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ABSTRACT

Counterfeiting has become a major problem in the market place. Though manufacturers
of original products worldwide are trying to combat this unethical practice, still they are
not able to fully overcome it as it has penetrated deep down into the markets all around
the globe. This study aimed at analyzing the factors that influence young consumers
purchase intention of counterfeit fashion brands. The data were gathered from 160
respondents from the twin cities of Pakistan: Islamabad and Rawalpindi. Correlation and
regression analysis were used to find out the relationship between dependent variable,
i.e., purchase intention of counterfeit fashion brands, and the independent variables
which were fashion consciousness, status consumption and value consciousness, and
the moderating role of consumers’ ethics was analyzed. The study findings did not find
support for any of the hypotheses, however, consumer ethics moderated the relationship
between fashion consciousness, value consciousness and consumers purchase intention
of counterfeit fashion brands. Some managerial implications for designers were also
discussed.

INTRODUCTION

Counterfeiting is an illegal activity and a major
problem in the marketplace (Kozar & Marcketti, 2011),
which is taking place equally in both the developed
and underdeveloped countries (Lan, Liu, Fang, & Lin,
2012), and which has increased in scope, size and level
of complexity within the last two decades (Vagg &
Harris, 2000). Each year, the producers of counterfeit
products steal billion of dollars from the manufacturers
of genuine products by using their brand names and by
appealing to those consumers who support them in their
illegal activities (Stumpf, Chaudhry, & Perretta, 2011).
It is one of the biggest problems faced by luxury goods
manufacturers in today’s globalized marketplace because
with the expansion and distribution of operations across
countries, the practice of counterfeiting has become
easier and easier (Hilton, Choi, & Chen,2004). Hence,
what has fostered the expansion of counterfeiting, is
the increased use of outsourcing by manufacturers
who, in order to take benefit of the lower production
and labor costs, provide avenues to producers in those
countries to copy their designs and goods in an illegal
way (Mackenzie, 2010). Counterfeit products of various
types are offered in the marketplace; garments, watches,
perfumes, software, videos and CDs being the primary
areas of counterfeiting (Vagg & Harris, 2000).

Most of the previous research regarding the

investigation of counterfeits had been focusing on
luxury goods (Norum & Cuno, 2011). The effect of life
values and materialism (Fumham & Valgeirsson, 2007),
the role of non-price determinants (Wee, Tan, & Cheok,
1995) and the role of word-of-mouth (Lan et al., 2012)
on purchase intention of counterfeits have been explored
by many researchers. Likewise, the volitional purchase
of counterfeit products (Penz & Stottinger, 2005) and
non-deceptive counterfeiting purchase behavior (Koklic,
2011) has also gained ample attention from researchers.

The industry focused for the purpose of this research
is that of fashion brands. As the fashion industry of every
country is growing by leaps and bounds every day, and
as consumers have become more fashion conscious in
their purchase behavior, they tend to go for products
that are considered more fashionable. The problem of
counterfeiting is on the rise in fashion industry. Most
of the value of high-end fashion goods, which are also
termed as luxury goods, originate from their looks and
not their functionality, therefore, the production of
these goods and coping of their designs has become
comparatively easy (Hilton et al., 2004). Fashion brands,
in this study, refers to designer labels and other branded
clothing shops that tend to satisfy consumers’ demand
of having up-to-date fashion items, and at the same
time satisfy their need of gaining status. However, as
all consumers cannot afford prestigious designer labels
and other branded stuff, they go for something that is
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