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Today, the importation of products with counterfeit brand is constantly increasing
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and, in some case, recognizing them is too difficult by customers. In some cases,
people buy a product although they know that it is a counterfeit one. Presents
paper looks for studying brand image, direct/indirect impacts of product
contribution and product cognition on intent to buy products with counterfeit
brand. The aim is to study the conceptual model and developed hypotheses based
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experimental hypothesis are evaluated by a hierarchical regression analysis
through the data from 218 perfume consumers in Isfahan and Tehran provinces.
Research findings indicate that brand personality plays a vital role in intent to buy
products with counterfeit brand more than other factors. While product
contribution and cognition play no vital role in intent to buy counterfeit brands.
Therefore, products with counterfeit brand are not studied as a product but also,
more importantly, as a brand (counterfeit brand). The value of present research
compared to previous ones is that they have considered counterfeit products only
in terms of a product while present study is a few one that has investigated the
brand of counterfeit products.

INTRODUCTION

Today, counterfeiting is considered as an important
economical phenomenon. Valid commodities with
trademarks such clothes, shoes, perfumes and even
certain medicines are sold to credulous people who think
that have conducted good transaction while they have
helped fraudsters by drawing their monies to their
accounts. They not only cheat original manufacturers by
aggressing their intellectual property but also fraud
consumers by selling products with counterfeit brands
and even expose customers to risks in some cases. Skin
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injuries resulted from consuming counterfeit jewellery
and perfumes and watches, medical poisoning and
irrevocable chronic symptoms are a part of such big
cheating. This a global problem which influence over all
people because that when intellectual property is violated
and jobs are lost, businesses are destroyed and cheated
consumers lose their trust to original products while
counterfeit product manufacturers are only looking for
their income [1]. Higher demand for counterfeit branded
products (CBPs) has caused that studying affecting factors
on CBP consumers’ buying behavior would be more
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valuable than before. Current studies have highly
neglected the impact by brand on CBP consumers’ buying
behavior [2].

Counterfeit is to supply a product with the name of
original brand in lower prices. Counterfeit products
involve a similar or non-identifiable brand from the
registered brand. They violate the rights of brand owner
[3]. Between 1984 through 1994, the value of counterfeit
products has grown 11% in global market. According to
International Commerce Chamber, counterfeit constitutes
8% of global trading [4].

In global level, selling counterfeit products is
estimated $300 billion. Obviously, counterfeit is changed
to considerable phenomenon in past two decades.
Although manufacturing and selling counterfeit products
are considered as crimes in several countries (i.e. USA and
UK), previous studies indicate that about one third of
consumers buy such products deliberately without
considering the potential outcomes of counterfeiting [5].
Since demand is always a major factor in the market, some
authors have argued that consumer’s demand for
counterfeit products is one of the major reasons for
counterfeiting phenomenon existence and growth.
Academic literature indicates that the concentration is
more on supply rather than demand [6]. Intent to buy
counterfeit products not only shows decision making in
selecting a product, but also indicates decision making on
a brand [7]. Therefore, present paper attempts to have
new glance to counterfeit products demand aspect. The
aime of present study is to investigate the impacts by
product cognition, product contribution, brand image
and counterfeit brand by consumers as well as the
interactions among such variables and their effects on
consumers’ intent to buy counterfeit products.

There are different aspects of counterfeit among
which two aspects are paid more attention. One is
cheating or combining counterfeit by which the
consumers do not aware the reality that they are buying
counterfeit products instead of original ones and the
consumer cannot be considered as responsible for such
behavior and non-cheating counterfeit by which the
consumers buy counterfeit products intentionally [8].

Brand image

Due to the concentration of different researches,
brand image is contractually defined in different moods.
Due to lack of a firm and radical foundation where a
concept can be shaped, authors tend to use brand image
and other alternative concepts like brand personality.
Aaker has alarmed on “brand image trap” in brand
personality and brand management relevant literature. He
clarifies that brand image and brand personality are two

NNTGENOINETELT: hitp://sjmie.sciencdine.com/

different concepts [9]. Brand image is “how the brand is
understood by customers?” it relates to those concepts on
brand that remain in consumer’s memory [10]. Brand
personality is an exclusive set of brand related concepts to
which brand strategists are interested to keep or remain
and it shows to what brand is created and the promise
occurred between organizational members and
customers [11].

Three key components of brand image are brand
personality, perceived product attributes and the
benefits/consequences of using a brand [12].

Brand personality causes that the consumer
exposes him/her or a certain aspects of him/her. As a
symbolic function, it helps to distinguish consumers and
to integrate them. Brand personality represents brand
values and the image drawn by ordinary consumers may
be an ideal image for other consumers [13]. Previous
studies indicate that brand desired personality is the
central runner of consumers’ priorities and habits because
that consumers relate more to a desired group or ideal
image. Product attributes can be classified in different
ways. Keller believes that product attributes include its
describing characteristics. Stokmans says that a product
can be seen as a set of intrinsic and extrinsic attributes or
as a set of conceived attributes. Present research uses
Stokmans’ attitude [20].

Product intrinsic attributes include information that
relates to the product directly.

Product extrinsic attributes include information
that relate to a product indirectly.

Such thinking is in line with some previous studies
and information [14].

Perceived advantages are what consumer
conceives that a product can do for him/her. They relate
to products perceived attributes and brand personality. In
decision making process, consumers consider perceived
advantages. Such advantages relate to counterfeited
branded products. In fact, advantages mean what
consumers believe that CBPs can bring for them. Benefits
are what consumers look for it through buying a
product/brand. Such benefits are directed toward the
values consumers wish [15].

Usually, product contribution refers to consumers’
long term perception on the importance of a group of
products based on his/her inner needs, values and
interests. Product contribution is widely used as an
explanatory variable for consumers’ behavior.

It is proved that contribution level determines
depth, complexity and broadness of cognitive/behavioral
processes in consumers’ selections. Therefore, product
contribution is a central and vital framework to conceive
consumers’ buying decision behavior and related issues
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[16]. Thus, when product contribution is high, it is likely
that consumers assess counterfeit branded products
against their counterparts, namely, original ones.

Processing advising information includes studying
current precise information and analyzing
positive/negative attributes of costs and interests so that
consumers can distinguish and perceive the differences
between counterfeit branded products from original ones
and give lower priority to counterfeit branded products
compared to original ones [21].

On the other hand, when product contribution is low,
consumers’ attempts and even abilities to process the
information would decrease due to lack of motivation and
one may not be able to distinguish easily counterfeit
branded products from original ones [22]. As a result,
consumers’ brand image on counterfeit branded products
and original ones may not be established in such cases
that would lead to a more desired perception to
counterfeit branded products compared to original ones
[71.

Consumers’ product cognition is recognized as an
attribute which impacts on all steps of decision making
process. Consumers with different product cognition level
have different perceptions on a product.

Consumers with higher levels of product cognition
have a more developed and complicated pattern with
more formulated decision making criteria. When they
process the information, they need lower cognitive effort
since the relevant cognitive structure can become active
automatically and they can process more information [18].

Hypotheses

H1. Consumers’ utility level to brand personality of
counterfeit branded products has a positive relationship
to intent to buy counterfeit branded products.

H2. Consumers’ perception on product attributes has
a positive impact on intent to buy counterfeit branded
products.

H3. Consumers’ perception on product benefits and
advantages has a positive impact on intent to buy
counterfeit branded products.

H4. There is a negative relationship between product
contribution and consumers’ perception on the brand
image of counterfeit branded products.

H5. There is a negative relationship between product
contribution and intent to buy counterfeit branded
products.

H6. There is a negative relationship between
consumers’ cognition on product and the perceived
brand image of counterfeit branded products.

H7. There is a negative relationship between product
cognition and consumers’ intent to buy counterfeit
branded products
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Mediating impacts

Mediating impacts occur when an independent
variable impacts on a dependent variable through the
effect on middle variables or as their results.

H8. There is a relationship between product cognition
and intent to buy counterfeit branded products due to
consumers’ perception on brand image.

H9. There is a relationship between product
contribution and intent to buy counterfeit branded
products due to consumers’ perception on brand image.

H10. When product contribution is high, the positive
impact of perceived brand image (attributes, advantages
/disadvantages of the product and brand personality) and
intent to buy counterfeit branded products is stronger
than when product contribution is lower.

Conceptual Framework

Product

contribution

Brand image Intent to buy

Product

cognition

Figure 1. The assumed relationship between product
contribution, product cognition, brand image and intent
to buy

Brand selection

Aim: studying Versace counterfeit perfumes as a well-
known brand in perfume industry and with highest
counterfeit products in perfume market. This brand is
selected due to easiness and broadness of its counterfeit
and existence its counterfeit perfumes. It is considered as
a luxury brand and one can find both counterfeit and
original products in Iran while it is too difficult to
distinguish them.

Methodology and samples

Tehran and Isfahan are the main cities in which both
original and counterfeit branded products can be seen in
their shops. Initially, the authors attend in 20 randomly
selected shops. However, only 6 shops announced their
readiness to cooperate with us for data collection. They
include two relatively small shops in residential areas; two
medium size shops with daily 10 million Rials sale; 1
shopping center which seemed
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an expensive shop and 1 shop in suburb with a low price
strategy.

The sample consists of 300 consumers of whom 210
provided us with usable answers. The sampling was
conducted in 21 days including weekends and in all
working hours of shops through stimulant based
approach (providing respondents with counterfeit
products before filling the questionnaire).

Research clarifying components include product
contribution, production cognition and brand image.
Liker five-range scale (1 = extremely disagree and 5 =
extremely agree) was used to devise research
questionnaire which was distributed among respondents.
Respondents were selected among perfume shops' clients
and necessary care was given in terms of gender, age
group, income and social class in order to keep the
balance of the sample. The average age of respondents
was 31 years old and their average income was 12,400,000
Rials. 53.5% of respondents were male and 47.7% were
female. The traits of subjects are shown in table 1.

Table 1. The attributes of subjects

______ N (%)
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