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Abstract 

There are several studies to answer the question of why consumers make purchases of 
counterfeit luxury goods. However, researchers have not studied the impact of 
consumer’s personal and social factors on purchasing counterfeit luxury products yet. 
The current study examines how consumers’ personal (face and public self-
consciousness) and social factors (informative and normative suspective) influence their 
purchase intention towards counterfeit luxury products. Quantitative research 
methodology was used to measure consumers’ buying behavior of counterfeit luxury 
products by conducting an online survey of 254 consumers. The collected data were 
further analyzed by SPSS-28 and SMART-PLS 4 software. The findings indicate that 
social factors, such as informational susceptibility, strongly influence the purchase 
intention of counterfeit luxury products. Furthermore, consumer personal factors such 
as public self and face consciousness significantly influence fake luxury product 
purchasing intention. This study has implications for firms that import luxury goods 
and policymakers responsible for creating policies and marketing plans to deter 
consumers from buying counterfeit luxury goods. 

Keywords: Counterfeit Luxury Products; Face-Consciousness; Public Self-Consciousness. 
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A. Introduction 

Globalization is an essential factor in economic growth (Swadźba, 

2020). Many factors affect the global economy both positively and 

negatively. Counterfeit product producers harm the global economy (Roux 

et al., 2019) because their products account for up to 2.5% of global trade, 

costing the world economy more than $500 billion annually (Amjad & 

Mahmood, 2018). According to the International Chamber of Commerce, 

the business of counterfeit products reach approximately $990 billion by 

2022 (https://iccwbo.org/). Counterfeiters continue to produce in various 

sectors yearly (Atat, 2020). On the other hand, the manufacturers of original 

luxury brands spend thousands of dollars every year on the anti-copy 

brands movement (Ott, 2018). According to the law of supply and demand, 

as there are more buyers of counterfeit goods, there are also more 

producers. 

Most counterfeit goods are made only in China (Shepard, 2018) and 

may be exported at a lower price to China’s neighboring countries, such as 

Mongolia.  The traditional Mongolian nomadic lifestyle is a minimalist way 

of life (Batchuluun Yembuu, 2021; Nofiardi, 2023). However, since 1990, 

consumers in Mongolia have been compelled to adjust to global 

developments due to the country’s switch from a centrally planned to a free 

economic system, and spending patterns have gradually evolved (Gantulga 

et al., 2022). Consequently, consuming luxury brands has become a habit in 

society. Therefore, world-famous brand stores and shopping centers are 

opening. 

A clear example is the French luxury brand Louis Vuitton (LV), 

which opened in 2009 in Mongolia, while the luxury hotel Shangri-La 

opened in 2015. At the same time, it is common to purchase and sell 

counterfeit luxury products in Mongolia. Mongolia itself has a population 

of approximately 3.5 million people, and the average monthly salary for 

people of the middle class in 2022 was around $500-600 dollars (Gantulga & 

Ganbold, 2022). However, the middle class in Mongolia has lower incomes 

than in other developed and developing countries.  

https://iccwbo.org/
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In most Asian countries, face is a crucial concept that significantly 

impacts consumer purchasing behavior since the face is essential in 

understanding much of the complexities of social relationships in Asian 

societies (J. Y. Kim & Nam, 1998). According to Hwang (2006), Asian people 

value face gain or loss highly. Like all Asians, Mongolians have made an 

effort to respect their face and honor very much from ancient times, which 

may have some influence on the purchase of counterfeit luxury products. 

People buy counterfeit luxury goods for various reasons, including 

social influence (information and normative suspective) Wang et al. 2005, the 

desire to be accepted by others, and personal concerns (face and public self-

consciousness) Wu and Zhao (2021). People make unintentional or intentional 

purchases of counterfeit luxury items (Yusuf et al., 2022). Some consumers 

unintentionally purchase counterfeit luxury products because of the product’s 

price, design, and image, while others intentionally buy them. Then the 

question arises: Why do people buy products while knowing they are 

counterfeit luxury? What motivates Mongolian consumers, who have lived a 

minimalist lifestyle since ancient times, to purchase counterfeit luxury goods?  

An exciting aspect of the research is that world-famous brands 

continue to operate successfully in Mongolia, even though it does not have 

a stable economy and has a low average income. Conversely, counterfeit 

luxury product purchases are increasing yearly; it also has become a big 

concern of traders and policymakers, motivating the authors to conduct the 

current research. 

The study has four aspects. The first goal is to discover how 

personal factors influence consumers’ attitudes toward purchasing 

counterfeit luxury items. The second objective is to assess the impact of 

social variables on consumer attitudes toward counterfeit luxury items. 

The third purpose is to examine the role of customer attitude in mediating 

the effects between personal and societal factors and purchase intentions. 

Finally, understanding the purchase intentions of counterfeit luxury items 

concerning consumers’ demographic characteristics would benefit exporters, 

marketers, and researchers. 
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1. Counterfeit Luxury Products 

Luxury brands express the pinnacle of distinction, encompassing a 

variety of physical and psychological values (Vigneron & Johnson, 2015). 

According to the International Trademarks Association, counterfeit goods 

are inferior to genuine goods. Unfortunately, counterfeit products impact 

many well-known and successful firms across every industry. Counterfeit 

consumer products are popular even if they are of poor quality and include 

dangerous components. A fake product, a market replica or duplicate with 

a substantial brand value, is marketed cheaper than genuine products and 

is nearly indistinguishable from the original model in many ways (Eisend & 

Schuchert-güler, 2006). 

“The frequency of counterfeits is exceptionally high in the luxury 

apparel business. Counterfeit luxury brands account for about 70% of the 

$5.0 billion counterfeit trade and one-quarter of all luxury apparel 

revenues” (Migual, Paula & Rita, 2021). 

 
2. Face Consciousness  

A Mongolian proverb says, “It’s better to die with honor than live in 

infamy”. It means you should value your face and be afraid to lose it. 

According to Bao et al. (2003), the significance of face in people’s social life, 

particularly in Asian society, is a cultural indicator. The impact of face 

consciousness on customer purchase intention is still being studied, and face 

consciousness is defined as follows. Face consciousness is an individual’s 

tendency to avoid public embarrassment during social interactions (Bao et al., 

2003). Wong & Ahuvia (1998) assert that consumers more concerned with 

their appearance are more inclined to purchase luxury products as a sign of 

social standing. A recent study additionally pointed out that face 

consciousness, or the drive to enhance and protect one’s presence, influences 

customers’ purchase decisions (Wu & Zhao, 2021). 

Moreover, the definition of face consciousness summarized the 

findings of earlier researchers as an individual’s Property; a particular event 
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does not change it and is influenced by it over time (Han et al., 2022). 

Consumers with solid face consciousness are more interested in luxury 

counterfeits than counterfeit products (Lee & Workman, 2020). Furthermore, 

face consciousness impacts consumers purchasing decisions and using visible 

luxury goods like apparel, jewelry, and cosmetics (Zhang & Wang, 2019). 

 
3. Public Self-Consciousness  

Since humans are social creatures, they need acceptance by 

communities and social groups to express themselves and acquire status. 

Fenigstein (1975) defined public self-consciousness as an awareness of 

oneself as a “social object”. In contrast, Field Scheier and Carver (1985) 

described it as thinking about “those self-aspects that are matters of public 

display”. 

Various studies have been conducted on how public self-

consciousness affects consumer purchase intentions. According to Lee 

(2009), purchasing counterfeit luxury goods is closely tied to public self-

consciousness. As opposed to that, Kaufmann et al. (2016) stated that 

people self-conscious about their purchases prefer buying authentic 

premium goods rather than counterfeits. Furthermore, Lee and Workman 

(2020) found that public self-consciousness influenced the intention to 

purchase luxury products as Kaufman did. Moreover, Xu (2021) discovered 

that public self-consciousness positively affects the willingness to buy 

luxury items. As a consequence, public self-consciousness may influence 

the purchasing of counterfeit luxury products. 

 

4. Information Susceptibility 

Social influence is how other people influence a consumer’s 

purchasing decisions (Ang et al., 2001). Information sensitivity is one aspect 

of social impact. Information susceptibility is the ability of a consumer to 

make decisions about the acquisition of goods and services based on the 

professional expertise of others (Wang et al., 2005). When consumers have 

limited knowledge about the brands they intend to purchase, they ask their 

peers and colleagues whether they are genuine or counterfeit. As a result, 
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information sensitivity will influence attitudes toward counterfeit luxury 

items. Kim & Karpova’s (2010) study found that information susceptibility 

was negatively related to the purchase intention of counterfeit luxury 

products. Ting et al. (2016) found a strong correlation between information 

susceptibility and the tendency to buy luxury counterfeit goods. 

 

5. Normative Susceptibility 

“Normative susceptibility” refers to buying decisions influenced by 

social pressure (Wang et al., 2005). Normative susceptibility is purchasing 

decisions based on anticipating what impresses others (Phau & Teah, 2009). 

Consumers frequently conform to social norms when making purchases. 

The procedure occurs so they might be associated with such folks to receive 

a reward or avoid punishment (Bearden et al., 1989).  

According to prior studies, consumers who prioritize their image 

and desire to impress others are less likely to purchase counterfeit luxury 

products (Thurasamy et al., 2002; Wang et al., 2005). In normative 

susceptibility, customers rely on their purchasing decisions and the 

opinions of others (Ang et al., 2001). People buy luxury products to impress 

others; therefore, they avoid buying counterfeit luxury products as much as 

possible  (Kim & Karpova 2010). However, some consumers of counterfeit 

luxury goods generally place a premium on qualities that provide specific 

benefits, such as the brand name and the acceptance of others. Furthermore, 

Ting et al. (2016) discovered a positive connection with normative 

susceptibility and intention to buy luxury counterfeit goods. 

 

6. Purchase Intention Towards Counterfeit Luxury Products 

Purchase intention is the ability or willingness of a consumer to plan 

a future purchase of a particular good or service (Chiu et al., 2018). 

Purchase intention is the awareness of a consumer’s desire to make a 

specific good or service a reality, leading to a subsequent actual purchase. 

Due to the difficulty in identifying a particular reason for customer 

purchases, the urge to buy has become a crucial business component 
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(Indriastuti, 2020). One of the most popular strategies marketers employ to 

understand better their consumers’ actual behavior is to study their 

purchasing intentions (Ghalandari & Norouzi, 2012). 

Many studies on the relationship between attitudes and behavioral 

intentions have been undertaken in marketing. The more positive the 

consumer’s attitude toward the counterfeit product, the higher the 

consumer’s willingness to purchase the fake product. Conversely, the more 

negative consumers’ attitudes toward counterfeits, the lower their purchase 

intentions (Schiffman & Wisenblit, 2015). In addition, it has been established 

that the consumer’s social and personal characteristics influence purchasing 

decisions (Lai & Zaichkowsky, 1999). 

 

B. Method 

This study used convenience sampling to conduct descriptive 

research on a sample of Mongolian consumers, including males and 

females (age>20). Survey data were gathered from consumers from various 

demographic backgrounds.  

The research model was developed using the theoretical basis of 

previous studies (Kasuma et al., 2020; Lee & Workman, 2020; Ting et 

al., 2016; Wu & Zhao, 2021). A structured questionnaire was developed 

from the previous studies and used 5-point Likert scales. Thus, we 

presented the research model outlined below. First, the variability of 

the face and public self-consciousness, information and normative 

perspective, and purchase intention will be determined. A mediation 

analysis of attitudes toward counterfeit luxury products will be then 

calculated based on the relationship between personal and social 

characteristics and purchase intention. 
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Figure 1. Research model 

The hypotheses were established using previous research on the 

relationships between face consciousness, public self-consciousness, 

information suspectiveness, normative suspectiveness, attitude, and 

purchase intention. 

H1: Face consciousness positively influences attitude towards purchasing 
counterfeit luxury items. 

H2: Public self-consciousness negatively influences attitude towards 
purchasing counterfeit luxury items. 

H3: Information susceptive positively influences attitude towards 
purchasing counterfeit luxury items. 

H4: Normative susceptive negatively influences attitude towards 
purchasing counterfeit luxury items. 

H5: Consumer attitude positively affects purchase intention. 
 
The survey was conducted online using Google Forms between 

September 5 and October 8, 2022, and we sent a random sample of four 

hundred and eight consumers in Ulaanbaatar, Mongolia. The social media 

platform was used for the distribution of the questionnaires. The primary 

purpose of the research analysis is to get research from consumers who are 

well aware of the difference between luxury and counterfeit products, and 
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because the participation of experienced people who have knowingly 

purchased counterfeit products in the past will make the research results 

more realistic. Therefore, further analysis was carried out using 254 

qualified surveys from 408. 

Participants who agreed to participate in this study were first asked 

about their gender. Because the participants read different scenarios based on 

their gender: (1) Louis-Vuitton men’s wallets and (2) Louis-Vuitton women’s 

handbags). In the research scenario, to keep the respondents from being 

dependent on anything (money), the assumption was made that you have 7 

million MNT ($2000). 

The situation was manipulated to evoke whether to buy LV luxury 

genuine or counterfeit products. Respondents were exposed to imagine as 

follows: You have 7 million MNT ($2000) and want to buy a handbag. LV 

brands never go on sale. While prices can vary based on the type of 

products, original LV handbags (wallet) are usually 1500-2000 dollars or 

more. Counterfeit versions of LV handbags (wallets) are significantly 

cheaper because of tax evasion and the low-quality materials used in their 

production. Imagine that you go to a store to buy handbags/wallets. When 

answering questions, please have this LV luxury counterfeit handbag 

(wallet) in your mind.  

The reasons for choosing the above brand are based on the fact that 

LV stores are located in Mongolia and that LV counterfeit luxury products 

are often sold on the black market. In addition, pretest results confirmed 

that Mongolian consumers were more familiar with LV brands than other 

luxury brands. Therefore, the study participants were shown pictures of the 

original and counterfeit LV products with prices. The survey was divided 

into two sections, containing twenty-eight questions; the first section 

covered face consciousness, public self-consciousness, information 

susceptive, normative susceptive, attitude, and purchase intention. The 

second section was where demographic data about the respondents was 

gathered to understand the respondents’ purchasing patterns better. 
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This research investigated the hypotheses using structural model 

path coefficients and a significant level (Barbara Chin et al., 1996). T-

statistics were employed to determine the statistical significance of the path 

coefficients. Moreover, the analysis included Frequency Analysis, 

Descriptive Analysis, Reliability test, Correlation Analysis, Linear 

Regression, and Mediation Analysis. The hypothesized effect was examined 

using the two-step structural equation modeling (SEM) approach 

employing SMART-PLS 4 and SPSS 28 (Ringle et al., 2012). 

To begin, examine the reliability and validity of the scales employed 

in this study, and the measurement model will be analyzed, followed in the 

second phase by structural model evaluation. Smart PLS-4 is highly suited 

for this investigation because of its advantages over alternative SEM 

methods (Bontis et al., 2007). 

Each scale employed in this study was established based on 

previous research. We chose four items developed by Lonner (1981) to 

measure face consciousness. Three items modified from (Fenigstein, 1975) 

were used to assess public consciousness. Information susceptive was 

measured with four items estimated by Phau and Teah (2009). Four items 

from Phau and Teah’s (2009) questionnaire were used to measure 

normative susceptive. Three items taken from Matos et al. (2007) were used 

to assess attitude. Three items taken from (Yoo & Lee, 2009) were used to 

evaluate purchase intention. 

Seven constructs were measured using 24 items on a Likert scale 

with a maximum of five points. The hypothesized effect was examined 

using the two-step structural equation modeling (SEM) approach 

employing SMART-PLS 4 and SPSS 28 (Ringle et al., 2012). 

 
C. Result and Discussion 

1. Result 

a. Demographic Characteristics  

An online survey was conducted among Mongolian consumers to 

find out consumers’ purchase intentions of counterfeit luxury brands. The 

Facebook platform was used for the distribution of the questionnaires. Overall, 
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408 questionnaires were collected (154 invalids, 254 usable). Most respondents 

(77.6%) were women, aged between 20 and 30 (56.3%), with a bachelor’s 

degree background (56.7%) and an annual family income between 1,5 million 

and 5 million tugrugs (Mongolian currency) (57.1%) and shown in Table 1.   

Table 1. Demographic variables of  participants 

Variables Data Number Percentage (%) 

Gender Male 57 22.4 
Female 197 77.6 

Age 20-30 
31-40 
41-50 
51-60 

143 
64 
39 
8 

56.3 
25.2 
15.4 
3.1 

Household 
income 

Up to 1.5 million MNT  
1.5-5 million MNT 
6-10 million MNT 
11-20 million MNT 
21-40 million MNT 

76 
145 
28 
3 
1 
1 

29.9 
57.1 
11 
1.2 
0.4 
0.4 

 More than 40 million MNT   
Education High school 

Bachelor 
Master  
Doctor 

62 
144 
40 
8 

24.4 
56.7 
15.7 
3.1 

 

b. Descriptive Analysis of Variables 

According to the descriptive analysis, participants’ average 

assessments of public consciousness were considerably higher than other 

variables (3.99). “Agree”, in particular, “I am typically aware of my look” 

(4.33). The average face consciousness score was higher than usual (3.54), 

with the answer “Agree”, and the answer to the question “Buying famous 

brands makes me feel very prestigious” (3.86). The average Normative 

susceptibility score was above average (3.97) with the response “Agree” 

and the response to the question “I like to know what brands and luxury 

goods make good impressions on others” (4.19).  

The average Informative susceptibility score (3.52) was above 

average with the answer “Agree” and the answer to the question “I gather 

information from friends or family before I buy counterfeit luxury goods” 
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(3.82). The average rating of attitude was above average (3.69) with the 

response “Agree” and the response to the question “I think it is acceptable 

to buy counterfeit luxury products” (4.13). In contrast, participants scored 

above average (3.62) on the purchase intention question, specifically with 

the response “Agree”, “I have the intention to buy counterfeit handbags in 

the future” (3.87). 

 
c. Validity and Reliability Test 

Table 2 shows the overview data of this research, including item 

loadings, AVE, Composite Reliability (CR), and Cronbach’s Alpha. First, 

according to Leguina (2015), item loading is considered valid when the 

loading is more than 0.7, and to ensure internal consistency reliability, the 

data of Cronbach’s Alpha need to be more than 0.6 (Griethuijsen et al., 

2015). The CR values exceeded the minimum criteria of 0.70, ranging from 

0.80 to 0.89 (Bagozzi & Yi, 1988). The measures showed good dependability 

based on CR and Cronbach’s alpha values. As a result, it was clear that the 

measures for each construct were internally consistent (Hair et al., 2014). 

Construct validity was therefore evaluated. Given the factor loadings in the 

current investigation, the AVE values were significantly higher than the 

cutoff point of .50 proposed by (Hair et al., 2014), indicating excellent 

converging validity for all the measures. 

 

Figure 2. Smart-PLS test results 
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Every latent variable should have an average variance above its 

squared correlation with every other latent variable (AVE > φ²). Since all 

of the AVE exceed the squared correlation, the current study satisfied this 

requirement, confirming the discriminant validity. Table 2 displays the 

specifics of the measuring model outcomes. 

Table 2. Reliability, convergent, and discriminant validity 

Factors Cronbach’s 
Alpha 

CR AVE (A) (F) (I) (N) (P) (PI) 

Attitude .72 .84 .64 .80      
Face  .70 .81 .52 .27 .72     
Informative .74 .83 .55 .31 .37 .74    
Normative .77 .80 .53 .12 -.07 .14 .48   
Public  .76 .84 .50 .14 -.14 .06 -.17 .70  
Purchase 
intention 

.82 .89 .73 .65 .20 .27 -.15 .20 .85 

  Source: Self-elaborated 
 

d. Hypotheses Testing 

This research investigated the stated hypotheses using structural 

model path coefficients and a significant level (Barbara Chin et al., 1996). T-

statistics were employed to determine the statistical significance of the path 

coefficients. Face consciousness positively impacted the attitude toward 

counterfeit luxury products (β=.151, p<.0001). Hence, H1 was supported. As 

expected, public consciousness negatively influenced the attitude towards 

counterfeit luxury products (β=-.157, p<.005). Thus, H2 was supported. 

Moreover, informative susceptive positively impacted the attitude towards 

counterfeit luxury products (β=.253, p<.0001). Hence, H3 was supported. The 

results showed that attitude towards counterfeit luxury products was not 

significantly influenced by normative suspective (β=-.109, p>.005). Thus, H4 

was not supported. Table 3 summarizes the hypothesis testing.  

Table 3. Path coefficient results 

Dependent: 
Purchase 
Intention 

Original 
sample 

(O) 

Sample 
mean 
(M) 

Standard 
deviation 
(STDEV) 

T 
statistics 

P-
value 

 

Attitude .656 .657 .038 17.493 .000***  
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Dependent: 
Purchase 
Intention 

Original 
sample 

(O) 

Sample 
mean 
(M) 

Standard 
deviation 
(STDEV) 

T 
statistics 

P-
value 

 

Face 
consciousness 

.151 .162 .063 2.403 .000***  

Informative .253 .257 .057 4.459 .000***  
Normative -.109 -.014 .139 .784 .433  
Public self-
consciousness 

-.157 -.157 .066 2.367 .018*  

R2      .429 
R2 adjustment      .431 

    Source: Self-elaborated 
    ***p < 0.00, **p < 0.05, *p < 0.10. 

 
We used the comparatively well-liked analytical approach 

suggested by recent studies to assess the mediation role of the attitude 

toward counterfeit products. Table 4 displays the results of the indirect and 

total effects of the exogenous variables on the endogenous variable 

purchase intention through their mediator (face consciousness, public self-

consciousness, informative, and normative suspective) (i.e., attitude 

towards counterfeit luxury products). Bias correction and percentiles were 

utilized in the bootstrapping procedure to examine the indirect effects. The 

mediation effect focused mostly on the indirect relationship between 

factors; independent variables could have influenced the dependent 

variable via mediating variables.  

We discovered that consumer attitude was a mediator in this 

study’s theoretical model between independent and dependent variables. 

It explores that consumer attitude fully mediated the relationship 

between Informative suspective and purchase intention (β=.166, p<.0001). 

Moreover, consumer attitude also fully mediated the relationship between 

face consciousness and purchase intention (β=.099, p<.005). Furthermore, 

consumer attitude also fully mediated the relationship between public self-

consciousness and purchase intention (β=-.103, p<.005). However, 

consumer attitude did not mediate the relationship between normative 

suspective and purchase intention (β=-.071, p>.005). 
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Table 4. Mediation analysis results 

Paths Original 
sample 

S.D. t-
statistic 

p-
value 

Findings 

Info-Att-PI .166 .038 4.321 .000*** Fully mediated 

Face-Att-PI .099 .043 2.363 .018* Fully mediated 
Pub-Att-PI -.103 .043 2.365 .019* Fully mediated 
Nor-Att-PI -.071 .042 .781 .435 No mediation 

Source: Self-elaborated 
***p < .00, **p < .05, *p < .10. 
 

2. Discussion 

Researchers attempted to investigate the social and personal factors 

influencing buyers’ decision to purchase counterfeit brand items. The 

results of the study supported the first hypothesis (H1). Notably, face 

consciousness strongly impacts attitudes towards counterfeit luxury 

products. It demonstrates that the higher people’s face consciousness, the 

more likely they will purchase counterfeit luxury goods. H1 is consistent 

with previous research (Jiang et al., 2023), which explained that it reflects 

individuals’ desire to enhance, maintain, and avoid face loss through social 

interactions, resulting in purchasing luxury counterfeit goods. It has also 

been consistent with the previous study that most people increase their 

willingness to buy counterfeit luxury items to convey a favorable social 

image that they want to create in social interactions (Shan et al., 2021). 

Moreover, Laura Meraviglia (2019) stated that face consciousness 

significantly influences consumers’ purchase intention toward counterfeit 

luxury items. 

The results of the study supported the second hypothesis (H2). 

Namely, public self-consciousness negatively influenced the attitude 

toward counterfeit luxury products. Kaufmann et al. (2016) state that 

Individuals with high public self-consciousness are sensitive to the type of 

image expected in social situations, so they positively impact intentions to 

acquire both authentic and counterfeit goods. This result is consistent with 

the previous studies (Lee & Workman, 2020). 
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The study’s results supported the third hypothesis (H3), in which 

the attitude towards counterfeit luxury products was positively impacted 

by informative suspective. An explanation for this finding may be the high 

price of luxury products, which leads customers to purchase fake luxury 

goods as an alternative. It is similar to the results of Phau and Teah (2009), 

which show that consumers tend to buy counterfeit luxury products to 

impress others. Moreover, according to Kasuma et al. (2020), informational 

susceptibility has a substantial link with purchase intention of purchasing 

counterfeit products. 

The study’s findings did not support the fourth hypothesis (H4). 

The relationship between normative susceptive and attitude towards 

counterfeit luxury products was not endorsed by H4, which aligns with 

research by Amjad and Mahmood (2018), which posits that normative 

susceptible consumers had a negative attitude towards counterfeit luxury 

products. Because these consumers value others’ opinions and want to 

make a good impression on them, they only buy genuine products. 

Moreover, Phau and Teah (2009) found that normative susceptibility does 

not affect attitudes toward counterfeit luxury goods.  

The study’s findings supported the fifth hypothesis (H5). Consumer 

attitudes toward counterfeit luxury products were found to be positively 

correlated with consumer intentions to purchase counterfeit luxury goods. 

The results of the previous study showed that attitudes significantly affect 

whether people buy fake products (Jaharuddin & Nor Suzana Abd Wahab, 

2014). This finding also coincided with previous research by  Harun et. al. 

(2012) and Ting et. al. (2016). 

 
D. Conclusion 

The current study has implications for policymakers and 

importers. Policymakers should publicize that buying counterfeit luxury 

products is a problem of not implementing consumer social responsibility. 

It supports unethical business, does not contribute to the country’s 

economy, and causes damage to the environment. A social marketing 
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program can be implemented to change consumers’ buying behavior for 

counterfeit luxury products.  

Importers of luxury brand products can implement an IMC 

program to make consumers aware and understand that buying counterfeit 

luxury products is an unethical act of self-deception and risks losing face. 

Supporting ethical business is consumer social responsibility. 

Most studies on consumer purchasing behavior for counterfeit 

luxury products have used quantitative methods. Therefore, this type of 

research in the future should be conducted using qualitative research. Focus 

groups can be a helpful marketing research tool to explore the variables and 

factors influencing buyer intentions and attitudes toward counterfeits. 

Furthermore, it is recommended to divide these qualitative studies into 

income (high/low) and education (high/ low).  

In particular, consumer behavior in developing and developed 

countries should be compared regarding willingness and attitude to 

purchase counterfeit luxury products. Another critical point is that the 

survey should be taken from consumers buying counterfeit products using 

the mall intercept interview method. Finally, researchers should research 

consumers who buy genuine and high-copy items. It is essential to analyze 

the buying behavior of this type of customer. 
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