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Abstract Consumers behaviour towards purchasing counterfeit products will eventually lead to economic
damage, affect the legitimate manufacturers and impact the industry and social cost. However, there is still
limited research that have been conducted to investigate the predictors of consumer behaviour on counterfeit
products. The aim of this study is to investigate the factors that can affect or influence the consumer purchase
behaviour towards counterfeit products. This quantitative study randomly gathered one hundred and thirty-seven
respondents from Universiti Teknologi MARA Kota Bharu Campus using random sampling technique. Online
survey and questionnaire tool were used in this study for the collection method, and the data gathered were
analysed using SPSS software. Findings showed that only personal gratification and social influence have the
positive and significant relationship with consumer purchase behaviour on counterfeit products. The result from
the findings, however, did not support price-quality inference on the consumer purchase behaviour. Personal
gratification has been found to be the strongest factor for this research. Overall, this study reveals that
consumers’ desire for social attention, feeling of achievement, and need for social acceptance as the factors that
mostly contributed to the behaviour to purchase counterfeit products.
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1. Introduction
11 Background of Study

Counterfeit product is goods that offer low or inferior quality, made or sold under another
brand name without the brand owner's permission, or the action of imitating something legitimately,
and to be used in illegal transactions, and otherwise to confuse customers into believing that the
counterfeit is equal or better than the truth, steal, eliminate, or replace the initial. Counterfeits are also
defined as reproduced copies that are identical to legitimate articles, including packaging, trademarks,
and labelling (Kay, 1990).

Prendergast (2002), categorized consumers who purchased counterfeit products into two types. The
first type is deceptive, in which the consumer is unaware that they buy the unauthorised and fake
products and think that the products are the original products. Meanwhile, the second category is non-
deceptive, where the consumer intentionally and consciously purchases the product of the counterfeits
during the purchasing process.
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Imitation of branded goods also appears in a wide variety of forms (Engizek & Sekerkaya, 2015).
This is because things that typically imitated are well-known and well-known products that display
the business value also draw business interest, whereas in this way, these fraudulent goods quickly are
put on the market, and their revenues can continue to grow as long customers’ demand exist. Most
people may not realize, but some are still buying these counterfeit goods even though they already
know about the product's originality. Moreover, the producers are certainly not aware that their work
is counterfeit though consumers are typically aware that they are purchasing counterfeits.

Additionally, consumers who buy counterfeit goods may not realize the economic damage that their
activities cause to the legitimate manufacturers (Total, 1998). When consumers buy counterfeits
products, it will affect and impact the industry worldwide and lose large amounts to counterfeiters.
These losses not only affect the producers of genuine items, but they also involve social costs. The
ultimate victims of unfair competition are the consumers. They receive poor-quality goods at an
excessive price and sometimes are exposed to health and safety dangers. Governments lose out on
unpaid tax and incur high costs in enforcing intellectual property rights.

Based on the previous study, there are many price-related factors and non-price related factors that are
affecting consumer purchase behaviour towards counterfeit products in Malaysia (Sharif, 2020). The
lower price of the counterfeits also has become the main reason why consumers purchase the
counterfeits. The finding showed that the price-related and non-price related factors such as social
power, price, and personal accomplishment have influenced the consumers' behaviour. Some studies
revealed that the purchase of counterfeits has moved to social media and online systems along with
the day's shopping trend. Importantly, counterfeiting products have increased from year to year since
the 1970s (Bian, 2005), and the counterfeit products sold have also been increasing, whereby it has
mostly gone unnoticed by many buyers. This study aims to examine the factors affecting consumer
purchase behaviour towards counterfeit products among university students who have a high tendency
to purchase counterfeits.

2. Literature Review
2.1 Consumer Purchase Behaviour

Previous studies stated that consumer purchase behaviour is the consumer's behaviour to
satisfy or fulfil his or her needs and also desires by implementing several activities such as searching
for the goods and information, generating the purchase intention and comparing the goods to make a
decision when to purchase the product (Moslehpour, 2014). Several researchers also agreed that
consumer behaviour is divided into two types: purchase intention and purchase decision. The
consumer purchase behaviour falls under the purchase decision. The purchase decision refers to the
consumers that have firm purchase intention, that is ready to purchase or has already purchased the
product (Lee, 2015).

2.2 Counterfeit Product

Many studies have given clear definition of the term counterfeit product. In one study, the
term counterfeit product is defined as any actions aimed at producing goods which violate Intellectual
Property Rights (IPRs) and supplying the counterfeits to conscious and unconscious consumers
(Caneppele, 2012). Maria and Gadekar (2019) stated that counterfeiting product is one of the
consumer frauds where the counterfeit product was sold pretended as the original product. They also
stated that the counterfeit presents the genuine product but in lower quality, durability and reliability.
According to Young and Barney (2018), the imitation strategy happened when a party intentionally
copied the product, or process in order to fulfil their strategic goal. The imitated products were made
precisely and was offered to the marketplace with lower price compared to the original products, as
the products were made from cheaper materials, big workforce, and machines to make them look
similar to the authentic products.
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2.3 Personal Gratification

Personal gratification is related to the need for a sense of success and social recognition and a
willingness to enjoy life's better aspects (Ang et al, 2001). Although customers who purchase
counterfeit goods are conscious that counterfeit products do not have the same quality value as the
initial, they can accept such a settlement. Consumers are going through a method of moral judgment
as they opt to buy fraudulent products (Phau et al., 2009). People can be susceptible to becoming
conscious of the situational aspects of socially acceptable actions and may change their conduct based
on the social circumstance in which they find themselves. The consumer's mindset would influence
personal gratification. Typically, the customer may opt to purchase if the commaodity is worthy of
pleasing them. When buyers want to meet their wishes, they may take steps that include purchasing
counterfeit goods. Hence, it is posited that:

HO: There is no substantial correlation between personal gratification and the customer's buying
conduct towards counterfeit products.

H1: There is substantial correlation between personal gratification and the customer's buying conduct
towards counterfeit products.

24 Price Quality Inference

Analysis has shown that consumers prefer a counterfeit product from a genuine product where
there is a price benefit. The first group contends that if imitation items are in all ways comparable to
authentic products and are still higher in the price sold, consumers will favour counterfeit products
since they profit from the status and quality of brand-name products. On the other side, the second
party claims that while imitation goods are lower than the real one, their higher costs are more than
compensated for the loss of consistency and performance. Counterfeit goods can deliver a lower price
than the initial with a lower standard (Chuchu et al., 2016). Price is one of the most significant
considerations linked to the willingness to adjust the buying intention. According to one theory, the
price-quality linkage is inferential; there is no rational need for higher prices to imply higher quality;
nor does lower prices indicate lower rate "(Obermiller, 1988). In addition, this theory also stated that
the inferential price-level quality is famous among customers and is an essential factor in customer
behaviour (Wahlers, 1999). Therefore, it is posited that:

HO: There is no substantial correlation between price-quality inference and the customer's buying
conduct towards counterfeit products.

H1: There is a significant connection between price-quality inference and the factors of customers
purchase behaviour towards counterfeit products.

25 Social Influence

Social influence is how people modify their actions to satisfy the expectations of a social
environment. Social influence can also be described as a shift in the opinions, emotions, attitudes or
action of a person arising from an association with another individual or community. Therefore, this
people are more likely to buy branded products reflecting wealth and the prestige of social class
brands. Consequently, advertised goods that carry the brand's status to popularity, wealth and
hierarchy are much more likely to be selected. If the level of a brand is important to consumers, but
they cannot afford costly originals, they are likely to turn to false labels as cheaper replacements for
sources (Phau et al., 2009). Thus, it is posited that:

HO: There is no substantial correlation between social influence and the customer's buying conduct
towards counterfeit products.
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H1: There is substantial correlation between social influence and the customer's buying conduct
towards counterfeit products.

3. Research framework

Figure 1 illustrates the research framework of this study.

Figure 1: Antecedents and Consequences of Brand Equity

Personal Gratification

Consumer purchase
behavior towards
counterfeits products

Price-Quality
Inference

Social Influence

Source: Adhikari & Biswakarma (2017).
4. Research Methodology

One hundred and thirty-seven students from Universiti Teknologi MARA Kota Bharu
Campus were recruited for this study. The quantitative method was used for data collection by using
online survey and questionnaire tool according to the current situation and restriction faced by the
researcher due to lockdown during the COVID-19 pandemic. The online questionnaire was designed
by using online Google Form and was distributed and shared with the participants among the students
from Universiti Teknologi MARA Kota Bharu Campus using convenience sampling technique via e-
mails and messenger apps such as WhatsApp and Telegram. This study also used single cross-
sectional design where the collection of data will only be collected once.

The questionnaire was split into two sections, whereby the first section consists of demographic
profile and the second section contains the measurement of the independent variables of personal
gratification, social influence, price-quality inference, and dependent variable of consumer purchase
behaviour that will be tested in this study. The questionnaire was designed by adopting and adapting
questions from related past studies, and the items would be a closed-ended questions where the
respondent will be presented with alternatives for responses using the 5-point Likert-scale that range
from 1 (strongly disagree) to 5 (strongly agree). Finally, the data collected were analysed by using the
Statistical Package of Social Science, SPSS software which involved the measurement of missing data,
normality assessment, frequency analysis, descriptive analysis, reliability test, correlations analysis,
validity test, and multiple regression analysis.

5. Results

The analysis from demographic profiles shows that 112 (81.8%) of the respondents are
female and 25 (18.2%) of the respondents are male. 54.7% or 75 from the respondents are aged
between 23-24 years old, 32.8% or 45 respondents aged 21-22 years old, 5.1% or 7 respondents aged
between 19-20 years, and 7.3% (10) respondents are in 25 years old and above. The results also
present 35.8% (49) respondents are from Marketing course, 27% (37) are from Finance course, 12.4%
(17) are from Islamic Banking course, 9.5% (13) are from Statistics course, 6.6% (9) are from
Economic course, 5.1% (7) are from other courses, and 3.6% (5) respondents are from Mathematic
course. The analysis of status shows that 132 (96.4%) from the respondents are single and 5 (3.6%) of
respondents are married. Additionally, the results of monthly expenses reported that 44.5% (61) from
the respondents spend less than RM100, 32.8% (45) spend RM100-RM200, and 22.6% (31) spend
more than RM200 for monthly expenses. Knowledge about counterfeit products revealed that 131
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(95.6%) of respondents have the knowledge, 3.6% (5) respondents do not have the knowledge, and
3.6% (1) of respondents partially have the knowledge on counterfeits. Finally, the analysis also
demonstrated that 137 (59.1%) of respondents have purchased the counterfeits more than 2 times, 34
(24.8%) never purchased the counterfeits, and 22 (16.1%) have once purchased the counterfeits.

Table 1: Cronbach’s Alpha Statistics

Variables Cronbach’s Alpha No of items
Consumer Purchase Behaviour 0.437 2
Personal Gratification 0.707 4
Price Quality Inference 0.845 4
Social Influence 0.902 4

Reliability analysis of Cronbach’s Alpha considered the value of and less than 0.6 as weak, range of
0.7 as acceptable, and the values within 0.8 range are good. According to the reliability analysis, the
dependent variable of consumer purchase behaviour towards counterfeit products, the result indicates
that the Cronbach’s Alpha for four (2) items measure is .437 equal to 43.7%, the result shows that the
range for dependent variable is weak. For the first independent variable that is personal gratification,
the result indicates that the Cronbach’s Alpha for four (4) items measure is .707 equal to 70.7%, the
result shows that the range for independent variable is good, and it means that the questionnaire about
personal gratification is acceptable. Next, for the price quality inference, the result indicates that the
Cronbach’s Alpha for four (4) items measure is .845 equal to 84.5%, the result shows that the range
for independent variable is very good and the questionnaire about price quality inference is acceptable.
Lastly is social influence. The result indicates that the Cronbach’s Alpha for four (4) items measure
is .902 equal to 90.2%, the result shows that the range for independent variable is very good and the
guestionnaire about social influence is acceptable.

Table 2: Summary Results of Multiple Regression Analysis

Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Beta
Error
(Constant) 2.598 .237 10.943 .000
pgt 247 .109 276 2.261 .025
pqi -.068 .092 -.099 -742 .459
sin .184 .074 .287 2471 .015
Note: R2 =19.0

Table 2 summarizes the result of multiple regression analysis. The result shows that personal
gratification and social influence are significant with the significant value below 0.05 (p<0.05). social
influence highly influences the consumer purchase behaviour towards counterfeit products with beta
value of 0.287, followed by personal gratification with beta value 0.276. Subsequently, from the
multiple regression analysis, the result reveals that 19.0% of the consumer purchase behaviour can be
explained by total variation of personal gratification, price-quality inference, and social influence.

Table 3: Summary of Hypotheses Results
Hypothesis- Statement Significance Results
H1: There is a significant relationship between personal gratification and

factor affecting consumer behaviour to purchase counterfeit product 0.025 supported
HO: There is no significant relationship between price-quality inference and 0.459 supported
the factors affecting consumer behaviour in purchasing counterfeit products ' PP
H1: There is a significant relationship between social influence and the 0015

. supported

factors affecting consumer behaviour in purchasing counterfeit products
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Table 3 demonstrated the hypothesis results of this study. From six hypotheses tested in this study,
only three hypotheses are supported. According to the table, for personal gratification, it shows that
the correlation is very significant at value 0.025, therefore, there is a significant relationship between
personal gratification and factor affecting consumer behavior in purchasing counterfeits product, and
the result of H1 is supported. Second, for the price-quality inference, the table shows that the
correlation is not significant at value 0.459, thus there is no significant relationship between price
quality inference and factor affecting consumer behavior in purchasing counterfeit product and hO is
supported. Next is for social influence, it shows that the correlation is significant at value 0.015,
therefore, there is a significant relationship between social influence and factor affecting consumer
behavior in purchasing counterfeits product, thus the result of H1 is supported.

6. Conclusion

The objective of this study is to examine the factors affecting consumer purchase behaviour
towards counterfeit products among university students in UiTM Kota Bharu and to investigate the
relationship between personal gratification, price-quality inference, and social influence with
consumer behaviour to purchase counterfeit products. From the result, personal gratification and
social influence were found to positively and significantly influenced the consumer behaviour to
purchase counterfeit products among students in UiTM Kota Bharu Campus. From the result, it shows
that personal gratification is the most contributing factor that affects the consumer in buying
counterfeits product. On the other hand, the remaining one independent variable which is price-quality
inference was found not significant and does not have relationship with the consumer behaviour to
purchase counterfeit products. Overall, it is recommended for the future research to test and explore
other contributing factors on consumer purchase behaviour towards counterfeit products, as well as
expand the range of the study population into border target of population.

References

Adhikari, H. P., & Biswakarma, G. (2017). Determinants of Purchase Intention towards Counterfeit Apparels in
Nepalese Consumers. International Journal of Research in Business Studies and Management, 4(10),
10-17.

Arvid Cademan, R. H. (2012). The Affect of Counterfeit Products on Luxury Brands.

Aveyard, H. (2014). Doing a Literature Review in Health and Social Care (Third ed.). Open University Press.

Bian, X. a. (2005). Consumers' attitudes regarding non-deceptive counterfeit brands in the UK and China.
Journal of Brand Management, 14(3), 211-22.

Blackwell, R. D., Miniard, P. W., & Engel, J. F. (2001). Consumer behavior 9th. South-Western Thomas
Learning. Mason, OH.

Blumberg, B. D. (2005). Business Research Methods (9 ed.). London: McGraw-Hill Education.

Brando A. M. P. D. C., G. M. (2019). The Counterfeit Market and the Luxury Goods, Fashion Industry: An
Itinerary Between Feeling and technology. IntechOpen. doi:10.5772/intechopen.86479

Caneppele, S. (2012). Counterfeits Goods. (M. Beare, Ed.) SAGE Publications Inc.
doi:10.4135/9781452218588.n33

Cordell, V. v. (January, 1996). Counterfeit purchase intentions: Role of lawfulness attitudes and product traits as
determinants. Journal of Business Research, 35(1), 41-53. doi:10.1016/0148-2963(95)00009-7

Chuchu, T., Chinomona, R., & Pamacheche, R. (2016). Factors That Influence the Purchase of Counterfeit
Products By Students: a Case of South Africa. International Conference on Ethics of Business,
Economics, and Social Science, 324-337.

Dudovskiy, J. (1 July, 2016). Business Research Methodology. Retrieved from research method questionnaire:
https://research-methodology.net/research-method/questionnaires-2/

Engizek, N., & Sekerkaya, A. (2015). Is the Price Only Motivation Source To Purchase Counterfeit Luxury
Products? Journal of Academic Research in Economics (JARE), 7(1), 89-118.
https://eds.a.ebscohost.com/eds/pdfviewer/pdfviewer?vid=0&sid=a31e0ae7-a222-442¢c-b07f-
be9a7992406¢%40sdc-v-sessmgr03

Gene M. Grossman, C. S. (May, 1988). Foreign Counterfeting of status goods. Quarterly Journal of Economics,
79-100. Retrieved from
https://scholar.google.com/scholar?oi=bibs&cluster=10151599163460852307 &btnl=1&hl=en

Hadiwijaya, K. K. (2015). Consumer Intention of Purchasing Original and Counterfeit Products ; a Case Study

32
eISSN 0128-2697



Journal of Contemporary Social Science Research, Vol.7, Issue 1, June 2022

of Louis Vuitton Wallet. IBuss Management, 3(2), 272-284.

Harun, A., Adzwina, N., & Rahman, A. (2012). Why Customers Do Not Buy Counterfeit Luxury Brands?
Understanding the Effects of Personality, Perceived Quality and Attitude on Unwilligness To Purchase.
Labuan E-Journal of Muamalat and Society, 14-29.

Hashim, N. M. H. N., Shah, N. U., & Omar, N. A. (2018). Does counterfeit product quality lead to involvement
and purchase intentions? The moderating effects of brand image and social interaction. International
Journal of Economics and Management, 12(2), 607-620.

Lavrakas, P. J. (2008). SAGE . doi:https://dx.0i.0rg/10.4135/9781412963947.n425

Lee, J. a. (2015). How purchase intention consummates purchase behaviour: the stochastic nature of the product
valuation in electronic commerce. Behaviour and Information Technology, 34(1), 57-68.

Leon G. Schiffman, L. L. (2000). Consumer Behaviour. 469.

Moslehpour, M. V. (2014). Differences of consumer purchase behaviour toward organic rice in Indonesia and
Taiwan. International Journal of Quality and Service Science, 6(4), 348-368.

Nia, A. Z. (2000). Do Counterfeits devalue the ownership of luxury brand? Journal of Procut and Brand
Management, 485-497.

Peter H. Bloch, R. F. (1993). consumer accomplices in product counterfeiting: a demand side investigation.
Journal of Consumer Marketing, 10(4), 27-36. d0i:10.1108/07363769310047374

Phau, I., Teah, M., & Lee, A. (2009). Targeting buyers of counterfeits of luxury brands: A study on attitudes of
Singaporean consumers. Journal of Targeting, Measurement and Analysis for Marketing, 17(1), 3-15.
https://doi.org/10.1057/jt.2008.25

Prendergast, G. L. (1 12, 2002). Understanding consumer demand for nondeceptive pirate brands. 20, 405-416.
doi:10.1108/02634500210450846

Ricky Wilke, J. L. (1999). Brand Imitation and its effects on innovation, competition, and brand equity. 42(6),
9-18.

Ricky Wilke, J. L. (1999). Brand Imitation and its effects on innovation, competition, and brand equity. 42(6),
9-18. Retrieved from https://EconPapers.repec.org/RePEC:eee:bushor:v:42:y:1999:1:6:p:9-18

Schober, P., Boer, C., & Schwarte, L. A. (2018). Correlation Coefficients. Anesthesia & Analgesia, 126(5),
1763-1768. doi:10.1213/ane.0000000000002864

Sharif, M. K. (1 April, 2020). Why do consumers buy counterfeit luxury product? A tale of two major cities in
two different countries. Journal of Marketing and Logistics. doi:10.1108/APJML-06-2019-0361

Susan L. Young, Jay b. Barney. (2018). Strategic Imitation. The Palgrave Encyclopedia of Strategic
Management. doi: 10.1057/978-1-137-00772-8

Victor v. cordell, N. w. (January, 1996). Counterfeit purchase intentions: Role of lawfulness attitudes and
product traits as determinants. business research, 35(1), 41-53.

33
eISSN 0128-2697



