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Abstract 

The main purpose of this research was to find out the factors which influence buyer intention to buy 

original brands and their counterfeits in Peshawar product market. Specifically, it examines the impact of 

past purchases (of original brands and their counterfeits), buyer attitudes (toward the economic benefits of 

counterfeit purchase and hedonic benefits of counterfeit purchase), and personal characteristics (i.e. self-

image, materialism, and perceived future social status) on consumer intention to purchase original 

luxurious brands and their counterfeits. Based on a preliminary study, five brands in five different product 

items were selected and used for the study. About 200 people participated and filled in the self-

administered questionnaires for the current survey. Multiple regression analyses were employed to test the 

research hypotheses. The results indicated that past purchases, affordability and personal characteristics 

were significant predictors of consumer intention to buy originals vs counterfeits. Most antecedents (except 

purchase intention of originals and attitude towards hedonic benefits of counterfeit purchase) had 

significant influences on buying intention of original brands and counterfeits. Meanwhile, buyer intention 

to buy counterfeits and buyer intention to purchase original brands have positive reciprocal influences. 

Finding of the study suggest that buyers are ready to buy both originals and counterfeits brands. it looks 

like that buyer’s affordability is one of the main issue to be solved. However, for the purpose of clarifying 

and understanding these results more clearly, more studies are conduct by taking large sample size and 

broader geographical scope. 

 

Keywords: Counterfeit Luxury Brands, Original Luxury Brands, Product Market. 

   

Introduction 
 

Patronizing and selling highly sought after brands are not always easy, particularly when free riders copy 

and sell the same products at a discount. This business practice is known as counterfeiting (Albeit 1991). In 

some cases, the dissemination of the copied product may have its merits in that the original brand profits 

from higher awareness (Conner and Rumelt, 1991). 

 

Worldwide counterfeit is growing rapidly. According to statistic figure, counterfeit brands/products are 

traded almost about 05 to 07 percent globally, with the value of 600 billion US dollar yearly. Gentry, 

Putrevu, and Shultz (2006) reported that the image of luxury brands is destroying, because of counterfeits 

activates brand equity of many well-known brands are devalue. Nia & Zaichkowsky (2000) argued that this 

is not a shocking and surprising situation for well-known brands, at some stage it will have counterfeit. Yoo 

& Lee (2009) argued that in the fashion industry, there are numerous of counterfeits products/brands 

available (i.e., clothing, leather goods, shoes, jewelry, watches and so forth). Ritson (2007) argued in his 

study that Asia and South America are the major sources of counterfeits and pirated brands/products. 
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Throughout the world, a counterfeit is a big issue for most well-known brands. According to Ekawati 

(2010) most of the investors are not interested to invest money in such type of countries (industries), where 

the level of piracy is too high and not saved the market. In 2002 just because of counterfeit and pirated 

products/brands most of the companies bear the loss of PAK rupee 2 trillion (212 million US$) or more and 

in 20013 PAK rupee 43.2 trillion loss bear by industries (Febrina, 2006). 

 

Penz and Stöttinger (2005) said that lots of studies suggest the reasons of why most of the companies are 

committed in counterfeiting (i.e., supply side of a counterfeit), some studies explained those factors or 

causes which can help to determine why buyer purchased pirated and original brands (i.e., demand side of a 

counterfeit). Yoo and Lee (2009) identifies the buyer buying behavior of original products/brand and 

counterfeit in South Korea in their research work. 

 

This study purpose is to replicate after some modifications in the Yoo and Lee‟s studies which were held in 

2009 in the context of Pakistani markets (Peshawar). Pakistani market is one of the suitable choice for the 

purpose of studying and examining the pirated and original brands/products. Pakistan is the fifth largest 

population in the world and one of the fast-growing economy (In 2010, the economic growth rate was 06%) 

in the world (Safra & Aguilar-Cauz, 2011). These facts and figures help both manufacturer of original 

brands (genuine) and pirated products to enter in Pakistan and sell their products/brands. Numerous of 

aspects can be identify by researchers in USA (Al-Rafee & Cronan, 2006), and in Israel (Shoham, Ruvio, & 

Davidow, 2008) but the scope of systematic study in the context of Pakistan is limited.  

 

Research Objectives  
 

The main objective of this study is to identify the consumer intention to buy original products versus 

counterfeits toward some brands as demonstrated in numerous research findings. 

Following are the objective of the study  

 

 To know the antecedents of consumer intention to buy original products. 

 To know the antecedents of consumer intention to buy counterfeit products. 

 To study the real feelings of a person towards original products versus counterfeits. 

 To know that while using an original brand a person feel pleasure with that brand or while using a 

counterfeit brand a person feel pleasure with that brand 

 

Literature Review 
 

Past Purchase of Counterfeits 

 

Okonkwo U. (2009) argued in his study that buyer past buying behavior markedly affects his/her future 

purchase intension. In simple meaning, buyer future buying decision is based on previous purchase result. 

Buyer past buying experience help to make a repeat purchase. Definitely, if buyer makes a counterfeit 

purchase and have a good experience, then he/she will make a repeat purchase of it, and past buying 

behavior of original product can generate the intention of original purchase in future.   

 

Attitude Towards Hedonic Benefits Of Counterfeit Purchase 

 

Numerous of studies suggest that there is a relationship between behavioral intention and buyer attitude 

(Ajzen, 2005). Schiffman, Kanuk, & Wisenblit (2010) argued that an attitude is how buyer can behave in 

consistently favorable and unfavorable manner in a given object/situation. Furthermore, an attitude is the 

thinking pattern of a consumers, those feelings and actions which is associated with consumers in respect to 

their environment. These thinking pattern, feeling and action may be related to a brand, a product, quality 

and so forth. Yoo & Lee (2009) said that attitude can help the individual consumer intention for the purpose 
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of completing his/her some specific action (behavior), it may be making a purchase from store, choosing a 

brand. Further he argued that those buyer, who get satisfied with counterfeit products, so he/she will be buy 

counterfeit product. If they will not have satisfied with counterfeit product, they will stop using those 

product, that will not have satisfied. Yoo and Lee (2009) argued that there are two types of counterfeit 

buyer attitude toward i.e. economic benefit and hedonic benefits of purchasing counterfeit brands/products. 

In his study he found that for counterfeit products there is a negative relationship between attitude toward   

hedonic benefits and purchase intention of original. And researcher found that attitude toward economic 

benefits and hedonic benefits of counterfeit buying have positive impact on purchase intention of 

counterfeit products. Further researcher said that attitude toward economic benefits (counterfeit buying) did 

not affect buying intention of original. 

 

Materialism 

 

According to (Belk, 1985; Solomon, 2009) materialism means the importance of buying which is 

associated with material possession. In buying life possessions has a vital importance. They think and 

believe that this possession factor will satisfy them. Furthermore, it is a source of pleasure and happiness; it 

is representing the success/achievement symbol; and also represents of luxury and indulgence (Peter & 

Olson, 2008; Schiffman, et al., 2010). Belk (1985) argued that there is a difference between those buyers 

who have a vital importance of possessions in their lives and those who have less importance; it is just like 

a personality-like trait. Different empirical studies suggest that materialistic buyers have at least three 

characteristics; one is that those who get high value and showing off possession; second they may be a 

selfish one and last is they want to get more and more possessions (Schiffman, et al., 2010). In respect with 

counterfeit purchase, counterfeit as well as originals brands will satisfy materialistic mind of buyers, both 

look-alike. Furthermore, researcher argued that buyer almost look-like same whether they wear original 

fashion product or wear fake one. Penz and Stottinger (2005) said that there is an only difference between 

original is, buyers will buy genuine products – which represents the luxury brands what it really means. On 

the other hand, counterfeit brand, buyer will buy for the purpose of recognition and showing off the 

genuine brand, without paying any cost of original brands. Yoo and Lee (2009) suggest in his study that 

materialism have positively effect on both buying intension of original and counterfeits.   

 

Perceived Future Social Status 

 

Solomon (2009) argued that a social status or social class is a markedly predictor of buying a product that 

refer to a symbolic, visible and expensive product, such as cars, homes, fashion designer brands. According 

to (Blythe, 2008; Solomon, 2009) social status mean overall ranking of buyers (people) in the society. This 

ranking or status shows an individual‟s position (class) on the basis of wealth, power and prestige 

(Schiffman, et al., 2010.  There are several factors that can be used to determine the social class including 

income, occupation and education level Blythe (2008). And there are so many other factors also used for 

measuring social status or class; they are physical appearance, aspiration, social skill, recreational habits, 

social acceptance and so forth (Peter & Olson, 2008). Mowen (1995) argued that individuals think that 

different social status have different types of prestige, power and privilege. Social status is one of the most 

important factor which can help to measures the buying decision making process and buyer consumption 

pattern (behavior). When buyers expect and thinking that in future his/her social status will go upward 

mobility in his/her status, then he/she will be less price-sensitive and they will start buying original brands. 

Yoo and Lee (2009) argued that there is a positive relation between perceived future social class on buyer 

intention to purchase original brands. 

 

Self-Image 

 

By using self-image congruence model, the consumer can make a choice between attributes of the product 

and his/her image (Solomon, 2009). Buyer always chooses and buy such types of products whose 

characteristic will match their images and which can be used to impress people, and through product 
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characteristics they can display their identity. All luxury products are the sign and symbol of prestige, 

wealth and social status – all these which may have concerned with buyer higher self-image to make 

original purchase. In the study of Yoo and Lee (2009), he expresses that there is a positive relation between 

self-image and original purchase intention.   

 

Attitude Towards Economic Benefits Of Counterfeit Purchase 

 

Ajzen (2005) suggest that there is a link between behavioral intention and attitudes. Schiffman, Kanuk, & 

Wisenblit (2010) define attitudes as a learned predisposition to behave, consistently favorable or 

unfavorable manner with respect to given object/state. Furthermore, attitude can be defining as, the way in 

which people can thinks, feels and act within their environment with respect to given brand, product, store 

and so forth. Yoo& Lee (2009) argued that attitude will help to determine the people intentions of 

performing specific task or behavior let suppose; buying of products. Studies suggests that those buyers 

who have positive attitude towards counterfeit brand, so they will be willing to buy counterfeit 

brans/products and vice versa. In the study of Yoo and Lee (2009) counterfeit brand are classified into two 

categories; these categories are, attitude toward the economic benefits and attitudes toward the hedonic 

benefits of purchasing counterfeit brands/products. Furthermore, researchers suggest in his study that there 

is a negative relation with toward hedonic benefit of counterfeit buying on buying intention of original 

brand. Further they found in their study that there is a positive relation with attitude toward the economic 

benefit and hedonic benefit of counterfeit buying on buying intention of counterfeits. Researchers also said 

that attitude toward economic benefits of counterfeits buying did not affect buying intention of original.  

 

Quality 

 

Shahzad Khan (2011) in products/services all characteristic and features that help a buyer to buy 

demonstrate the ideas of products/services quality. Quality means that how the tremendous and bad thing 

can be valued. Russell & Taylor (2006) defined products quality as “fitness for use” or “capability to 

requirements”. Because of product quality consumer may choose same product after consuming it or may 

be he/she stop using that particular product after the result and he/she switch to another brand.  

 

The factor which effects the texture, hand feel and other performance aspects are the material that‟s why 

the material is important facts in quality of the product. Furthermore, a consumer may be individually 

attach itself to a color of the product, and by this decision he/she may reject or choose the products/brands. 

If a consumer is not satisfied with a color (let suppose, color does not make feels happy, does not attracts 

them and so forth) so he/she will reject and stop buying that specific brands/products.  

 

Purchase Intention of Counterfeits 

 

George W. Aljian (2012) define purchasing as it is a business or organization attempting to acquiring 

goods/services to achieve the goals of its enterprise. Though there are several organizations that attempt to 

set standards in the purchasing process, processes can vary greatly between organizations. 

 

Adam Feltz. (2008) argued that the intention is an agent's specific purpose in performing an action or series 

of actions, the end or goal that is aimed at. Outcomes that are not anticipated and not foreseen are known as 

unintended consequences. 

 

Intentional behavior can also be just thoughtful and deliberate goal-directedness. Recent research in 

experimental philosophy has shown that other factors may also matter for whether or not an action is 

counted as intentional. According to Yoo and Lee (2009) there is a reciprocal causation between buyer 

buying intention of counterfeit brands and buyer intention to buy genuine brands.  
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Furthermore, they discussed that if buyer‟s intention is to get counterfeits brand then it had a positive 

impact on his/her intention to purchase genuine, whereas buyer intention is to purchase originals/genuine, it 

will be negatively affected his/her intention to buy counterfeits.  

 

Once buyer try a counterfeit version of a luxury brand/product, he/she will be willing to buy the 

original/genuine. However, if he/she have already experience with an original brand, then he/she would be 

less likely to buy a fake one. 

 

Purchase Intention of Originals 

 

George W. Aljian (2012) define purchasing as it is a business or organization attempting to acquiring 

goods/services to accomplished the goals of its enterprise. Though there are several organizations that 

attempt to set standards in the purchasing process, processes can vary greatly between organizations. Adam 

Feltz (2008) argued that the intention is an agent's specific purpose in performing an action or series of 

actions, the end or goal that is aimed at. Outcomes that are not anticipated and not foreseen are known as 

unintended consequences. 

 

Intentional behavior can also be just thoughtful and deliberate goal-directedness. Recent research in 

experimental philosophy has shown that other factors may also matter for whether or not an action is 

counted as intentional 

 

According to Yoo and Lee (2009), there is reciprocal causation between buyer buying intention of 

counterfeit brands and buyer intention to buy genuine brands.  

 

Furthermore, they discussed that if buyer‟s intention is to get counterfeits brand then it had a positive 

impact on his/her intention to purchase genuine, whereas buyer intention is to purchase originals/genuine, it 

will be negatively affected his/her intention to buy counterfeits. Once buyer tries a counterfeit version of a 

luxury brand/product, he/she will be willing to buy the original/genuine. However, if he/she have already 

experience with an original brand, then he/she would be less likely to buy a fake one. 

  

Economic Aspects of Originals 

 

Price means something is the sum of money which is used to buy product/services. Price is one of the 

common and most important element of human life to fulfill needs and wishes to buy anything. (Cadogan 

& Foster 2000).  

 

Those buyers who have high brand loyalty are ready to pay a high price for their particular brands because 

they think that brands/products with intense prices are more valuable and much thrush than the products 

with a low price.  

 

So, buyer purchase significance is not easily affected by price. The Consumers who are sensitive to price 

will be willing to purchase counterfeits due to high prices of originals. 

 

Past Purchase of Originals 

 

According to Okonkwo, U. (2009) study buying behavior of a customer is effected by his/her own past 

experiences. Customer future purchase intention depends upon past action. Past behavior forms a habit with 

repeated performance. It may be the past behavior of counterfeits results to buy counterfeit, and it may be 

past behavior of original brand generate the intention of original brands.  
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Aesthetics 

 

According to Elfriede Penz and Barbara Stottinger (2008), The original brand concept to overall evoked 

positive emotion sand slinked to high quality, image, aesthetics, advertising, services, motor vehicles, food, 

and some other products (such as Barbie, Ikea, Picasso).  

 

In more detail, consumers associate original brands with exclusiveness, self-realization and something that 

can help distinguish themselves from others by having something that is in vogue. They also offer a certain 

beautiful or attractive reward (aesthetics). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Hypotheses 

 

On the basis of the variables of theoretical frame work which were collected from literature review the 

following hypotheses have been developed. 

 

H1: There is a considerable and positive correlation between past purchase of counterfeits and antecedents 

of consumer intention to buy original vs. counterfeits. 

H1a. There is a considerable and positive correlation between attitude towards hedonic benefits of 

counterfeit purchase and antecedents‟ consumer intention to buy original vs. counterfeits. 

H1b: There is a considerable and positive correlation between attitude towards economic benefits of 

counterfeit purchase and antecedents of consumer intention to buy original vs. counterfeits. 

H1c: There is a considerable and positive correlation between materialism and antecedents of consumer 

intention to buy original vs. counterfeits. 
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H1d: There is a considerable and positive correlation between purchase intention of originals and 

antecedents of consumer intention to buy original vs. counterfeits. 

H1e: There is a considerable and positive correlation between economic aspects of original‟s and   

antecedents of consumer intention to buy original vs. counterfeits. 

H1f: There is a considerable and positive correlation between aesthetics and antecedents of consumer 

intention to buy original vs. counterfeits.H1g: There is a considerable and positive correlation between 

security and antecedents of consumer intention to buy original vs. counterfeits. 

H2: There is a considerable and positive correlation between past purchase of originals and antecedents of 

consumer intention to buy original vs. counterfeits. 

H2a: There is a considerable and positive correlation between materialism and antecedents of consumer 

intention to buy original vs. counterfeits. 

 H2b: There is a considerable and positive correlation between attitude towards hedonic benefits of 

counterfeit purchase and antecedents of consumer intention to buy original vs. counterfeits. 

 H2c: There is a considerable and positive correlation between self-image and antecedents of consumer 

intention to buy original vs. counterfeits. 

 H2d: There is a considerable and positive correlation between quality and antecedents of consumer 

intention to buy original vs. counterfeits. 

H2e: There is a considerable and positive correlation between perceived future social status and 

antecedents of consumer intention to buy original vs. counterfeits. 

H2f: There is a considerable and positive correlation between purchase intention of counterfeits   and 

antecedents of consumer intention to buy original vs. counterfeits. 

H2g: There is a considerable and positive correlation between aesthetics and antecedents of consumer 

intention to buy original vs. counterfeits. 

H2h: There is a considerable and positive correlation between security and antecedents of consumer 

intention to buy original vs. counterfeits. 

 

Research Methodology 
 

Primary data  

  

For collection of primary data, researcher has developed a self-administered questionnaire. There are two 

sections in the questionnaire. Section “A” consists of the demographics of the respondents like age, and 

gender. Section “B” consists of Dependent and independent variables. All the statistical figures for this 

research are composed through a self-administered structured questionnaire. The questionnaire is a close-

ended questionnaire with five points Likert Scale to get appropriate information from respondents 

 

Secondary data     

  

For collection of secondary data, researcher has concerned some recommended books, journals, articles and 

internet resources.  

Research instrument 

 

The research instrument which is used in this research is a self-administered questionnaire in which the first 

part of the questionnaire comprised of demographic variables like gender and age and second part of 

contains dependent and independent variables having close ended questions with five points Likert scale in 

which 1=Strongly Disagree, 2=Disagree, 3=Neither Agree Nor Disagree, 4=Agree and 5=Strongly Agree. 

 

Sample size  

 

The sample size is 200 taken from the area of interest i.e., Peshawar city which represents the whole 

population of Peshawar city. The respondents were selected on convenience basis from Peshawar city as 

the population is unknown that‟s why researcher has used non-probability sampling technique. 
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Analysis and Results 
 

200 questionnaires were distributed among respondents, and 176 questionnaires were received. Remaining 

24 were missing and incomplete. The final analysis is done on 176 questionnaires. 

 

Model No 1 

 
 

A Correlation value of APIO with APIO is 1 it is perfect a positive relation and is highly significant. A 

Correlation value of APIO with PICF is 0.460 it is a positive but moderate relationship and is highly 

significant correlation value of APIO with MAT1 is 0.562 it is positive but moderate relationship and is 

highly significant. A Correlation value of APIO with AHBCFP is 0.60 it is a positive but moderate 

relationship and is highly significant. A Correlation value of APIO with SI is 0.630 it is a positive but 

moderate relationship and is highly significant. A Correlation value of APIO with Q is 0.600 it is a positive 

but moderate relationship and is highly significant correlation value of APIO with PFSS is 0.620 it is 

positive but moderate and is highly significant. A Correlation value of APIO with PPO is 0.28 it is a 

positive but weak relation and is highly significant. A Correlation value of APIO with S is 0.740 it is a 

positive but strong relationship and is highly significant correlation value of APIO with AES is 0.450 it is a 

positive but moderate relationship and is highly significant. 

 

A Correlation value of PICF with APIO is 0.460 it is a positive but moderate relation and is highly 

significant. A Correlation value of PICF with PICF is 1 it is a perfect positive relationship and is highly 

significant. A Correlation value of PICF with MAT1 is 0.452 it is a positive but moderate relationship and 

is highly significant. A Correlation value of PICF with AHBCFP is 0.613 it is a positive but moderate 

relationship and is highly significant. A Correlation value of PICF with SI is 0.560 it is a positive but 

moderate relationship and is highly significant.  

 

A Correlation value of PICF with Q is 0.533 it is a positive but moderate relationship and is highly 

significant. A correlation value of APIO with PFSS is 0.620 it is a positive but moderate and is highly 

significant. A Correlation value of PICF with PPO is 0.320 it is a positive but weak relation and is highly 

significant. A Correlation value of PICF with S is 0.480 it is a positive but moderate relationship and is 

highly significant. A correlation value of PICF with AES is 0.741 it is a positive but strong relationship and 

is highly significant. 
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A Correlation value of MAT1 with APIO is 0.562 it is a positive but moderate relation and is highly 

significant. A Correlation value of MAT1 with PICF is 0.452 it is a positive but moderate relationship and 

is highly significant. A Correlation value of MAT1 with MAT1 is 1 it is a perfect positive relationship and 

is highly significant. A Correlation value of MAT1 with AHBCFP is 0.419 it is a positive but moderate 

relationship and is highly significant. A Correlation value of MAT1 with SI is 0.451 it is a positive but 

moderate relationship and is highly significant. A Correlation value of MAT1 with Q is 0.552 it is a 

positive but moderate relationship and is highly significant. A correlation value of MAT1 with PFSS is 

0.446 it is a positive but moderate and is highly significant. A Correlation value of MAT1 with PPO is 

0.327 it is a positive but weak relation and is highly significant. A Correlation value of MAT1 with S is 

0.383 it is a positive but weak relationship and is highly significant. A correlation value of MAT1 with 

AES is 0.565 it is a positive but moderate relationship and is highly significant. 

 

A Correlation value of AHBCF with APIO is 0.600 it is a positive but moderate relation and is highly 

significant. A Correlation value of AHBCF with PICF is 0.613 it is a positive but moderate relationship and 

is highly significant. A Correlation value of AHBCF with MAT1 is 0.419 it is a positive but moderate 

relationship and is highly significant. A Correlation value of AHBCF with AHBCFP is 1 it is perfect a 

positive relationship and is highly significant. A Correlation value of AHBCF with SI is 0.598 it is a 

positive but moderate relationship and is highly significant. A Correlation value of AHBCF with Q is 0.363 

it is a positive but weak relationship and is highly significant. A Correlation value of AHBCF with PFSS is 

0.482 it is a positive but moderate and is highly significant. A Correlation value of AHBCF with PPO is 

0.332 it is a positive but weak relation and is highly significant. A Correlation value of AHBCF with S is 

0.392 it is a positive but weak relationship and is highly significant. A Correlation value of AHBCF with 

AES is 0.399 it is a positive but weak relationship and is highly significant. 

 

A Correlation value of SI with APIO is 0.630 it is a positive but moderate relation and is highly significant. 

A Correlation value of SI with PICF is 0.560 it is a positive but moderate relationship and is highly 

significant. A Correlation value of SI with MAT1 is 0.450 it is a positive but moderate relationship and is 

highly significant. A Correlation value of SI with AHBCFP is 0.598 it is a positive but moderate 

relationship and is highly significant. A Correlation value of SI   with SI is 1 it is perfect a positive 

relationship and is highly significant. A Correlation value of SI with Q is 0.515 it is a positive but moderate 

relationship and is highly significant. A Correlation value of SI with PFSS is 0.420 it is a positive but 

moderate and is highly significant. A Correlation value of SI with PPO is 0.349 it is a positive but weak 

relation and is highly significant. A Correlation value of SI with S is 0.413 it is a positive but moderate 

relationship and is highly significant. A Correlation value of SI with AES is 0.497 it is a positive but 

moderate relationship and is highly significant. 

 

A Correlation value of Q with APIO is 0.600 it is a positive but moderate relation and is highly significant. 

A Correlation   value of Q with PICF is 0.533 it is a positive but moderate relationship and is highly 

significant. A Correlation value of Q with MAT1 is 0.552 it is a positive but moderate relationship and is 

highly significant. A Correlation value of Q with AHBCFP is 0.363 it is a positive but weak relationship 

and is highly significant. A Correlation   value of Q   with SI is 0.515 it is a positive but moderate 

relationship and is highly significant. A Correlation value of Q with Q is 1 it is perfect a positive 

relationship and is highly significant. A Correlation value of Q with PFSS is 0.583 it is a positive but 

moderate and is highly significant. A Correlation value of Q with PPO is 0.299 it is a positive but weak 

relation and is highly significant. A Correlation   value of Q with S is 0.237 it is a positive but weak 

relationship and is highly significant. A Correlation value of Q with AES is 0.586 it is a positive but 

moderate relationship and is highly significant. 

 

A Correlation value of PFSS with APIO is 0.620 it is a positive but moderate relation and is highly 

significant. A Correlation   value of PFSS with PICF is 0.519 it is a positive but moderate relationship and 

is highly significant. A Correlation value of PFSS with MAT1 is 0.446 it is a positive but moderate 

relationship and is highly significant. A Correlation value of PFSS with AHBCFP is 0.482 it is a positive 
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but moderate relationship and is highly significant. A Correlation   value of PFSS   with SI is 0.420 it is a 

positive but moderate relationship and is highly significant. A Correlation value of PFSS with Q is 0.583 it 

is a positive but moderate relationship and is highly significant A Correlation value of PFSS with PFSS is 1 

it is perfect a positive relationship and is highly significant. A Correlation value of PFSS with PPO is 0.436 

it is a positive but moderate relation and is highly significant. A Correlation   value of PFSS with S is 0.333 

it is a positive but weak relationship and is highly significant. A Correlation value of PFSS with AES is 

0.553 it is a positive but moderate relationship and is highly significant. 

 

A Correlation value of PPO with APIO is 0.28 it is a positive but weak relation and is highly significant. A 

Correlation   value of PPO with PICF is 0.320 it is positive but weak relationship and is highly significant. 

A Correlation value of PPO with MAT1 is 0.327 it is positive but weak relationship and is highly 

significant. A Correlation value of PPO with AHBCFP is 0.332 it is positive but weak relationship and is 

highly significant. A Correlation   value of PPO   with SI is 0.349 it is positive but weak relationship and is 

highly significant. A Correlation value of PPO with Q is 0.299 it is positive but weak relationship and is 

highly significant A Correlation value of PPO with PFSS is 0.436 it is a positive but moderate relationship 

and is highly significant. A Correlation value of PPO with PPO is 1 it is perfect a positive relationship and 

is highly significant. A Correlation   value of PPO with S is 0.413 it is a positive but moderate relationship 

and is highly significant. A Correlation value of PPO with AES is 0.361 it is a positive but weak 

relationship and is highly significant. 

 

A Correlation value of S with APIO is 0.740 it is a positive but strong relation and is highly significant. A 

Correlation   value of S with PICF is 0.480 it is a positive but moderate relationship and is highly 

significant. A Correlation value of S with MAT1 is 0.383 it is a positive but weak relationship and is highly 

significant. A Correlation value of S with AHBCFP is 0.392 it is a positive but weak relationship and is 

highly significant. A Correlation value of S with SI is 0.413 it is a positive but moderate relationship and is 

highly significant. A Correlation value of S with Q is 0.237 it is a positive but weak relationship and is 

highly significant A Correlation value of S with PFSS is 0.333 it is a positive but weak relationship and is 

highly significant. A Correlation value of S with PPO is 0.413 it is a positive but moderate relationship and 

is highly significant. A Correlation value of S with S is 1 it is perfect a positive relationship and is highly 

significant. A Correlation value of S with AES is 0.516 it is a positive but moderate relationship and is 

highly significant. 

 

A Correlation value of AE S with APIO is 0.450 it is a positive but moderate relation and is highly 

significant. A Correlation   value of AES with PICF is 0.741 it is a positive but strong relationship and is 

highly significant. A Correlation value of AES with MAT1 is 0.565 it is a positive but moderate 

relationship and is highly significant. A Correlation value of AES with AHBCFP is 0.399 it is a positive 

but weak relationship and is highly significant. A Correlation value of AE S   with SI is 0.419 it is a 

positive but moderate relationship and is highly significant. A Correlation value of AES with Q is 0.586 it 

is a positive but moderate relationship and is highly significant A Correlation value of AES with PFSS is 

0.553 it is a positive but moderate relationship and is highly significant. A Correlation value of AES with 

PPO is 0.36 it is a positive but weak relationship and is highly significant. A Correlation value of AE S 

with S is 0.516 it is a positive   but moderate relationship and is highly significant. A Correlation value of 

AE S with AES is 1 it is perfect a positive relationship and is highly significant. 

 

TEST applied  

Regression 

Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .684
a
 .724 .852 .00000 

a. Predictors: (Constant) AES, PPO, AHBCFP, S, MAT1, 

PFSS, SI, Q, PICF 
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In the above table of model summary R shows the correlation means strength of association of overall 

model as here the value of R is .684 which means that there is 68.4% strength of association between 

dependent and independent variables of the model and R square shows the variance explained in dependent 

variable due to change in independent variables as here the value of R square is .724 which shows that 

72.4% variance in dependent variable is explained by independent variables. 

 

ANOVA
a
 

Model Sum of 

Squares 

df Mean 

Square 

F Sig. 

1 

Regres

sion 
1.573 9 .175 

19.78

2 
.000

b
 

Residu

al 
64.788 166 .390 

  

Total 66.361 175    

a. Dependent Variable: APIO 

b. Predictors: (Constant), AES, PPO, AHBCFP, S, MAT1, 

PFSS, SI, Q, PICF 

 

The above table of ANOVA represents that either the model is statistically significant or not as the value of 

F is 19.782 and significance value is .000 which shows that our model is statistically significant means 

there is true relationship between dependent i.e., APIO and independent variables i.e., AES, PPO, 

AHBCFP, S, MAT1, PFSS, SI, Q, PICF 

 

Coefficients
a
 

Model Unstandardized 

Coefficients 

Standard

ized 

Coefficie

nts 

t Sig. 

B Std. 

Error 

Beta 

1 

(Const

ant) 
1.518 .000 

 
.000 .000 

PICF .100 .003 .436 4.181 .000 

MAT1 .100 .041 .083 6.086 
                           

.000 

AHBC

FP 
.100 .027 .085 4.117 .000 

SI .100 .002 .438 8.144 .000 

Q .100 .061 .437 8.048 .000 

PFSS .100 .054 .511 9.527 .000 

PPO .100 .037 .579 
10.79

4 
.000 

S .100 .019 .148 7.113 .000 

AES .200 .022 .316 5.865 .000 

a. Dependent Variable: APIO 

 

The above table of coefficients has t values and significance values which shows acceptance and rejection 

of hypothesis if the calculated value of t is greater than tabulated value with significance value less than .05 



 

 

 

 

 

ISSN: 2308-7056                Yousaf & Khan (2016) 

 

 

358 

I 

 

  www.irbas.academyirmbr.com                                                                         December 2016                                                                                              

 International Review of Basic and Applied Sciences                                            Vol. 4 Issue.12 
 

R 
B  
A    
S  

at significance level 5% so the hypothesis will be accepted and vice versa. In the above table of coefficients 

all of the 9 hypothesis are accepted with calculated t values greater then tabulated values and significance 

values less than 0.05. 

 

In the above table beta values shows percentage change in dependent variables due to 1 unit change in 

independent variables. It is evident from the above table that the most important variable influencing the 

dependent variable is “past purchase of original‟s” with standard coefficient of b=.5794. while the second 

important influencing dependent variable is perceived future social status with b=.511 and the third 

important variables are quality and self-image with b=.437 and b=.438 

 

While the rest of the independent variables like purchase intention of counterfeits (b=0.436), materialism 

(b=.083), attitude towards hedonic benefits of counterfeit purchase (b=.085), security (b=0.148) and 

aesthetics (b=0.316) have relatively less influence towards antecedents of purchase intention of original‟s. 

 

Model No 2 

 
 

A Correlation value of APIC with APIC is 1 it is perfect a positive relation and is highly significant. A 

Correlation   value of APIC with PPOCF is 0.460 it is a positive but moderate relationship and is highly 

significant A Correlation value of APIC with AHBCF is 0.660 it is a positive but moderate relationship and 

is highly significant.  

 

A Correlation value of APIC with AEBCF is 0.820 it is a positive but strong relationship and is highly 

significant. A Correlation   value of APIC with MAT2 is 0.820 it is a positive but strong relationship and is 

highly significant. A Correlation value of APIC with PIOO is 0.530 it is a positive but moderate 

relationship and is highly significant A Correlation value of APIC with EAOO is 0.790 it is a positive but 
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strong and is highly significant. A Correlation value of APIC with ASI is 0.65 it is a positive but moderate 

relation and is highly significant. A Correlation value of APIC with SE is 0.630 it is a positive but moderate 

relationship and is highly significant.  

 

A Correlation value of PPOCF with APIC is 0.460 it is a positive but moderate relation and is highly 

significant. A Correlation value of PPOCF with PPOCF is 1 it is perfect a positive relationship and is 

highly significant. A Correlation value of PPOCF with AHBCF is 0.95 it is a positive but strong 

relationship and is highly significant. correlation value of PPOCF with AEBCFP is 0.64 it is a positive but 

moderate relationship and is highly significant.  

 

A Correlation value of PPOCF with MAT2 is 0.60 it is a positive but moderate relationship and is highly 

significant. correlation value of PPOCF with PIOO is 0.80 it is a positive but strong relationship and is 

highly significant correlation value of PPOCF with EAOO is 0.790 it is a positive but moderate and is 

highly significant. A Correlation value of PPOCF with ASI is 0.80 it is a positive but strong relation and is 

highly significant. A Correlation value of PPOCF with SE is 0.570 it is a positive but moderate relationship 

and is highly significant. 

 

A Correlation value of AHBCF with APIC is 0.680 it is a positive but moderate relation and is highly 

significant. A Correlation value of AHBCF with PPOCF is .90 it is a positive strong relationship and is 

highly significant. Correlation value of AHBCF with AHBCF is 1 it is perfect a positive relationship and is 

highly significant. correlation value of AHBCF with AEBCF is 0.81 it is a positive but strong relationship 

and is highly significant.  

 

A Correlation value of AHBCF with MAT2 is 0.80 it is a positive but strong relationship and is highly 

significant. correlation value of AHBCF with PIOO is 0.60 it is a positive but moderate relationship and is 

highly significant correlation value of AHBCF with EAOO is 0.60 it is a positive but moderate and is 

highly significant. A Correlation value of AHBCF with ASI is 0.60 it is a positive but moderate relation 

and is highly significant correlation value of AHBCF with SE is 0.570 it is a positive but moderate 

relationship and is highly significant. 

 

A Correlation value of AEBCF with APIC is 0.820 it is a positive but strong relation and is highly 

significant. A Correlation value of AEBCF with PPOCF is 0.6 it is a positive moderate relationship and is 

highly significant. A Correlation value of AEBCF with AHBCF is 0.81 it is a positive but strong 

relationship and is highly significant. Correlation value of AEBCF with AEBCF is 1 it is perfect a positive 

relationship and is highly significant.  

 

A Correlation value of AEBCF with MAT2 is 0.6 it is a positive but moderate relationship and is highly 

significant. A Correlation value of AEBCF with PIOO is 0.55 it is a positive but moderate relationship and 

is highly significant A Correlation value of AEBCF with EAOO is 0.490 it is a positive but moderate and is 

highly significant. A Correlation value of AEBCF with ASI is 0.59 it is a positive but moderate relation and 

is highly significant. A Correlation value of AEBCF with SE is 0.46 it is a positive but moderate 

relationship and is highly significant. 

 

A Correlation value of MAT2 with APIC is 0.820 it is a positive but strong relation and is highly 

significant. A Correlation   value of MAT2 with PPOCF is 0.6 it is a positive moderate relationship and is 

highly significant. A Correlation value of MAT2 with AHBCF is 0.81 it is a positive but strong relationship 

and is highly significant. A Correlation value of MAT2 with AEBCF is 0.61 it is a positive but moderate 

relationship and is highly significant.  

 

A Correlation value of MAT2 with MAT2 is 1 it is perfect a positive relationship and is highly significant. 

A Correlation value of MAT2 with PIOO is 0.55 it is a positive but moderate relationship and is highly 

significant A Correlation value of MAT2 with EAOO is 0.490 it is a positive but moderate and is highly 
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significant. A Correlation value of MAT2 with ASI is 0.19 it is a positive but weak relation and is highly 

significant. A Correlation value of MAT2 with SE is 0.47 it is a positive but moderate relationship and is 

highly significant. 

 

A Correlation value of PIOO with APIC is 0.530 it is a positive but moderate relation and is highly 

significant. A Correlation value of PIOO with PPOCF is 0.80 it is a positive strong relationship and is 

highly significant. A Correlation value of PIOO with AHBCF is 0.62 it is a positive but moderate 

relationship and is highly significant. A Correlation value of PIOO with AEBCF is 0.55 it is a positive but 

moderate relationship and is highly significant.  

 

A Correlation value of PIOO with MAT2 is 0.55 it is a positive but moderate relationship and is highly 

significant. A Correlation value of PIOO with PIOO is 1 it is perfect a positive relationship and is highly 

significant. A Correlation value of PIOO with EAOO is 0.95 it is a positive but strong and is highly 

significant. A Correlation value of PIOO with ASI is 0.1 it is positive   relation and is highly significant. A 

Correlation value of PIOO with SE is 0.33 it is positive but weak relationship and is highly significant. 

 

A Correlation value of EAOO with APIC is 0.790 it is positive but strong relation and is highly significant. 

A Correlation value of EAOO with PPOCF is 0.80 it is positive strong relationship and is highly 

significant. A Correlation value of EAOO with AHBCF is 0.60 it is positive but moderate relationship and 

is highly significant. A Correlation value of EAOO with AEBCF is 0.490 it is positive but moderate 

relationship and is highly significant.  

 

A Correlation value of EA OO with MAT2 is 0.49 it is positive but moderate relationship and is highly 

significant. A Correlation value of EAOO with PIOO is 0.9 it is positive but strong relationship and is 

highly significant. A Correlation value of EAOO with EAOO is 1 it is perfect a positive and is highly 

significant. A Correlation value of EAOO with ASI is 0.9 it is a positive   relation and is highly significant. 

A Correlation value of EAOO with SE is 0.57 it is a positive but moderate relationship and is highly 

significant. 

 

A Correlation value of ASI with APIC is 0.65 it is a positive but moderate relation and is highly significant. 

A Correlation value of ASI with PPOCF is 0.80 it is a positive strong relationship and is highly significant.  

 

A Correlation value of ASI with AHBCF is 0.61 it is a positive but moderate relationship and is highly 

significant. A Correlation value of ASI with AEBCF is 0.59 it is a positive but moderate relationship and is 

highly significant.  

 

A Correlation value of ASI with MAT2 is 0.16 it is a positive but weak relationship and is highly 

significant. A Correlation value of ASI with PIOO is 1 it is perfect a positive relationship and is highly 

significant. A Correlation value of ASI with EAOO is 0.95 it is a positive but strong and is highly 

significant. A Correlation value of ASI with ASI is 1 it is perfect a positive relation and is highly 

significant. A Correlation value of ASI with SE is 0.29 it is a positive but weak relationship and is highly 

significant. 

 

A Correlation value of SE with APIC is 0.63 it is a positive but moderate relation and is highly significant. 

A Correlation value of SE   with PPOCF is 0.57 it is a moderate positive relationship and is highly 

significant. A Correlation value of SE with AHBCF is 0.570 it is a positive but moderate relationship and is 

a highly significant. A Correlation value of SE with AEBCF is 0.46 it is a positive but moderate 

relationship and is highly significant. A Correlation value of SE with MAT2 is 0.5 it is a positive but 

moderate relationship and is highly significant. A Correlation value of SE with PIOO is 0.3 it is a positive 

but weak relationship and is highly significant. A correlation value of SE with EAOO is 0.57 it is a positive 

but moderate and is highly significant. A Correlation value of SE with ASI is 0.3 it is a positive but weak 
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relation and is highly significant. A Correlation value of SE with SE is 1 it is perfect a positive relationship 

and is highly significant. 

 

In the above table of model summary R shows the correlation means strength of association of overall 

model as here the value of R is .744 which means that there is 74.4% strength of association between 

dependent and independent variables of the model and R square shows the variance explained in dependent 

variable due to change in independent variables as here the value of R square is .628 which shows that 

62.8% variance in dependent variable is explained by independent variables. 

 

ANOVA
a
 

Model Sum of 

Squares 

df Mean 

Square 

F Sig. 

1 

Regres

sion 
23.44 9 .175 

12.4

3 
.000

b
 

Residu

al 
43.22 166 .390 

  

Total 66.66 175    

a. Dependent Variable: APIC 

b. Predictors: (Constant), PPOCF, AHBCF, AEBCF, MT, 

PIOO, EAOO, ASI, SE 

 

The below table of ANOVA represents that either the model is statistically significant or not as the value of 

F is 12.43 and significance value is .000 which shows that our model is statistically significant means there 

is true relationship between dependent i.e., APIC and independent variables i.e., PPOCF, AHBCF, AEBCF, 

MT, PIOO, EAOO, ASI, SE. 

 

The above table of coefficients has “t” values and significance values which shows acceptance and 

rejection of hypothesis if the calculated value of t is greater than the tabulated value with significance value 

less than .05 at significance level 5% so the hypothesis will be accepted and vice versa.  

 

In the above table of coefficients, all of the 8 hypothesis are accepted with calculated t values greater than 

tabulated values and significance values less than 0.05. 

 

 In the above table beta values shows percentage change in dependent variables due to 1 unit change in 

independent variables. It is evident from the above table that the most important variable influencing the 

dependent variable is “economic aspects of original‟s” with standard coefficient of b=.997while the second 

important influencing dependent variable is “materialism “with b=.968 and the third important variable is 

“aesthetics” with b=.898. 

 

 

 

Regression 

Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .744 .628 .945 .00000 

a. Predictors: (Constant): PPOCF, AHBCF, AEBCF, MT, 

PIOO, EAOO, ASI, SE 
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Coefficients 

Model Unstandardized 

Coefficients 

Standardi

zed 

Coefficie

nts 

t Sig. 

B Std. 

Error 

Beta 

1 

(Consta

nt) 
1.518 .000 

 
.000 .000 

PPOCF .128 .003 .738 
12.48

1 
.000 

AHBC

F 
.310 .041 .468 9.567 .000 

AEBC

F 
.245 .027 .477 

12.09

8 
.000 

MAT2 .197 .002 .968 9.686 .000 

PIOO .456 .061 .348 3.480 .000 

EAOO .349 .054 .997 
10.27

6 
.000 

ASI .174 .037 .898 8.987 .000 

SE .167 .019 .843 8.431 .000 

a. Dependent Variable: APIO 

 

While the rest of the independent variables like past purchase of counterfeits (b=0.738), attitude towards 

hedonic benefits of counterfeit purchase(b=.468), attitude towards economic benefits of counterfeit 

purchase(b=0.477) and security(b=0.843) and purchase intention of originals (b=0.348) have relatively less 

influence towards antecedents of purchase intention of originals. 

 

Conclusion  
 

The aim of this research was to find out the impact of variables that influence the consumers to purchase 

original products and those factors which influence the consumers to purchase counterfeits. The results 

have witnessed that economic aspects of originals, materialism, and aesthetics are the three major factors 

that influence consumers to purchase counterfeits but an economic aspect of originals is the most important 

variable affecting consumers to buy counterfeits. Thus most of the time consumers buy counterfeits 

products due to their low prices as originals charge high prices especially in Peshawar region where 

majority of people are price conscious. 

 

Materialism also influences the consumer to buy counterfeits as nowadays people are materialistic, but due 

to low purchasing power, they are forced to purchase counterfeits to satisfy themselves. The third variable 

influencing customers to buy counterfeits is aesthetics. The results revealed that past purchase of originals, 

perceived future social status, quality and self-image are the principal factors that influence consumers to 

purchase original brands.  

 

Thus it shows that the customers who have used originals will be intended to use originals in future again 

irrespective of their prices because they are having a good experience with it and will not use counterfeits. 

Secondly perceived future social status also influences status-conscious people to use original brands as 

compared to counterfeits irrespective of their prices etc. Quality and self-image also play a very important 
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role while purchasing between originals and counterfeits. So it is concluded that people of Peshawar are 

willing to buy both originals and their counterfeits they can distinguish between originals and counterfeits 

and affordability is the main issue. 

 

Recommendations 
 

Despite its potential contributions, the current study has some limitations, such as 

 

 The issue of generalizability due to its sampling method used (i.e., convenience sampling),  

 A limited number of samples,  

 Limited geographical scope (i.e., Peshawar region),  

 Analytical techniques (i.e., regressions instead of path analysis), and  

 Research methods (i.e., survey instead of experiments). 
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