Counterfeiting: Consumer Motivations and Awareness of Consequences
[image: image4.jpg]« Happy Purchasers »

These consumers feel C/P is a « smart purchase ». They have a playful
relationship to C/P and claim to be experts in finding the right copies.
They usually purchase sophisticated products (fashion, electronics,
software...) in small quantities. They are most commonly found in the
U.K. and Korea, but as well in emerging markets among high income

levels.

These consumers belong to the lowest income level categories. They are
very often working hard to provide for their family. They don’t see the
problems posed by counterfeiting and piracy and are sometimes unable to
tell the difference between a genuine product and a fake. They concentrate
on their basic needs and don’t have the « mental space » or education to
question the product origin. They can be found mostly in India and in Russia. /

« Robin Hoods »
These consumers refuse to accept the system the way itis; they consider
branded products overpriced and contest the margins, distribution system
[ and taxes. They feel big corporations are often unethical and see no point in
protecting their interest. They can be found mainly in Mexico (often
expressing strong criticism of the State) but also in Russia or Korea.

« Innocent Purchasers »

These consumers feel they have a « moral right » to purchase C/P products
since they are in what they regard a difficult personal situation. They are
commonly found in emerging markets (India, Mexico, Russia) but also in

more developed markets among lowest income levels.

( « Genuinely Frustrated »

] These consumers would like to be able to access genuine products but can’t

: afford what they want to possess. They buy C/P out frustration but are not

g‘ really happy about it. They would feel embarrassed to admit they don’t have l

| the means to access what they want. They sometimes « explain» their l

; purchase behavior by a « justification speech » on exaggerated margins, good %

fake quality and grey market distribution system. They are commonly found in
the UK. and in Korea.
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Research Topic and Justification

The purpose of this research project is to understand the global phenomenon of counterfeiting which has caused a several hundred billion dollar trade deficit. There are two ends of this spectrum which includes those who sell or manufacture and those who purchase counterfeit products. The intent of this research project is to focus on those who purchase counterfeit products and why they are motivated and their awareness on the consequences. To further understand their behavior it is essential to know what type, brand, price and quantity that drives these consumers to participate in this illicit market. Consequences inherently effect their emotions and motivations behind these purchases. In retrospect, surveying those young consumers who participate most frequently will enable further education to promote awareness of this dangerous and illegal activity. Effective enforcement is critical as well as the need to build public support to combat this trend. Because of the financial loss and economic impact it is essential to conduct research on counterfeit goods. 
Literature Review 
The Economic Impact of Counterfeiting and Piracy

The Organization for Economic Cooperation and Development (OECD) is a forum of governments from 30 democracies that work together to address social and environmental challenges of globalization. The report calls for an effort on governments to strengthen legal and regulatory frameworks, enhance enforcement and deepen the evaluation of policies, programs, and practices. A qualitative research method was conducted. OECD focused their framework on the following six sectors: the markets for counterfeit, the situation on counterfeits, magnitude, effects, improving information on counterfeiting and strengthening analysis, efforts to combat counterfeiting. Questionnaires were sent to government officials worldwide to obtain critical information on counterfeit products. Meetings were also organized and some industries contributed through written comments and related exchanges of information. 


In conclusion, it has economy-wide effects such as: innovation being undermined, criminal networks gain financially, the environment can be negatively affected, workers are worse off by not receiving pay or medical benefits, foreign direct investment may be lower, and the structure of trade can be affected. Improved enforcement appears essential in reducing illegal activities further and well publicized enforcement actions have a role in reversing the trend. Industries involved are now coming together at the sector, cross-sector, national, and global levels to develop common and unified responses to counterfeiting. Initiatives have been aimed at improving policy, providing technical assistance and enhancing awareness. Industries are also devoting effort to developing technological solutions to undermine infringing activities.

Tackling Intellectual Property Infringement in China


New markets are emerging in China and as more businesses are blooming, intellectual property rights are being taken advantage of. The Intellectual Property Rights laws and the 2008 National IPR Strategy seek to improve the legal frameworks and channels so that companies can protect their intellectual property rights. The China Business Review suggested that companies should establish internal controls to identify and protect intellectual property rights issues into their exchanges with suppliers and customers. If infringement does occur, a company has a few vital choices. One option is to take external action to battle intellectual property rights infringement, using either administrative or judicial channels. These channels exist for patent, trademark, copyright, and trade secret infringement, but the processes and advantages each channel provides are different. 

Companies should consider several variables when deciding which channel to use, including enforcement goals, scope, and nature of intellectual property rights infringement (Ong). Judges in major cities typically have had more experience with intellectual property rights cases and are more likely to rule that infringement indeed has occurred. Right holders who are victims of infringement have the opportunity to claim monetary damages for the loss of market share and for lost revenue caused by infringement. This source concludes that a well-developed plan of attack against intellectual property rights infringement combined with strong internal controls should provide companies with a multifaceted strategy to help them navigate China’s challenging intellectual property rights landscape. 
Research Report on Consumer Attitudes and Perceptions on Counterfeiting and Piracy

Hardy’s report summarizes an extensive research, an initiative to aggressively control the demand side of the market, conducted over an 18-month period to better understand consumer attitudes and behaviors toward counterfeiting. “The objective of the report is to enlighten communications tactics that can help engage attitudes and behaviors in ways that will help consumers fully understand the repercussions of buying counterfeit products and deter illegal and unsafe purchases” (Ong). The results are based on a review of 176 consumer perception surveys conducted across 42 counties. It also includes a review of 202 awareness campaigns utilizing a broad array of media outlets targeting consumers. 
Consumers justified their purchasing actions from a lack of resources, recourse, and remorse. The drivers associated with purchasing counterfeit products include not being able to afford genuine, genuine is over-priced, and consumers simply do not know that the product was counterfeit. The three primary issues that convey habits are: potential physical harm to the buyer or family (awareness), reduced supply of counterfeit products (enforcement), and threat of prosecution of incarceration (awareness and enforcement) (Ong). 

Appendix I categorizes the consumers surveyed. Hardy learned that 80% of consumers reported having bought a counterfeit product at least once. A trend that was established follows as is: the percent of consumers who buy counterfeits typically decreases as income increases. They tend to be found among all age groups and there is a slight decrease with age in most countries. 

In conclusion, consumers need to understand how they can benefit from foregoing purchases of counterfeit products so that they will be encouraged to change. They also need to understand and appreciate the full repercussions of their actions. Governments need to recognize the need to communicate more aggressively with their citizens that counterfeiting is not a victimless crime, but instead a serious harm on people, the economy, jobs, and their communities. 
What Are the Economic and Social Consequences of Counterfeiting and Piracy?

The production of counterfeits is a $600 billion a year industry that promotes criminal activity, the growth of unemployment rates, endorses budget insufficiencies, and inevitably compromises the growth of global economies.  Counterfeit activities not only affect the private rights of intellectual property right holders and their economic and moral interests, but also harm national economies and social structures. Manufacturers of affected products have a direct loss in sales revenues related to losses in tax revenues and job losses. In the social aspect, the illegal business of counterfeiting brings with it all the negative side effects of illegal labor.
WIPO maintains a list of various cases of counterfeit medicines, some of which are less efficacious or even contain no active ingredient. In the worst cases, such medicines even contained poisonous elements, and led to disastrous effects among consumers. WIPO suggests that further studies on these interrelations will be needed to fully assess the impact of counterfeiting on today’s society and economy, and to identify strategies and effective practices to help rightful owners protect their rights.  
About Counterfeiting: International Anti-Counterfeiting Coalition

On a national stance, counterfeiting production costs US businesses between $200 and $250 billion in just the span of a year. In a declining economy counterfeiting has contributed to the loss of 750,000 American jobs. It is estimated that 5-7% of the world trade is of counterfeit goods. Considering that consumer demand is what is driving the production of counterfeit goods, it is important to inform consumers of the illegality of their purchases. In more recent years, the United States’ government has been working hard to crack down on the illegal activities of counterfeiting. 

A major amendment that the US passed in May of 2008 is known as the Prioritizing Resources and Organization for Intellectual Property Act whose purpose is to place anti-counterfeiting as one of the top priorities for US domestic and international law enforcement agenda. The bill heightens the already existing penalties that accompany counterfeiting crime. The department is responsible for creating and seeing that a fair anti-counterfeiting policy is put into place on a national level. The Prioritizing Resources and Organization for Intellectual Property Act also established a new Intellectual Property Enforcement Division within the Judicial Branch.  This division provides increased training to prevent importation of counterfeit goods into the United States.  In addition, the bill allows law enforcement to seize any equipment used in the production of counterfeit goods or related business files, and orders the penalization of infringing and any property that even intended for the use of manufacturing. The bill broadens the US’ power to seize and penalize counterfeit offenders. Counterfeiting in the United States according to federal law is class C felony, and can resulted in up to twelve years in federal prison and/or fines of up to $250,000. 
Seven for All Mankind Wins Counterfeit Suit

In more recent years we have seen a dramatic increase in the number of lawsuits filed by designers against accused counterfeiters. For example, Seven For All Mankind won a $4.45 million settlement in 2006 against Josh Mohrer, the owner of Rational Fashion, Inc. Mr. Mohrer was found guilty on accounts of trademark infringement, falsely labeling merchandise, harming the trademark’s reputation, an unfair advantage and fabricated and dishonest business practices. Mr. Mohrer allegedly sold the counterfeit merchandise to consumers via the internet and ebay.com. The judge in the case ruled that Mr. Mohrer owed Severn for All Mankind $4 million in damages of counterfeiting and $450,000 for willful copyright infringement. Previous include Hermes versus ebay.fr.com and Versace versus Tres- Hermanos, a manufacturing company which ruled that the illegal activities involving counterfeiting will not be tolerated and if violated will follow severe consequences. 
Defending Freedom in the Digital World
Nations have begun their own efforts to strengthen the intellectual property rights, and are currently banning together to pass the Anti-Counterfeiting Trade Agreement (ACTA). The purpose behind the Anti-Counterfeiting Trade Agreement is to launch an international system to enforce stricter laws against stolen intellectual properties. The core goal of ACTA is to improve intellectual property right laws, in order to further innovative ideas to promote the growth of global economies. The Anti-Counterfeiting Trade Agreement is necessary if current economies expect to flourish in the future, thus it’s important for nations to back the act that supports intellectual property rights. ACTA depends on three principal concepts in order to be effective, which include intercontinental support, enforcement practices, and a legal guideline for the prosecution of intellectual property rights. Up to date the following countries are negotiating the framework surrounding the Anti-Counterfeiting Trade Agreement: Australia, Canada, the European Union, Japan, Mexico, Morocco, New Zealand, Singapore, Switzerland, and the United States.
Fake and Counterfeit Goods Promote Unethical Behavior

Participating in counterfeiting not only promotes illegal crime, but also violates moral laws.  Counterfeiters do not have to pay taxes and their profits are taking away money that could be put toward community’s schools, hospitals, etc. Also, the production of counterfeit products has resulted in the loss of local jobs. Counterfeiting criminals often do not pay their employees fairly, and on various occasions have been accused for providing poor working conditions and employing children. As if the following reasons are not enough to abolish counterfeiting support, take into account that counterfeiting activity has been linked to organized crime, such as drug handling and terrorist activity. There have also been studies that have found that when a person purchases counterfeit products, they are more likely to commit dishonest acts in their everyday life, such as cheating on an exam. All in all, counterfeiting is not only illegal but it also encourages a person to become someone no one would want to be.
Research Methodology


Surveying consumers is the best method to get into the minds of those to fully understand the motivations and their awareness of the consequences of purchasing counterfeit products. Other forms of data collection did not seem feasible for the type of information we desired. An advantage of using this method is that results are quantified in addition the specific information desired is easily provided by those who are surveyed. A major disadvantage using this research methodology is that our survey is not representative of all young consumers who purchase counterfeit products. It is not feasible to gather representative data within the given time frame as well as appropriately survey those consumers as well. 

Our data collection process included an online survey that was distributed through Facebook, an online networking website. Our survey participants included peers, family, coworkers, and colleagues. The survey consisted of sixty two participants surveyed within a two week frame. 

Appendix II illustrates the distributed survey. It includes nineteen questions that involved a variety of types of questions asked. For example, the first few questions are demographic to understand where the consumers come from that might affect their purchase decision. The questions include multiple choice questions, ranking evaluation tests, listing to provide consumers the chance to share the types, brands, and prices they purchased the products for, open ended questions to provide personal thoughts and emotions, and a chance for them to share their consequence awareness. 

Results and Discussion
The following analysis reflects the information collected our online survey. Appendix III graphically depicts our data. From previous research, consumers’ purchase behavior of buying a counterfeit brand was greater when their attitudes were social based rather than value based (Wilicox). 
Demographics provide information such as gender, age, income, and financial status that can link consumers to their emotions and motivations for purchasing counterfeit products. From the survey participants involved 77% are female and 23% were male. From this we can make the assumption that approximately three-fourths of young consumers that purchase counterfeit products are female. Perhaps this parallels to the concept of females being fashion-forward and involved with shopping, retail, and apparel. Of our participants, 82% are 18-21 years old, 9% are older than 26 years old, 7% are 22-26 years old, and 2% are younger than 18 years old. 
Income defines one’s financial status and can ultimately cause a consumer to purchase certain products. Of our sample, 52% work part-time, 39% are unemployed, and 9% are full-time. For those who work, we find it essential to know their monthly income as it can provide funds to buy counterfeit products. Of those that work, 57% earn $101-$500, 20% earn less than $100, 14% earn $501-$1000, and 9% earn more than $1001 monthly. In addition, 60% grew up with more than they needed, 37% grew up with what they needed, and 2% grew up with less than they needed. We believe that those who grew up with less than what they needed are more prone to purchasing counterfeit products because they cannot afford the genuine product and want to be socially accepted because they do not have the financial status of peers. We also believe that those who grew up with exactly what they needed also participate in counterfeit purchases because they believe that buying counterfeit products is a cheaper alternative to keeping up with the trends at a fairly reasonable price.     

From our results, 41% have purchased counterfeit products, 32% have not, and 27% have bought counterfeit product, but were not sure if it was counterfeit, knock-off, fake, or a stolen luxury good. If education is provided about the difference between counterfeit, fake, knock-off, and stolen goods were differentiated consumers might not support their purchase if they knew the actual history of the product. 43% of the 41% who have purchased a counterfeit product bought 1-3 items, 14% bought 4-6 products, no one bought 7-9 products, and 2% bought more than 10 products. This means that most consumers who do purchase counterfeit products buy between 1 and 3 products. This is a conscious decision and there is most likely a specific product they want, but simply cannot afford. The consumers who grew up with exactly what they needed can fall in this statistic because they can afford most luxury goods, but not all. Only 2% bought more than 10 products. This outlier most likely has a habitual buying pattern or might buy them as gifts for others wishes to enhance social acceptance.

When asked if consumers were concerned about their social status, the majority of consumers, 55%, responded that they are either not concerned at all or somewhat feel they are concerned. Also when asked if they are concerned of how they are viewed by others, the same pattern persists. Very few felt that are very concerned with this issue. When asked if the participants consider themselves fashion-conscious, 41% felt somewhat concerned. When asked if price is a very important factor in their shopping decision 68% felt that they are either very concerned or most concerned about price. Finally, when asked if style is a very important factor for their apparel purchase, 67% reported that they are very concerned or most concerned with style. In general, young consumers are not very concerned about their social image, do not care how they are viewed by others, somewhat consider themselves fashion-conscious, most consider price an important factor in the purchase decision process, and style is also an important factor. These questions asking how concerned consumers are ultimately affected what they purchase, how much they purchase, and why they purchase. 


A variety of counterfeit products are available for consumers to illegally purchase. Products can range from electronics, to cooking sauces, to apparel. From our young consumers surveyed, 42% purchased handbags. 30% purchased either jewelry or wallets, 18% purchased either clothing or shoes, and few bought cosmetics. Because handbags were the most sought-after product this reiterates that females participate more in the purchasing of counterfeit products. The females that bought handbags bought brands such as Chanel, Louis Vuittion, Hermes, Coach, Versace, Dolce and Gabbana, and Prada. They were willing to spend anywhere from $20-$66. This is a wide range, but it also depends on how much they are willing to purchase counterfeit products. For those who purchased wallets, consumers bought brands such as Prada and Chanel and spent about $25-$30. Watches were bought for about $75. Counterfeit shoes that were purchased include brands such as Jack Rogers, Birkenstock, and Rainbow. These shoes were both purchased for about $5-$20. 

The young consumers surveyed had many reasons for purchasing the aforementioned products. 22% admitted to never having purchased a counterfeit good. 17% reasoned their justification because they cannot afford the genuine product. 31% admitted to not being willing to pay the price of the genuine product and 30% prefer to spend their money in other ways than on the genuine product. For those that purchased counterfeit products and did so for different reasons said “It was inexpensive and looks good. It was a gift for someone else.” Another participant said “I just saw it and it was cheap.” These two consumers purchased on impulse. It is evident that most consumers cannot afford the genuine brand he or she desires and would rather spend their money on other products than buy one expensive luxury product. 

After consuming or purchasing the good consumers typically feel a wide range of emotions such as regretful, satisfied, or exhilarated. In today’s culture, wearing a certain brand or style allows one to be socially accepted in his or her society. The next question asked reflects the young consumers post-purchase emotions based on social acceptance and guilt. Consumers were asked to rate themselves on a scale from 1-5, 1 meaning they strongly disagree and 5 meaning they strongly agree. The first statement, “I feel my self-esteem is enhanced due to social acceptance of the product or brand.” The majority of consumers surveyed, 43%, reported that they somewhat agree. It is not the most important feeling, but not the least important.  On the contrary consumers had to rate themselves on another statement, “I am afraid that my friends may find out that I am wearing a counterfeit.” 84% reported that they strongly disagree or do not agree. It is apparent that consumers are not afraid that their peers or friends will not accept them if they find out that they are wearing a counterfeit. The last statement, “I feel guilty for buying a counterfeit”, reported back that 60% of surveyed consumers disagree or feel indifferent. Very few do feel guilty and this could be because they are not aware or the consequences or how much revenue is displaced from the manufacturing of counterfeit products. Related back to social acceptance, when consumers were asked if they purchased counterfeit products for social acceptance, 61% said no and 11% admitted to yes. In retrospect, consumers purchase counterfeit products because they cannot afford the genuine brand and do not do so for social acceptance.


Along with finding why young consumers are motivated to purchase counterfeit products, there is an ethical issue of morality. For those that believe it is moral to purchase counterfeit products the following list is their reasons: it depends on the price for me, it is extremely priced, if they are sold on the streets and no one stops them nothing is wrong with it, products should be affordable to everyone, and if the genuine product is too expensive. Others who believe it is not moral have reasons such as: it takes money away from the real seller, it takes away from the actual product, and it takes away from those who work hard to make the genuine product. 

It is illegal to sell and buy counterfeit products. When consumers were asked if they think it is illegal to sell counterfeit products, 73% said they believe it is illegal. 14% said it is not illegal and 14% were not sure. The surveyed consumers were then ask if they think it is illegal to buy counterfeit products, 50% said it was illegal, 32% said it was not, and 18% were not sure. Consumers believe that it is illegal to sell counterfeit products, but most believe it is not illegal to purchase them which is false. Consumers were than asked the consequences of purchasing counterfeit products. The following is a list of consequences the young consumers surveyed believe are true: confiscation of product, fines, jail (both vary by country), hurts the companies, promotes illegal production of goods, decreased quality, copyright, law, and patent infringement, taken into custody, vendors are shut down, misdemeanor, and the rest were not sure or believe there are none. Counterfeiting in the United States according to federal law is class C felony, and can resulted in up to twelve years in federal prison and/or fines of up to $250,000. The young consumers surveyed are not aware of the consequences and believe it is harmless to purchase these products. 

We also asked young consumers if they were aware of government actions currently taking place. The young consumers thought the following are government measures taking place to eliminate counterfeiting: jail, confiscation of product, seizing of products coming into the country, being arrested, prison, felony charges, manufacturers are fined and jailed. The government will actually take those who purchase counterfeit products to court and the previously mentioned severe consequences can take place. The following is a list of what the young consumers suggested to prevent counterfeiting: patents, improve consumer awareness through visible trademarks, creating unique designs, warn illegal vendors of infringement consequences, sue those who infringe, lower prices, and make brands more available to public.

Our final question asked of our young consumers asks if they are aware of any benefits of purchasing counterfeit products. 44% believe there is a benefit and 53% believe there is no benefit. For those who believe that regardless of consequences that there are benefits, they believe the benefits are as follows: they get the desired name brand product at a reduced cost, it is more accessible, buying a cheap counterfeit products allows budgeting for other goods as well, it saves the consumer money, the consumer gets a desired style for a better price and money is taken away from manipulating corporations, those who sell the counterfeit products need the money and help their families survive.  

In conclusion consumers not purchase counterfeits for social acceptance, but because they cannot afford the genuine product. The participants suggested that in order to stop counterfeiting companies could create complicated and unique designs and trademarks that are difficult to imitate or emphasize their patent, copyright, and trademark use. Because we know that most young consumers are unaware of the reality we can now educate our peers on the severity.  
Restrictions and Limitations
Like any research methodology we faced limitations that hindered our findings. The first limitation we faced was our sample came from a narrow set of demographics. After looking at the results of our survey, the majorities of our sample came from similar backgrounds, received similar monthly incomes, and were typically employed part time. Also, the age range was narrow and forced our findings to reflect the opinions of Generation Y consumers. Our survey revealed a gender bias toward females. However, with those entire limitations s significant disadvantage of our survey was not being able to survey individuals without access to the internet, and also having to personally invite our sample. All in all, our biggest limitation was lack of variety within our sample.                                     

Since the majority of our sample came from young consumers, it allowed us to focus on their attitude on buying counterfeits. Because our sample was highly concentrated on one age group it will hopefully be an advantage that will allow us to gather more adequate conclusions on their response to counterfeit goods. 

If it were possible to perform this project for a second time there are modifications our group could make to reach a representative sample.  We could reach a more individuals if we were to provide in-person surveys. Gathering a more representative sample would enable us to draw proper conclusions on young consumers’ counterfeit purchases and their motivations and emotions. We will then be able to educate them on the dangers and consequences that exist for participating in this illicit activity. 
Recommendations

It is evident that local businesses not only, but also around the world are affected by the growing problem of luxury counterfeit goods. Some businesses have taken the problem into their own hands.  For example, Hermes decided to sue EBay for allowing counterfeit products to be sold illegally without penalty to the seller.  In trial the decision was reached that EBay was allowing illegal activity to go unpunished and they were fined for their carelessness. Any items put up for sale on EBay which hold the Hermes name are now inspected for authenticity. Any products that do not pass are pulled. 

This case study is an important example of what can be done to help protect companies who sell the genuine article. Luxury product practitioners should take the law into their own hands and establish stricter laws and penalties. An example of the U.S. taking government action is when they caught a cargo ship arriving in the port of Miami filled with $7 million worth of counterfeit Louis Vuitton and Gucci leather goods.  Continuation of seizing can reduce counterfeit activity.
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Appendix II
We are conducting a research project for a consumer behavior class. This focus of this project is fashion counterfeit products. We would greatly appreciate it if you can take few minutes to complete this survey. Thank you. 

A counterfeit product is defined as an imitation, usually made with the intent of fraudulently passing it off as genuine. These products are often produced with the intent to take advantage of the established worth of the imitated product.  Counterfeit products may carry exact logos or names of an authentic brand, but was not produced by the original brand. 
 Please answer all of the following questions about your experience and knowledge of counterfeit products to the best of your ability.

1) What is your age?

A) Younger than 18

B) 18-21

C) 22-26

D) 26+

 2) What is your gender?


A) Female


B) Male

 3a) What is your work status? 


Don’t work


Part time


Full time

 3b) What is your monthly income/discretionary income? 

a. Less than $100

b. $100-$500

c. $500-$1000

d.  $1000+

4) How would you describe your family’s financial situation?


A) I grew up with less than I needed


B) I grew up with what I needed


C) I grew up with more than I needed

5) For the following statements rate yourself on a scale from 1-5. 1 meaning you are not very concerned and 5 you are extremely concerned.

I am very concerned about my social image

I am very concerned of how I am viewed by others

I consider myself fashion-conscious

Price is a very important factor of my shopping decision

Style is a very important factor for my apparel purchase

6) Have you purchased a counterfeit product at any point in your life?


A) Yes


B) No


C) I have, but I do not know if it is considered counterfeit or knockoff. 

7) How many counterfeit products have you purchased in your life?


A) None


B) 1-3


C) 4-6


D) 7-9


E) 10+

8) What type of counterfeit items did you purchase? Check all that apply. In addition list the price that you paid for the product and the authentic or imitated brand


Product


Price

Authentic or Imitated Brand

_ Jewelry


_ Clothing


_ Handbags


_ Wallets


_ Cosmetics


_ Belts, Ties


_ Shoes


_ other, please specify

9) What are the reasons you have purchased counterfeit products?


A) I have never purchased a counterfeit good


B) I cannot afford the genuine product


C) I am not willing to pay the price of the genuine product


D) I prefer to spend my money in other ways than on the genuine product


E) Other- please specify_____________________________________________________

10) ) For the following statements rate yourself on a scale from 1-5. 1 meaning you strongly disagree and 5 meaning you strongly agree.


I feel my self-esteem is enhanced due to social acceptance of the product


I am afraid that my friends may find out that I am wearing a counterfeit


I feel guilty for buying a counterfeit

11) On occasion young consumers purchase counterfeit products for social acceptance. Did you purchase counterfeit products for social acceptance?


A) I have never purchased a counterfeit product


B) Yes


C) No

12) Do you believe it is moral to purchase a counterfeit product? Why or why not- provide answer in empty box.


A) Yes

___________________________________________________


B) No


___________________________________________________

13a) Do you think it is illegal to sell a counterfeit product?


A) Yes


B) No


C) I do not know

13b) Do you think it is illegal to buy a counterfeit product?


A) Yes


B) No


C) I do not know

14) Please list the consequences you are aware of for those that purchase counterfeit products.

15) Please list government measures that you are aware of for those participating in counterfeiting.

16) What are some ways that companies can prevent their brands from being counterfeiting?

17) Are you aware of any benefits of buying counterfeit products? If so please list.


A) Yes


________________________________________________


B) No
Appendix III

How old are you?

	 Younger than 18 

	 1 

	 2% 


	 18-21 

	 37 

	 82% 


	 22-26 

	 3 

	 7% 


	 26+ 

	 4 

	 9% 



	


Top of Form

What is your gender?
	 Female 

	 34 

	 77% 


	 Male 

	 10 

	 23% 



	


Top of Form

What is your work status?
	 Unemployed 

	 17 

	 39% 


	 Part-time 

	 23 

	 52% 


	 Full-time 

	 4 

	 9% 



	


Top of Form

Bottom of Form

What is your monthly income/ discretionary income?
	 Less than $100 

	 9 

	 20% 


	 $101- $500 

	 25 

	 57% 


	 $501- $1000 

	 6 

	 14% 


	 $1001+ 

	 4 

	 9% 



	


Top of Form

Bottom of Form

How would you describe your family's financial status?
	 I grew up with less than I needed 

	 1 

	 2% 


	 I grew up with what I needed 

	 16 

	 37% 


	 I grew up with more than I needed 

	 26 

	 60% 



	


Top of Form

For the following statements rate yourself on a scale 1-5. 
(1 meaning that you are not very concerned and 5 meaning you are extremely concerned)
	 
	1
	2
	3
	4
	5
	Responses
	Total

	I am very concerned about my social
	32%
	14%
	23%
	18%
	14%
	44
	20%

	I am very concerned of how I am viewed by others
	25%
	41%
	16%
	14%
	5%
	44
	20%

	I consider myself fashion-conscious
	14%
	20%
	41%
	11%
	14%
	44
	20%

	Price is a very important factor of my shopping decision
	14%
	16%
	2%
	32%
	36%
	44
	20%

	Style is a very important factor for my apparel purchase
	16%
	9%
	18%
	25%
	32%
	44
	20%


Top of Form

Bottom of Form

Have you purchased a counterfeit product at any point in your life?
	 Yes 

	 18 

	 41% 


	 No 

	 14 

	 32% 


	 I have but I do not know if it is considered counterfeit or knock-off 

	 12 

	 27% 



	


Top of Form

How many counterfeits products have you purchased in your life?
	 None 

	 18 

	 41% 


	 1-3 

	 19 

	 43% 


	 4-6 

	 6 

	 14% 


	 7-9 

	 0 

	[image: image2]
 0% 


	 10+ 

	 1 

	 2% 



	


Top of Form

What type of counterfeit items did you purchase?
	 Jewelry 

	 8 

	 15% 


	 Clothing 

	 5 

	 9% 


	 Handbags 

	 23 

	 42% 


	 Wallets 

	 8 

	 15% 


	 Cosmetics 

	 2 

	 4% 


	 Belts ties 

	 0 

	[image: image3]
 0% 


	 Shoes 

	 5 

	 9% 


	 Other please specify 

	 4 

	 7% 



	


Top of Form

What are the reasons you have purchased counterfeit products?
	 I have never purchased a counterfeit good 

	 12 

	 22% 


	 I cannot afford the genuine product 

	 9 

	 17% 


	 I am not willing to pay the price of the genuine product 

	 17 

	 31% 


	 I prefer to spend my money in other ways than on the genuine product 

	 16 

	 30% 



	


Top of Form

For the following statements rate yourself on a scale from 1-5. (1 meaning you strongly disagree and 5 meaning you strongly agree ). 
	 
	1
	2
	3
	4
	5
	Responses
	Total

	I feel my self-esteem is enhanced due to social acceptance of the product
	17%
	26%
	43%
	12%
	2%
	42
	28%

	I am afraid that my friends may find out that I am wearing a counterfeit
	47%
	37%
	7%
	5%
	5%
	43
	29%

	I feel guilty for buying a counterfeit
	16%
	30%
	30%
	16%
	7%
	43
	29%


Top of Form

Bottom of Form

On occasion young consumers purchase counterfeit products for social acceptance. Did you purchase counterfeit products for social acceptance?
	 I have never purchased a counterfeit product 

	 12 

	 27% 


	 Yes 

	 5 

	 11% 


	 No 

	 27 

	 61% 



	


Top of Form

Bottom of Form

 Do you think it is illegal to sell a counterfeit product?
	 Yes 

	 32 

	 73% 


	 No 

	 6 

	 14% 


	 I do not know 

	 6 

	 14% 



	


Top of Form

Bottom of Form

Do you think it is illegal to buy a counterfeit products?
	 Yes 

	 22 

	 50% 


	 No 

	 14 

	 32% 


	 I do not know 

	 8 

	 18% 



	


Top of Form

Bottom of Form

Are you aware of any benefits of buying counterfeit products? If so please list
	 Yes 

	 20 

	 44% 


	 No 

	 24 

	 53% 


	 No Answer 

	 1 

	 2% 



	


