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Abstract

Purpose — The market for counterfeit goods worldwide has continued to grow significantly over the years,
attracting the curiosity of researchers in the marketing field. This study aimed to analyse the influence of price-
quality inference and attitudes towards economic rewards of purchasing counterfeit products on the intentions
to purchase non-deceptive counterfeit products.

Design/methodology/approach — The research adopted a quantitative methodology and utilised the cross-
sectional survey method to collect data from a sample of 381 respondents comprising university students. The
data was then analysed using the computer software Smart PLS 4.

Findings — The results established that the respondents’ price-quality inference of counterfeit products was
positively associated with the attitudes towards economic rewards of purchasing counterfeit products and
intention to purchase counterfeit products. Furthermore, the study revealed that attitudes towards economic
rewards of purchasing counterfeit products partially mediated the influence of price-quality inference on
customer intention to acquire non-deceptive counterfeit goods. A multigroup analysis of the proposed
relationship did not find any statistically significant differences in the pattern of results concerning the gender
groups.

Research limitations/implications — The significance of the study findings is hampered by the singular
focus on university students as a reference point for young people’s perceptions of counterfeit goods in South
Africa. The study, however, presents verifiable evidence that marketers and brand managers of genuine I‘
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products may utilise to develop intervention measures to sway young African consumers away from
counterfeits and towards genuine brands.

Originality/value — This is one of the few studies in the literature that addresses young adults’ deliberate
purchasing of non-deceptive counterfeits in South Africa, an important consumer market in Africa.

Keywords Young adults, Non-deceptive, Purchase, Counterfeit products, South Africa
Paper type Research paper

Introduction

The fact that counterfeiting is a problem in today’s global economy is widely acknowledged in
business and economic literature (Khan ef al., 2021; Samaddar and Menon, 2021). Not only does
counterfeiting cause intellectual property holders and legitimate businesses financial loss but it
also poses potential hazards to consumers and puts constant pressure on law enforcement
agencies around the world that are funded by taxpayers’ money to investigate and prevent
criminal activity (Office of the United States Trade Representative, 2020). The global expansion
in the volume of counterfeit product commerce over the last decade has been unparalleled,
making the phenomenon of interest to researchers in a variety of disciplines. According to the
Organisation for Economic Co-operation and Development (OECD) (2019), international trade
in counterfeits accounted for 3.3% of total global trade in 2016, totalling $509 billion. These
statistics are based on border control interceptions and do not include undiscovered operations,
locally distributed fake products, or Internet commerce in digital counterfeits. While other parts
of the world are infamous for creating and exporting counterfeit goods, poor African countries
are major buyers of such goods for a variety of reasons (OECD, 2021).

Counterfeit products, according to Staake (2009), are unlicensed imitations of commercial
products. Similarly, Davidson et al (2019, p. 481) defined counterfeits as “low-priced
imitations of highly demanded goods that typically look similar to the original but offer
inferior quality”. Spinks et al. (2013) broaden the definition and describe counterfeiting as
product tweaking, misbranding, redirection to unsanctioned markets, and simulation, in
addition to intellectual property contraventions. Counterfeits are difficult to distinguish from
genuine products because they look so similar to the originals (Priporas et al, 2015). They are,
however, generally inferior to genuine goods in terms of overall quality and dependability
(Wilcox et al., 2009). Notwithstanding their limitations, counterfeits enjoy a large and growing
market around the world (Moon et al., 2018), particularly in emerging economies where they
have more appeal because of their lower prices and lax enforcement of restrictions (Sharma
and Chan, 2011). The increase in demand for counterfeits in recent years has been further
boosted by social media (Morra et al.,, 2018). In addition, the growth of international commerce
facilitated by the spread of technology and online commerce and trade makes them more
accessible (Kennedy, 2020; Lavorgna, 2015).

Numerous studies (e.g. Baruonii et al, 2018; Priporas et al.,, 2015; Quoquab et al., 2017,
Staake, 2009) emphasise the distinction between deceptive and non-deceptive counterfeiting.
The former entails consumers who are unaware of the misrepresentation of being provided
replicas as genuine (Bhatia, 2018). In the latter case, sellers make it clear that the goods they
are selling are forgeries and buyers wilfully purchase them (Thi and Nguyen, 2017). In that
scenario, buyers owe a moral duty for their deeds. In other words, some buyers are duped into
purchasing counterfeits, while others are willing accomplices despite the moral depravity of
their actions.

Even though the purchase of non-deceptive counterfeits is a well-studied global
phenomenon, understanding why different customer groups, particularly those in emerging
economies, purchase them remains limited (Kang ef al, 2022). This is even though many
people in such markets are avid buyers of both genuine and counterfeit goods (OECD, 2021).
Because of their limited understanding of these markets’ purchasing preferences, brand



managers and marketers are unable to effectively reach them with compelling and
educational anti-counterfeiting marketing communications.

Previous studies (Bian and Viloutsou, 2007; Iyer et al., 2022; Souiden ef al., 2018) have
proposed and validated a variety of predictors for counterfeit consumption behaviour, and
their applicability varies across various global contexts. Thus, testing models and
frameworks in previously untested environments will ultimately be beneficial to
marketing theory and practice, particularly if novel combinations of suggested predictors
are empirically tested. Using Ajzen and Fishbein’s (1977) theory of reasoned action (TRA) and
Thibaut and Kelly’s (1959) social exchange theory, the current study investigates how price-
quality inference and consumer attitudes towards economic benefits derived from
counterfeits influence the deliberate intention to purchase non-deceptive counterfeits. The
study solicited opinions on counterfeit products in general from a sample of mostly young
respondents (aged 18-30 years) from a university in South Africa’s Gauteng province.

Although there is a large body of scientific research on consumers’ choices to purchase
counterfeit goods, earlier studies tended to group purchasers of these goods as belonging to a
single cohesive mass. Based on their age group, this paper examined the attitudes of young
consumers who were university students to determine what they thought about counterfeit
goods. This age group was chosen for the study because (1) they are believed to be well-
informed on a variety of issues due to their frequent use of the Internet (Munsch, 2021),
making them more likely to be knowledgeable about counterfeits; (2) members of this age
group are susceptible to purchasing counterfeits, particularly luxury counterfeits, due to their
relative affordability and desire for prestige goods (Mundel ef al,, 2017) and (3) the number of
consumers in this age group is large (Simon, 2019). Such a large and potentially profitable
customer base necessitates research so that brand managers and product marketers can
better understand their product preferences (that is, for genuine versus counterfeits). The
findings of the study will provide a reasonable representation of potential opportunities and
risks for legitimate product manufacturers and distributors in a key African market. Thus,
the following research questions are addressed in the study:

RQ1. Do the price-quality inference and attitudes towards the economic benefits derived
from counterfeits have a positive impact on the intention to buy non-deceptive
counterfeits?

RQ2. Is the relationship between price-quality inference and the intention to purchase
non-deceptive counterfeits mediated by consumer attitudes towards economic
benefits derived from counterfeits?

For a variety of reasons, South Africa is an ideal location to investigate the phenomenon of
counterfeiting. It should be noted that the global counterfeiting trade has been rapidly
expanding, with Africa serving as a major destination for the goods and coastal nations such
as South Africa receiving most of these illicit goods (Haman, 2010). South Africa has seen an
increase in counterfeiting in recent years, and numerous studies (Haman, 2010; Thenga, 2021;
Terblanche and Niemann, 2021; van Walbeek, 2014) have investigated this phenomenon
(Jones, 2022). Furthermore, Jones (2022) claims that eliminating counterfeit trade in the South
African market is critical to the country’s economic survival. The preceding literature makes
the case for additional research into the counterfeiting phenomenon in South Africa.

Theoretical framework

Several models and theories are used in the literature to explain human behaviour. The
primary theoretical frameworks for this study are Ajzen and Fishbein’s (1977) TRA and the
social exchange theory (Thibault and Kelly, 1959). Because it is argued in this study that a
buyer’s personal preferences influence their decision to purchase non-deceptive counterfeit
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goods and because the TRA explains human behaviour in circumstances requiring voluntary
actions, the TRA is an appropriate framework. The model has been used in numerous earlier
studies on consumer behaviour (Fitzmaurice, 2005; Fukukawa, 2002; Marcketti and Shelley,
2009; Cesareo and Pastore, 2013), and it has shown a good ability to predict consumer
intentions and behaviour. The theory states that volitional human behaviour is consistently
predicted by behavioural intentions “unless intent changes before a performance or unless
the intention measure does not correspond to the behavioural criterion in terms of action,
target, context, time-frame and/or specificity” (Sheppard et al., 1988, p. 325).

Two factors influence behavioural intentions: attitude towards behaviour and subjective
norms (Ajzen and Fishbein, 1977). On the one hand, an attitude is a developed viewpoint
towards a subject or object (Ajzen, 1991). Subjective norms, on the other hand, are one’s
perception of what those in their referent group believe about how he or she should behave
(normative beliefs), as well as one’s willingness to conform to the opinions of the said group
(Leone et al, 1999). Other factors, according to the TRA, only have an indirect influence on
behavioural intentions via the two determinants.

In addition to the TRA, the current study was influenced by the social exchange theory.
According to the theory, humans are economic animals with rational decision-making
abilities (Meira and Henca, 2021). As a result, their actions are explained in terms of costs,
rewards and exchanges (Porter, 2018). It is assumed that humans seek relationships that
maximise their returns while minimising their costs. Concerning this study, customers may
conduct a cost—benefit analysis of the outcomes associated with purchasing counterfeit
products given the possibility of both risk and reward. As a result, the social exchange theory
was deemed to be an appropriate theoretical framework for understanding why consumers
purposefully purchase non-deceptive counterfeit products.

Literature review, conceptual model and hypotheses formulation

The subsections that follow explain the key constructs covered in this study and present a
review of the literature on the various relationships between the concepts, culminating in the
formulation of a hypothesis to be tested in the study.

Price-quality inference

Price-quality inference refers to the extent to which consumers use price to determine the level
of quality that a product possesses (Kardes et al., 2004; Geiger-Oneto et al., 2013). According to
Kardes et al (2004), consumers generally believe that price and quality are inextricably linked
and that as a product’s price rises, so will its quality. This assumption has a significant
impact on the extent to which consumers use price to infer quality when deciding whether or
not to purchase a particular product (Herstein ef al., 2015; Baumgartner, 1995; Bettman et al.,
1986; Broniarczyk and Alba, 1994; Pechmann and Ratneshwar, 1992). Understanding the
relationship between price and quality is critical when dealing with counterfeit goods because
consumers see them as accessible, affordable gateways to authentic brands that they would
otherwise be unable to afford (Elsantil and Hamza, 2021). In this study, the relationship will be
empirically tested on a sample of young adults from a South African university who
represent a distinct consumer category. According to Herstein ef al (2015), consumers are not
a homogeneous group of like-minded individuals, but rather a diverse group that must be
explored as distinct segments if they are to be fully comprehended.

Consumer attitudes
Consumer attitudes are a consumer’s evaluation of a product or service based on the
information available, which can be positive or negative (Fishbein and Ajzen, 1975;



Folse et al., 2013; Murphy and Zajonc, 1993). According to Ajzen (2018), consumer attitudes
have far-reaching implications for consumer purchasing decisions. The current study
investigates specific consumer attitudes towards the intention to purchase counterfeit goods.
Attitudes have the greatest influence on behavioural intentions, which are a primary
predictor of predetermined behaviour (Fishbein and Ajzen, 1975), which could include
purchasing counterfeit or bootleg goods, hence the interest in the variable in the current
study. Mathieson et al’s (2001) study found that consumer attitudes reflect the psychological
propensity of the consumer to behave in a predictable positive or negative pattern about the
purchase of counterfeit goods. Given the correlation between consumer attitudes towards
counterfeit products and their intent to purchase them, the purpose of this study was to delve
deeper into this relationship in a less-studied context. Views on this relationship from
economically and socially diverse environments do not always apply to the South African
context, highlighting the importance of the current study. The following subsections discuss
the current literature on how attitudinal factors relate to behavioural outcomes in the context
of counterfeit products in general.

Attitude towards the economic benefits of purchasing counterfeit products and the intention

to purchase counterfeit products

Attitudes are a person’s mental state, opinions and assessments of something (Ajzen and
Fishbein, 1977). In general, consumers who are predisposed to the economic and hedonic
benefits of purchasing a product are more likely to buy it, and vice versa (Yoo and Lee, 2009;
Lianto, 2015). However, in the case of counterfeits, the relationship between consumer
attitudes and purchase intentions is inconsistent and influenced by other factors such as
previous purchase behaviour, product and customer attributes and so on (Chiu and Leng,
2016). Several previous studies discovered a positive relationship between one’s attitude
towards the economic benefits of purchasing counterfeit products and one’s intention to
purchase counterfeit products (Bian and Veloutsou, 2007; Michaelidou and Christodoulides,
2011; Quoquab et al., 2017; Viot et al.,, 2014). Riquelme ef al. (2012) revealed that experienced
counterfeit buyers have more positive attitudes towards counterfeits and stronger intentions
to buy them than non-users (buyers). Taken together, these studies support the notion that
consumer attitudes are critical to understanding how customers respond to a product
offering; thus, marketing practitioners cannot afford to ignore them. As a result, the following
hypothesis is proposed:

HI1. Attitude towards the economic benefits of purchasing counterfeit products is
positively related to the intention to purchase counterfeit products.

Price-quality inference and the intention to purchase counterfeit products

Typically, consumers must make purchasing decisions based on limited information about
product attributes (Shirai, 2015). To that end, they rely on personal beliefs and intuition to
assess product quality (Niemand ef al, 2019). Existing research indicates that, in general,
customers believe that a product’s price reflects its quality (Shirai, 2015). The assumption is
that higher prices indicate higher product quality, while lower prices indicate lower quality
(Huang et al., 2004). This is referred to as price-quality inference. According to Cronley ef al.
(2005) and Kardes et al. (2004), price-quality inferences can be so strong that those who hold
them tend to ignore contrary evidence about the relationship between product price and
quality. Previous research has shown that consumers are more likely to purchase counterfeits
of luxury product brands than authentic versions because the former is less expensive and
thus allows them to save money (Herstein et al, 2015). That is one reason why consumers
purchase counterfeit luxury brands on purpose, opting to sacrifice product quality for price in
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exchange for the prestige and status associated with the brand. To put it another way, buyers
of counterfeit product brands are willing to pay for the product’s visual and functional
characteristics without paying for the associated quality characteristics (Cordell et al, 1996).
However, the stronger the original item’s price-quality relationship and competitiveness, the
less likely customers are to investigate counterfeit goods (Herstein ef al, 2015). Importantly,
while low-income earners are motivated to buy non-deceptive counterfeits because of their
low prices, high-income earners may be motivated to buy such products for other reasons
(Park-Poaps and Jiyun, 2018). Against this background, we hypothesise the following:

H2. Price-quality inference has a positive relationship with the intention to purchase
counterfeit products.

Price-quality inference and attitude towards economic benefits of buying counterfeit
products
Price is usually a major consideration in consumer purchasing decisions, and it influences
customer attitudes towards the economic benefits of purchasing counterfeit products (Baruoni
et al, 2018). Prior research has found that low-income customers purchase counterfeit versions
of luxury goods when they perceive savings opportunities (Phau et al, 2009; Bloch et al, 1993;
Matos et al, 2007). Nonetheless, higher-income earners, according to Grossman and Shapiro
(1988), have a positive attitude towards purchasing counterfeits that are selling at lower prices
when they believe the products are comparable in quality and status to genuine brands. In such
cases, customers purchase counterfeits to enjoy higher-quality products at lower prices.
Previous research in emerging economies on the price-quality inference—attitudes
towards counterfeits relationship produced a mixed bag of results. In a study of counterfeit
product consumers in Brazil, Matos et al (2007) discovered a positive relationship between
price-quality inference and attitudes towards counterfeit products. In a Singapore study,
Phau et al (2009) discovered that strong price-quality inference was associated with a
negative attitude towards luxury counterfeits. Finally, Chiu ef al (2014) discovered a non-
significant relationship between price-quality inference and Taiwanese attitudes towards
buying counterfeit sporting goods. Overall, these studies emphasise the importance of
additional research to establish a convincing body of evidence on the relationship. In this
regard, we propose the following hypothesis:

H3. Price-quality inference and attitude towards economic benefits of buying counterfeit
products

The mediating role of attitude towards economic benefits of buying counterfeit products

In addition to direct relationships between variables under investigation, indirect
relationships are also possible. Numerous empirical studies confirm that attitudes play a
significant role in the influence of various personal, social and economic variables on
consumers’ intentions to purchase various product categories (Moon et al., 2018; Quoquab
et al,, 2017, Hidayat et al.,, 2013; Riquelme et al., 2012). Chu (2018) observed that consumer
attitudes towards organic foods mediate the effects of health consciousness on the intention
to purchase organic foods. Furthermore, Camacho et al. (2020) found that product attitudes
will mediate the relationship between xenocentrism and purchase intentions. Similarly,
Irshad and Ahmad (2019) revealed that consumer attitudes mediate the relationship between
hedonic value and purchase intentions. Finally, the attitude variable has been shown to
mediate the relationship between consumer knowledge and purchase intention of green
products (Wulandari et al, 2015). Despite the preceding findings, the possible intervening
effect of consumer attitudes towards non-deceptive counterfeits on the relationship between
the decision to purchase counterfeits and its direct determinants in an African context has



received little attention. As a result, the mediating impact of attitudes requires further
clarification. Based on the existing literature, it is speculated that consumer attitudes towards
the economic benefits of purchasing counterfeit products can be a mechanism by which price-
quality inference influences the intention to purchase counterfeits. Therefore, we hypothesise
the following:

H4. Attitude towards the economic benefits of buying counterfeit products mediates the
relationship between price-quality inference and intention to purchase counterfeits.

Figure 1 illustrates the conceptual model reflecting the interlinkages between the variables
under investigation.

Methodology

The research philosophy for this study was positivism, and the research method was
quantitative. The design was appropriate for gathering data on attitudes towards the
economic benefits of purchasing counterfeit products, intent to purchase counterfeit
products, and price-quality inference of counterfeit products because it allows one to
investigate the causal relationships.

Sample and data collection
This research was performed among a random sample of 380 students registered at a South
African university in the Gauteng province. A primary identifier of this criterion was the
student card holding the name and year of enrolment of each student. A list of registered
students was used as a sampling frame in the database of the institute. Each name in the list
of students registered in the database of the institute had an equal chance of being selected.
The raosoft calculator was used for calculating the sample size (Raosoft Inc., 2004). The
calculation considered the total student population enrolment of approximately 30,833, a 5%
margin of error, 90% interval of confidence and the recommended 50% distribution, and
returned a minimum sample size of 380 respondents. All the 380 questionnaires distributed
were completed correctly and returned, resulting in a response rate of 100%. The researcher
employed two strategies to encourage full participation from the sampled respondents. The
first strategy involved using three research assistants to administer the questionnaire. They
were paid a small fee for each completed and returned questionnaire. The second strategy
involved giving each respondent who completed the questionnaire a raffle ticket with a prize
of 500 Rand (South African currency) if they were chosen. The questionnaires made it clear
that the respondents’ anonymity would be assured and that the research was for educational
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Conceptual model
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Table 1.
Measurement scales
and their sources

purposes only. Before the study, ethical clearance was sought from and granted by the
relevant ethics review committee at the institution.

Measurement instrument and questionnaire design

Previous studies were used to operationalise the variables under investigation. The scales
were modified to reflect the study context of counterfeit products. Table 1 shows the
measurement scales, items used and sources for the scales. The scale indicators were based
on a Likert-scale continuum ranging from strongly disagree (1) to strongly agree (5).

Respondent profile

The respondents were asked to report their demographic information, including gender, age,
marital status, level of education, occupation, purchase frequency and amount of money
spent. Table 2 shows the participants’ representation. The profile indicates that females
accounted for 50.8% of the total sample; most of the respondents (73.4%) were 25 years old or
younger; 94. 2% of the total sample were single and most respondents (62.1%) indicated that
they bought counterfeits monthly. Lastly, most of the respondents (72.6%) indicated that
they spent at least R250 per month on counterfeit goods.

Analysis of results
The researchers used the computer software Statistical Package for Social Science version 25
to perform descriptive statistical tests. Smart-PLS 4 was used to perform partial least squares

Construct Description Source
Attitude towards economic e I buy counterfeit products if I think genuine As adapted from
benefits of purchasing designer products are too expensive Yoo and Lee (2009)
counterfeit products « I buy counterfeit products if I cannot afford to buy

designer products

« I buy counterfeit products without hesitation if
I have a chance to buy the counterfeits
¢ I buy counterfeit products, instead of designer
products, if I prefer specific brands
« I boast about counterfeit products as if they are
genuine brand products
o T usually purchase counterfeits when it is difficult
to distinguish between the counterfeits and the
genuine products
Intention to purchase ¢ The likelihood of me purchasing a counterfeit As adapted from
counterfeit products product is . .. Dodds et al. (1991)
¢ My willingness to buy a counterfeit product is . . .
o The probability that I would consider buying
a counterfeit product is . . .
o At the price shown, the chances of me purchasing
a counterfeit product are . . .
o If I were going to buy a product, I would consider
buying a model at the price shown ...

Price-quality inference of o Generally speaking, the higher the price of a As adapted from
counterfeit products product, the higher the quality De Matos et al. (2007)
o The price of a product is a good indicator of its
quality

¢ You always have to pay a bit more for the best




Frequency Percentage
Gender
Male 187 49.2%
Female 193 50.8%
Total 380 100%
Age
18-19 158 41.6%
20-25 121 31.8%
26-30 101 26.6%
Total 380 100%
Marital status
Married 22 5.8%
Single 358 94.2%
Total 380 100%
Level of education
High School 179 471%
Diploma 27 71%
Degree 95 25.0%
Postgraduate 79 20.8%
Total 380 100%
Occupation
Student 380 100.0%
Total 380 100%
Purchase frequency
Monthly 236 62.1%
Seasonally 65 17.1%
Annually 79 20.8%
Total 380 100%
Amount of money spent
Less than *R250 104 27.4%
Between R250 and R500 82 21.6%
Between R501 and R1000 96 25.3%
More than R1000 98 25.8%
Total 380 100%

Note(s): Rand (R) is the South African currency. R1 = US$0.057 as of 19 September 2022
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Table 2.

Sample demographic

characteristics

structural equation modelling (PLS-SEM) which was preferred over covariance-based SEM
because of its improved statistical power in parameter estimates and the maximisation of
understood variance (Tajvidi ef al, 2018).

This study’s statistical analyses included testing the (1) measurement model, which
checked the reliability and validity of constructs, (2) structural model, which examined the
path coefficients between observed coefficients and the model’s explanatory power and (3)
multigroup analysis across gender groups. The current study is particularly interested in the
mediation effect of attitude towards economic benefits of purchasing counterfeit products
between price-quality inference and intention to purchase counterfeits. Mediation occurs
when a third variable intervenes between two other related constructs. In the PLS path model,
a change in the exogenous construct causes a change in the mediator variable, which causes a
change in the endogenous construct (Hair ef al, 2017). As a result, the nature (i.e. the
underlying mechanism or process) of the relationship between two constructs depends on a
mediator variable. Analysing the strength of the mediator variable’s relationships with the
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Table 3.
Reliability and
construct validity
test results

other constructs allows for the validation of the mechanisms underlying the cause—effect
relationship between an exogenous and an endogenous construct (Hair et al, 2017).

The computer software Smart PLS 4 supports modelling and analysing mediators
through the bootstrap procedure whose output captures the direct, indirect and total effects of
the predictors. Thus, the bootstrap procedure was used to determine the mediating effects of
attitude towards the economic benefits of buying counterfeit products on the relationship
between price-quality inference and intention to purchase counterfeits. The results of the
mediation test are presented in Table 6.

Measurement model assessment

The reflective measurement model was evaluated for internal consistency (reliability),
convergent validity and discriminant validity. Table 3 presents the outcome of the reliability
and convergent validity tests.

Composite reliability and the Cronbach’s alpha test were used to assess the internal
consistency of the items which measured the three constructs examined in this study. As
shown in Table 3, for each of the three constructs, the Cronbach’s alpha and composite
reliability values exceeded the minimum threshold of 0.7 (Field, 2013), indicating adequate
levels of (internal consistency) reliability.

Table 3 also shows adequate levels of convergent validity for each of the three study
constructs, as indicated by the average variance extracted (AVE) values exceeding the 0.5
recommended minimum threshold (Anderson and Gerbing, 1988).

Discriminant validity, which refers to items measuring different concepts, was
ascertained using the Fornell-Larcker (Fornell and Larcker, 1981) and Heterotrait-
monotrait ratio (HTMT) techniques. Using the first technique, discriminant validity is
achieved if the square root of the AVEs is greater than the inter-factor correlations. With the
second approach, discriminant validity is achieved if the HTMT values observed are less
than 0.9. The results in Table 4 indicate that all the square roots of the AVEs were greater

VIF
Research Mean Standard Cronbach’s a Factor (outer)
constructs Variable  value deviations test CR AVE loadings values
PQ - - - 0.838 0902 0.755 -
PQ1 3.976 0.720 0.874 2.052
PQ2 4.029 0.712 0.886 2.230
PQ3 4.045 0.700 0.846 1.769
ATT — — 0.890 0916 0.646
ATT1 4.068 0.754 0.832 2.676
ATT2 4.024 0.682 0.826 2613
ATT3 3.989 0.736 0.766 1.841
ATT4 4.021 0.722 0.821 2.188
ATT5 3.958 0.746 0.794 2.025
ATT6 3.863 0.796 0.783 1.955
PI - - - 0.870 0906 0.657
PI1 3.887 0.761 0.823 2276
P12 3.861 0.781 0.816 2.189
PI3 3.987 0.738 0.820 2.097
Pl4 3.992 0.763 0.778 1.904
PI5 4.079 0.714 0.816 1.968

Note(s): PQ = Price quality inference of counterfeit products; ATT = Attitude towards economic benefits of
purchasing counterfeit products; PI = Intention to purchase counterfeit products




than the correlations among the constructs. In addition, all the HTMT wvalues for the
correlations between values shown in Table 5 are less than 0.90; thus, the discriminant
validity of the measurement model was established. Upon confirming the validity of the
measurement model, the structural model was assessed to test the four hypotheses.

Structural model assessment

The suitability of the inner (structural model) (see Figure 2), which concerns the relationships
between the endogenous and exogenous variables, was assessed in three steps: (1) evaluation
of potential collinearity between the predictor variables, (2) testing the significance of the path
coefficients and (3) analysing the predictive power of the hypothesised model.

First, a full collinearity assessment was performed to detect common method bias (Kock,
2015). Common method bias describes an exaggeration in path relationship estimates due to
the use of a common method to gather data on the concerned constructs. In PLS-SEM,
collinearity problems arise when variance inflation factor (VIF) values exceed 5. Other
scholars suggest a value lower than the 3.3 recommended threshold (Hair et al., 2011; Kock,
2015). The results from this study derived the following VIF (outer) values for each variable:
attitude towards economic benefits of purchasing counterfeit products (1.841-2.676),

Attitude towards economic Intention to Price quality
benefits of purchasing purchase inference of
counterfeit products counterfeit products  counterfeit products
Attitude towards economic 0.804
benefits of purchasing
counterfeit products
Intention to purchase 0.744 0811
counterfeit products
Price quality inference of 0.775 0.754 0.869
counterfeit products

Note(s): *Italic diagonal values are the square root of the AVEs. The values beneath are the inter-factor
correlations
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Table 4.
Discriminant validity
(Fornell-Larcker’s
criterion)

Heterotrait-monotrait ratio (HTMT)

Table 5.

Intention to purchase counterfeits — Attitude towards counterfeits 0.843 Discriminant validity —
Price-quality inference — Attitude towards counterfeits 0.897 Heterotrait-monotrait
Price-quality inference — Intention to purchase counterfeits 0.882 ratio (HTMT)
Hypothesis  Proposed hypothesis relationship ~ Beta coefficients (8)  t-statistics  p-values  Decision

H1 ATT - PI 0.444 7.169 0.000 Supported

H2 PQ — PI 0.775 26.311 0.000  Supported

H3 PQ — ATT 0.400 6.361 0.000  Supported

Mediation analysis results

H4 PQ —» ATT - PI 0.310 5973 0.000  Supported Table 6.
Note(s): ATT = Attitude towards economic benefits of purchasing counterfeits; PI = Intention to purchase Hypothesis testing
counterfeits; PQ = Price-quality inference results
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Figure 2.
Structural model
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intention to purchase counterfeit products (1.904-2.276) and price-quality inference of
counterfeit products (1.769-2.052).

Next, cause-and-effect relationships among latent variables were evaluated through path
analysis (Nusair and Hua, 2010). The path coefficients were obtained by applying a non-
parametric, bootstrapping routine (Chin and Dibbern, 2010), with 261 cases and 5,000
samples for the non-return model (two-tailed; 0.05 significance level; no sign changes). The
estimation results obtained in this study are presented in Table 6. The information presented
include the proposed hypotheses, path coefficients, #-statistics and whether a hypothesis is
rejected or supported. The literature suggests that £ > 1.96 is an indicator of relationship
significance and that higher path coefficients indicate strong relationships among latent
variables (Chin, 1998; Chinomona and Chinomona, 2013). Drawing from the results in Table 6,
H1 (5 = 0444; t = 7.169), H2 (8 = 0.775; t = 26.311), H3 (8 = 0.400; { = 6.361) and H4
(8 = 0.310; = 5.973) are all supported. When a mediated relationship is tested, full mediation
is confirmed if only the indirect effects of the predictor variable are statistically significant.
Because the price-quality inference variable influences the intention to purchase counterfeits
both directly and indirectly (via the attitude towards the economic benefits of purchasing
counterfeit products), the mediation effect of the attitude towards the economic benefits of
purchasing counterfeit products variable on the relationship is only partial.

The structural model’s explanatory power was assessed using a coefficient of
determination, R This value represents the amount of variance in the outcome variable
which is explained by the predictors. In the model, the two endogenous variables (attitude
towards economic benefits of purchasing counterfeit products and intention to purchase
counterfeit products) had R values of 0.601 and 0.632, respectively, suggesting a strong
explanatory power of the structural model (Figure 2).



Lastly, the overall fitness of the model was assessed using the standardised root mean
square residual (SRMR) based on the criteria that a good model should have an SRMR value
of <0.08 (Henseler, 2017). The structural model in Figure 2 had an SRMR of 0.056, thus
suggesting an adequate level of model fitness.

Post hoc analysis: multigroup test

An analysis of the hypothesised relationships using multiple groups based on permutations
was done to see if the results were different for male and female respondents. The Smart PLS
programme was used to carry out this procedure, which incorporates the measurement
invariance of composite models (MICOM). MICOM is divided into three steps: (1)
Configurational invariance; (2) Compositional invariance and (3) Equivalence of Composite
Mean Values and Composite Variances. The permutation-based confidence intervals
supported compositional invariance because the correlations of the three latent variables
did not significantly differ between males and females (see Table 7). Full measurement
invariance was also established because the permutation-based confidence intervals for the
mean values and variances of the three latent variables did not differ significantly between
groups (see Table 7).

The study provides empirical evidence about the positive and significant impact of
attitudes towards the economic benefits of purchasing counterfeit products on the intention
to purchase counterfeit products based on a comparative analysis of gender groups. Females
had a slightly higher impact (8 = 0.41) than males (8 = 0.39). Furthermore, the findings
confirm a positive and significant effect of attitude towards the economic benefits of
purchasing counterfeit products on price-quality inference, with females having a stronger
effect (f = 0.78) than males (8 = 0.773). Finally, the findings show that the price-quality
inference variable has a positive and significant mediating effect on the influence of attitude
towards the economic benefits of purchasing counterfeit products on the intention to
purchase counterfeit products. The effect was greater in the male group (6 = 0.454) than in
the female group (8 = 0.436). The differences in the strength of all the relationships, however,
were not statistically significant (see Table 8). The preceding findings indicate that the nature
of the relationships between the variables covered in this study did not differ between the
male and female groups.

Discussion of results

Using a sample of South African university students as respondents, the empirical study
examined the effect of price-quality inference and attitudes on the economic benefits of
purchasing counterfeits on intention to purchase non-deceptive counterfeits. The significant
involvement of young people in the deliberate buying of counterfeits, especially replicas of
premium brands, was corroborated by the huge number of respondents (z = 236; 62.1 %) who
indicated that they bought such products on monthly basis.

The outcomes show that young people’s intentions to buy non-deceptive counterfeits were
influenced by their attitudes. Accordingly, consumers who have a more positive attitude
towards the financial benefits of obtaining counterfeits are more likely to purchase pirated
goods and vice versa. The findings validate the theories of planned behaviour and reasoned
action on assumptions that attitudes are instrumental in developing intentions and behaviour
in various situations (Ajzen, 1991; Ajzen and Fishbein, 1977). The findings are not surprising,
as previous research from various contexts of consumer purchasing behaviour has shown a
similar relationship between the two variables (Bian and Veloutsou, 2007; Michaelidou and
Christodoulides, 2011; Quoquab et al., 2017; Viot et al., 2014).
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Table 8.

Multigroup analysis
path coefficients
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The influence of price-quality inference directly accounted for substantial variance in the
respondents’ attitudes towards the economic benefits of purchasing counterfeits and the
intention to purchase non-deceptive counterfeits. This means that the respondents who
associated high selling prices with high product quality were keener to deliberately buy non-
deceptive counterfeits, and vice versa. The explanation for this is not clear. However, it is
possible that the respondents perceived no quality difference between the counterfeits and
the authentic products and were prepared to pay almost the same price for either category of
goods. Thus, any perceived shortfall in the quality of counterfeits was compensated for by the
utilitarian benefits derived through monetary savings made and the personal gratification
derived from the status and performance attributes of consuming a replica of an authentic
product. Because of this, the respondents were positively predisposed towards counterfeits
and demonstrated strong intentions to buy them. The finding corroborates the results from
Matos et al. (2007) which yielded a similar pattern of results but contradict others who found
an inverse relationship between price-quality inference and attitude towards counterfeits
(Abdullah and Yu, 2019; Huang ef al, 2004).

Furthermore, our research confirmed the indirect impact of price-quality inferences, which
was mediated by attitude towards the economic benefits of purchasing non-deceptive
counterfeits. When the findings are compared to those of other research (Haseeb and
Mukthar, 2016; Quoquab et al, 2017; Singh et al., 2021), it becomes clear that individual
attitudes are crucial in transferring the effect of exogenous causes to behavioural
consequences. According to the outcome of the mediation test, attitude towards the
economic benefits of purchasing counterfeit products may be a mechanism that mediates the
relationship between price-quality inference and intention to purchase counterfeits. These
results are in line with the works of Viot ef al. (2014) who determined that the effects of
individual deterrents and motivations operate through the attitude towards counterfeiting,
which acts as a mediating variable. They also corroborate the findings of Matos et al. (2007),
whose study found that attitude plays a significant mediational role between predictor
variables such as previous experience, price-quality inference, personal gratification,
perceived risk, subjective norm and integrity and purchase intention of counterfeit.

Conclusions, implications and suggestions for further research

The findings of this study offer insights into the relationship between price-quality inference,
attitude towards the economic rewards from buying counterfeits and purchase intent of
counterfeit products. It was revealed that the price-quality inference of counterfeit products
had both direct and indirect effects on respondents’ intention to purchase counterfeit
products. Thus, the attitude towards the economic benefits of buying counterfeit goods
partially mediated the influence of price-quality inference on the intention to buy counterfeit
goods. A multigroup analysis of the hypothesised relationships did not reveal statistically
significant differences between the perceptions of males and females.

The results give rise to some practical implications. Firstly, marketers of authentic
products, especially luxury goods, should invest more in creating appropriate brand images
by designing superior brand encounters or experiences which convince consumers of the
superior value of genuine brands compared to imitations, thereby justifying the higher prices
charged. In other words, a product’s price should be perceived to be relative to its value which
it provides. Once a product appears to be overpriced relative to its perceived worth,
consumers are less likely to purchase it, and deliberately opt for lower-price counterfeits. This
strategy is likely to be effective when applied to young customers who have enough
disposable income to spend on authentic products but choose counterfeit because there is no
discernible difference in brand value between them and the originals.



Secondly, depending on the product, emphasising the guaranteed safety features and
brand functionality of the pertinent products may be key selling points that marketers can
employ to sway respondents’ opinions of original brands in their favour. Marketers should
also draw attention to brand characteristics that are difficult for copycats to duplicate.

Thirdly, to discourage young consumers from buying counterfeits, marketers should
focus on appealing to attitudes in their interactions with existing and potential customers.
They can do this by crafting impactful marketing communication strategies using
omnichannel approaches. Depending on whom the message is aimed at, communication
campaigns should be tailored to emphasise both the negative aspects of consuming
counterfeits and the positive aspects of consuming authentic brands. The government and
trade regulation bodies can also contribute to such campaigns by creating awareness of the
importance of conducting trade of genuine products to the performance of the national
economy. Customers, according to Herstein ef al (2015), are not a homogeneous mass and
must therefore be approached, in marketing terms, as subgroups which react differently to
marketing messages.

Fourthly, marketers and entrepreneurs can use the findings of this study to explore
different business development strategies to increase the market reach and appeal of
authentic product brands among university students, thereby reducing the problem of non-
deceptive counterfeit product consumption among South African young adults. One option is
to sell both brand new items and lower-priced second-hand authentic brands. The availability
of lower-priced options has the potential to make the sale of counterfeits both unprofitable
and unsustainable.

Lastly, the trade regulation department and law enforcement agencies in South Africa
must institutionalise and enforce tough measures to contain the proliferation of non-
deceptive counterfeit goods considering the finding that respondents were more likely to buy
counterfeits if they felt they would receive some financial benefit.

Although the study adds to theory and practice, it has some limitations related to data
collection and interpretation. As a result, it opens the door for future non-deceptive counterfeit
goods research. The first shortcoming of this study is that it focuses on a narrow range of
variables. Findings from previous studies conducted in other contexts reveal a diverse set of
factors that can potentially influence customers’ purchasing decisions. Future research on
similar topics in the South African context should test complex models comprising a range of
antecedent variables, both personal and contextual, that can predict the purchase of counterfeit
goods. Examples of variables whose effect can examine include the role of morality, religiosity,
economic situation, risk perception and materialism among others.

Because all the respondents were registered students at the same university, their
perceptions of counterfeit goods may have been influenced by the shared context. As a result,
future research will need to include a diverse set of respondents to develop more thorough
and realistic perspectives concerning causal relationships.

The present study’s use of a cross-sectional survey to examine the causal relationship
between the study variables presents a methodology design-related challenge. Measuring
the variable before and after exposing the respondents to treatment would serve as a
robust test of causality. As a result, feature studies should employ more reliable and valid
research designs to produce accurate findings regarding the hypothesised causal
relationships.
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