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Abstract: This research purposes to investigation of impact of non-price factors on consumer attitude and
purchase intention counterfeits luxury brand. We used a survey with 398 students of Islamic Azad university
of central unit was conducted in the Iranian students although self-questionnaire that a questionnaire was
developed consisting of previously used scales and also we used the Structural Equation Modeling technique
to examine the hypothesized relationships. In addition, we involved AMOS software for analysis. We found that
perceived risk and subjective norms factors are most influence on attitude toward counterfeits that they are only
impact antecedent’s attitude on behavioral intention. This research limited to only a city (Tehran) and just
dedicated to students, therefore we cannot generalize to whole consumer society and we have time and money
limited. This research offer in-depth understanding from consumer attitude toward counterfeits luxury brands
in Iran country and help to marketers that find strategies for preventing of purchasing counterfeit luxury brands.
This research performed for first in Iran, focused of demand side`s counterfeits and investigated social and
personality influences on attitude toward counterfeits that they are non-price factors.
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INTRODUCTION

Issue counterfeiting began since 1970s and perpetual
is spreading in all of the country, almost Countries have
hurt due emerging counterfeit products and their
economics have entered in high crisis. Counterfeiting had
flooded further in luxury brands market and products
include such as clothes and watches. 

For counter to counterfeits have done high acts, but
The International Anti-Counterfeiting Coalition estimates
that counterfeiting is responsible for US$200 billion a
year in lost jobs, unpaid taxes and lost sales. The
Organization for Economic Co-operation and
Development estimates that up to USD 250 billion worth
of internationally traded products were counterfeit or
pirated in 2007, Product counterfeiting undermines the
beneficial effects of intellectual property rights and the
concept of branding. The majority of the research on
counterfeiting has focused attention on the supply side,
with a few researches addressing the demand side of
counterfeiting, that is, consumer assist to engage in
consumer misbehavior and deliberately purchase
counterfeit goods. It can be argued that counterfeiters are
good marketers because they have found a need and are
finding a way to fulfil it.

Recently, some scholars have examined the problem
of counterfeiting from the consumer's perspective. In
paper`s Wee et al. (1995) mentioned on the consumer's

role in the growth of trademark piracy. Also, Wee et al.
(1995) studied variables, such as age, income and product
attributes, that influence the purchase of counterfeits, or
Cordell et al. (1996) found three motivators for using
pirated goods: the status symbolized by the brand, the
channel of distribution and the price. Both Cordell et al.
(1996) and Wee et al. (1995) have researched the attitudes
of the consumer.

Several repetitive concepts have been discussed both
in this literature and in the research of general criminal
behaviour. The aberrant and/ criminal behavior, both
consuming and other, is often motivated by certain
characteristics or situational factors. Price, penalty and
situation-specific elements all appear to be related to the
decision to willingly participate in criminal behaviour
(wee et al., 1995; Albers and Nancy, 1999).

Price the main motive is not for purchase. Price
pressures have been associated with illicit behavior. 
Dodge et al. (1996) reported, “Direct economic
consequences influence the tolerance of questionable
behavior by consumers” (Albers and Nancy, 1999). Wee
et al. (1995) suggested that price is not the main motive
for the purchase of counterfeit goods and they are-stated
product attributes are influenced more than other
variables.

De Matos et al. (2007) stated that past research
examined the supply side of counterfeiting (such as (Ang
et al., 2001;  Albers  and  Nancy,  1999).  Also,  been an
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increasing number of studies directed on the consumer
behavioral aspect of counterfeiting (Wee et al., 1995;
Cordell et al., 1996; Nia and Zaichkowsky, 2000; De
Matos et al., 2007; Lee, 2009; Hieke, 2010). Other studies
have focused on price determinants (Albers and Nancy,
1999),  non-price  determinants  such  as attitudes (Wee
et al.,  1995;  Tom  et  al., 1998; Ang et al., 2001; Wang
et al., 2005; Cordell et al., 1996; Prendergast and Wong,
2003; Furnham and Valgeirsson, 2007), ownership of
counterfeit luxury products (Cheung and Prendergast,
2006) and across a number of cultural contexts (Tom et
al., 1998; Ang et al., 2001; Eisend and Schuchert, 2006).
This paper tried that show behavioural intentions of the
consumers who consciously seek out counterfeit brands
and also non-price factors impact on attitude toward
purchase intentions.

Findings would allow marketers and policy makers to
formulate more effective strategies to diminish the
counterfeiting problem in Iran (Ang et al., 2001). It strives
to explore the Iranian consumers’ attitude to purchasing
counterfeits of luxury brands. The aims of this study are
that examines the relationship between “social and
personality factors” and “attitudes towards counterfeits of
luxury brands” of Iranian consumers (students of central
Islamic Azad University) and relationship between
attitude and purchase intention. 

LITERATURE REVIEW

“Counterfeiting-the production of copies that are
identically packaged, including trademarks and labeling,
copied so as to seem to a consumer the genuine article, or
Counterfeits are reproductions of a trademarked brand
which are closely similar or identical to genuine articles.
This includes packaging, labelling and trademarks, to
intentionally pass off as the original product. Whereas,
counterfeiting is involved an illegally produced copy of
the original article” (Wee et al., 1995; Phau et al., 2009).
Counterfeiting looks in different forms, as deceptive, non-
deceptive and impression counterfeiting, by deceptive
counterfeiting, the consumer is either not aware or unsure
of the fact that he/she is purchasing a counterfeit rather
than the original product and cannot be held blamed for
this behavior. This work limits its scope to non-deceptive
counterfeiting, where consumers intentionally purchase
counterfeits. The choice of the non-deceptive counterfeit
context has considered important, as only under these
circumstances might consumers’ perceptions of
counterfeits reproduce their demand for these products
(Bian and Moutinho, 2009). 

Attitudes towards counterfeiting: “Attitude” means a
learned predisposition to respond to an object in a
consistently favorable or unfavorable way. According to
Kobella (year), the term attitude contains a wide range of
affective behaviors (e.g. prefer, accept, appreciate and
commit). Hayes described, "Attitude affects the way in

which we perceive the world around us." Fishbein and
Ajzen (1980) presented work based on hypothesized
relationship among beliefs, attitudes, behavior intentions
and behavior. Attitude has several characteristics:

C Attitudes are not inherent; they are learned through
experience

C Attitudes can be inferred from the observed
antecedent stimulus and the consequent behaviour
pattern. They are thus, of the nature of an
superseding variable and a hypothetical construct

C Attitudes have objective reference; one holds an
attitude concerning some object person, or issue. In
this respect, they differ from motives or personality
traits that have subjective reference

C Once formed, attitudes are stable dispositions and are
not likely to change under ordinary conditions.

C From operational point of view, attitudes have
demonstrated in the consistency of responses made to
a specific object situation.

The marketing area, attitude is one of the most
important concepts for marketers use to understand
consumers. An attitude in marketing terms has defined as
a general evaluation of a product or service made over
time. Consumer’s attitude is the consumer‘s liking,
endorsement or preference for product attributes, which
summarizes the criteria that consumers use to make
decisions concerning what products to buy. In other
words, consumer’s attitude explains how people’s beliefs
and knowledge lead to attitudes and how their information
integration process form attitudes toward actions and
influence people’s intentions to perform behaviors (xiao
and He, 2011).

The attitude construct is often use as a predictor of
consumer intentions and behaviors. As attitudes cannot
observe directly, researchers must rely on determining
consumer  attitudes  through  research  measures  (Phau
 et al., 2009). 

Past research has examined the economic, quality and
legal or ethical factors that shape and influence attitudes
of consumers (Cordell et al., 1996; Ang et al., 2001;
Wang et al., 2005). Finally, the functional benefits are
important when purchasing counterfeits of luxury brands.
However, much more so is the desire to own the prestige
and status symbol that the trademarked brand suggests,
commonly more price is also reflective of consumer
attitudes towards the value of counterfeit products.
Counterfeits of luxury brands are intentionally exploiting
on the fact that their products have positioned at a lower
and more competitive price. On the same note, there is a
compelling and addictive attraction basing on the attitudes
that consumers would want to purchase a luxury branded
product, but would be unwilling to pay the high price tag
related with it. The general perception is that the low
financial risks provide the added benefit for consumers  to
 purchase  counterfeit goods,  as  prices  of  counterfeits
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are relatively advantageous. Furthermore, because
counterfeits are often at a lower price, the expectation of
quality would not be equivalent to that of the genuine
article. As long as the basic functional requirements have
met or the visibility and symbolic value  has  attained,
 consumers  will  be  gratified  (Phau et al., 2008). We
believe that luxury brand attributes can be a cause for
purchase counterfeit luxury brand, because counterfeits
buyers will buy them only for receive social benefits. 

Hypotheses development:
Price quality inference: Research has discovered that
consumers will select a counterfeit over a genuine product
when there is a price advantage. However, prior studies
suggest that there are two types of counterfeit buyers with
relation to price and quality inference. The first group
senses that if counterfeit products are equivalent to the
genuine in all aspects and yet has superior in price
offered, then consumers will choose counterfeits, as they
provide the advantage of the status and quality attributes
of brand-name products. In contrast, the second group
feels that although counterfeits are poorer to the original,
their superior prices more than pay compensation for the
gap in quality and performance. In research performed by
Phau, this assumption conformed (Phau et al., 2008). As
the two main differences consumers perceive between a
counterfeit and an original product are the lower prices
and the poorer guaranties, price and risk constructs are
likely to be important factors related to attitude toward
counterfeits. In fact, previous studies have shown that
price difference is an important variable when choosing a
counterfeit. Inference of quality by the price level is a
common belief among consumers and an important factor
in consumer behavior. In this sense, consumers’ tendency
to believe that “high (low) price means high (low)
quality” becomes even more important when there is little
information about the product quality or the consumer is
incapable to judge product quality. As proposed also by
Huang et al. (2004), considering that counterfeits are
usually sold at lower prices, the greater the relationship
price-quality for the consumer, the lower his/her
perception of quality for the counterfeits (De Matos et al.,
2007).Therefore:

H1: A consumer who more strongly believes in the
price-quality inference has a more negative attitude
toward counterfeits.

Risk averseness and perceived risk in counterfeits
purchasing: “Risk averseness is defined as the propensity
to avoid taking risks and is generally considered a
personality variable”. This psychological consumer trait
is an important characteristic for distinguishing between
buyers and non-buyers of a product category, especially

a risky one (Ibid). Huang et al. (2004) discovered a
significant reverse relationship between risk averseness
and attitude. Therefore, we expected that:

H2: Consumers who are more (less) risk averse will
have unfavorable (favorable) attitude toward
counterfeits.

As stated in H2, consumers believe that counterfeits
have sold with lower prices and poorer guaranties.
Because of this, the risk variable is as important as the
price-quality inference. The concept of perceived risk
more often used in marketing literature defines risk in
terms of the consumer’s perceptions of the uncertainty
and opposing consequences of buying a product or
service. Hence, consumers are judge what are the chances
that a problem might occur and also what will be the
negative consequences of such problem and this judgment
will influence every stage of the consumer decision-
making process. As the nature of these problems differ,
the risk might include different components, such as
performance, financial, safety, social, psychological and
time/opportunity dimensions. Albers and Nancy (1999)
found a significant role of the risk factor on the
purchasing of counterfeits. In this context, a consumer
may consider that: the product will not perform as well as
an original item and there will be no warranty from the
seller; choosing a counterfeit will not bring the best
possible monetary gain; the product may not be as safe the
original one the selection of a counterfeit will affect in a
negative way how others perceive them; and he/she will
waste time, lose convenience or waste effort in having to
repeat a purchase. In this sense, it is hypothesized that
(Ibid. 2007, 38). Thus:

H3: Consumers who perceive more (less) risk in
counterfeits will have unfavorable (favorable)
attitude toward counterfeits.

Integrity: In accordance with moral competence theory,
an individual’s behavior is affect through his or her
personal sense of justice. The influence of values like
integrity will affect one’s judgment towards succumbing
to unethical activities. Integrity represents an individual’s
level of ethical consideration for and obedience to the
law. Researches are shown consumers who are more
lawfully minded, possess unfavorable attitudes toward
counterfeits and are less willing to purchase counterfeits
Consumers, who knowingly purchase counterfeits,
rationalize their actions and do not perceive their behavior
as unethical. As a result, in comparison to buyers of
counterfeits, non-buyers will have negative attitudes
toward the lawfulness of counterfeits and the legality of
purchasing counterfeits (Phau et al., 2008). Past
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researches distinguish confirm this relationship (De Matos
et al., 2007). Thus:

H4: Consumers who attribute more (less) integrity to
themselves will have unfavorable (favorable)
attitude toward counterfeits.

Personal gratification: Personal gratification is link to
the need for a sense of accomplishment and social
recognition and the desire to enjoy the finer things in life.
Even though consumers who purchase counterfeits are
aware that the counterfeit products do not provide similar
levels of quality as the original, they are willing to accept
such compromise. Consumers go through a process of
moral reasoning when they make the decision to purchase
a counterfeit. Prior researchers provided a model
explaining how consumers go through the stages of moral
reasoning. The process of moral reasoning goes through
three distinct levels, namely, the expected personal
consequences in terms of punishment, reward or exchange
of favours, the social influence and conformity to the
conventional order of the society; and the desire to
differentiate values and moral principles from referent
groups and authorities. The individual adopts the self-
chosen ethical principles and these have generally
perceived as consistent and often universal. Researchers
found when compared buyers of counterfeits with non-
buyers, non-buyers of counterfeits tend to be less
confident and less successful and have lower perceived
status. These characteristics are often associated with
individuals who seek accomplishment, social recognition
and a higher standard of living. Consumers searching for
higher personal gratification will have negative attitudes
towards counterfeits of luxury brands (Phau et al., 2008).
In past researches indicated that personal gratification
were not significant predictor of attitude (Ang et al.,
2001). Thus:

H5: Consumers’ sense of accomplishment will affect
their attitude toward counterfeits.

Subjective norm: Subjective norm is a social factor
referring to the perceived social pressure to perform or not
to perform a given behavior (De Matos et al., 2007).
Social pressure can influence individuals to follow as well
as break rules. The extent to which consumers are
influenced by social pressure in their attitude is depended
on their susceptibility to such pressure. Consumer
susceptibility is “the need to identity with or enhance
one`s image in the opinion of significant others through
the acquisition of others regarding purchase decision and
the tendency to learn about product by observing others or
seeking information from others. Researchers proposed
that are two forms of susceptibility. First, consumers may

be informational susceptibility, where products are bought
based on the expert opinions of others. In such cases, the
views of others regarding quality and weather it is a wise
purchase are critical usually, informational susceptibility
concerns purchase decisions that are based not on the
expert opinions of others, but on the expectations of what
would impress others (Ang et al., 2001).

Regarding counterfeits, friends and relatives may act
as inhibitors or contributors to the consumption,
depending on how much this behavior has approved by
them. Thus:

H6: Consumers perceiving that their friends/relatives
approve (do not approve) their behavior of buying a
counterfeit will have favorable (unfavorable) attitude
toward counterfeits.

Behavioral intentions: In article, Armitage and Christian
(2003) explained theories of reasoned acted and planned
behavior by Ajzen and fishbien that Ajzen and Fishbein
(1980) proposed the TRA. It is made up of three
constructs namely behavioral intention (BI), attitude (A)
and subjective norm (SN). The theory suggests that an
individual’s BI is a function of the individual’s attitude
about the behavior and SNs. BI has defined as the
individual’s relative strength of intention to perform a
behavior. Attitude comprises of the various beliefs about
the outcomes of performing the behavior multiplied by the
assessments of these outcomes. SN comprises of the
perceived expectations from the individuals and the
intentions to comply with these expectations. In short, an
individual’s volitional behavior has predicted by the
attitude toward the behavior in question that how it has
assumed that other people would view them if the
behavior has performed. The individual’s attitude,
together with the SNs, will form the BI. However, the
predictive validity of the theory becomes problematic if
the behavior has studied is not under volitional control
(Armitage and Christian 2003). Thus:

H7: Consumers with more favorable (unfavorable)
attitudes toward counterfeits will have more favorable
(unfavorable) behavioral intentions toward these products.

Conceptual model: Based on the theoretical background
just presented, we show the model proposed and
submitted to empirical test in (Fig. 1).

METHODOLOGY

Data was collected via students of two colleges of
central Islamic Azad University in Tehran city. Also, we
accomplished  our  analysis  on October. We used a self-
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Fig. 1: Conceptual model for attitude toward counterfeited
products 

Table 1: Sources of measurement scale items
Scale measure Source
Price quality inference (Lichtenstein et al., 1993; Huang

et al., 2004) 
Risk averseness (Huang et al., 2004; Donthu and

Garcia, 1999)
Attitude toward (Huang et al., 2004)
counterfeited products
Subjective norm (Ajzen, 1991)
Behavioral intentions (Zeithaml et al., 1996)
Perceived risk (Dowling and Staelin, 1994)
Integrity (Ang et al., 2001)

administered questionnaire. We regarded 397 samples for
collecting data. This University has 35000 students and
we selected simple random sampling management and art
colleges among other colleges and then, we used
proportional stratified sampling for sampling of students.
Student samples are justifiable for this study, given the
nature of the research design. First, the vast majority of
university students fall into the 18-30 years age group.
This age group has consistently been found to contain
individuals who are most likely to purchase counterfeits
Furthermore, students do not have the income required to
purchase genuine luxury products Thus, they resort to
counterfeits to gain the benefits associated with use of
luxury brands. The data collection was conducted over a
two-week period on both weekdays and weekend. In
addition, we used from SPSS for entered data and used
from SEM technique for confirmative factor analysis
(CFA).

Based on the literature, the authors built the survey
instrument, using scales that have already validated in
previous research. Table 1 summarizes the items used for
each construct, as well as the authors used as reference.
Participants answered these items using Likert scales
varying from one (completely disagree) to seven
(completely agree). Only the scale of behavioral
intentions used a different format, with anchors varying
from one (very unlikely) to seven (very likely). In this
study it was not specified any counterfeited product in

particular. Questions considered the expression
“counterfeited products” in general because the aim at this
moment was to assess consumer attitudes toward
counterfeited products overall.

The Cronbach’s Alpha internal consistency
coefficients for each constructs of the scale (price-quality
inference, risk averseness, attitude toward counterfeited
products, subjective norm, behavioral intentions,
perceived risk, integrity, personal gratification), are
Respectively calculated. This pattern of low values for the
risk averseness scale is similar to the results presented by
De Matos et al. (2007), Also, This result shown in Huang
et al. (2004). Also the general reliability of the scale items
are (Cornbrash’s Alpha = 0.71). We indicate Composite
Reliability (CR) and Average Variance Extracted (AVE)
in Table 2. All of variable have high CR but AVE all of
variable less than 0.5 except subjective norm variable.

All perceptual measures are subjected to assessments
of dimensionality, reliability and validity. First, we
assessed reliability and convergent validity through a
series of measurement models using AMOS Based on the
measurement models, all items had loadings above the
recommended 0.7 threshold, also loading factors can
came at least 0.50. We also calculated composite
reliability and average variance extracted for each latent
construct. Composite reliabilities (0.7) and average
variance extracted (0.5) all exceeded the recommended
thresholds. These findings are presented in Table 2 and
lead us to conclude that all items were acceptable and
reliable. Considering the conceptual similarities between
the different sub-dimensions of fit, it was highly important
to establish whether the constructs demonstrated
discriminant validity. All Variance Extracted (AVE)
estimates in the Table 3 are larger than the corresponding
squared inter-construct correlation estimates (SIC). This
means the indicators have more in common with the
construct they are associated with than they do with other
constructs. Therefore, the total of construct CFA model
demonstrates discriminant validity. We had shown
discriminant validity through Table 3 (Fornell and
Larcker, 1981). 

Instead, this has accomplished through the
assessment of a full Confirmatory Factor Analysis (CFA).
The model fit is evaluated using a series of indices
recommended by. The CFA produced acceptable fit as
evidenced by the CFA Fit Statistics P2 = 909.359; DF =
355; CMIN/DF = 2.51; RMSEA = 0.063; GFI = 0.86;
AGFI = 0.83; CFI = 0.83; RMR = 0.60. Although the
model chi-square is significant, which is usual with large
samples, other fit indices indicate acceptable fit. 

RESULTS AND DISCUSSION

In order to test the hypotheses (Hypotheses 1-6) and
analyze the relationships between the variables in the
conceptual  model of the study, we estimated regression
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Table 2: Reliability and validity
No Item Corrected item-total correlation Alfa if item deleted Variable AVE CR
1 Generally speaking, the higher 0.5395 0.5267 Price quality 0.67 0.61 0.73

the price of a product, the inference
higher the quality

2 The price of a product is a 0.4683 0.6176
good indicator of its quality

3 You always have to pay a bit 0.4740 0.6124
more for the best

4 When I buy something, I 0.37 0.40 Risk averseness 0.54 0.58 0.63
prefer not taking risks

5 I like to be sure the product is 0.21 0.63
a good one before buying it

6 I do not like to feel uncertainty when 0.490.22
I buy something.

7 Considering price, I prefer gray 0.44 0.73 Attitude toward 0.75 0.51 0.79
market goods counterfeited

products
8 I like shopping for gray market goods 0.37 0.75
9 Buying gray market goods generally 0.64 0.66

benefits the consumer
10 There’s nothing wrong with purchasing 0.52 0.70

gray market goods
11 Generally speaking, buying gray market 0.60 0.67

goods is a better choice
12 My relatives and friends approve my 0.74 - Subjective norm 0.85 0.68 0.78

decision to buy counterfeited products
13 My relatives and friends think that I 0.74 -

should buy counterfeited products
14 Considering today, what are the chances 0.39 0.78 Behavioral 0.75 0.49 0.63

that you think about a counterfeited product intentions
as a choice when buying something

15 .buy a counterfeited product 0.49 0.74
16 recommend to friends and relatives that 0.65 0.65

they buy a counterfeited product
17 say favorable things about counterfeited 0.74 0.60

products
18 The risk that I take when I buy a 0.66 0.70 Perceived risk 0.79 0.70 0.74

counterfeited product is high
19 There is high probability that the product 0.66 0.70

doesn’t work
20 Spending money with a counterfeited 0.60 0.76

product might be a bad decision
21 I consider honesty as an important 0.74 0.74 Integrity 0.82 0.68 0.77

quality for one’s character
22 I consider very important that people 0.72 0.75

be polite
23 I admire responsible people 0.53 0.83
24 I like people that have self-control 0.65 0.78
25 A comfortable life is important to me. 0.77 0.72 Personal 0.81 0.54 0.71

gratification
26 An exciting life is important to me. 0.30 0.86
27 A sense of accomplishment is 60 0.77

important to me.
28 I value pleasure. 0.63 0.76
29 I value social recognition. 0.74 0.73

weights and standardized regression weights. Considering
the antecedents of attitudes, significant paths were found
such as perceived risk (p<0.000), Subjective norms
(p<0.8), supporting H3, H6. Integrity (p<0.156), Personal
gratification (p<0.426) and Price-quality influence
(p<0.106) were non-significant antecedents, failing to
support H1, H2, H4, H5, But, Contrary to expectations,
however, results showed risk averseness is a significant
antecedent (p<0.042). 

Result revealed that attitude toward counterfeits has
most significantly affected by the following construct:
only perceived risk ($ = 0.80) affected for attitude
significantly. Other factors affected but very low. In the
other hand, attitude also has not affect for purchase
intention ($ = -0.39), but subjective norms affected
directly on purchase intention that we this path suggest
based on theory of planned behavior by Ajzen (1991),
however, if we  add new path between subjective norms
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Table 3: Discriminant validity
Squared inter-construct

Estimate correlations(SIC) Variable AVE SIC
Xi2 <--> Xi4 0.257 0.066 Xi2 0.58 0.066+0.089+0.06+0.02+0.02
Xi1 <--> Xi6 0.272 0.073 Xi6 0.54 0.073+0.225+0.005+0.003+0.02
Xi1 <--> Xi2 0.299 0.089 Xi1 0.61 0.073+0.089+0.002+0.02
Xi5 <--> Xi6 0.475 0.225 Xi5 0.68 0.225+0.001+0.09+0.02
Xi3 <--> Xi4 -0.435 0.189 Xi4 0.70 0.18+0.066+0.001+0.005+0.002
Xi1 <--> Xi3 -0.215 0.046 Xi3 0.68 0.18+0.046+0.06+0.09+0.003
Xi4 <--> Xi5 0.036 0.001
Xi2 <--> Xi3 -0.261 0.068
Xi4 <--> Xi6 -0.073 0.0053
Xi3 <--> Xi5 -0.098 0.09
Xi1 <--> Xi4 0.048 0.0023
Xi3 <--> Xi6 -0.055 0.003
Xi2 <--> Xi6 0.170 0.0289
Xi2 <--> Xi5 0.170 0.0289
Xi1 <--> Xi5 0.156 0.0243

Fig. 2: Model final proposed

Table 4: Parameter estimation
 Standardized

 (Regression  regression
 weights) S.E.  C.R. P  weights

Eta1 <--- Xi3 -0.166 0.056 -2.947 0.003 -0.203
Eta1 <--- Xi4  0.808 0.121  6.666 ***  0.616
Eta1 <--- Xi2 -0.193 0.106 -1.812 0.070 -0.131
Eta1 <--- Xi1 -0.009 0.083 -0.107 0.915 -0.007
Eta1 <--- Xi5  0.157 0.094  1.664 0.096  0.112
Eta1 <--- Xi6 -0.036 0.109 -0.333 0.739 -0.024
Eta2 <--- Eta1 -0.393 0.070 -5.636 *** -0.399
SMC: Attitude 0.505; Behavioral intentions: 0.159

and behavioral intention, chi-square decreases, Other
results shown in Table 4. 

Finally, we drawn proposed model in AMOS software
that has shown in (Fig. 2).

Note: Xi1 (price-quality influence), Xi2 (Risk
averseness), Xi3 (Subjective norms), Xi4 (perceived risk),

Xi5 (Integrity), Xi6 (Personal gratification), Eta1
(Attitude), Eta2 (purchase intention). 

This paper tried that investigated the key antecedents
of consumer attitudes toward counterfeits, as well as the
influence of this attitude on the behavioral intentions
toward these products. Based on recent marketing
literature, this article examined model of extended de
Matos et al. (2007).

The study presented here considered as antecedents
a combination of these factors presented in previous
sentence. Although some constructs had a relative small
average variance extracted (e.g., risk averseness) and
some of the fit indexes obtained in the model only
approximate the desired level (e.g. CFI should be higher
than 0.83), 15% of the variance in the behavioural
intentions and 50% of the variance in the attitudes could
be explained by the variables in the model (i.e.,
considering Squared Multiple Correlations, SMC for these
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constructs). These values are rather considerable,
especially considering previous research (Ang et al.,
2001; adjusted R2 was equal to 0.44 for the model
predicting purchase intentions). Results from this
extended model revealed that perceived risk was the most
important variable to predict consumer attitude toward
counterfeits. Consumers who perceived more risk in the
counterfeits had unfavorable attitudes toward them, in line
with previous research dealing with perceived risk. Those
consumers whose relative and friends approve their
decision to buy counterfeits have less favorable attitudes,
a result un-convergent with the predictions of the Theory
of Planned Behavior. In this study were constructs such as
Integrity, Subjective norms, Personal gratification and
Price-quality influence did not have a significant
influence on attitudes, which is different from the result
presented by de Matos et al. (2007). In paper Ang et al.
(2001) integrity variable negatively influenced on attitude
and personal gratification factor was non-significant
similar current condition. This finding is interesting if one
considers that perceived risk was the most important
predictor. A possible explanation is the difference in
meaning between them and also the easiness with each
respondents probably related the perceived risk items to
the context of the research, maybe having difficult to do
so in the risk averseness items. This difference, however,
should be considered in future investigations. Because
previous research reviewed did not mention the direct
effect of the antecedents of attitudes on
purchase/behavioral intentions, one important
contribution of this paper is also to show that the
significant predictors of attitudes presented above do not
have a direct influence on consumer’s behavioral
intentions, even though attitudes and behavioral intentions
are highly correlated in this study. This is an evidence of
the mediator role of attitude: the key constructs affect
attitudes, which in turn affect behavioral intentions. The
relative importance of these predictors can also contribute
to the policy makers or managers of international brands
who should use the perceived risk as the main appeal in
the messages intended to discourage consumption of
counterfeits. Another important point is that those
consumers who have bought a counterfeit have more
favourable attitudes when compared to those who have
not. This is a real threat for the original brands, because
once consumers experiment the counterfeit, they tend to
have a favorable attitude and then have a positive
behavioral intentions. The results suggested, however,
that this experience does not have a direct effect on
behavioral intentions. In this way, it is possible to
influence attitudes consumers have toward counterfeits
through other variables, for example, by influencing the
(negative) perceived social acceptance consumer will
have when buying a counterfeit. This would be the
practical implication of the significant effect of the
construct subjective norm. This might be a problem for

those trying to reduce the counterfeit consumption,
because if these consumers are satisfied with the
performance of the pirated product, there will be more
resistance for attitude change. It was also found that these
consumers: consider that the reference groups approve
their decision to buy counterfeits, which can be viewed as
a strategy to reduce cognitive dissonance; and are not
afraid that the counterfeit will not work properly.

CONCLUSION, LIMITATION AND
SUGGESTIONS

The luxury consumption that rapidly increased in
recent years both in Iran and all over the world is
encouraging all social classes to purchase such products.
The consumers with medium and even low levels of
income desire to consume luxury products as the rich
consumers. This situation caused emergence of
counterfeit brands. Consumers with medium and low
incomes, who cannot afford luxury products, are
purchasing these counterfeits because of their social
impacts. The study presented here considered as
antecedents a combination of factors such as social and
personal factors. Consumers, who participated to the
survey, show the tendency to purchase these products
since they think that the qualities of these counterfeits are
reliable as the genuine products and they have similar
properties with the genuine products. In addition, the
consumers who perceive this action as ethical affects their
purchase intentions towards these counterfeit products
positively.

In support of previous findings (Phau et al., 2009;
Bian and Moutinho, 2009), price determinants are not the
only influencing factors that affect consumer attitudes and
purchase intention towards counterfeits of luxury brands.
Clearly, personal influence plays an important role as
well. This is indicating that consumers are more likely to
purchase counterfeits of luxury brands under the influence
of their peers. Many Iranian consumers are becoming
wealthier and the need to display such wealth is greater.
However, the gap between the rich and the poor is
widening despite economic growth. The desire for luxury
goods is still on the rise, propelling consumers to
purchase for the sake of display. This contributes to
dissonance, whereby consumers resort to buying
counterfeits that can carry the same function as luxury
brands and can be displayed to their peers. The above
findings provide luxury brand manufacturers further
insights into strategizing their anti-counterfeiting
campaigns. It is fundamental for luxury brand companies
to properly target consumers who are influenced by their
peers. Thus, the findings emphasize the importance of
careful tailoring of luxury brand advertisements that
appeal to consumers. One way to dissuade counterfeiting
would   be   to   emphasize   perceived  risk   in   purchase



Res. J. Appl. Sci. Eng. Technol., 4(18): 3313-3322, 2012

3321

counterfeits luxury brand, because, having a counterfeit
impose to buyer varying risk such as psychological and
social risks. For consumers who value the opinion of their
peers, it will be embarrassing if they are found to be using
fake designer goods. Perhaps, the “loss of face” could be
a deterrent against the use of counterfeits. This should be
strongly communicated to the target audience. It is further
recommended that managers design advertisements with
high involvement messages that use central processing. A
common topic of discussion in the past has been the
perception towards the quality, reliability and
functionality of counterfeits versus original articles. Many
of the counterfeits of luxury brands present in the
marketplace today are of superior quality, which poses a
greater incentive for consumers to purchase. This is
evident when consumers perceive product attributes of
counterfeits and originals to be closely similar.

Finally, in this research we have limited in financial
and time resource. In addition, we survey only students
that is not generalizable to whole society and we
considered only one product (POLICE sunglasses) that
next assessments should regard other products.

We suggest that model should extend through
relationship between subjective norms on behavioral
intention, because results indicated that prediction
variable 44% influence on behavioral intention. Future
researches can accomplish when this path added. 
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