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Abstract  
Counterfeiting is an emerging issue that affects the economy, businesses, 
and consumers worldwide. This study focuses on factors such as price, 
ethical concern, and social influence that affects the purchase intention 
towards counterfeit mobile accessories products among millennials staying in 
Shah Alam, a suburb township in Selangor, Malaysia. The study uses a 
questionnaire as the source of its primary data. A total of 305 usable 
questionnaires were further used for data analysis. Multiple regression 
analysis was used to analyze the data. Results show there is a significant 
relationship between price, ethical concern, and social influence with 
purchase intentions towards counterfeit mobile accessories products among 
millennials. Results found that social influence factor is the most significant 
factor in influencing purchase intention towards counterfeit products, followed 
by ethical concern and price factors. The findings will provide an 
understanding of millennials' behavior to the context of the study and add to 
the body of knowledge in understanding consumer behavior.  
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 Introduction 
The abundance of counterfeit products is causing a lot of harm 

to the free market economy, and the changes in consumer lifestyle 
have contributed to an increase in counterfeit product sales globally. 
Furthermore, the selling price offered attracts consumers from middle 
and lower-income groups to purchase mobile phone accessories. The 
counterfeit mobile accessories for this study include plug chargers, 
USB cables, earphones, power banks, phone casings, screen 
protectors, selfie sticks, car chargers, batteries, mobile holders, and 
LCD screens. The Zion Market Research (2019) reported that market 
growth due to the intense competition from the local players that offer 
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products at competitive prices to consumers is increasing the demand 
for counterfeit mobile accessories around the world. 

Mobile phone accessories and mobile phones complement each 
other, and both are used daily by consumers. Consumers today are 
dependent on mobile phones with a set of accessories. Many would 
find it hard to survive without a handphone; hence, this creates a 
growing market that is difficult to ignore (Khwaja, 2018). Also, the 
existence of physical stores and online stores that actively sell mobile 
accessories are increasing due to the demand of smartphone users 
today. The consumer buying ability has shifted from low price range to 
smartphone accessories in the mid and high price range. 

Furthermore, a counterfeit product is defined as a product that 
infringes on an original or authentic product's trademark or design 
directly. In other words, it imitates the original or genuine product or 
brand in all practical purposes. For example, counterfeit products may 
adopt a name that feels amusing and humorous by playing on 
established brands. For example, Nokia now becomes  ‘Nokla’ or 
Samsung is spelled out as ‘SunSang’ (Mobile & Wireless Forum, 2019). 
Meanwhile, a substandard product can be defined as a product that 
may imitate a genuine brand but is 'different enough' to make it difficult 
to definitively classify this product as 'counterfeit'. A substandard 
counterfeit mobile accessory includes, for example, the packaging of 
the product that looks similar in a form factor of the authentic or original 
brand. Likewise, counterfeit includes 'small brand' products whereby 
an unknown or little known brand attempts to copy other brands or form 
factors from the original product (Mobile & Wireless Forum, 2019). 

Like fashion, mobile accessories are essential to smartphone 
users and smartphone users are forecasted to expand to several 
hundred million users in the next few years. The highest number of 
smartphone users are from China and India, followed by the United 
States, whereby each one of these countries can hit 100 million users 
gradually (Holst, 2019). Smartphone brands like Apple, Samsung, 
Baseus, Xiaomi, Momax, and others provide an extensive range of 
accessories to the consumers at affordable prices. These accessories 
are segmented by product type, the channel of distribution, price range, 
and region. Depending on the product type, the counterfeit mobile 
accessories market can be categorized into eight products which are 
the battery, headphones, portable speakers, chargers, memory card, 
power bank, protection case (casing), battery case, and others (Allied 
Market Research, 2018). 
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The purchase of counterfeit items depends on several factors. 
Consumers have no option in today’s narrow economy but to find a way 
to save on expenses (Basu et al., 2015). Evidence shows China, 
Thailand, India, and Malaysia are the hub for plagiarism where almost 
all fake items are produced by disregarding copyrights to satisfy the 
expanding need for fake products (Haque et al., 2010). According to 
the findings by Adhikari and Biswakarma (2017), there are two types of 
purchasers of counterfeit products. The first one is a victim who acquire 
or purchase counterfeit goods unconsciously and inadvertently. The 
second purchaser is a willing customer of fake items in which they 
searched for falsified products even when they realized that the 
products were illicit. 

The demand for counterfeit products is increasing day by day, 
not just in Malaysia but also all over the world. Hence, the Domestic 
Trade and Consumer Affairs Ministry in Malaysia (KDPNHEP) has 
strict laws to fine whoever is illegally selling the counterfeit products 
under Section 8 of the Trade Descriptions Act 2011. A company can 
be fined not more than RM15,000 for every confiscated product for the 
first offense. For the second offense, a fine of not more than RM30,000 
per confiscated product is imposed. Despite the strict laws, counterfeit 
suppliers are still willing to violate the regulations because of the 
continued demand from consumers (Roslan, 2018). 

The millennials are a generation of young people making up the 
largest group of consumers worldwide. Millennials' purchasing power 
makes them an attractive target for many consumer industries since 
they have become a large population when compared to other 
generations. Hence, their purchasing habits and the decision to 
purchase genuine or counterfeit products will have a significant impact 
on the sales of products. Also, consumers may think that low valued 
items and discount stores can meet their status requirements. Fakes 
are regarded as value for money because they have a relatively low 
price and are of substandard quality (Basu & Lee, 2015). In situations 
where both social importance and status are imperative to a consumer 
and when they cannot afford to have the original product, buying fake 
products is an option (Teah & Phau, 2009). Moreover, because of the 
high price of original brands, many consumers are inclined to buy 
counterfeit products to portray prestige and status symbol. One study 
found that for many consumers, it would be a difficult decision to 
purchase authentic brands due to the exceptionally high prices of the 
original product (Hashim et al., 2018). 
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Before purchasing, a customer is expected to apply some 
decision-making factors and ethics is one factor that may influence the 
purchase decision of a counterfeit product. Therefore, the purchasing 
decision among millennials on counterfeit mobile accessories items 
relies on their level of ethics. However, different individuals view the 
same act differently based on different levels of ethical concerns. 
Furthermore, some studies show that in buying situations, some 
consumers prefer to be ethical while some do not bother with ethical 
concerns in making a purchase. Besides, some consumers did not find 
the purchasing of counterfeit products to be unethical (Arli and Tjiptono 
(2016).  Information is also an important component of decision making 
and it is very easy to access information regarding counterfeit products. 
Social influence such as parents, friends, and family is where 
consumers obtain their information and these people tend to influence 
individual choices, thoughts, and opinions. Hamelin et al. (2013) also 
proved that social interaction with family and friends is the principal 
driver in purchasing counterfeit goods. 

 
 Literature Review 

The study is based on Ajzen & Fishbein (1975 & 1980) theory of 
reasoned action (TRA) as the theory is a well-developed and validated 
intention model that has been established successfully in predicting 
and elucidating behavior (Lin &Liu, 2009). Besides, this theory is known 
to be the most potent psychological model of voluntary action decision-
making based on behavioral analysis (Houran et al., 2013). Borrowing 
from the theory of reasoned action, this study could help reveal 
consumer behavioral intentions towards the purchase of counterfeit 
mobile accessories. 

Counterfeit products have attracted many people around the 
globe. Some people, particularly in developing nations, are inclined to 
opt for fake products of certain brands because they cannot afford the 
original (Triandewi & Tjiptono, 2013). In a study conducted by Hashim 
et al. (2018) where the study revealed that even though the fake items 
are of substandard quality, many consumers will buy these fake 
products as it is sold at a sensible cost. Also, Bouhlel et al. (2011) say 
purchase intention is considered as an indicator for future choices. As 
a result, purchase intention is the established feeling of buying 
something before the actual buying action takes place where 
perception, disposition, and external elements of an individual’s future 
intention intersect. 
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2.1 Price 

In numerous consumer behavior studies, the price has been a 
factor in influencing consumer's perception of brand alternatives and 
their final purchase decision (de Medeiros et al., 2016; Li et al., 2016; 
Moser, 2016). In one study, price as a measure of sacrifice indicates 
the sum of cash to be spent by the consumers when buying the 
product. Meanwhile, price is used as an informational cue, and price 
can specify the value and status of the product’s possessions (Hsu et 
al., 2017). For many consumers, purchasing counterfeit products 
amounts to cost-saving even though it is a compromise to the quality 
of the purchased counterfeit product. This cost savings lead consumers 
to place high value consciousness towards the price of counterfeit 
products. 

According to Chiu and Leng (2016), the request for counterfeit 
products is mainly because of its lower costs as opposed to the cost of 
the original one. For consumers who do not have the financial ability to 
buy the higher costing original products, the only substitute is to 
purchase a counterfeit product. Therefore, it is not unusual that several 
research have proven that fakes are bound to be obtained by low-
income consumers who are usually young or less educated. This is 
evidenced by findings by Chaudary et al. (2014) that suggest low prices 
contribute to the consumer’s purchase intention to buy counterfeit 
products. Consumers are in favor of counterfeit items over genuine 
ones when they can get it at a much cheaper price. However, according 
to Rizwan et al. (2014) in another research conducted in Pakistan, low 
prices failed to be proven as a significant determinant of purchasing 
counterfeit mobile phones. 

Also, Ansah (2017) surmised that price is not the only factor that 
has an impact on the attitude and purchase intention towards 
counterfeit products. Results from the research revealed that people 
purchase counterfeits products because it was manufactured in a 
particular country and not because of the price. The price has a positive 
but not significant effect on consumer purchase intention towards 
counterfeit products. 

 
2.2 Ethical concern 

According to Lee and Workman (2011), the ethical concern 
factor is demonstrated more by consumers who purchase counterfeit 
products compared to those who do not purchase counterfeit products. 
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For many Asian buyers of counterfeit products, they do not at all 
consider purchasing counterfeit products as unethical, while 
consumers in China are not even aware of the legal issues associated 
with the purchase of counterfeit products (Teik et al., 2013). 

The work of Quoquab et al. (2017) states that the ethical 
concern of a person helps to reduce their unethical behavior and each 
person has a different level of ethical concern when it comes to buying 
counterfeit products. Indeed, findings of Riquelme and Abbas (2012) 
and Lysonki and Darvasula (2008) suggest that while some consumers 
do not appear to feel that the purchase of counterfeit products to be 
unethical, a person with a high degree of idealism is more aware that 
buying counterfeit products can be considered as a wrongdoing. Based 
on the study by Quoquab et al. (2017), consumers' attitudes towards 
purchasing counterfeit products are negatively related to their ethical 
concern. Furthermore, many ethical people are more optimistic about 
their actions by avoiding purchasing fake products and services. 

The buying activities for counterfeit products in many countries 
are acceptable by society, whereas stealing a product is considered 
illegal and unacceptable (Arli and Tjiptono (2016). Many developed 
countries in the West perceived that buying counterfeit products is 
ethically unacceptable but this same view is not shared among 
developing countries (Chan, Ma & Wong, 2013). Also, other consumers 
in developing countries may misperceive that buying counterfeit 
products is considered a crime (Jackman and Lorde, 2014) while some 
consumers know that the purchase of counterfeit products is theft but 
does not consider it to be a criminal act (Arli & Tjiptono, 2016). 

Likewise, according to Floyd et al. (2013), people with a high 
degree of integrity are more likely to display ethical behavior by making 
ethical buying decisions than people with lower degrees of integrity. 
Hence, consumers who are likely to agree to purchase counterfeit 
products were found to be less truthful. As mentioned by Bian et al. 
(2016), many customers are aware of the damage done by counterfeit 
products as well as the ethical problems and the abuse associated with 
the purchase of counterfeit products. Besides, consumers are 
becoming more aware of the products they purchase because of 
growing concerns about environmental issues (Barber, 2012; Dean et 
al., 2012). This means that they tend to respond to these issues by 
buying products that reduce environmental problems (Sweetin et al., 
2013). 
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2.3 Social Influence 

Social influence can be described as the interaction with another 
individual or group which may change an individual's thoughts, 
feelings, behaviors, or attitudes towards an intention. It is the process 
through which individuals, through communication with other people, 
make real changes in their behaviors (Hadiwijaya, 2015). Social 
influence can be from parents, family, friends, and peers who have 
higher chances to influence an individual's mind. Ajzen and Fishbein 
(2005) highlight that both personal thoughts and social influence are 
predictors of behavior and intention while Fernandes (2013) clarifies 
that in different social contexts, social pressure induces customers to 
perform such acts to gain approval. 

Hamelin et al. (2013) also prove that social interaction with 
family and friends is the principal driver in purchasing counterfeit 
goods. However, the situation depends on social norms. Reference 
groups or peer pressure can also influence consumers into buying 
original products as well. Therefore, consumers' purchase intention 
towards counterfeit products depends on the normative pressure from 
those around them. 

According to Muhammad and Ghani (2016), social influence is 
significantly correlated with the purchase intention towards counterfeit 
products. Since social influence controls people's behavior, it is 
possible that what others think has an impact on the perception of 
buyers of counterfeits. This study aligns with the findings from Hidayat 
and Diwasasri (2013) that state consumers are more likely to purchase 
counterfeit products under the influence of their peers. Thus, based on 
the literature review discussed earlier, the proposed model used in this 
study is as follows: 
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Figure 1 : Proposed Model 

 Methodology 
A questionnaire survey was used to obtain primary data for this 

study. The study focuses on counterfeit mobile accessories such as 
plug charger, USB cable, earphone, power bank, phone casing, screen 
protector, selfie stick, car charger, battery, mobile holder, and LCD 
screen.  The unit of analysis was residents in the Shah Alam suburb. A 
total of 400 surveys were distributed with 305 usable responses 
obtained for data analysis. Additionally, respondents were required to 
be at least 18 years old since this group is sufficiently knowledgeable 
to make decisions and have purchasing power (Norzalita et al., 2009). 
Moreover, it is expected that respondents who are at least 18 years old 
are well informed about counterfeit products in different ways such as 
from the media, friends, and advertisements (Quoquab et al., 2017). 

The data were analyzed using the Statistical Package of Social 
Science (SPSS). The descriptive and inferential analysis techniques 
(correlation analysis and multiple regression analysis) were both 
employed to determine the relationship between price, social influence, 
and ethical concern factors and purchase intention towards mobile 
accessories products. 

Measurement items used for the study were taken from 
previously validated studies. All the constructs are measured with 
multi-item scales adopted and adapted from previous studies using 
five-point Likert-type scales (1- strongly disagree to 5 - strongly agree). 
The items for the price was from Rizwan et al. (2013), the items for 

Price 

Ethical Concern 

Social Influence 

Purchase Intention of 
Counterfeit Mobile 

Accessories Products 



MALAYSIAN JOURNAL OF CONSUMER AND FAMILY ECONOMICS Vol 25, 2020 

146 

ethical concern was borrowed from Quoquab et al. (2017), and social 
influence items were adapted from Bhatia (2018). 

 
 Findings 

Results in Table 1 show that 43.6% (133) of the respondents are 
male, while 56.4% or 172 respondents are females. Most of the 
respondents are between the ages of 24-30 years old with 33.4% (102 
respondents) while others are between the age range of 31-35 years 
old with 17.7% (54 respondents). Another 17.4% are between 36 – 40 
years old and 17% are 21 – 23 years old. Meanwhile, 14.4% or 44 
respondents are 18 – 20 years old. For the level of education, 123 of 
the respondents possess a Bachelor’s degree and this represents 
40.3%. 12 respondents have a doctoral degree (Ph.D.). Based on the 
demographic profile, the majority of the respondents are single with 
59% which is 180 respondents, while 34.8 % are married and 6.2% are 
divorced. Most of the respondents are Malays (66.9%), followed by 
Chinese (17.4%) and Indians at 14.4%. 

 
Table 1 : Demographic profile of respondents 

  Frequency Percentage (%) 
Gender Male 133 43.6 
 Female 172 56.4 
Age 18-20 years old 44 14.4 
 21-23 years old 52 17.0 
 24-30 years old 102 33.4 
 31-35 years old 54 17.7 
 36-40 years old 53 17.4 
Status Single 180 59.0 
 Married 106 34.8 
 Divorced 19 6.2 
Education SPM 62 20.3 
  79 25.9 
 Degree 123 40.3 
 Master 29 9.5 
 PhD 12 3.9 
Race Malay 204 66.9 
 Chinese 53 17.4 
 Indian 44 14.4 
 Others 4 1.3 
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From Table 2, there are 76.1% or 232 respondents who spend 
less than RM250 on counterfeit mobile accessories. Meanwhile, 18.7% 
or 57 respondents spend between RM250 to RM500 and 5.2% (16 
respondents) spend in the range of RM501 - RM1000. No respondent 
spent more than RM1,000 on counterfeit mobile accessories.  

 
Table 2 : Amount of money spent every six months on counterfeit mobile 
accessories  

 Frequency Percentage (%) 
Less than RM250 
RM250 – RM500 
RM501 – RM1,000 
More than RM 1,000 

232 
57 
16 
0 

76.1 
18.7 
5.2 
0 

 
Table 3 : Reliability Analysis: Cronbach’s Alpha 

Variables Number of Items Cronbach’s Alpha 
Price 
Ethical Concern 
Social Influence 
Purchase Intention 

4 
4 
5 
6 

.782 

.906 

.865 

.889 
 
To test the reliability of a survey instrument, Cronbach’s alpha is 

used since it determines the internal consistency or average correlation 
of items as shown in Table 3. Ethical concern, social influence, and 
price showed the value of 0.906, 0.865, and 0.782 respectively which 
indicates the strength of each instrument from moderate to excellent. 

To identify the strength of the relationship of each variable with 
each other, a Pearson correlation analysis was conducted. 

 
Table 4 : Pearson correlation 

 Purchase 
intention 

Price Ethical 
Concern 

Social 
Influence 

Purchase intention 1.000    
Price .574 1.000   
Ethical Concern .626 .470 1.000  
Social Influence .832 .524 .538 1.000 
** Correlation is significant at the 0.01 level (2-tailed) 

From Table 4, all three independent variables have a positive 
relationship with the dependent variable. The correlation value of the 
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price, ethical concern, and social are r = 0.574, r = 0.626, and r = 0.832 
respectively. 

A multiple regression analysis (Table 5) was conducted on price, 
ethical concern, and social influence to determine their significant 
influence on the purchase intention towards counterfeit mobile 
accessories.  

 
Table 5 : Multiple Regression  

Model R R2 Adjusted R2 Std. Error of the Estimate 
1 .865a .749 .746 2.71998 

a.Predictors: (Constant), SOCIAL_INFLUENCE, PRICE, ETHICAL_CONCERN 
b.Dependent Variable: PURCHASE_INTENTION 

The value of the R2 is 0.749, where 74.9% of the variance in the 
dependent variables (purchase intention towards counterfeit mobile 
accessories) can be explained by the three independent variables in 
this study. 

 
Model Unstandardized 

Coefficients 
 Standardizes 

Coefficients 
t. Sig. 

1 B Std. 
Error 

Beta 

(constant) -4.180 1.145  -3.651 .000 
Price .288 .076 .134 3.814 .000 
Ethical 
Concern 

.320 .053 .216 6.071 .000 

Social 
Influence 

.856 .049 .645 17.535 .000 

 
The highest beta value is social influence with 0.645, while 

ethical concern is 0.216 and the price is 0.134. Therefore, social 
influence has the highest strength among the independent variables 
when it comes to influencing purchase intention compared to ethical 
concern and price. 

 
 Conclusion and Recommendations  

Price, ethical concern, and social influence were three factors 
investigated in this study to determine if they influence the purchase 
intention towards counterfeit mobile accessories among millennials in 
Malaysia. The findings suggest that there is a significant relationship 
between price, ethical concern, and social influence with the purchase 
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intention towards counterfeit mobile accessories products among 
millennials.  

This study has tested the direct relationships in a new context, 
i.e. Malaysian counterfeit mobile accessories purchase intention 
among millennials. Based on the findings, social influence was the 
major factor found to influence purchase intention towards counterfeit 
mobile accessories followed by ethical concern and price. This finding 
is consistent with Muhammad and Ghani (2016) who found social 
influence to significantly influence the purchase intention towards 
counterfeit products. Many millennials are surrounded by their family 
and friends for most of their daily lives, thus, it is very likely that family 
and friends do influence the behavioral purchase intention of the 
millennials. The information or knowledge shared among family and 
friends may attract the millennials to buy these counterfeit mobile 
accessories.  

Ethical concerns among millennials do influence the purchase 
intention towards counterfeit mobile accessory products. This suggests 
that millennials are aware that buying fake products is wrong and 
ethically unacceptable. However, before buying fake products, the 
buying decision depends on a consumer’s level of integrity and 
upbringing. Therefore, government policymakers can collaborate with 
the education system to educate and create more awareness among 
young consumers regarding business ethics and ethical consumer 
buying behavior. Campaigns advocating buying original mobile 
accessories products via social media platforms could assist in creating 
awareness of the importance of using and buying original products as 
well as the negative effects of using counterfeit products.  

Price was the least significant factor to influence the purchase 
intention of mobile accessories investigated in this study. This is not 
surprising as respondents for this study ranged from the 18 – 30 years 
old group. Many of the respondents buy counterfeit products as a cost 
saving effort as these products are found to be priced relatively cheap 
and are readily available in Malaysia. This extensive availability of 
counterfeit accessories products in the marketplace at such affordable 
prices give consumers more opportunities and choices when it comes 
to the purchase of counterfeit products. As it is difficult to compete on 
price, original manufacturers of mobile accessories must emphasize 
the quality of their products and demonstrate how counterfeits cannot 
compare to the genuine products. Also, communications using any 
communication platforms such as social media and advertisements on 
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radio and television must emphasize on how socially desirable a 
genuine product is compared to a counterfeit. This can inhibit 
consumers from purchasing counterfeit products especially when 
counterfeits are readily available at such competitive prices. 

Academicians and practitioners can benefit from this study 
findings due to the increase in the number of consumers buying 
counterfeit products globally. This study could provide additional 
information to the original manufacturers of mobile accessories to have 
some knowledge of consumer needs and wants. Although the present 
study tested the direct relationships, future research could test the 
model using a moderator such as ethnicity or income. In conclusion, 
the findings of the study can be used as a reference and knowledge in 
understanding consumer behavior towards the purchase of counterfeit 
mobile accessories and calls for more future researchers in this field. 
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