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Abstract 
The purpose of this research is to investigate various factors that play a 

role in determining Pakistani young consumers’ purchase intentions to 

buy counterfeit brands. A sample of 310 students was taken from 

various universities of Pakistan by using non probability convenience 

sampling and data was collected by using a close-ended questionnaire. 

Multiple regression analysis and causal step approach for mediation 

were used in this research. It was found that novelty seeking and status 

consumption have positive influence on both attitude towards 

counterfeit brands and purchase intentions of counterfeits. On the other 

hand, personal gratification has negative impact on both attitude 

towards counterfeit brands and purchase intentions of counterfeits. 

Results supported that attitude towards counterfeit brands mediates the 

relationship of all independent variables with dependent variable 

purchase intentions of counterfeit brands.  

 

Keywords:  Counterfeit Brand, Status Consumption, Personal Gratification, Purchase 

Intention 

 

I. Introduction 
 Counterfeiting has become a global phenomenon that is increasing rapidly in both 

developed and less developed countries. Counterfeiting of popular global brands has 

become serious problem worldwide (Triandewi & Tjiptono, 2013). The last two decades 

has witnessed an extraordinary growth in the act of counterfeiting (cant et al., 2014). 

According to Wilcox et al. (2009) counterfeiting will be the crime of 21
st
 century. 

According to international chamber of commerce worldwide trade of counterfeits is 

worth 650 billion dollar which is 5% to 7% of international trade. US loses one third of a 

trillion dollar due to piracy and counterfeiting (Heffes, 2008).  

 

 During the last few decades more and more attention has been paid to the topic of 

counterfeiting by academics due to the seriousness of counterfeiting problem. Despite 

this, counterfeiting is still a new area in marketing and consumer studies therefore there 

exist several gaps in the literature of counterfeiting (Staake et al., 2009). Most of the 
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previous researches have focused generally on counterfeiting problem and legal aspects 

of counterfeiting (Harvey 1987; Roberts 1985; Bamossy and Scammon 1985; Lai and 

Zaichkowsky 1999; Chaudhry and Walsh 1996; Wilke and Zaichkowsky 1999; Stone 

2001) and included debate on various strategies for combating counterfeiting (Harvey 

1987; Olsen and Granzin 1992; Green and Smith, 2002). 

 

 Pakistan is among those countries where pirated products are openly sold in the 

market. According to an estimate almost 65% of consumer goods being sold in the 

country are copied version of the original products. Manufacturers of genuine products, 

buyers of counterfeits and government revenue are being adversely affected by the 

widespread of counterfeit brands in the country. The consumer behavior of domestic 

market might vary in comparison to the worldwide patterns being researched. So, a 

comprehensive study into the determinants of counterfeit demand in third-world country 

like Pakistan would help in establishing a framework to deal with this issue prevalent in 

other developing countries like India, Bangladesh, Morocco, Mexico, etc. Furthermore, 

there could be certain factors that are area-specific and deemed significant in 

understanding the spread of counterfeiting in Pakistan. This research aimed to gain a deep 

understanding of the selected factors influencing consumers purchase intentions of 

counterfeit brands in Pakistan by taking attitude towards counterfeiting brand as 

mediating factor.   

 

II. Literature Review 
 The phenomenon of counterfeiting is increasing rapidly (Cat, 2010).   

Consumption of counterfeits has become massive economic issue globally (Zampetakis, 

2014). McCarthy (2004) defined counterfeiting as “the act of producing or selling a 

product containing an intentional and calculated reproduction of a genuine trademark. A 

‘counterfeit mark’ is identical to or substantially indistinguishable from a genuine mark”. 

According to House of Commons Canada (2007) counterfeits are the “unauthorized 

reproduction of goods protected by an intellectual property rights”. Counterfeiting is the 

production of products that are similarly packaged by using labels and logos which are 

identical to those of genuine products (Hanzee & Taghipourian, 2012; Key, 1990).  

Counterfeits are generally of low quality, sold at low prices and the most of these are 

copies of luxury goods (Bosworth & Yang, 1996; Grossman & Shapiro, 1988). Clark 

(1999) disagreed to the point that all counterfeits are of low quality and on the basis of 

quality he categorized counterfeits as genuine value and street value counterfeits. Semi 

industrialized countries where production cost is low are the hub for manufacturing 

counterfeits (Grossman & Shapiro, 1988). Not only magnitude but the scope of 

counterfeiting is also increasing. The range of products being counterfeited is also 

broadening (Chaudry & Zimmerman, 2008). The various products categories being 

counterfeited include toys, pharmaceuticals, electrical equipment, automobiles, 

automobile component parts, food & beverages, personal care products, watches and 

mobile handsets (Cat, 2010).  There are two types of counterfeit purchase; the one is 

deceptive purchase and second is non-deceptive purchase (Grossman and Shapiro, 

1988).Deceptive counterfeit purchase is when consumer cannot differentiate between the 

counterfeits and the genuine products during the purchasing process (Vida, 2007) and 

non-deceptive purchase occurs when counterfeits are knowingly purchased by the 

consumers and consumers are fully aware of the fact that they are not genuine (Nia & 

Zaichkowsky, 2000).  
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 According to Samin et al. (2012) “intention is the person’s motivation in the sense 

of his or her intention to perform behavior”. Purchase intention actually is the possibility 

for consumers to buy a product (Dodds et al., 1991). Theory of Reasoned Action (TRA) 

explains the concept of intention. According to this theory two factors namely attitude 

toward behavior and subjective norm determine a person’s behavioral intention. These 

two factors directly affect behavioral intention and ultimately result in the behavior of an 

individual (Sudin et al., 2009) Attitude toward behavior is defined as “the degree to 

which a person has a favorable or unfavorable evaluation or appraisal of the behavior in 

question” (Ajzen, 1991).  A significant influence on purchase intention is of attitude 

towards counterfeits (Ang et al., 2001; Wang et al., 2005). For this study we may 

hypothesize as:  

 

H1: There is positive effect of attitude towards counterfeit brands on purchase intentions 

of counterfeit brands. 

 

 Novelty seeking is defined as an individual’s curiosity to look for variety and 

difference (Hawkins et al., 1980). Those consumers probably have positive attitude 

towards counterfeit products of luxury brand that tend to be inclined to try new product. 

As counterfeits are low cost means of fulfilling consumers’ need for novelty seeking and 

experimentation therefore consumers with novelty seeking trait are more probably buy 

counterfeits (Hou, 1995; Wee et al., 1995). In one of the research of Hidayat et al. (2013) 

it was found that novelty seeking and purchase intention of counterfeits are positively 

related. For this study we may hypothesize as:  

 

H2a: There is positive effect of novelty seeking on attitude towards counterfeit brands. 

H2b: There is positive effect of novelty seeking on purchase intentions of counterfeit 

brands. 

H2c: Attitude towards counterfeit brands mediates the relationship between novelty 

seeking and purchase intentions of counterfeit brands. 

 

 Personal gratification is a personality characteristic and it refers to the need for a 

sense of recognition in the society, sense of accomplishment and a desire to have a life 

full with finer things (Ang et al., 2001; Wang et al., 2005). The consumers who buy 

counterfeit products have less status, low confident and less success (Bloch et al., 1993).  

Matos et al. (2007) found a significant impact of personal gratification on consumers’ 

purchase intentions of counterfeits. On the contrary, Ang et al. (2001) concluded no 

significant effect of personal gratification on consumer attitude towards counterfeits. For 

this study we may hypothesize as:  

 

H3a: There is positive effect of personal gratification on attitude towards counterfeit 

brands. 

H3b: Attitude towards counterfeit brands mediates the relationship between personal 

gratification and purchase intentions of counterfeit brands. 

 

 Position or rank given to an individual by the members of a society is called his or 

her status. Status consumption refers to the consumers who demonstrate their status and 

prestige to others by wearing various brands or the motivation process where 
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consumption of products linked with social image is considered as a source by the 

individual to improve his or her status in the society (Eastman et al., 1999). According to 

Pahu & Teah (2009), negative relationship exists between status consumption and 

purchase of counterfeits. Status consumption is significant determinant of consumers’ 

intention to deliberately and knowingly purchase counterfeit luxury brands (Barnett, 

2005). For this study we may hypothesize as:  

 

H4a: There is positive effect of status consumption on attitude towards counterfeit brands. 

H4b: There is positive effect of status consumption on purchase intentions of counterfeit 

brands. 

H4c: Attitude towards counterfeit brands mediates the relationship between status 

consumption and purchase intentions of counterfeit brands. 

 

 The theoretical framework of this research is given below: 

 

Figure 1: Conceptual Model 

 
 

III. Methodology 
 Since the purpose of this study is to see the impact of various variables on attitude 

towards counterfeit brands and purchase intentions of counterfeit brands that’s why 

conclusive research design is used. Young consumers of Pakistan falling in the age of 18 

to 25 are taken as the population for this study.  The reason behind using this population 

is that the consumers of this age group have been consistently found to be involved in 

purchase of counterfeit products (Gupta et al., 2004; Gentry et al. 2001; Bian & 

Veloutsou, 2005). As university students are more inclined to purchase counterfeits due 

to their limited resources and aspirations to get the benefits associated with genuine 

brands, therefore a sample of size 310 is selected from various universities of Pakistan. 

Many past researches on counterfeit consumption have included university students as a 

sample (Wilcox et al., 2009; Wang et al., 2005; Phau et al., 2009). A type of non-

probability sampling which is convenience sampling was used in this research. In this 

type of non-probability sampling population unit is selected on the basis of researcher’s 

convenience (Malhotra, 2010). Data was collected by using a self-administered 

questionnaire whose items were adopted from various past researches. The reliability of 

the questionnaire was tested by using cronbach’s alph and then multiple regression 

analysis and causal step approach for mediation were used to accept or reject the 

hypotheses. 
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IV. Results and Discussion 
 Firstly, respondents’ demographic information is presented which are related to 

gender, Marital Status, Areas of Residence, Age in years and Level of Education. This 

table shows that total respondents for this study are 310 out of which 206 are males and 

104 are females. Males 65.5% shows majority respondents of the study and females 

33.5% are minority part of total respondents of the study. The marital status 

characteristics of the respondents are also presented above. The table shows that out of 

total respondents 275 (88.7 %) are single respondents and only 35 (11.7) respondents are 

married. Table shows area of residence characteristics of the respondents. Rural 

respondents are 126 (40.6 %) which are the minority group of respondents and Urban 

respondents are 184 (59.4 %) which are majority group of respondents. In this table the 

age characteristics of the respondents are mentioned. 136 (43.9 %) respondents shows the 

largest group of respondents are “less than equal to 20 to less than 22”, 76 (24.5 %) 

respondents are “less than equal to 18 to less than 20”, 80 (25.8 %) respondents are 

belongs to the group of “less than equal to 22 to less than 24”, and only 18 (5.8 %) 

respondents are “greater than equal to 24” years of age. In this study our respondents 

have two level of education 1
st
 is undergraduate and 2

nd
 is graduate. In above table 161 

(51.9 %) respondents are undergraduates which are majority of respondents and 149 

(48.1 %) respondents are graduates.  

 

A. Reliability Analysis 
 Reliability analysis is used to check the internal consistency of the instrument. 

Cronbach alpha is used to test this consistency. Cronbach alpha above or up to 0.80 is 

preferable but about 0.50 is also acceptable (Nunnally and Bernstein, 2010). 

 

Table 1 

Variable No. of items Cronbach Alpha 

Status Consumption 5 0.707 

Personal gratification 5 0.739 

Novelty Seeking 4 0.502 

Attitude toward counterfeit brands 5 0.763 

Purchase Intentions 8 0.884 

 

 On the basis of reliability analysis, above table shows that instrument is reliable 

and on acceptable level. All variables meet the criteria of acceptable level of cronbach 

alpha which is described by the researcher (Nunnally & Bernstein, 2010). 

 

Table 2 

Variable Number of items Cronbach Alpha 

All variables 45 0.845 

 

V. Regression Analysis 
 The result of regression analysis shows that all the variables have significant 

relationship with purchase intentions of counterfeit products. Significance value for 

regression analysis is 5%.  
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 The value of beta in analysis between Novelty seeking and attitude toward 

counterfeit products is 29%. This value is relatively low but significant. The result shows 

that relationship between variables is positive and significance. So the counterfeit if 

luxury brand are suitable for novelty seeking customer because of low price and low 

financial risk (Wee et al., 1995).  Regression analysis confirms our hypothesis H2a. 

 

Table 3 

Model 
Beta 
Value 

Standard 
Error 

Significance 

Novelty Seeking--Attitude Toward 
Counterfeit Products 

.293 .062 .000 

Novelty Seeking ----Purchase 
Intentions 

.275 .056 .000 

Personal Gratification-- Attitude 
Toward Counterfeit Products 

 
-.375 

 
.064 

 
.000 

Status Consumption--Attitude Toward 
Counterfeit Products 

 
.347 

 
.055 

 
.000 

Status Consumption ----Purchase 
Intentions 

.408 .050 .000 

Attitude Toward Counterfeit Brands----
Purchase Intentions 

 
.693 

 
.037 

 
.000 

 

 The value of regression analysis of between these two variables is 27%. The result 

of regression analysis shows that there is a positive and significant relationship exists 

between these variables. Hidayat et al. (2013) concluded a positive relation between 

novelty seeking and purchase intention of counterfeits. Novelty seeking consumers are 

more likely to purchase counterfeits as these are low cost means of satisfying their needs 

for variety and experimentation (Hou, 1995, Wee et al., 1995). Above results confirms 

and leads towards the acceptance of H2b. 

 

 Regression value between personal gratification and attitude toward counterfeit 

products is -37% and standard error is 6%. The relationship between these two variables 

is negative but significant. It means that personal gratification have a negative effect on 

attitude toward counterfeited products. A significant negative relationship was found 

between personal gratification and attitude towards counterfeits (Teah & Phau, 2009; 

Nordin, 2009). It also indicates that model is good fit. So hypothesis H3a is rejected.  

 

 Our hypothesis H4a is based on the relationship between status consumption and 

attitude counterfeit products. The regression beta between these two variables is 34%. 

The result indicates that this relationship is positive and significant. Status consumption 

is significant predictor of consumers’ willingness to knowingly purchase counterfeit 

luxury brands (Barnett, 2005). On above findings our hypothesis H4a is accepted. 

 

 Regression value between status consumption and purchase intention for 

counterfeit products is .408 and standard error is 5%. The relationship between these two 

variables is positive and significant. It means that status consumption affect purchase 

intensions for counterfeited products positively and significantly. Status consumption is 

significant predictor of consumers’ willingness to knowingly purchase counterfeit luxury 

brands (Barnett, 2005). So hypothesis H4b is accepted.  



Rashid Saeed, Muhammad Nazim, Raheel Abbas 975 

 The value of regression analysis between attitude toward counterfeit products and 

purchase intensions is 69%. This is a strong and positive relationship. It shows that if the 

consumer have positive attitude towards counterfeit products then it will increase their 

purchase intention. Personality traits of consumers have strong influence on attitude 

towards counterfeiting and attitude towards counterfeiting has positive effect on purchase 

intention (Pellz and Stottinger., 2005) On the basis of above results hypothesis H1 is 

accepted. 

 

A. Analysis of Mediation using Causal Step Approach 

 To check the mediation between independent and dependent variables Barron & 

Kenny (1986) regression steps are incorporated for the results. 

 

Table 4: Results of the Mediated Regression Approach for ATCP (PG – PI) 

 

 In this causal step approach of mediation personal gratification significantly 

predicts purchase intentions as p=0.000 and p<0.05. In the second equation personal 

gratification also significantly predicts attitude towards counterfeit products as p=0.000 

and p<0.05. In third equation attitude towards counterfeit products significantly predicts 

purchase intentions when controlling personal gratification as p=0.000 and p<0.05 and 

also the absolute size of regression co-efficient between personal gratification and 

purchase intention has substantially decreased (simple regression co-efficient=-0.307, 

multiple regression co-efficient=-0.054) when attitude towards counterfeit products is 

used as predictor along with personal gratification. From all this it may be concluded that 

attitude towards counterfeit products mediates the relationship between personal 

gratification and purchase intentions. Therefore our hypothesis H3b is accepted at 5% 

level of significance.  

 

Table 5: Results of the Mediated Regression Approach for ATCP (NS – PI) 

NO. Independent Variable Dependent Variable Beta Sig. 
Adjusted 

R
2
 

1 Novelty Seeking Purchase Intentions .275 .000 .072 

2 Novelty Seeking 
Attitude Towards 

Counterfeited Products 
.293 .000 .083 

3 Novelty Seeking Purchase Intentions .078 .069 .483 

4 
Attitude Towards 

Counterfeited Products 
 .670 .000  

 

 In this causal step approach of mediation, novelty seeking significantly predicts 

purchase intentions as p=0.00 and p<0.05. In the second equation novelty seeking also 

significantly predicts attitude towards counterfeit products as p=0.000 and p<0.05. In 

No. Independent Variable 
Dependent 

Variable 
Beta Sig. 

Adjusted 
R

2
 

1 Personal Gratification Purchase Intentions -.307 .000 .091 

2 Personal Gratification 
Attitude Towards 

Counterfeit Products 
-.375 .000 .138 

3 Personal Gratification Purchase Intentions -.054 .219 .480 

4 
Attitude Towards 

Counterfeited Products 
 .673 .000  
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third equation attitude towards counterfeit products significantly predicts purchase 

intentions when controlling novelty seeking as p=0.000 and p<0.05 and also the absolute 

size of regression co-efficient between novelty seeking and purchase intention has 

substantially decreased (simple regression co-efficient=-0.275, multiple regression co-

efficient=0.078) when attitude towards counterfeit products is used as predictor of 

purchase intentions along with novelty seeking. From all this it may be concluded that 

attitude towards counterfeit products mediates the relationship between novelty seeking 

and purchase intentions. Therefore our hypothesis H2c is accepted at 5% level of 

significance.  

 

Table 6: Results of the Mediated Regression Approach for ATCP (SC – PI) 

No. 
Independent 

Variable 
Dependent 

Variable 
Beta Sig. 

Adjusted 
R

2
 

1 Status Consumption Purchase Intentions .408 .000 .164 

2 Status Consumption 
Attitude Towards 

Counterfeit Products 
.347 .000 .117 

3 Status Consumption Purchase Intentions .182 .000 .536 

4 
Attitude Towards 

Counterfeited 
Products 

 .651 .000  

 

 In this causal step approach of mediation, status consumption significantly predicts 

purchase intentions as p=0.00 and p<0.05. In the second equation status consumption also 

significantly predicts attitude towards counterfeit products as p=0.000 and p<0.05. In 

third equation attitude towards counterfeit products significantly predicts purchase 

intentions when controlling status consumption as p=0.000 and p<0.05 and also the 

absolute size of regression co-efficient between status consumption and purchase 

intention has substantially decreased (simple regression co-efficient=0.408, multiple 

regression co-efficient=0.182) when attitude towards counterfeit products is used as 

predictor of purchase intentions along with status consumption. From all this it may be 

concluded that attitude towards counterfeit products mediates the relationship between 

status consumption and purchase intentions. Therefore our hypothesis H4c is accepted at 

5% level of significance.  

 

VI. Conclusion 
 The aim of this study is to see the impact of personal gratification, novelty seeking 

and status consumption on attitude towards counterfeit brands and purchase intentions. 

The variable attitude towards counterfeit brands is taken as mediating variable. The 

impact of variables was investigated by using multiple regressions and causal step 

approach was used for mediation. 

 

 It was found in the study that novelty seeking and status consumption have 

positive impact on attitude towards counterfeit brands and purchase intentions of 

counterfeit brands. But personal gratification was found as negative predictor of attitude 

towards counterfeit brands. As for as the role of attitude towards counterfeit brands as a 

mediating variable is concerned, it was concluded that it serves as a mediating variable 

for all independent variables namely novelty seeking, personal gratification and status 

consumption. 
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