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ABSTRACT

The rapid growth of e-commerce and digital marketplaces has significantly increased consumers' exposure
to counterfeit products, particularly among younger consumers who frequently engage in online shopping
activities. Despite continuous efforts by brand owners and regulatory authorities to combat counterfeit trade,
the demand for counterfeit products remains prevalent. Therefore, this study examines the factors influencing
the intention to purchase counterfeit products in the online market among Generation Y consumers in
Sarawak. Drawing upon the Theory of Planned Behaviour (TPB), this study investigates the influence of
attitude, subjective norms, perceived behavioural control, brand consciousness, and price on consumers'
purchase intention. A quantitative research approach was adopted, and data were collected from 384
Generation Y consumers in Sarawak using a structured questionnaire distributed through online platforms.
The data were analysed using Structural Equation Modelling (SEM) with AMOS to evaluate both the
measurement and structural models. The findings reveal that attitude, subjective norms, perceived
behavioural control, and price have significant positive effects on purchase intention towards counterfeit
products. Among these factors, price emerged as the strongest predictor, indicating that affordability and
economic considerations are the primary motivations for purchasing counterfeit products online. In contrast,
brand consciousness was found to have a significant negative influence on purchase intention, suggesting
that consumers who place greater importance on brand authenticity, prestige, and reputation are less likely
to purchase counterfeit products. The study contributes to the existing literature by extending the application
of the Theory of Planned Behaviour in the context of online counterfeit product consumption and by
incorporating brand consciousness and price as additional explanatory factors. The findings provide valuable
insights for policymakers, brand owners, and e-commerce platform operators in developing effective
strategies to reduce counterfeit product consumption and promote awareness of the risks associated with
purchasing counterfeit goods in online marketplaces.

Keywords: counterfeit products, purchase intention, generation y, attitudes, subjective norms, perceived
behavioral control, brand consciousness, price

INTRODUCTION

As a result of the rapid expansion of the internet, which has led to the emergence of a large number of online
markets, the contemporary global age has entered the era of the fourth industrial revolution, also known as
the Industrial Revolution 4.0. Purchasing goods and services online has grown in popularity. It is not
surprising that online shopping has become more and more popular given the advantages of doing it from
home, comparing costs with other websites, and reading product evaluations. Compared to the conventional
method of employing private value-added networks, the Internet and WWW have made it easier, simpler,
cheaper, and more easily available for consumers and businesses of all sizes to communicate and conduct
commercial transactions electronically (Margherio, 1998). The consumers shop online because they find a
significant increase in their selection. When making a purchase decision, they have more information at their
disposal. Therefore, this online purchase can save time for users who are busy with daily work and they can
find shopping easier online. Following their initial experience, consumers will exclusively buy these things
online (Landry, 1998; Peterson et al., 1997). Online buying behaviour has been profoundly changed by the
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growing usage of the internet. According to Vinerean (2014) and Suki (2006), both found that when people
gain greater internet familiarity, they are more willing to shop online, with user-friendliness and product
reliability being important variables.

Online markets face significant fraud issues because sellers and buyers usually do not know each other, live
in different locations, and usually interact only in one commercial transaction (Utz, S et al., 2009). In
particular, when consumers buy goods such as branded goods, electronics or pharmaceutical products, they
may unknowingly fall victim to fraudulent fraud schemes. The unapproved production or distribution of
goods whose features are shielded by copyrights, patents, or trademarks is known as product counterfeiting
(Cordell, V et al., 1996). According to Grossman, G.M., and Shapiro, C (1988), the trade of counterfeit
products is carried out in two types of markets: a non-deceptive market where consumers can easily
distinguish counterfeit from genuine goods and a confusing counterfeit market, an environment where
consumers cannot distinguish fake than genuine due to lack of information provided or familiarity with the
product. Counterfeit goods refer to items that are purposefully created to mimic or reproduce genuine goods,
usually to mislead customers into thinking they are buying genuine goods. Counterfeit products are low-
quality imitations of original items typically known as illicit trade in those imitations from original versions
(Jenny Ng, Goh Chok Huat, Tan Seng Teck, 2021). Counterfeiting is when the original product has been
imitated, faked, copycatted, and copied (Beth, 2019) by irresponsible parties. The counterfeit product is one
that closely resembles an authentic item bearing a valued brand, right down to the branding and packaging,
but is typically of lesser quality. These products are usually produced without the authorization or knowledge
of the original brand or manufacturer, and they often infringe on intellectual property rights such as
trademarks, copyrights, or patents. It can range from luxury items like designer clothing, accessories, and
watches to electronics, pharmaceuticals, automotive parts, and even everyday items such as cosmetics or
household products.

When it comes to shopping online, Generation Y is the most engaged among the generations. With the aid
of technology, consumers now have a far wider range of options, and making judgements about what to buy
is made easier by having access to information online. People of Generation Y were born between 1977 and
1994 (Paul 2001) and they were between 29 and 46 years old as of 2023. Generation Y is a sizable group of
young people who have garnered a lot of attention because, in addition to having enormous purchasing
power, they also exhibit distinct shopping habits from other generations (San et al., 2015). Being well-
educated and equipped with cutting-edge technology and knowledge, they possess a strong sense of
judgement while making independent decisions. They are self-expressed, autonomous, self-absorbed, and
perceptive to emerging social trends (Williams et al., 2014). As such, brand consciousness, perceived quality,
social influences, traits of vanity and the need for uniqueness influence Generation Y purchase intention and
intention are related with Generation Y behaviour (Soh et al., 2017). They are more involved with their
purchases compared previous generations because they are more concerned about the social consequences
of the wrong purchase and choice (Fernandez, 2009). Customers in Generation Y are motivated by the need
to project a "trendy" social image, which they typically actualize via brand consumption (Twenge and
Campbell, 2008). They are also more aware of fashion and follow the newest trends in the industry
(Rathnayake, 2011).

In today's world, the problem of counterfeiting products is growing at a startlingly rapid pace, particularly in
the areas of manufacturing, distribution, and consumption (Kasuma et al., 2020). There appear to be some
substantial steps taken to overcome the challenges, as well as the implementation of techniques to trace,
identify, and take legal action against criminal activity that engages in counterfeiting. However, the effort
appears to be both impractical and ineffective for several reasons, including the expansion of global trade
and the development of new markets, the proliferation of counterfeit businesses that are more innovative, the
rapid expansion of technological advancements, and the increase in the quantity of merchandise that is worth
counterfeiting the genuine product (Kasuma et al., 2020). Considering this, the problem of counterfeiting
continues to be a major issue for international trade in many countries, including Malaysia (Ting, Goh et al.,
2016). According to data from the 2010 Havoscope Global Market Index, the value of counterfeit goods in
Malaysia has risen to RM 378 million in recent years. Malaysia, on the other hand, was designated as a
"prioritised copyright fake watch list for additional scrutiny to seize counterfeit products" (Top 10 Copyright
Piracy Countries, 2010), Piracy Countries conference of the International Anti-Piracy Congress. Abraham
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and Toh (2015) reported that in 2013 there were 1,811 fake luxury goods sold in Malaysia worth more than
RM3 million. January to March 2014, counterfeit luxury products were sold worth about RM250,000.
Previous study showed the products that they have purchased, most of the consumers have purchased
counterfeit luxury designer bags (26 percent), followed by counterfeit CDs and DVDs (25 percent), clothing
(16 percent), counterfeit cosmetics products (13.5 percent), pharmaceuticals (9.5 percent), computer software
(9 percent) and the least counterfeit automotive products (1 percent) (Harun, A. et al., 2020).

The manufacturing process of the counterfeit product is inexpensive and easily accessible, which further
contributes to the increased production of counterfeit products (Chiu & Leng, 2016). In response to the
growing number of counterfeit products available on the market, there has been an increase in the number of
buyers who are interested in purchasing counterfeit products (Bhatia, 2018). There are a number of variables
that are contributing to the daily rise in demand for the purchase of counterfeit products (Quoquab et al.,
2017). The phenomenon of counterfeiting continues to grow further and further across the borders of the
world. Because of this, the difficulties that have arisen continue to have an impact on luxury companies and
cause damage to their reputations. As a result of the considerable impact that it has on economic expansion,
the exponential development in sales of counterfeit products has become a major source of concern for
academics, policymakers, businesses, and non-governmental organizations (Bian et al., 2016; Eisend, 2019).
In this era of the digital revolution, businesses, marketing teams, and policymakers have highlighted the role
that the Internet plays in the intention to acquire counterfeit products (Islam et al., 2021). Despite this, the
problem of counterfeiting in this industry has only been given serious consideration, and research has just
recently begun to be conducted on this topic. With that in mind, the purpose of this study is to determine the
factors that influence the desire of Generation Y in Sarawak to acquire counterfeit products in the online
market.

LITERATURE REVIEW
Attitudes

A person's attitude can be defined as the mental state that they employ to structure how they perceive their
surroundings (Jiang et al., 2019). Within the framework of the theory of planned behaviour, the term
"attitude" refers to an individual's general evaluation or favourability toward engaging in a particular
behavior, such as purchasing a product or service. A favourable attitude toward a specific brand or product
has a significant impact on the consumers' intentions to make a purchase (Ajzen & Madden, 1986). An aspect
that can be used to forecast the intentions and behaviour of customers is their attitude and the attitudes that
people have toward counterfeit products are also considered to be a factor that has a significant influence on
the concept of purchasing counterfeit goods (Usmani & Ejaz, 2020). The attitudes that customers have toward
counterfeit products are therefore a dynamic factor that can be used to predict the intention to purchase
counterfeit products.

Subjective Norms

The subjective norm is a social factor that refers to the perceived social pressure to perform or not perform
a particular behaviour with regard to a particular behaviour (Ajzen & Madden, 1986). Subjective norms play
a crucial role within the theory of planned behaviour framework by influencing individuals' purchase
intentions. It was suggested that the influence of social environment on the formation of an individual's
attitude could be the explanation for the connection between subjective norms and behaviour (Chang, 1998).
The influence of an individual's social environment on the formation of their attitude was suggested to be a
possible explanation for the connection between subjective norms and behaviour. In addition, subjective
norms have the potential to influence a customer's intention to purchase counterfeit goods, particularly in
situations where the customers' behaviour of purchasing counterfeit goods is accepted by their friends and
family (Tseng et al., 2021).

Perceived Behavioral Control

In the theory of planned behaviour, the concept of perceived behavioural control is recognised as an essential
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component (Wu, 2023). In addition, in the context of making decisions regarding purchases, individuals are
more likely to have the intention to purchase a product or service if they have the perception that they have
control over the process of making the purchase. In situations where consumers have greater access to
counterfeit goods, they will experience higher levels of perceived behavioural control and in turn, can result
in increased levels of intention to purchase counterfeit products (Chiu & Leng, 2016).

Brand Consciousness

The concept of perceived behavioral control is an essential component of the theory of planned behaviour.
It describes how an individual perceives their capacity to carry out behaviour and how confident they are in
their ability to control that behavior (Ajzen & Madden, 1986). When it comes to the decision-making process
for consumers, brand consciousness refers to the psychological preference that consumers have for brand-
name products (Jiang & Shan, 2016).

Authentic brand names and logos are frequently used by counterfeit goods to confuse customers, particularly
when the customers are unfamiliar with the product. This suggests that brand consciousness may be an
essential factor in the study of consumers' purchasing behavior when it comes to counterfeit products (Tseng
et al., 2021). Therefore, Consumers' intentions to purchase a product are significantly influenced by their
perceptions of their ability to control their behaviour, which is a significant factor in the context of purchase
decisions.

Price

Price refers to the monetary value or amount assigned to a product, service or item in exchange for its
ownership, use or acquisition. It is also the amount of money that customers are willing to spend on
something. According to the majority of previous research, the primary factor influencing consumers to
purchase counterfeit goods was price (Albers-Miller, 1999; Wiedman et al., 2007 as referenced in
Stravinskiene et al., 2013). Furthermore, the low cost of counterfeit items raises the perceived value ratio—
the calculation that compares the price to the quality of an item (Ang, 2001).

Purchase Intention

The theory of planned behaviour (TPB) contends that purchasing intention, which is in turn influenced by
attitudes, is a good predictor of purchase behaviour (Phau and Teah, 2009). To better predict behaviour,
attitudes towards behaviour should be considered rather than attitudes towards the product (Phau and Teah,
2009; Penz and Stottinger, 2005). According to several research, attitudes regarding fake goods have a
significant favourable impact on consumers' intention to buy (Phau and Teah, 2009; Nordin, 2009; De Matos
et al., 2007; Huang et al., 2004). The likelihood that consumers will buy counterfeit products increases with
consumer views about counterfeiting (Wee et al., 1995).

Conceptual Framework

The Theory of Planned Behavior was developed as an extension of the Theory of Reasoned Action. Its ability
to examine and anticipate behaviour that is not entirely under volitional control makes it a suitable theoretical
framework for this study on faking. On the other hand, where there is a lack of total volitional control over
behaviour, a higher perceived level of behavioural control ought to be linked to stronger relationship
intention behaviour (Armitage and Conner, 2001, Penz and Stottinger, 2005).

This study was carried out to associate several measurements that predict the factors that drive and encourage
purchase intention of counterfeit product. On the basis of the literature review and arguments as discussed
above, the framework in this study was developed to determine on the relationship between attitudes,
subjective norm, perceived behavioural control, brand consciousness and price as independent variables,
while the purchase intention to be the dependent variable.
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Figure 1: Conceptual Framework

METHODOLOGY

This study employed a quantitative research design using a cross-sectional survey approach to examine the
factors influencing the intention to purchase counterfeit products in the online market among Generation Y
consumers in Sarawak. A structured questionnaire was utilized as the primary data collection instrument, as
survey research enables the efficient collection of data from a large number of respondents and facilitates
the empirical testing of hypothesized relationships among variables. The target population comprised
Generation Y consumers residing in Sarawak who have experience purchasing products through online
platforms. A convenience sampling technique was adopted due to its practicality and effectiveness in
accessing respondents who met the study's selection criteria. Data were collected electronically using Google
Forms, and the questionnaire link was distributed through various online channels, including social media
platforms and messaging applications. To enhance accessibility and participation, a Quick Response (QR)
code was generated, allowing respondents to access the questionnaire directly via their mobile devices.
Participation in the study was voluntary, and respondents were informed about the purpose of the research
prior to completing the questionnaire. To ensure confidentiality and anonymity, no personally identifiable
information, such as names, contact numbers, or email addresses, was collected from the respondents. A total
of 384 usable responses were obtained and retained for analysis. The sample size exceeded the minimum
requirement for Structural Equation Modelling (SEM), thereby providing adequate statistical power for
hypothesis testing. The collected data were analysed using IBM Statistical Package for the Social Sciences
(SPSS) and Analysis of Moment Structures (AMOS). SPSS was employed for data screening, descriptive
analysis, and preliminary assessment of the measurement items. Subsequently, Structural Equation
Modelling (SEM) using AMOS was conducted to evaluate the measurement model and test the hypothesised
relationships among the constructs. The analysis followed a two-step approach recommended by Anderson
and Gerbing (1988). First, Confirmatory Factor Analysis (CFA) was performed to assess the reliability and
validity of the measurement model through factor loadings, Composite Reliability (CR), Average Variance
Extracted (AVE), and model fit indices. Second, the structural model was evaluated to examine the direct
effects of Attitude, Subjective Norms, Perceived Behavioural Control, Brand Consciousness, and Price on
Purchase Intention. The significance of the hypothesised relationships was assessed using standardized path
coefficients, critical ratios (C.R.), and p-values.

Data Analysis
Confirmatory Factor Analysis

A Confirmatory Factor Analysis (CFA) was conducted using AMOS to assess the validity and reliability of the
measurement model comprising five exogenous constructs, namely Attitude, Subjective Norms, Perceived
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Behavioural Control, Brand Consciousness, and Price, together with the endogenous construct Purchase
Intention. Figure 2 illustrates the final CFA measurement model, including the standardized factor loadings
and correlations among the latent constructs.
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Figure 2. Confirmatory Factor Analysis (CFA) Measurement Model

The overall measurement model demonstrated a satisfactory fit to the observed data. As illustrated in Figure 2,
the goodness-of-fit indices indicate that the proposed model adequately represents the covariance structure
among the observed variables. Specifically, the chi-square divided by degrees of freedom (y*/df) was 2.520,
which is below the recommended threshold of 3.00, indicating a good model fit. The Root Mean Square Error
of Approximation (RMSEA) was 0.063, which falls within the acceptable range of less than 0.08. Furthermore,
the Comparative Fit Index (CFI = 0.922) and Tucker-Lewis Index (TLI = 0.912) exceeded the recommended
threshold of 0.90, suggesting a satisfactory level of model fit. Although the p-value was significant (p < 0.001),
this result is commonly observed in SEM studies involving relatively large sample sizes and therefore does not
necessarily indicate poor model fit. Overall, the findings confirm that the measurement model achieved an
acceptable level of goodness-of-fit and was suitable for subsequent validity assessment and structural model
analysis.

Convergent Validity

Convergent validity was assessed through factor loadings, Composite Reliability (CR), and Average Variance
Extracted (AVE). The standardized factor loadings exceeded the recommended threshold of 0.50, indicating
adequate item reliability. Furthermore, the Composite Reliability values for all constructs exceeded 0.70, while
the AVE values were greater than 0.50, satisfying the criteria proposed by Fornell and Larcker (1981). These
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results confirm that the indicators consistently measure their intended constructs. As presented in Table 1, all
measurement items exhibited factor loadings above the minimum threshold of 0.50, ranging from 0.50 to 0.88.
The AVE values for all constructs ranged from 0.520 to 0.624, exceeding the recommended value of 0.50.
Similarly, the CR values ranged from 0.812 to 0.875, which are well above the acceptable threshold of 0.70.
These findings indicate that the indicators adequately represent their respective latent constructs and
demonstrate satisfactory internal consistency. Specifically, the Attitude construct recorded an AVE of 0.624
and a CR of 0.869, indicating strong convergent validity. Subjective Norms achieved an AVE of 0.582 and a
CR 0of 0.871, while Perceived Behavioural Control demonstrated an AVE of 0.558 and a CR of 0.863. Brand
Consciousness recorded an AVE of 0.584 and a CR of 0.875. Furthermore, Price achieved an AVE of 0.520
and a CR of 0.812, whereas Purchase Intention reported an AVE of 0.569 and a CR of 0.868. Overall, all
constructs satisfied the recommended criteria for convergent validity, confirming that the measurement items
sufficiently capture the underlying theoretical constructs.To establish convergent validity, each indicator
associated with a latent construct should achieve a factor loading greater than 0.60 (Awang, 2015). Convergent
validity refers to the extent to which the items measuring the same construct are strongly related to one another.
In this study, convergent validity was assessed using factor loadings, average variance extracted (AVE), and
composite reliability (CR). The results presented in Table 3 show that all factor loadings exceeded the
recommended value of 0.60. In addition, the AVE values for all constructs were greater than 0.50, while the
CR values exceeded 0.60, satisfying the recommended thresholds (Abdul-Rahim et al., 2022; Awang, 2015).
Therefore, all constructs demonstrated adequate convergent validity.

Table 1. Convergent Validity Assessment

Variable Factor Loading AVE CR

Attitude 0.624 0.869

0.78

0.81

0.77

0.80

Subjective Norms 0.582 0.871

0.50

0.82

0.79

0.87

0.78

Perceived Behavioural Control 0.558 0.863

0.73

0.80

0.77

0.75

0.68

Brand Consciousness 0.584 0.875

0.72

0.80

0.76
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0.76
0.69
Price 0.520 0.812
0.75
0.76
0.69
0.68
Purchase Intention 0.569 0.868
0.73
0.75
0.81
0.77
0.73

Hypothesis Testing

Table 2. The results of the hypothesis testing.

Relationship Estimate S.E. C.R. P Result
Purchase | _ | Attitude 0.164 0.048 3.443 0.000 Supported
Intention
Purchase 1 | Subjective 0.292 0.062 4.726 0.000 Supported
Intention Norms
Purchase Perceived

. <--- | Behavioural 0.278 0.076 3.664 0.000 Supported
Intention

Control

Purchase | | Brand 2038 0.115 3309 | 0.000 Supported
Intention Consciousness
Purchase | _ | price 0.63 0.113 5.576 0.000 Supported
Intention

The structural model was evaluated to examine the relationships between Attitude, Subjective Norms, Perceived
Behavioural Control, Brand Consciousness, Price, and Purchase Intention towards counterfeit products in the
online market among Generation Y consumers in Sarawak. The findings in table 2 indicate that all proposed
predictors significantly influence Purchase Intention, thereby supporting all five hypotheses. The results reveal
that Attitude has a positive and significant effect on Purchase Intention (§ = 0.164, CR = 3.443, p <0.001). This
finding suggests that Generation Y consumers who hold favourable perceptions towards counterfeit products are
more likely to develop intentions to purchase them. Positive attitudes may arise from perceptions that counterfeit
products provide similar functionality, appearance, and utility to genuine products at a substantially lower cost.
The result supports the Theory of Planned Behaviour (TPB), which posits that favourable attitudes towards a
behaviour increase the likelihood of behavioural intention. Similarly, Subjective Norms significantly and
positively influence Purchase Intention (f = 0.292, CR = 4.726, p < 0.001). This result indicates that social
influence plays a crucial role in shaping consumers' intentions to purchase counterfeit products online. Family
members, friends, peers, and social media communities may contribute to the normalisation of counterfeit
product consumption. Among Generation Y consumers, purchasing decisions are often influenced by
recommendations and experiences shared through online platforms, making social approval an important
determinant of purchase intention. The analysis further demonstrates that Perceived Behavioural Control has a
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positive and significant effect on Purchase Intention (B = 0.278, CR = 3.664, p < 0.001). This finding suggests
that consumers who perceive purchasing counterfeit products as easy, convenient, and within their control are
more likely to engage in such behaviour. The widespread availability of counterfeit products through online
marketplaces, social commerce platforms, and mobile applications reduces barriers to purchase, thereby
enhancing consumers' confidence in completing online transactions. Interestingly, Brand Consciousness exhibits
a significant negative relationship with Purchase Intention ( = -0.380, CR = -3.309, p < 0.001). The negative
coefficient indicates that consumers who place greater importance on brand reputation, prestige, and authenticity
are less likely to purchase counterfeit products. Highly brand-conscious consumers generally value genuine
products because they associate authentic brands with superior quality, status, and social image. Consequently,
such consumers may perceive counterfeit products as inconsistent with their desired self-image and consumption
values. Among all predictors, Price emerges as the strongest determinant of Purchase Intention (f = 0.630, CR
= 5.576, p < 0.001). This finding indicates that affordability and economic considerations are the primary
motivations driving Generation Y consumers to purchase counterfeit products online. Counterfeit products often
offer substantial cost savings compared to genuine alternatives, making them attractive to price-sensitive
consumers. The result suggests that consumers are willing to trade authenticity for affordability when they
perceive that counterfeit products provide acceptable value for money. Overall, the findings demonstrate that
Attitude, Subjective Norms, Perceived Behavioural Control, Brand Consciousness, and Price significantly
influence consumers' intention to purchase counterfeit products online. Among these factors, Price exerts the
strongest positive influence on Purchase Intention, followed by Subjective Norms, Perceived Behavioural
Control, and Attitude. Conversely, Brand Consciousness negatively influences Purchase Intention, suggesting
that consumers who highly value authentic brands are less likely to engage in counterfeit purchasing behaviour.
These findings provide empirical support for the Theory of Planned Behaviour and highlight the importance of
both social and economic factors in explaining counterfeit product consumption among Generation Y consumers
in Sarawak.

CONCLUSION

In conclusion, this study examined the factors influencing Generation Y consumers' intention to purchase
counterfeit products in the online market in Sarawak Utilizing an expanded version of the Theory of Planned
Behaviour (TPB), the analysis explored how purchase intent is shaped by attitude, subjective norms, perceived
behavioural control, price, and brand consciousness. Given the expansion of e-commerce and the rising
availability of fakes, grasping these dynamics has become vital for academic experts and industry professionals
alike. The results demonstrate that all five examined factors notably impact the inclination of consumers to
acquire counterfeit items online. Attitude, subjective norms, perceived behavioural control, and price have
positive effects on purchase intention, while brand consciousness has a negative effect. Among these factors,
price was found to be the strongest predictor, indicating that affordability remains the main reason consumers
choose counterfeit products. In contrast, consumers with higher brand consciousness are less likely to purchase
counterfeit goods because they value authenticity, product quality, and brand reputation.

This study successfully achieved all of its research objectives by identifying the key factors affecting purchase
intention and examining the relationships between these variables using Structural Equation Modelling
(SEM). The findings show that both psychological and economic factors play an important role in shaping
consumers' intentions to purchase counterfeit products in the online marketplace. From a theoretical
perspective, this study supports the application of the Theory of Planned Behaviour in explaining counterfeit
purchase intention. The inclusion of brand consciousness and price also extends the TPB framework,
providing a broader understanding of consumer behaviour in the context of online counterfeit purchases
among Generation Y consumers in Sarawak. The brand owners should continue to strengthen consumer
awareness by promoting product authenticity, quality, and long-term value. At the same time, e-commerce
platforms should enhance seller verification, improve monitoring systems, and strengthen efforts to detect
and remove counterfeit product listings. Together, these initiatives can help reduce the demand for counterfeit
products and create a safer online shopping environment.

Furthermore, this study provides a better understanding of the psychological, social, and economic factorsthat
influence Generation Y consumers' intention to purchase counterfeit products online. The findings contribute
to the existing literature, offer practical guidance for relevant stakeholders, and provide a useful foundation
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for future research. More importantly, they highlight the need for continuous efforts to reduce counterfeit
product purchases, protect intellectual property rights, and encourage a more ethical and sustainable digital
marketplace.

ACKNOWLEDGMENT

We thank the i-CATS University College for supporting this study through the i-CATS Research and Innovation
Grant Scheme (iRIGS).

REFERENCE

1.

Abdul-Rahim, R., Bohari, S. A., Aman, A., & Awang, Z. (2022). Benefit—risk perceptions of fintech
adoption for sustainability from bank consumers’ perspective: The moderating role of fear of COVID-
19. Sustainability (Switzerland), 14(14). https://doi.org/10.3390/su14148357

2. Ajzen, 1., & Madden, T. J. (1986). Prediction of goal-directed behavior: Attitudes, intentions, and
perceived  behavioral control. Journal of Experimental Social Psychology, 22(5).
https://doi.org/10.1016/0022-1031(86)90045-4

3. Albers-Miller, N. D. (1999). Consumer misbehavior: Why people buy illicit goods. Journal of Consumer
Marketing, 16(3), 273-287

4. Anderson, J. C., & Gerbing, D. W. (1988). Structural equation modeling in practice: A review and
recommended two-step approach. Psychological Bulletin, 103(3), 411423

5. Ang, S. H, Cheng, P. S., Lim, E. A. C., & Tambyah, S. K. (2001). Spot the difference: Consumer
responses towards counterfeits. Journal of Consumer Marketing, 18(3), 219-235

6. Armitage, C. J., & Conner, M. (2001). Efficacy of the theory of planned behaviour: A meta-analytic
review. British Journal of Social Psychology, 40(4), 471-499

7. Awang, Z. (2015). SEM made simple: A gentle approach to learning Structural Equation Modeling. In
MPWS Rich Resources (Vol. 1, Issue 3).

8. Bhatia, V. (2018). Examining consumers’ attitude towards purchase of counterfeit fashion products.
Journal of Indian Business Research, 10(2). https://doi.org/10.1108/JIBR-10-2017-0177

9. Bian, X., Wang, K. Y., Smith, A., & Yannopoulou, N. (2016). New insights into unethical counterfeit
consumption. Journal of Business Research, 69(10). https://doi.org/10.1016/].jbusres.2016.02.038

10. Chang, M. K. (1998). Predicting unethical behavior: A comparison of the theory of reasoned action and
the theory of planned behavior. In Journal of Business Ethics (Vol. 17, Issue 16).
https://doi.org/10.1023/A:1005721401993

11. 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).
https://doi.org/10.1108/APJML-02-2015-0031

12. Cordell, V. V., Wongtada, N., & Kieschnick, R. L. (1996). Counterfeit purchase intentions: Role of
lawfulness attitudes and product traits as determinants. Journal of Business Research, 35(1), 41-53.

13. De Matos, C. A., Ituassu, C. T., & Rossi, C. A. V. (2007). Consumer attitudes toward counterfeits: A
review and extension. Journal of Consumer Marketing, 24(1), 36-47.

14. Eisend, M. (2019). Morality Effects and Consumer Responses to Counterfeit and Pirated Products: A
Meta-analysis. Journal of Business Ethics, 154(2). https://doi.org/10.1007/s10551-016-3406-1

15. Fernandez, P. R. (2009). Impact of branding on Gen Y's choice of clothing. Journal of the South East
Asia Research Centre for Communications and Humanities.

16. Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with unobservable variables
and measurement error. Journal of Marketing Research, 18(1), 39-50.

17. Grossman, G. M., & Shapiro, C. (1988). Foreign counterfeiting of status goods. Quarterly Journal of
Economics, 103(1), 79-100.

18. Harun, A., Mahmud, M., Othman, B., Ali, R., & Ismael, D. (2020). Understanding experienced
consumers towards repeat purchase of counterfeit products: The mediating effect of attitude.
Management Science Letters, 10(1), 13-28. https://doi.org/10.5267/j.msl.2019.8.019

19. Huang, J. H., Lee, B. C. Y., & Ho, S. H. (2004). Consumer attitude toward gray market goods.
International Marketing Review.

Page 1904

www.rsisinternational.org


http://www.rsisinternational.org/
https://doi.org/10.1016/0022-1031(86)90045-4
https://doi.org/10.1108/APJML-02-2015-0031
https://doi.org/10.1007/s10551-016-3406-1
https://doi.org/10.5267/j.msl.2019.8.019

INTERNATIONAL JOURNAL OF RESEARCH AND INNOVATION IN SOCIAL SCIENCE (IJRISS)
ISSN No. 2454-6186 | DOI: 10.47772/1JRISS | Volume X Issue VII July 2026

20.

21

22.

23

24.
25.
26.
27.

28.
29.

30.

31.

32.

33.

34.

35.

36.

37.

38.

39.

40.

41.

42.

Islam, T., & Hussain, M. (2022). How consumer uncertainty intervenes country of origin image and
consumer purchase intention? The moderating role of brand image. International Journal of Emerging
Markets. https://doi.org/10.1108/IJOEM-08-2021-1194

. Jiang, L., & Shan, J. (2016). Counterfeits or Shanzhai? The role of face and brand consciousness in luxury

copycat consumption. Psychological Reports, 119(1). https://doi.org/10.1177/0033294116659316

Jiang, Y., Miao, M., Jalees, T., & Zaman, S. . (2019). Analysis of the moral mechanism to purchase
counterfeit luxury goods: evidence from China. Asia Pacific Journal of Marketing and Logistics, 31(3).
https://doi.org/10.1108/APJIML-05-2018-0190

. Kasuma, J., Noor, N. M., Abdurahman, A. Z. A., Sawangchai, A., & Jemari, M. A. (2020). The influence

of information susceptibility and normative susceptibility on counterfeit manufacturing products
purchase intention. International Journal of Supply Chain Management, 9(2)

Landry, C. (1998). The Creative City: A Toolkit for Urban Innovators. Earthscan.

Margherio, L. (1998). The emerging digital economy. U.S. Department of Commerce.

Ng, J., Chok Huat, G., & Seng Teck, T. (2021 Ng, J., Goh, C. H., & Tan, S. T. (2021). A critical study on
the factors influencing consumers' intention to purchase counterfeit products in Penang, Malaysia. Annals
of the Romanian Society for Cell Biology, 25, 18084—18101. http://annalsofrscb.ro

Nordin, N. (2009). A study on consumers' attitude towards counterfeit products in Malaysia. Asian Social
Science, 5(2), 8—14.

Paul, P. (2001). Getting inside Gen Y. American Demographics, 23(9), 42—49.

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.

Peterson, R. A., Balasubramanian, S., & Bronnenberg, B. J. (1997). Exploring the implications of the
Internet for consumer marketing. Journal of the Academy of Marketing Science, 25(4), 329-346.

Phau, 1., & Teah, M. (2009). Devil wears (counterfeit) Prada: A study of antecedents and outcomes of
attitudes towards counterfeits of luxury brands. Journal of Consumer Marketing, 26(1), 15-27.
Quoquab, F., Pahlevan, S., Mohammad, J., & Thurasamy, R. (2017). Factors affecting consumers’
intention to purchase counterfeit product: Empirical study in the Malaysian market. Asia Pacific Journal
of Marketing and Logistics, 29(4). https://doi.org/10.1108/APJIML-09-2016-0169

Rathnayake, C. V. (2011). An empirical investigation of fashion consciousness of young fashion
consumers in Sri Lanka. Young Consumers, 12(2), 121-132.
https://doi.org/10.1108/17473611111141588

San, L. Y., Omar, A., & Thurasamy, R. (2015). Online purchase: A study of generation Y in Malaysia.
International Journal of Business and Management, 10(6), 298-308.

Soh, C. Q. Y., Rezaei, S., & Gu, M. L. (2017). Factors affecting consumers' intention to purchase
counterfeit product. Asia Pacific Journal of Marketing and Logistics, 29(4), 837-853.
https://doi.org/10.1108/APJIML-09-2016-0169

Stravinskiene, J., Dovaliene, A., & Ambrazeviciute, R. (2013). Factors influencing intention to buy
counterfeit luxury goods.

Suki, N. M. (2006). Consumer environmental concern and green product purchase in Malaysia.
International Journal of Management Studies.

Ting, M. S., Goh, Y. N., & Isa, S. M. (2016). Determining consumer purchase intentions toward
counterfeit luxury goods in Malaysia. Asia Pacific Management Review, 21(4).
https://doi.org/10.1016/j.apmrv.2016.07.003

Tseng, W. Y., Chiu, W., & Leng, H. K. (2021). A comparative study of consumers’ intention to purchase
counterfeit outdoor products in Taiwan and Hong Kong. Journal of Asian Business and Economic
Studies, 28(3). https://doi.org/10.1108/JABES-02-2020-0011

Twenge, J. M., & Campbell, S. M. (2008). Generational differences in psychological traits and their
impact on the workplace. Journal of Managerial Psychology.

Usmani, S., & Ejaz, A. (2020). Consumer Buying Attitudes towards Counterfeit and Green Products:
Application of Social Comparison Theory and Materialism. South Asian Journal of Management
Sciences, 14(1). https://doi.org/10.21621/sajms.2020141.05

Utz, S., Kerkhof, P., & van den Bos, J. (2009). Consumers rule: How consumer reviews influence
perceived trustworthiness of online stores. Electronic Commerce Research and Applications.

Page 1905

www.rsisinternational.org


http://www.rsisinternational.org/
http://annalsofrscb.ro/
https://doi.org/10.1108/APJML-09-2016-0169
https://doi.org/10.1108/17473611111141588
https://doi.org/10.1108/APJML-09-2016-0169
https://doi.org/10.1108/JABES-02-2020-0011
https://doi.org/10.21621/sajms.2020141.05

INTERNATIONAL JOURNAL OF RESEARCH AND INNOVATION IN SOCIAL SCIENCE (IJRISS)
ISSN No. 2454-6186 | DOI: 10.47772/1JRISS | Volume X Issue VII July 2026

43. Vinerean, S. (2014). The effects of social media marketing on online consumer behavior. International
Journal of Business and Management.

44. Wee, C. H., Tan, S. J., & Cheok, K. H. (1995). Non-price determinants of intention to purchase counterfeit
goods. International Marketing Review, 12(6), 19—46.

45. Wu, H. (2023). Drivers of Attitudes Toward Online Purchase Intention Among Residents of Taiyuan in
China. AU-GSB e-Journal, 16(1), 28-37.

46. Williams, K. C., & Page, R. A. (2011). Marketing to the generations. Journal of Behavioral Studies in
Business, 3, 1-17.

Page 1906
www.rsisinternational.org


http://www.rsisinternational.org/

