422 Valid 

BV5 I feel that the Prada product in Surabaya provides a good value for the 

money spent. 

0.490 
Valid 

BV6 I feel that the product Prada in Surabaya provides a good value for the 

money paid than other brands 

0.545 
Valid 

BL1 I feel that the Prada brand is a symbol of luxury. 0.367 Valid 

BL2 I feel that the brand Prada gives a good self-image 0.357 Valid 

BL3 I feel that the Prada brand improve self-esteem 0.676 Valid 

WPP1 I am willing to pay more for Prada products in Surabaya. 0.462 Valid 

WPP2 I will still buy Prada brand in Surabaya, although there are other cheaper 

brands. 

0.729 
Valid 

WPP3 I am willing to remain paying more for Prada products in Surabaya despite 

comparable brands. 

0.693 
Valid 

Source: SPPS 16 result, 2016 

 
The validity test results on the indicators of this study are in the table above. Based on 
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testing in the table above, note that the value of all the indicator variables rhitung 
greater than its rtable r table for 0349. Therefore it can be concluded that all indicators 
in this study is valid. 
 
4.1.2 Reliability Test 

Reliability test is done by comparing cronbach’s alpha value, if the value is 
higher than 0.6, then the statement is considered reliable. 

Table 2 

Reliability Test 

Variable 

Cronbach’s Alpha 

Based on Standardized 

Items Note 

Consumer preference .603 Reliable 

Product innovation .606 Reliable 

Brand value .748 Reliable 

Brand Luxury .644 Reliable 

Willingness to Pay a Premium .769 Reliable 

Source: SPPS 16 result, 2016 

 
Based on the reliability test table, it is shown that all the variables have Cronbach 

Alpha greater than 0.60 in the amount of 0.603 to CP; 0.606 for the PI; 0.748 for BV; 
0.644 for BL; and 0.769 for WPP. It can be concluded that all variables in this study is 
reliable. 

 
4.1.3 Normality Test 

Below is the normality test based on the non-parametric statistical test of 
Kolmogorov-Smirnov (K-S). 

 
Graph. Normality Test (P-Plot) 
Source: SPPS 16 result, 2016 
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Based on the normality test results, it is found that the variable is normally 

distributed, this is indicated by the data are not far from the diagonal line. 
 

4.1.4 Simple Regression Analysis 
Table 4.31 

Simple Regression Test Results CP*BV 

Variable Standardized Coefficients 

Consumer Preference 0.678 

Sumber: Data processed, 2016 

 
The regression coefficient for Consumer Preference (CP) is 0.678 is positive and 

indicates Consumer Preference (CP) increased or decreased by one unit, then Brand 
Value (BV) will be increased or decreased by 0.678 units. This shows the influence of 
Consumer Preference (CP) positive direction of the Brand Value (BV). 

Table 4.32 

Simple Regression Test Results PI*BL 

Variable Standardized Coefficients 

Product Innovation 0.543 

Sumber: Data processed, 2016 
 

The regression coefficient for Product Innovation (PI), is 0.543 and the positive 
sign shows that Product Innovation (PI) increased or decreased by one unit, then the 
Luxury Brand (BL) will be increased or decreased by 0.543 units. This shows the 
influence of Product Innovation (PI) positive direction of the Luxury Brand (BL). 

 
4.1.3 Multiple Regression Analysis 
The analysis results of variables can be seen in the following table: 

Table 4.33 

Multiple Regression Test Results BV, BL*WPP 

Variable Standardized Coefficients 

Brand Value 0.336 

Brand Luxury 0.570 

Sumber: Data Processed, 2016 
 
WPP = b1.BV + b2.BL 
WPP = 0.336 BV + 0.570 BL 



9 
 

The regression coefficient for Brand Value (BV) is 0.336 and positive. This 
shows that when the Brand Value (BV) increased or decreased by one unit, then 
Willingness to Pay a Premium (WPP) will increase or decrease by 0.336 units. This 
shows the significant influence of Brand Value (BV) is the direction of the 
Willingness to Pay a Premium (WPP). 

Koefiesien regression for Luxury Brand (BL) was 0.570 and positive. This 
means that if Brand Luxury (BL) decreased or increased by one unit then Willingness 
to Pay a Premium (WPP) increased or decreased by 0.570 units. This shows that the 
positive influence the direction of the Luxury Brand (BL) to Willingness to Pay a 
Premium (WPP). 
4.1.4 Coefficient of Determination Analisis (R2) 

The coefficient of determination (R2) essentially measures how far the ability of 
the model to explain variations in the dependent variable (dependent), the higher the 
value of R2, the better the model, the R2 value between 0 and 1. If getting close to 1, 
the better the dominant of the independent variables in explaining the dependent 
variable. The coefficient of determination (R2) can be seen in the table below: 

 
Table 4.34 

Determination Coefficient Analysis Results 1 (R2) 

Variable Adjusted R2 

CP*BV 0.442 

Sumber: Data processed, 2016 

 

Based on figures obtained output Adjusted R2 (Adjusted R square) of 0.442 or 
44.2%. This shows that the percentage contribution of Consumer Preference influence 
on the dependent variable Brand Value amounted to 44.2%. This means that 
independent variables are able to explain 44.2% of the dependent variable, while the 
remaining 55.8% is influenced by other variables that are not included in this research 
model. 

Table 4.35 

Determination Coefficient Analysis Results 2 (R2) 

Variable Adjusted R2 
PI*BL 0.271 

Sumber: Processed Data, 2016 

Based on figures obtained output Adjusted R2 (Adjusted R square) of 0.271 or 
27.1%. This shows that the percentage contribution of Product Innovation influence 
on the dependent variable Luxury Brand of 27.1%. This means that independent 
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variables are able to explain the dependent variable of 27.1%, while the remaining 
72.9% is influenced by other variables that are not included in this research model. 

 
Table 4.36 

Determination Coefficient Analysis Results 3 (R2) 

Variable Adjusted R2 

BV, BL*WPP 0.700 

Sumber: Data processed, 2016 

 

Based on figures obtained output Adjusted R2 (Adjusted R square) of 0.700 or 
70.0%. This shows that the percentage contribution of the influence of Brand Value 
and Brand Luxury towards the dependent variable Willingness to Pay a Premium for 
70.0%. This means that independent variables are able to explain 70.0% of the 
dependent variable, while the remaining 30.0% is influenced by other variables that 
are not included in this research model. 

 
4.1.5 F-test 
 

Table 4.37 

 F-test Results 

Variable Sig. Standard Explanation 

CP*BV 0.000 0.05 The hypothesis is accepted 

PI*BL 0.001 0.05 The hypothesis is accepted 

BV, BL*WPP 0.000 0.05 The hypothesis is accepted 

Sumber: Data processed, 2016 

 
Based on the results of ANOVA test or F test in the table above, obtained 

significance (CP * BV) is 0.000. Based on the criteria of hypothesis testing if the 
significance ≤ 0.05, then the hypothesis is accepted, meaning independent variable CP 
(Consumer Preference) simultaneously significantly effect on BV (Brand Value). 

Based on the results of ANOVA test or F test in the table above, obtained 
significance (PI * BL) is 0.001. Based on the criteria of hypothesis testing if the 
significance ≤ 0.05, then the hypothesis is accepted, meaning independent variable PI 
(Product Innovation) simultaneously significantly effect on BL (Luxury Brand). 

Based on the results of ANOVA test or F test in the table above, obtained 
significance (BV, BL * WPP) is 0.000. Based on the criteria of hypothesis testing if 
the significance ≤ 0.05, then the hypothesis is accepted, meaning independent variable 



11 
 

BV (Brand Value) and BL (Luxury Brand) simultaneously significantly effect on 
WPP (Willingness to Pay a Premium). 
 
4.1.5 t-test 
 

T tests were used to determine whether there is a relationship or significant 
influence (significant) between the independent variable Consumer Preference and 
Product Innovation partially on the dependent variable Brand Value and Brand 
Luxury in the first test and second, and between the independent variable Brand Value 
and Brand Luxury partially against Willingness to Pay a Premium. 

 
Table 4.38 

T test results 

Variable Sig. Standard Explanation 
CP*BV 0.000 0.05 The hypothesis is 

 PI*BL 0.001 0.05 The hypothesis is 

 BV*WPP 0.029 0.05 The hypothesis is 

 BL*WPP 0.001 0.05 The hypothesis is 

 Sumber: Data processed, 2016 

1. Variable Consumer Preference (CP) 
CP variable significance value is 0,000 and the default value is 0.05. Then the 

significance < standard (0.000 <0.05) so that it can be concluded that the CP 
influential variable (0 <0.05) independently of the Prada Brand Value in Surabaya. 
2. Variable Brand Value (BV) 

The significant value of the variable BV is 0029 and the default value of 0.05. 
Then the significance of <standard (0.029 <0.05) so that it can be concluded that the 
effect of variable BV (0 <0.05) independently of the Willingness to Pay a Premium 
Prada in Surabaya. 

 
3. Variable Brand Luxury (BL) 

BL variable significance value is 0.001 and the standard value of 0.05. Then the 
significance of <standard (0.001 <0.05) so that it can be concluded that the BL 
influential variable (0 <0.05) independently of the Willingness to Pay a Premium 
Prada in Surabaya. 

 
4.2 Discussion 

Based on the calculation and interpretation of the calculation results of 
research that has been described previously, then this section will discuss the results 
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of research in order to explain the problems of research without leaving the context 
described in the previous chapter. 

Linear relationship with the independent variable and the dependent variable is 
strong enough. Based on the results of a simple regression analysis simple correlation 
coefficient values obtained or single (R) of 0.678 for the variable Consumer 
Preference (CP) of the Brand Value (BV), which showed a high correlation between 
the Consumer Preference to variable Brand Value. This indicates that the first 
hypothesis could be accepted. Based on the results of a simple regression analysis 
simple correlation coefficient values obtained or single (R) of 0.543 for the variable 
Product Innovation (PI) of the Luxury Brand (BL), which shows a high correlation 
between Product Innovation of the Luxury Brand variables. This means that the 
second hypothesis could be accepted. Based on the results of multiple correlation 
analysis found a value of 0.848, it is said there is a great correlation between the 
Brand Value and Brand Luxury on the Willingness to Pay a Premium. 

From the four hypotheses examined, all four hypothesis are accepted. The first 
hypothesis is Consumer Preference significantly affect on Brand Value. This 
hypothesis is supported by t-test where the significance of the value of 0.000 (below 
0.05), which shows that this hypothesis is accepted. The second hypothesis is Product 
Innovation significantly affect on Luxury Brand. This hypothesis is supported by 
t-test where the significance of the value of 0.001 (below 0.05), which shows that this 
hypothesis is accepted. The third hypothesis is that Brand Value significantly affect 
Willingness to Pay a Premium. This hypothesis is supported by t-test where the 
significance of the value of 0.029 (below 0.05), which shows that this hypothesis is 
accepted. The fourth hypothesis, Luxury Brand significantly affect the Willingness to 
Pay a Premium. This hypothesis is supported by t-test where the significance of the 
value of 0001 (under 0.05) which shows that this hypothesis is accepted. 

V. Conclusion, Limitation and Research Extention 
5.1 Conclusion 

Based on the results of a study from 51 respondents who reside in Surabaya 
and consumers of Prada, it can be summarized as follows: 

Based on the results of research conducted, the variables that most influence 
Willingness to Pay a Premium is Luxury Brand variable compared to Brand Value 
variable. This can be a reference for Prada in increasing Willingness to Pay a 
Premium from customers. Prada may increase the Willingness to Pay a Premium of 
consumers if the company has a high Luxury Brand. Prada should increase the 
exclusivity and high prices of products and Prada logo itself. If there are other brands 
that try to imitate, or identical look with the Prada Logo, they should take an 
immediate action to avoid any possible fall of the Prada brand exclusivity. Prada Logo 
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should also be improved by using the metal of the highest quality, so the value of the 
luxury of Prada can be maintained. Creating an infinite product, luxury, and different, 
so that it can improve self-esteem of the consumer because of Prada can be owned by 
certain people only. Prada also should be able to be creative by creating products that 
can represent the characteristics of its customers exclusive, shows that Prada really 
fancy, occupy a high position in the category of luxury goods, as well as by trying to 
reduce their product is authentic or plagiarism from Prada itself, so that consumers 
gain good self-image where Prada is a luxury brand with a limited number of 
consumers. 

However, the increase in Willingness to Pay a Premium can be achieved if 
Prada give more attention to the Brand Value, as consumers requires an understanding 
of Brand Value deeper, better and easier, which means in accordance with customer 
expectations. Prada should provide exclusive taste for consumers on its products, and 
provide a certificate of authenticity of the product is one of the measures to increase 
Brand Value. Prada could create an updated logo without losing the authenticity of the 
previous logo, thus increasing the value of the Prada brand in the eyes of consumers. 
Prada also can add existing outlets, particularly for the Surabaya area, while the 
selection of a place to be chosen, because Prada is a luxury brand that is supposed to 
open a store in a fancy place. With their other stores, so consumers can better take the 
time, because Prada not only be in one place, and by increasing the value of its own 
Prada, will increase consumers' willingness to spend the time to look for Prada. 

Variable Product Innovation is a variable that affects the Luxury Brand. To 
improve Product Innovation, Prada can conduct a product quality improvement by 
continuing to choose leather with the best quality, producing other goods, such as 
bags for laptops, bags for mobile phones, and production of goods with a unique 
material which has never been used by Prada so far. Because of the unique ingredients 
will give a different impression with others, created specifically and exclusively for 
the elite (sheepskin Himalaya), but with regard to acceptance of the consumer. In 
technology, Prada could be more up-to-date on new technological innovation that is 
growing in the Prada world can also expand its marketing territory with regard to the 
country's economy or the market which it is intended and lifestyle community. 

Because one of the variables that influence the Brand Value is Consumer 
Preference, so it is better for Prada to give more attention to the selection and tastes of 
consumers. To improve the Consumer Preference, Prada can not only improve the 
quality of products, but also services provided could make consumers feel special, 
different, and treated special by serving every question from the customer personally. 
Moreover, Prada is also able to routinely rearrange the display for visitors so this can 
attract the attention of visitors and make visitors more responsive and aware of the 
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attractiveness of the display is shown as well as provide an opportunity for consumers 
to match the product with themselves, because a product is considered to represent the 
consumer's personal, and helps to provide choice to consumers will be a suitable 
product for the consumer. 

Luxury Brand together with Brand Value will increase Willingness to Pay a 
Premium of Prada consumer. So, briefly, it can be said that the company needed a 
Consumer Preference to increase Brand Value and Product Innovation to increase 
Brand Luxury then jointly, Brand Value and Brand Luxury each other continuously in 
increasing Prada brand to the public as a brand of luxury and high value, thus 
increasing Willingness to Pay a Premium. 

 
5.2 Limitation and Research Extention 

For future research, it is expected to conduct research using other variables 
that influence the Brand Value and Luxury Brand, because of the research that has 
been done, there are still other variables besides the Consumer Preference affecting 
variable- Brand Value and other variables besides Product Innovation affecting 
Luxury Brand which has not been studied. For example, for the dependent variable 
that can influence the Brand Value can use variable Perceived Brand Foreignness 
(PBF) shows that foreign brands are positioning culture marketing communications a 
viable strategy to increase brand value in the various cultures of different countries. 
From the theoretical point of view, PBF is the main key to the value of brand equity, 
which involves a set of functional imagery and associations with the appeal of 
non-local products (Zhou et al., 2007). As for the dependent variable that can affect 
the Luxury Brand can use variable Brand Leadership (Miller and Mills, 2011). Brand 
Leadership is a consumer assessment in which a brand is successful, visionary, and 
up-to-date with the latest trends. a consumer sees a brand to be successful and the 
extent to which people feel the brand becomes successful or as a leader is likely to 
affect the degree to which individuals feel that a luxury brand. 

In future research are also expected to use other objects outside the field of 
fashion but it remains a brand with a level of luxury and can be used to examine main 
variables Willingness to Pay a Premium, for example, an object in the field of 
aviation, communication media such as gadgets, mobile phones, or in the automotive 
field so that the object of the research could be more varied. Future research could 
also expand the scope of the respondent to be studied, or do research in different areas 
with the research that has been done today. 

In addition, is also expected to use Equational Structural Model (SEM) 
software AMOS 16.0 in future studies, due to complex models as well as the addition 
of an intervening variable in the model used. 
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