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Keywords Abstract

Counterfeit, An array of counterfeit goods has been sold in the last two decades
which has precipitated this market to become the fastest-growing
illicit economies in developed and developing economies.
Personal gratification, Counterfeiting is propelled by the availability, affordability and
close approximations of the genuine versions. The study examines
the influence of materialism, hedonic consumption motive,
Behaviour. utilitarian consumption motive, personal gratification and novelty-
seeking on university students’ attitudes to purchase counterfeit
sportswear products at a selected Higher Education Institution. A
structured questionnaire solicited data through a convenient
sample of 327 respondents selected from registered students at an
institution in the 2020 academic year. Descriptive statistics,
correlations and regression analysis were used to evaluate
relationships between constructs. Two predictor variables, namely,
utilitarian motive and novelty-seeking showed significant
predictive relationships towards attitudes in counterfeit sportswear
purchases among students. Attitudes towards counterfeits also
emerged as a significant predictor of students’ willingness towards
counterfeit sportswear purchases. Brand marketers should
emphasise the utility value inherent in the purchase of authentic
branded products in their marketing campaigns as opposed to
buying counterfeits. It is critical for marketers of branded products
to promote the contrast of originals and counterfeits to underline
the quality and dependability of authentic products in the
marketplace.

Sportswear,

Attitudes,

1. Introduction

The emergence of counterfeiting is not new, with recent evidence showing its prevalence within a
broad spectrum of product categories (Organisation for Economic Co-operation and Development
(OECD 2018), driven largely by consumers’ aspiring attitudes, social media pressures and the need to
differentiate oneself ((Liu et al., 2020). It has become a global phenomenon in developed and
developing countries, causing a threat to economies and societies (Chang et al., 2023). Trade in
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counterfeit goods is widespread, growing in scope and magnitude and causing a significant amount of
damage to a free market economy (OECD 2018).

Counterfeit products are described as any unauthorised product that infringes upon intellectual
property rights (IPR) through unlawful copying and production of a product (Liu et al., 2020). An
array of counterfeit goods has been sold in the last two decades which has precipitated this market to
become the fastest-growing illicit economies in developed and developing economies. Counterfeiting
is propelled by the availability, affordability and close approximations of the genuine versions. The
study examines the influence of materialism, hedonic consumption motive, utilitarian consumption
motive, personal gratification and novelty-seeking on university students’ attitudes to purchase
counterfeit sportswear products at a selected Higher Education Institution (HEI).

1.1. Background

Globalisation has increased competition that stimulated the expansion of counterfeiting activities
among recognised and famous brands around the world (Bernardino et al., 2023). Counterfeiting
negatively harms new investment and progressively endangers public health and safety and the free
market economy. As examples, in 2019, counterfeit and pirated goods amounted to as much as
USD464 billion amounting to 2.5% of the world trade (OECD 2021). During 2020/2021 financial
year, South African Revenue Service (SARS) made seizures of illegal goods to the value of almost
R220 000 000 (SA Treasury, 2022). Of note, OECD (2023) reports that China is by far the biggest
country of origin of counterfeit products and (Yi, Yu & Cheung, 2022) the counterfeit capital of the
world.

Although counterfeiting seems to appear in a broad spectrum of product categories, the demand for
sport apparel and sport footwear categories, where lower levels of technology is required to produce
(Perumal & Sapihan, 2017) appear to be the highest, driven by lower prices compared to their genuine
counterparts (Chicoine, 2023). Additionally, the production of sports apparel is distinguished by high
competition and market niches, fragmentation, constant change, owing primarily to changes in
consumer preferences (Pires, 2022).

Counterfeit products are described as any unauthorised product that infringes upon intellectual
property rights (IPR), through unlawful copying and production of a product (Garas, Mahran &
Mohamed, 2023). These goods are generally made from lower quality components to sell a cheap
imitation of similar goods produced by brands that consumers know and trust (Quoquab et al., 2017).
Despite their low production costs, their quality approach that of original products (Chicome, 2023).

Counterfeit products are sometimes purchased by consumers who are unaware that they are not
genuine (deceptive counterfeiting), where consumers purchase counterfeits believing they have
purchased the genuine product (Chiu & Leng, 2016). However, consumers who cannot or do not want
to pay the price required for luxury brands opt for counterfeits (Tuncel, 2021), they knowingly
purchase counterfeit products, which is considered non-deceptive counterfeiting. In this study, only
non-deceptive counterfeiting is examined. Tuncel (2021) postulate that counterfeit products are sold
illegally and blame consumers of being willing to purchase these illegal products and making the
practice acceptable in society.

The remaining paper is divided as follows. The next section discusses the problem statement followed
by the research objectives. The succeeding section reviews pertinent background literature and
proposes the six fundamental hypotheses that aimed at establishing the primary model of the paper.
Thereafter, Section 3 details the methodology used to collect and validate the data and Section 4
conducts the analysis and discusses results. The final section summarises the paper, presenting



managerial implications of the findings and concludes with a discussion of the limitations of this
study and avenues for future research.

1.2. Problem Statement

Although counterfeiting as an industry is growing, few studies in this area have focused on consumer
attitudes towards the purchase of counterfeit products in a South African context. Moreover, despite
the popularity of sporting apparel, counterfeiting in sporting goods have not received much research
attention (Tuominen et al., 2022). Recent reports suggest that the market for counterfeit products in
this category is growing in many countries. For example, the National Football League in the USA
recently reported that UDS40 million worth of counterfeit sporting goods were recovered since 2012
(Umar 2015), which illustrates the gravity of counterfeiting. Government regulations in the form of
the Counterfeit Goods Act (37 of 1997) and coercive measures such as seizures have largely failed to
address the problem of counterfeit products (Shunmugan 2015). To have a holistic understanding of
the counterfeiting phenomenon. Shrum et al. (2022) urge marketers to strive to understand the critical
factors that drive the demand for counterfeit goods. In the same vein, Chang et al. (2023) denotes that
most of the research on counterfeiting has predominantly focused on issues of supply rather than the
factors influencing willingness to purchase such goods from a demand-side perspective. The demand
side is considered a key driver of the counterfeit market. This study focuses on the demand side of
counterfeiting by examining some of the antecedents of consumer perceptions of non-deceptive
counterfeiting in South Africa.

Hence, it is timely to examine the influencing factors, attitudes and willingness to purchase
counterfeit sports goods. Thus, the examination of this product category may yield a further
understanding of the consumption of counterfeit products beyond the current body of knowledge.
Given that earlier studies have established that the younger and the lower-income demographic
segments are more prone to purchase counterfeit products and that sporting apparel is a popular
fashion choice among the young, it is also appropriate to examine the willingness to purchase
counterfeit sporting goods among this cohort of consumers (Dhurup & Muposhi, 2020). This
willingness might be influenced by attitudes triggered by consumer behaviour motivations that are
selected for the purpose of this research. It can also be noted that motivation plays an important role in
the construction of consumer’s willingness to purchase toward counterfeit products (Shrum et al.,
2022).

1.3. Research objectives

The primary objective of this study is to examine the influence of materialism, hedonic consumption
motive, utilitarian consumption motive, personal gratification and novelty-seeking on attitudes and
the influence of attitudes towards counterfeit products on students’ willingness to purchase counterfeit
products at a selected HEL

1.3.1 Theoretical/secondary objectives

The following theoretical objectives have been developed for the study:

1) to provide a theoretical overview of the following variables: materialism, hedonic, utilitarian,
personal gratification and novelty-seeking.

2) to provide a review of the literature on consumers’ attitude toward counterfeit products; and

3) to conduct a literature review on consumers’ willingness to purchase counterfeit products.
1.3.2 Empirical objectives

The following empirical objectives have been formulated for the study with reference to HEI students
in Gauteng South:



1) To examine perceptions of students at a selected HEI with regards to materialism, hedonic and
utilitarian consumption motives, utilitarian consumption motives, personal gratification and novelty-

seeking towards counterfeit sportswear among students.
2) to assess the attitudes of students at a selected HEI towards counterfeit sportswear purchases.

3) to explore perceptions of students at a selected HEI towards their willingness to purchase
counterfeit sportswear.

4) to determine relationship between the various antecedents (materialism, hedonic consumption
motives, utilitarian consumption motives, personal gratification and novelty-seeking) and
attitudes towards the purchase of counterfeit sportswear.

5) to establish the relationship between attitudes and their willingness to purchase counterfeit
sportswear.

2. Literature Review

Literature within the domain of counterfeiting suggests that the Theory of Planned Behaviour (TPB)
has been most widely used and supported among researchers to underpin counterfeiting and consumer
buying behaviour (Tseng et al., 2021). According to the TPB, purchase behaviour is triggered by an
attitude towards behaviour, subjective norms and perceived behavioural control by a consumer
(Ajzen, 1985). Therefore, a person's intention to perform (or not to perform) a behaviour is the
immediate determinant of that action (Dhurup & Muposhi, 2020). The TPB predicts an individual's
intention to engage in a behaviour at a specific time and place (Ajzen, 1991) and suggests that
individual behaviour is driven by behavioural intentions, where behavioural intentions become a
function of three determinants: an individual’s attitude toward behaviour, subjective norms and
perceived behavioural control (Ajzen, 1991). The literature review is restricted to antecedents of
materialism, hedonic and utilitarian motivations, personal gratification and novelty seeking that may
have the propensity to trigger attitudes that in turn activates actual purchase behaviour.

Materialism refers to the mindset that emphasise the role of acquisitions and possessions in one’s life,
their role as instruments for achieving happiness and their role as indicators of success (Tuominen et
al., 2022). Consequently, materialism is high in young adults with a belief that more possessions lead
to more happiness, high status, power and popularity (Goérnik-Durose, 2020). As acquisition and
possession are components of materialism, consumers who are materialistic may find that counterfeit
goods serve as an adequate mechanism to satisfy their desire for goods that they might not otherwise
be able to afford to possess (Kirkwood-Mazik, 2014). Although often studied as a predictor of
purchase intention, this conceptualisation has not been extensively tested in the context of sport
marketing literature (Shrum et al., 2022).

Hedonic consumption is a facet of consumer behaviour that enjoyment, fun and positive feelings that
consumers obtain from the product usage experience (Lee et al., 2021). Totawar and Nambudiri
(2014) point out that hedonic or intrinsic motivation gives immediate need satisfaction, and an
intrinsically motivated act is valued for its own sake and appears to be self-sustaining. While such
motivations and behaviours are often exhibited and have an appeal or are enjoyable, aspects such as
shopping behaviour are recreational, pleasurable and stimulation-oriented (Aldaning & Achmad,
2018). Additionally, intrinsically motivated consumers have personal needs for competence,
autonomy and relatedness (Ruan et al., 2022) that might be satisfied by purchase of counterfeit
products.

Utilitarian motivation refers to the degree to which customers complete the purchase task efficiently
(Chang et al., 2023); therefore, (Liu et al., 2020) appeals to customers’ rationality by accentuating the



attainment of desired outcome from shopping activities and relevant to the task-specific use of
learning, such as purchase deliberation, that is, considering the product, service and price before the
actual purchase. Consequently, customers may make the purchases due to low prices, price/quality
ratios, the benefits of convenience and sales promotions (Riegger et al., 2021). Further, the utilitarian
aspect of an attitude toward a behaviour relates to usefulness or utility value as perceived by
consumers (Atulkar, 2021). Sportswear as utility goods, are items that are purchased frequently and
are a regular part of a consumer's life, which allows the consumer to be more price-sensitive and its
usefulness towards these goods. Hence, such goods may serve its utility value and may trigger a
positive attitude towards its purchase.

Gratification is the pleasurable emotional reaction of happiness in response to the fulfilment of a
desire or goal (Izzard, 2021). Phau et al. (2008) allude that personal gratification is linked to the need
for a sense of accomplishment, social recognition and the enjoyment of the finer things in life. Most
counterfeit products do not provide similar levels of quality as compared to the genuine product, yet
consumers who buy counterfeit products are willing to sacrifice quality and forego any product
warranty associated with the original product simply for the sake of accomplishment (Ang et al.,
2001). Irrevocably, personal gratification may relate to the sense of accomplishment, higher standard
of living associated with social recognition and consumers who are more concerned with this are less
likely to purchase counterfeits (Izzard, 2021). If consumers believe that buying merchandise is a
means of personal gratification, self-representation and status, then they are likely to hold a
favourable or unfavourable attitude toward buying counterfeit sportswear products, depending on the
level of accomplishment and social recognition (Rahpeima et al., 2014).

Novelty seeking is a personality trait manifested as a general tendency to pursue diversification,
curiosity, complexity, strong feelings and experiences (Chen et al., 2023). Novelty-seeking refers to
the fact that individuals keep on storing new information for future uncertainty and based on this
information, they keep on trying new things (Islam et al., 2021). Within a bouquet of counterfeit
products, many novel designs and versions of original brands provide a chance for consumers to calm
their urges and explore new products since these consumers are more concerned with satisfying their
internal motivation of experimentation rather than the products itself for the benefits it entails (Wang,
2017). Generally, the abundance of novel designs is available in counterfeit sportswear compared to
original brands (Islam et al., 2021).

Attitudes are habitual way of reacting to situations and generally reserved for an opinion which
represents a person’s overall inclination towards an object, idea or institution (Jena, 2020). Raza et al.
(2019) consider attitude to be a feeling and thinking in a settled way, which expresses a consumers’
ability to react in a positive or negative way in a particular situation; hence attitudes can be positive,
negative or neutral and dormant & more generalised (Jena, 2020). Jena (2013) went on to state that
the most widely accepted definition of attitude conceives it as an evaluation, such as psychological
tendency that is expressed by evaluating a product with some degree of favour or disfavour. Based on
the TRA, an attitude can be applied to predict an individual’s intention of performing a specific
behaviour e.g. to purchase or not to purchase a product (Rausch & Kopplin, 2021). Therefore,
attitudes may be influenced by beliefs about the disadvantages and advantages of performing a
specified behaviour such as engaging in the purchase of counterfeit products (Bupalan et al., 2019).
Accordingly, consumers who have knowledge about the counterfeits may have a favourable or
unfavourable attitude toward counterfeit consumption (Santana et al., 2022). The study assumes that
when the attitude towards counterfeit product is favourable, it is likely that students will buy
counterfeit sportswear, however, if the attitude towards counterfeit products is unfavourable, they may
not buy counterfeit sportswear (Dhurup & Muposhi, 2020).



3. Research Methodology

A research design is a framework or blueprint for conducting the marketing research project and
created to find answers to research questions and the researcher adopt this plan to answer questions
validly, objectively, accurately and economically (Kumar, 2019). The study employed a quantitative
approach Descriptive and causal, cross-sectional design was used to address the primary and
secondary research objectives. A non-probability convenience sample utilising a self-constructed
online questionnaire was employed to collect data. A cross-sectional research design was employed
since data was gathered only once from one sample group of respondents to understand and describe
the broad characteristics of those selected antecedents that influence attitudes towards counterfeit
sportswear among university students. Data was collected using a survey questionnaire. The
descriptive research design was applied in analysing the demographic profile of respondents while
causal research was utilised in addressing the predictive relationships between the various research
constructs. The population of the study comprised students from a selected HEI in Gauteng, South
Africa; N=20800 (HEDA, 2020). Three hundred and twenty-seven (n = 327) respondents constituted
the final sample. Data was analysed using the SPSS version 27.0. Data was collected for a period of
five months (i.e., from January 2024 to May 2024)

3.1. Conceptual framework

The framework in Figure 1.1 illustrates the relationship between the independent variables
(materialism, hedonic motive, utilitarian motive, personal gratification and novelty-seeking) that may
influence the attitude towards counterfeit products that leads to willingness to purchase among
university students.
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Figure 1: Conceptual framework



Source: Authors’ compilation

3.2 Hypotheses
The following hypotheses were formulated for the study:

e H;: Materialism has a significant relationship with consumer attitudes towards counterfeit
sportswear.

e H,: Hedonic consumption motive has a significant relationship with consumer attitudes to
purchasing counterfeit sportswear.

e Hj: Utilitarian consumption motivation has a significant relationship with consumer attitudes
to purchasing counterfeit sportswear.

e H.: Personal gratification has a significant relationship with consumer attitudes to purchase
counterfeit sportswear.

e Hs: Novelty-seeking has a significant relationship with consumer attitudes to purchase
counterfeit sportswear

e H, Attitude towards counterfeit sportswear has a significant relationship with purchase
intentions.

3.2. Ethics

All necessary research ethics were considered and the university approved by providing the following
Ethics Reference Number: FRECMS-18032020-025

4. Results and Findings

4.1 Demographic data results

Three hundred and twenty-seven (n = 327) respondents constituted the final sample (Table 1).
Majority of the respondents were males (74%; n=242) as compared to their female counterparts (26%;
n=85). The largest group of respondents were between the ages of 20-24 years (42.5%; n=139) and
majority of respondents were Africans (54.4%; n = 178). Most of the respondents were registered for
degree qualifications (45.6%; n=149), followed by diploma qualifications (44.3%; n=145) and
postgraduate (10.1%; n=33). Accordingly, majority of the respondents preferred sport footwear
(31.8%; n=104), followed by T-shirts (31.5%; n= 103), jackets (19.6%; n= 64), caps and hats (10.1%;
n=33), pants (6.7%; n=22) while only 0.3% (n=1) indicated they have no specific sportwear
preference.

Table 1: Demographic profile of the respondents

Variable Level of variable N Valid Cumulative
Percent Percent
Male 242 74 74
Gender Female 85 26 100
<20 years 57 17.4 17.4
20 — 24 years 139 42.5 59.9
Age 25 — 29 years 102 31.2 91.1
> 30 years 29 8.9 100.0
African 178 54.4 54.4
Whites 91 28.8 83.2
Ethnicity Indian 34 10.4 93.6
Coloured 24 7.3 100.0
Diploma 145 44.3 44.3
Registered Degree 149 45.6 89.9
Qualification Postgraduate 33 10.1 100.0
Caps/hats 33 10.1 10.1
Footwear 104 31.8 41.9




Sportswear Jackets 64 19.6 61.5
Preference Pants 22 6.7 68.2
T-shirts 103 31.5 99.7
Non-specific 1 0.3 100.0

Modest 258 78.9 78.9

Not Modest 69 21.1 100

Perceived Attributes Sophisticated 231 70.6 70.6
Not sophisticated 96 29.4 100.0

Fashionable 243 74.3 74.3
Not fashionable 84 25.7 100.0

Source: Authors’ compilation

4.2 Measurement scale accuracy

The accuracy of measurement scales was ascertained by testing for reliability and convergent and
discriminant validities. The results are indicated in Table 3.

Table 2: Constructs and measurement items

Construct Item code Factor Loadings Cronbach's alpha
MATI 0,615 0.793
Materialism MAT3 0,835
MAT4 0,795
MATS 0,784
Hedonic Motivation HED1 0,803 0.953
HED2 0,761
HED3 0,805
HED4 0,767
HEDS 0,784
HED6 0732
HED7 0.697
Utilitarian Motivation UTL1 0,660 0.926
UTL2 0,729
UTL3 0,816
UTL4 0,756
UTL5 0,700
Personal Gratification PGT2 0,729 0,893
PGT3 0,794
PGT4 0,794
PGTS5 0,803
PGT6 0,680
PGD5 0.722
PGD7 0.679
Novelty Seeking NOS1 0,728 0.905
NOS2 0,798
NOS3 0,771
NOS4 0.775
NOS5 0.760
Attitude ATCI1 0.741 0.912
ATC2 0.804
ATC3 0.771
ATC4 0.832
ATCS 0.806
Willingness to Purchase WTP1 0.833 0.907
WTP2 0.876
WTP3 0.885
WTP4 0.854
WTP5 0.843

Source: Authors’ Compilation.



4.3 Analysis of reliability and validity

As shown in Table 2, scale reliability was determined using Cronbach’s alpha test and the Composite
reliability (CR) test. Spece et al. (2018) recommend Cronbach’s alpha scores higher than 0.7 for
measuring the internal consistency of research data. In Table 2, Cronbach’s alpha test values range
between 0.615 and 0.885, which confirms the reliability of the data. Regarding the CR test, Fornell
and Lacker (1981) recommend a minimum cut-off score of 0.7 to ascertain the suitability of the
reliability. Convergent validity was ascertained through factor loadings values. According Spece et al.
(2018), factor loadings higher than 0.4 are considered acceptable. The results show factor loadings
ranging between 0.615 and 0.885, which provide evidence that the convergent validity requirements
were met. To ascertain discriminant validity, correlations between constructs must be below 1.0
(Fornell & Lacker, 1981). Table 3 indicates that all inter-construct correlation scores were below the
maximum threshold of 1.0. Therefore, discriminant validity was confirmed and considered suitable in

this study.
Table 3: Correlation between constructs
Research MAT HED UTL PGT NOS ATC WTP
construct
MAT 1.00
HED 3647 1.00
UTL 278" 736" 1.00
PGT 385" 442" 470" 1.00
NOS .200™ 645" 592" 298" 1.00
ATC 155" .586" .586" 255" 792™ 1.00
WTP .144™ 5717 .558™ 255" 6947 798" 1.00
MAT = Materialism; HED = Hedonic motivation; UTL = Utilitarian motivation, PGT = Personal
gratification; NOS = Novelty-seeking; ATC = Attitude towards counterfeits; WTP = Willingness to purchase
** correlation is significant at the 0.05 level (2-tailed)

Source: Authors’ compilation

4.4 Results

The purpose of this study was to examine the influence of selected variables on attitudes and the
influence of attitude to purchase counterfeit sportswear products, and an analysis to statistically
significantly discover whether two or more of the variables are in some way associated with one
another. To achieve the stated purposes, measures of central tendency were calculated and depicted in
Table 4.

Table 4: Measures of Central Tendency for the variables measured

Construct Min. Max Mean SD Skewness Kurtosis
MAT 1 5 3.462 1.164 -0.423 -0.660
HED 1 5 3.551 1.152 -0.636 -0.298
UTL 1 5 3.612 1.088 -0,674 -0.209
PGT 1 5 3.908 0.951 -0.757 0.262
NOS 1 5 3.254 1.106 -0.497 -0.386
ATC 1 5 3.311 1.139 -0.468 -0.470
WTP 1 5 3.285 1.162 -0.398 -0,583
MAT = Materialism; HED = Hedonic motivation; UTL = Utilitarian motivation; PGT = Personal gratification;
NOS = Novelty-seeking; ATC = Attitude towards counterfeits; WTP = Willingness to purchase
Scale: 1= Strongly disagree, 2=disagree, 3=neutral, 4=agree, 5=Strongly agree

Source: Author’s compilation

4.4.1 Means and standard deviations

Respondents were neutral regarding materialism, novelty seeking, attitude towards counterfeit and
willingness to purchase counterfeit sportswear products with scores (X = 3.462, 3.254, 3, 3.311 and



3.385) and (SD = 1.164, 1.106, 1.139 and 1.162) respectively. These results imply that the
respondents neither agreed nor disagreed with the four scales. Hedonic and utilitarian motivations
scored (X =3.551; SD: -0.298 and X = 3.612; SD = -0.209) very close to the “agree” point. Personal
gratification scored the highest with (X = 3.908; SD = 0.951) to indicate that respondents find it
important to have a comfortable, exciting life as this provides them with a sense of accomplishment
and pleasure.

4.4.2 Correlation analysis

The purpose of this analysis is to discover whether two or more variables are in some way associated
with one another (Leedy & Ormond, 2021). Weak or low correlations depict little or no relation
between variables, while high or strong correlation coefficients demonstrate strong associations
between two or more variables. The study utilised Pearson’s correlations analysis as reported in Table
S

Table 5: Inter-construct correlations

Research MAT HED UTL PGT NOS ATC WTP Cronbach a
construct

MAT 1.00 0.793

HED 3647 1.00 0.953

UTL 278" 736" 1.00 0.926

PGT 385" 442" 470" 1.00 0.893

NOS .200™ 645" 592" 298" 1.00 0.905

ATC 155" 586" 586" 2557 792" 1.00 0.912

WTP .144™ 5717 558 2557 694" 798" 1.00 0.907

MAT = Materialism; HED = Hedonic motivation; UTL = Utilitarian motivation; PGT = Personal
gratification; NOS = Novelty-seeking; ATC = Attitude towards counterfeits; WTP = Willingness to
purchase. ** correlation is significant at the 0.05 level (2-tailed)

4.4.3 Regression analysis

To test the relationships between the study variables, regression analysis was performed. Two
regression models were run. In regression model 1 ATC was entered as the dependent variable with
five predictors (MAT, HED, UTL, PGT and NOS) as independent variables. Regression model 2 has
ATC as a predictor while WTP is an independent variable. Tables 5 and 5 reflect model 1 and 2
respectively.

Table 6: Regression model 1: predictors and attitudes towards counterfeits

Predictors Dependent variable: Attitude towards counterfeits

E/I;(ii:l}))f;g()i:ent Unstandardised Standardised Sig. Collinearity statistics

Counterfeit coefficients coefficient

Sportswear B Std. Beta t p Tolerance VIF
error

(constant) .828 172 4.804 .000 .828 172

MAT -.031 .035 -.033 -.892 373 -.031 .035

HED .044 .047 .051 .930 353 .044 .047

UTL .163 .047 179 3.461 .001* 163 .047

PGT -.045 .046 -.038 -972 332 -.045 .046

NOS .622 .041 671 15.129 .000* .622 .041

R=0.807; Adjusted R? = 0.646; F = 119.771; p<0.05*




Table 7: Regression model 2 ATC and WTP

Predictor Dependent variable: Willingness to purchase

(Independent _ . _ S— _

variable): Unstandardised Standardised Sig. Collinearity statistics

Counterfeit coefficients coefficient

Sportswear B Std. Beta T p Tolerance VIF
error

(constant) 374 126 2.965 .003

ATC .879 .037 798 23.868 | .000* 1.000 1.000

R= 0.798; Adjusted R* = 0.636; F =569.698 p<0.05*

Source: Author compilation

4.5 Discussion

Table 7 above is an evident that correlation analysis showed a significant yet weak positive
association between MAT and ATC (r=0.155; p<0.05). This result implies that an increase in
materialism among consumers in counterfeit sportswear products may result in a slight improvement
in their ATC. Furthermore, HED showed a significant positive association towards ATC (1=0.586;
p<0.05). This indicates that an increase in HED may result in a moderate positive change in ATC.
There was a significant positive association between UTL and ATC (r=0.586; p<<0.05). These results
suggest that an increase in UTL may trigger an improvement in ATC. There was a significant weak
positive association between PGT and ATC (r=0.255; p<0.05). This indicates that consumer
gratification of counterfeit sportswear products is positively associated with ATC. The results of the
correlation analysis further revealed a significant strong positive association between NOS and ATC
(r=0.694; p<0.05). This result implies that an increase in students’ novelty seeking motives may
stimulate their ATC. Further analysis of the correlation matrix indicates a significant strong positive
association between ATC and WTP (1=0.798; p<0.05). This indicates that as ATC becomes stronger
among consumers, they will experience a higher WTP counterfeit sportswear.

The study aimed to investigate the influence of consumers’ willingness to purchase counterfeit
products on ATC and WTP within manufacturing firms in South Africa. The results in Table 8 show
that three hypotheses (H3, HS5, and H6) were supported, while the hypotheses (H1, H2 and H4) were
not supported.

Table 8: Results of PLS hypotheses testing analysis

Hypotheses | Path (From-to) | Path Coefficient | T statistics (O/STDEV)) P values | Hypothesis
test result
H1 MAT -> ATC 0.033 0.892 0.373 Not
Supported
H2 HED -> ATC 0.051 0.930 0.353 Not
Supported
H3 UTL -> ATC 0.179 3.461 0.001 Supported
H4 PGT > ATC 0.038 0.972 0.332 Not
supported
H5 NOS -> ATC 0.617 15.129 0.000 Supported
H6 ATC -> WTP 0.798 23.868 0.000 Supported

Source: Author’s compilation

From Table 6 which is regression model 1, MAT does not seem to be a significant predictor of ATC
(B=-0.033; t=-0.892; p=0.373). The results are consistent with previous studies: Shunmugan (2015),
Shrum et. al. (2021) who found this relationship to be insignificant. However, this contradicts the

results of other studies, Xi and Cheng (2017) and Shrivastana (2023) where materialism was found to



be significantly related to consumer ATC. Students may be materialistic but may not be attracted to
counterfeits due to the stigma attached to counterfeit sportswear. A further plausible reason for this
outcome could be attributed to the notion that university students are still very susceptible to the
influence of peers. According to the Theory of Planned Behaviour, peer pressure may affect an

individual’s attitudes and behaviour.

The HED consumption motive also seem to be an insignificant predictor of ATC ($=0.051; t=0.930;
p=0.353), providing evidence that the hedonic variable does not influence respondents' attitudes
towards counterfeit sportswear. Hypothesis H2 is therefore rejected. A plausible reason for this
outcome could be attributed to the fact that most of the students were Africans relying primarily on
funding emanating from Government agencies (e.g. NSFAS; SETASs) or parents’ employer bursary
funding which is accompanied by strict conditions on line-item spending where spending on “apparel”
is prohibited. With these conditions and limited disposable funds, university students may be deterred

from hedonic spending and associated behaviours.

The UTL factor seems to be a significant predictor of ATC (p=0.179; t=3.461; p=0.001). These
results indicate that p<0.05 confirming that UTL does influence students’ attitude towards
counterfeits. Previous studies found utilitarian motivation to positively influence counterfeit
purchasing decisions (Pancaningrum & Wardani, 2019). This is consistent with the Theory of
Reasoned Action where behavioural beliefs is posited to influence a person’s attitude and the
behavioural intent was postulated to be a strong predictor of actual behaviour (Basu, Basu & Lee,
2015). This positive behaviour of students may be attributed to the fact that these students are more
interested in uplifting their emotional states through functional benefits associated with utilitarian
motivation at least for the moment, rather than seeking a hedonic outcome which often is out of their

reach as students, based on their disposable ‘income’ (Xi & Cheng, 2017).

Further, the model indicates that PGT factor is not a significant predictor of ATC ($=-0.038; t=-0.972;
p=0.332). These results indicate that p>0.05 confirming that PGT does not influence students’
attitudes towards counterfeits. The results are congruence with the findings of previous studies, Sun,
Hua and Lin (2015); Izzard (2021) where personal gratification among consumers showed no effect
on consumer attitudes towards counterfeit products. The reason for the negative results of the studies
might be that students who search for personal gratification have attitudes towards purchasing genuine
sportswear as such purchases provide them with the feeling of accomplishment and durability (Izzard,
2021). Moreover, consumers choosing counterfeit products see themselves as less well off financially,

less confident, less successful, and lower status than counterfeit non-buyer.

The NOS factor emerged a strong predictor of ATC (f=0.671; t=15.129; p=0.000). These results
indicate that p<0.05 confirming that NOS positively influences students’ attitude towards counterfeits

sportswear. The results are in congruence with previous studies from Handrix et al. (2020); Mayasari



et al. (2022) where novelty-seeking was also found significant in influencing consumers to purchase
counterfeit products. Based on the Theory of Planned Behaviour, consumers who are novelty seekers
may have the propensity to develop positive attitudes towards products in general, which leads to
purchase intentions (Haseeb & Mukhtar, 2016). Moreover, students are often adventurous within the
novelty-seeking domain and may therefore try new sportswear even if they are counterfeits. Overall,
the five predictor variables (MAT, HED, UTL, PGT and NOS) accounted for 65% (Adjusted R* =
0.646) of the variance in ATC. These results show that an ATC is attributed to the combined effect of

the five predictors but primarily engendered by UTL and NOS motivations.

Table 7 reflects regression module 2. The results show that ATC is a strong positive and significant
predictor of WTP (B=0.798; t=23.868; p=0.000; p<0.05). These results indicate high levels of ATC
influence students’ willingness to purchase counterfeits sportswear. These results resonate with
Shrivastava’s (2023) study where consumer attitude toward counterfeit goods was found to be
significant to purchase intentions of such goods. This is in line with the notion of Theory of Planned
Behaviour, where consumers who hold favourable attitudes towards counterfeit products are more
likely to purchase such goods. Consumers who have a positive attitude toward the purchase of
counterfeit sporting goods have friends who accept the use and purchase of counterfeit sporting goods
are more likely to indicate an intention to purchase sporting goods. Overall, 64% (Adjusted R? =
0.636) in students’ willingness to purchase counterfeit sportswear can be accounted for by their

attitudes towards counterfeit sportswear.
5. Managerial Implications

The study investigates the factors that impact consumers’ attitudes towards counterfeit products. It
investigates the main motive of consumers’ willingness to purchase counterfeit products. The current
study has managerial implications. Managers and marketers of the products must take the opportunity
to educate the customers about brands’ intellectual properties and trademarks, make customers aware
of not only brand designs but a brand identity as well. Managers must shift to innovation in dealing
with counterfeiting. A successful fashion company puts customer service at the heart of their business.
A multi-channel approach can deliver a great customer experience if managed correctly. However, a
HubSpot survey found that 80% of consumers will cease purchasing from a company or brand if they
experience poor customer service. Today, having just one or two communication channels is not
sufficient, and an omni channel strategy is necessary to delight shoppers. Combining the most
innovative technologies across web (live chat, FAQs), email, social, video, and mobile enhances the
customer journey, and in turn drives repeat business, and positive customer reviews. Artificial
intelligence is also being used to provide a new solution for fashion brands to communicate with
digitally native shoppers. Expectations for seamless shopping experiences are higher than ever before,

and as digital grows, demand for what was once an offline luxury is now expected online.



The empirical outcomes of the research were used to draw recommendations from the sample results.
Since novelty-seeking and utilitarian motivation seem to predict a positive attitude towards counterfeit
sportswear, it is recommended that brand owners should develop awareness about ethical purchasing
behaviour and educate consumers on the social and economic downside of buying counterfeit
products and that seeking novelty when purchasing counterfeit products may soon wane and wear off,
leading to regret and cognitive dissonance. Further, brand marketers should also emphasise the utility

value inherent in the purchase of authentic branded products as opposed to buying counterfeits.

Further, since consumer attitudes have been shown to influence students’ intention to purchase
counterfeits sportswear, brand managers and marketers of authentic products should develop
marketing strategies and promotional campaigns to counter willingness to purchase of counterfeit
products. Consumers often cannot readily distinguish between genuine and fake sportswear. It is
therefore critical for marketers of branded products to promote the difference between originals and
fakes and to underline the quality, longevity, and dependability of their authentic products in the

market.

6. Conclusions, Limitations and Future Research

Counterfeiting impacts on legitimate businesses and loss of revenues. Whilst there is supply, demand
may follow for counterfeits as a natural progression in a free market economy. Moreover, human
behaviour is difficult to describe and whether students will refrain from counterfeit purchases is still
obscure to accurately predict their consumption behaviours within a backdrop of an ailing economy.
Only counterfeit sportswear products were part of the study. Moreover, findings are limited to
students from one institution of higher learning. The results cannot be generalised across the
categories of the consumer market at a national level. The results must therefore be viewed with
caution. Only a few variables (materialism, hedonic motivation, utilitarian motivation, personal
gratification, novelty-seeking, attitude towards counterfeits and willingness to purchase) were part of
the study.

Results must be viewed with caution as findings are limited to students from one institution of higher
learning and cannot be generalised across the whole categories of the consumer market. Overall, the
study contributes to the current literature by focusing on counterfeit buying among students and offers
suggestions to decrease the purchase of counterfeits and opens avenues for further research in this
field.

The study has a few limitations. It covered only counterfeit sportswear products. Moreover, findings
are limited to students from one institution of higher learning. The results, therefore, cannot be
generalised across the whole categories of the consumer market at a national level, and must be
viewed with caution. Only a few variables (materialism, hedonic motivation, utilitarian motivation,
personal gratification, novelty-seeking, attitude towards counterfeits and willingness to purchase)
were part of the study. Future research could therefore extend the study population and sample to
consumers beyond university students to provinces with ports of entry such as Cape Town and
Durban commonly used to ship counterfeit products. Further, other variables such as moral and



ethical antecedents, lifestyle orientation, product quality, product involvement could be avenues for
further research.
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