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CHAPTER V 

CONCLUSION AND RECOMMENDATION 

 

5.1. Introduction 

In this chapter, there will be conclusion of the paper, suggestion for further 

research and limitation of the research. 

 

5.2. Conclusion 

  From the analysis and research about the factors that determine the 

intention to purchase counterfeit products, the author concludes the main 

conclusions as follows: 

1. Fashion consciousness is significantly related to the intention to purchase 

counterfeit products. 

2. Subjective norm is a significant factor in the counterfeit purchase intention. 

3. Ethical judgment is significantly related to purchase counterfeit products. 

4. Value consciousness is significantly related to intention to purchase 

counterfeit products. 

5. Self-ambiguity is significantly related to intention to purchase counterfeit 

products. 

 

5.3. Further Research 

In this research, the objective is to analyze the factors that determine the 

intention to purchase counterfeit products. The respondents of this research is 
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limited to undergraduate students only, looking at the age of the respondents, 

therefore it is better for future research to broaden the category of the respondents 

to see more diverse answers of the respondents. Demographic variable that is used 

in this research is only age and gender. Future research can add more 

demographic factors such as income, because the result could be different based 

on the income of each respondent. 

The future research can specify in one product category as the object of the 

research, for example counterfeits of bags from luxury brand. So, the 

questionnaire can be clearer of what kind of products does the researcher referring 

to.  

 

5.4. Managerial Implication 

This research is discussing about the factors that affect the purchase 

behavior of counterfeit products in Indonesia. The result of this research can help 

the companies of luxury fashion brand in Indonesia to prevent their products 

being copied by analyzing the factors and making strategies based on that.  

Fashion consciousness of someone would affect his/her purchase decision of 

counterfeit product. Counterfeits come after the original one, this should be the 

idea that managers should give to the consumers. With the higher the fashion 

consciousness of someone, it will make them conscious about the trend that is 

happening in society and buying the counterfeit ones will not make them as 

trendsetter. 
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Our findings reveal that subjective norm is a significant factor to the 

purchase of counterfeit products. It means that the opinions of others affect 

someone’s purchase decision. Therefore, influencing the consumers’ perception 

that others may think buying counterfeit products are illegal act and considered as 

unethical behavior. Ethical judgment also will affect someone’s decision in 

purchasing counterfeits. Company of luxury products should make strategies of 

how to change consumers’ ethical judgment that buying counterfeits is considered 

as unethical. In Indonesia, where ethical behavior is strongly related to the 

religion, managers can relate this to religious consciousness. Buyers of 

counterfeits are value conscious. Therefore, managers can make campaign where 

they compare what are the differences between fake and original products and 

what values will consumers lose by buying fake ones. Consumers who are having 

low self-esteem are more likely to purchase counterfeit products, therefore 

managers can also give education where purchasing counterfeits will give 

embarrassment and lower the consumers’ self-esteem. 

 

5.5. Limitation of the Research 

  The limitations of this research are, there is no specification of what kind 

of fashion products does the author refer to and also the author uses personal 

judgment in grouping the demographic variable, which is age. The group was 

determined by using cumulative percentage in SPSS. 

 

 



 

 

55 
 

REFERENCES 

 

Ajzen, I. (1991). The Theory of Planned Behavior. Organizational Behavior and 
Human Decision Processes, 50(2), 179-211. 

Ajzen, I., & Fishbein, M. (1980). Understanding Attitudes and Predicting Social 
Behavior. NJ: Pretince Hall. 

Ang, S. H., Cheng, P. S., Lim, E. A., & Tambyah, S. K. (2001). Spot the Difference: 
Consumer Responses towards Counterfeits. Journal of Consumer 
Marketing, 18(3), 219-235. 

Bloch, P. H., Ronald, F. B., & Leland, C. (1993). Consumer 'Accomplices' in Product 
Counterfeiting: A Demand Side Investigation. Journal of Consumer 
Marketing, 10(4), 7-36. 

Chiu, W., & Leng, H. K. (2016). Consumers' Intention to Purchase Counterfeit 
Sporting Goods in Singapore and Taiwan. Asia Pacific Journal of 
Marketing and Logistics, 28(1), 23-36. 

Counterfeits cause Rp 65.1t loss in Indonesia: Study. (2017, February Tuesday). 
Retrieved from The Jakarta Post: 
http://www.thejakartapost.com/news/2017/02/21/counterfeits-cause-
rp-65-1t-loss-in-indonesia-study.html 

Eisend, M., & Guler, P. S. (2006). Explaining Counterfeit Purchases: A Review and 
Preview. Academy of Marketing Science Review, 2006(12), 1-25. 

Fernandes, C. (2013). Analysis of Counterfeit Fashion Purchase Behavior in UAE. 
Journal of Fashion Marketing and Management, 17(1), 85-97. 

Globe, J. (2012, May 01). Indonesia Among World's Worst Counterfeit Goods 
Offenders: US Report. Retrieved from Jakarta Globe: 
http://jakartaglobe.id/archieve/indonesia-among-worlds-worst-
counterfeit-goods-offenders-us-report/ 

Grossman, G. M., & Shapiro, C. (1988). Foreign Counterfeiting of Status Goods. 
The Quarterly Journal of Economics, 103(1), 79-100. 

Hair Jr., J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2014). Multivariate Data 
Analysis. Harlow: Pearson. 

Jugessur, J., & Cohen, G. (2009). Is Fashion Promoting Counterfeit Brands? 
Journal of Brand Management, 16, 383-394. 

Kim, H., & Karpova, E. (2010). Consumer Attitudes toward Fashion Counterfeits: 
Application of the Theory of Planned Behavior. Clothing and Textiles 
Research Journal, 28(2), 79-94. 

Kim, J. O., & Jin, B. H. (2001). Korean Consumes' Patronage of Discount Stores: 
Domestic VS. Multinational Discount Stored Shoppers' Profile. Journal of 
Consumer Marketing, 18(3), 236-255. 

Kozar, J. M., & Marcketti, S. B. (2011). Examining Ethics and Materialism with 
Purchase of Counterfeits. Social Responsibility Journal, 7(3), 393-404. 



 

 

56 
 

Lai, K. K.-Y., & Zaichkowsky, J. L. (1999). Brand Imitation: Do the Chinese Have 
Different Views? Asia Pacific Journal of Management, 16(2), 179-192. 

Lichtenstein, D. R., Netemeyer, R. G., & Burton, S. (1990). Distinguishing Coupon 
Proneness from Value Consciousness: An Acquisition-transaction Utility 
Theory Perspective. Journal of Marketing, 54, 54-67. 

Mindra, I. N., & Sumertajaya, I. M. (2008). Pemodelan Persamaan Struktural 
dengan Partial Least Square. Jurnal Semnas Matematika dan Pendidikan 
Matematika, 119-132. 

Nguyen, N. T., & Biderman, M. D. (2008). Studying Ethical Judgments and 
Behavioral Intentions Using Structural Equations: Evidence from the 
Multidimensional Ethics Scale. Journal of Business Ethics, 83, 627-640. 

Norum, P., & Cuno, A. (2011). Analysis of the Demand for Counterfeit Goods. 
Journal of Fashion Marketing and Management, 15(1), 27-40. 

O'Cass, A. (2004). Fashion Clothing Consumption: Antecedents and 
Consequences of Fashion Clothing Involvement. European Journal of 
Marketing, 38(7), 869-882. 

OECD. (2009, November). Magnitude of Counterfeiting and Piracy of Tangible 
Products: An Update. Retrieved from OECD: 
http://www.oecd.org/sti/ind/44088872.pdf 

Parengkuan, M. E. (2017). A Comparative Study between Male and Female 
Purchase Intention toward Visual Merchandising at Centro by Parkson 
Departement Store Mantos. Jurnal Berkala Ilmiah Efisiensi, 17(1), 9-21. 

Penz, E., & Stottinger, B. (2005). Forget the "Real" Thing-Take the Copy! An 
Explanatory Model for the Volitional Purchase of Counterfeit Products. 
Advances in Consumer Research, 32, 568-575. 

Perez, M. E., Castano, R., & Quintanilla, C. (2010). Constructing Identity through 
The Consumptoon of Counterfeit Luxury Goods. Qualitative Market 
Research: An International Journal, 13(3), 219-235. 

Riquelme, H. E., Abbas, E. S., & Rios, R. E. (2012). Intention to Purchase Fake 
Products in an Islamic Country. Education, Business and Society: 
Contemporary Middle Eastern Issues, 5(1), 6-22. 

Shah, H., Aziz, A., Jaffari, A. R., Waris, S., Ejaz, W., Fatima, M., & Sherazi, K. 
(2012). The Impact of Brands on Consumer Purchase Intentions. Asian 
Journal of Business Mangement, 105-110. 

Sharif, O. O., Asanah, A. F., & Alamanda, D. T. (2016). Consumer Complicity with 
Counterfeit Products in Indonesia. Actual Problems in Economics(175), 
247-252. 

Shultz, C. J., & Saporito, B. (1996). Protecting Intellectual Property: Strategies and 
Recommendations to Deter Counterfeiting and Brand Piracy in Global 
Markets. The Columbia Journal of World Business, 31(1), 18-28. 

Simamora, B. (2004). Marketing Research, Philosophy, Theory and Applications. 
Jakarta: PT. Gramedia Pustaka Utama. 



 

 

57 
 

Trevino, L. K. (1992). Moral Reasoning and Business Ethics: Implications for 
Research, Education, and Management. Journal of Business Ethics, 11, 
445-459. 

Wilcox, K., Min Kim, H., & Sen, S. (2009). Why Do Consumers Buy Counterfeit 
Luxury Brands? Journal of Marketing Research, 46, 247-259. 

 

 


