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Abstract 

The purpose of this study was to explore the perceptions and attitudes of original brand 

owners towards counterfeit goods and how these products infect their reputation. According 

to past and recent years, there was a limitless theoretical as well as practical conference on 

concepts of consumer misbehavior, which also included the purchase of illicit goods. On 

the basis of theories on the electrical & electronics industry, this article prospers the 

hypothesis that counterfeits have destroyed the image of a brand built on exclusivity and 

reputation. A verifiable study undertaken for this purpose discloses that the negative effects 

predicted in theory do not lead to a significant change in brand image perception. Thus, it 

appears that the literature has not been able to cover all aspects of consumer attitude, 

specifically the materializing facets of counterfeit evaluation. This article summarizes with 

a detailed data analysis and managerial implications for practice. 
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I. INTRODUCTION 
 

Counterfeiting is defined as copying an original product with a remarkable brand value 

worth already exists on the market (Eisend & Schuchert-Guller, 2006). Counterfeit goods 

can be replicas or first-copies, making it difficult for the layperson to differentiate. Replicas 

can be as expensive as the originals. Counterfeit products can also be knock-offs, wherein 

the quality is lower. Many times, consumers are aware of these knock-offs but may buy 

them because they are not as expensive. Counterfeiting products are similarly packaged by 

using labels and logos which are identical to those of genuine products (Hanzee & 

Taghipourian, 2012; Key, 1990). Counterfeits are generally of low quality, sold at low prices 

and the most of these are copies of genuine goods counterfeiting a significant worldwide 

problem occurs in both less and well developed countries (Sirfraz et. al., 2014; Lewis, 2009). 

Brands work hard to establish reputation and those reputations can be destroyed in the blink 

of an eye. Even when there is no scadal, a counterfeit product can cause injury to a consumer 

which also infect the brand prestige and quickly destroys sales volume. Consumption of 

counterfeit products is widespread and a part of daily life (Rutter & Bryce, 2008; 

Baumgartel, 2007). The electrical & electronics industry and other respective sectors, has 

also had to battle counterfeit products and materials.  When premium brands are 

counterfeited, which in turn gives a variety of consumer’s access to them, how do consumers 

of the genuine items react to the erosion of exclusivity and prestige? An investigation 

involving premium brands in Pakistan and other countries reveals that consumers of genuine 
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items adopt one of three strategies when faced with the prospect of their favorite brands 

being counterfeited: flight (abandoning the brand), reclamation (elaborating the pioneering 

patronage of a brand), and a branding (disguising all brand cues). These strategies reveal 

how the potential loss of exclusivity and prestige can either drive genuine-item consumers 

away from the brand or impel them to make strong claims to their patronage. 
 

There are many reasons why consumers buy counterfeit products. For example, research on 

them shows that the main reason is consumers cannot afford to have the original brands 

because products’ price are overprice. Furthermore, consumers want to have luxury branded 

products in order to represent their selfimage (Eisend & Schuchert-Guller, 2006). It can be 

stated that consumers, in general, do not perceive that buying counterfeit products is harmful 

to a particular industry or that it can lead to a social cost, but they only perceive the social 

benefits of fake products (Lysonski & Durvasula, 2008). 
 

According to the agreement on Trade-Related Aspects of Intellectual Property Rights (a 

WTO agreement) counterfeits are any goods bearing an unauthorized trademark and thereby 

infringing the rights of the trademark owner under the law of the country of importation. 

The International Anti-Counterfeiting Coalition (IACC) estimates that 5-7 percent of 

world’s trade is in illegitimate goods. Trade in counterfeit goods has reached $600 billion 

annually on a worldwide basis. This problem has grown over 10,000 percent in the past 20 

years, partly due to an increase in consumer demand (Pamela & Cuno, 2011). 
 

There are several Acts to curb counterfeiting. Technology is now playing a crucial role in 

curbing the problem of counterfeit goods. Brands use technologies such as Radio Frequency 

Identification (RFID), security holograms, barcodes or QR codes. Artificial intelligence and 

blockchain technology are also being deployed to counter fakes in the market. Brands would 

also need to closely monitor online and offline tracking to spot counterfeiters. Market 

surveys and routine modification of design and packaging to make it difficult for 

counterfeiters to catch up will all help. Brands will do well to create consumer awareness. 

They can leverage digital and social media platforms as well as mass media to help 

consumers stay watchful. They can provide information about their products, policies, 

trademarks and pricing. They can also educate consumers about why their products are 

better than counterfeit ones — in cases such as pharma, construction material or electrical 

equipment, imitation goods can cause real harm, and consumers need to know. Counterfeit 

machinery, construction material or drugs can cause loss of life, and not just property. On 

their part, consumers need to keep a close eye on refunds or returns policies, online reviews, 

pricing and do their research about the brand, their after-sales policies and support. 
 

Moreover, brands that have spent years in R&D, trying to evolve products or goods for the 

benefit of consumers are also at risk. Cheap imitators may use their brand name or product 

so the original brand may lose out. There is an infringement of copyright or trademark but 

there is also serious fallout in terms of the fake seller gaining financially at the cost of the 

original. Then, there is a much bigger issue of loss of brand equity, reputation and trust 

earned over the years by the original brand, in case the counterfeit product malfunctions or 

causes harm to the consumer. 
 

II. LITERATURE REVIEW 
 

The Hike of Counterfeiting 
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Today counterfeiting is a major global industry, a trillion dollar problem and a significant 

threat for any brand or business. It is increasing rapidly in both developed and less 

developed countries. Counterfeiting of popular global brands has become serious problem 

worldwide (Triandewi & Tjiptono, 2013). The last two decades has witnessed an 

extraordinary growth in the act of counterfeiting (cant et al., 2014). According to Wilcox et 

al. (2009) counterfeiting will be the crime of 21st century. According to international 

chamber of commerce worldwide trade of counterfeits is worth 650 billion dollar which is 

5% to 7% of international trade. US loses one third of a trillion dollar due to piracy and 

counterfeiting (Heffes, 2008). 
 

Nowadays it is a rampant, immoral market phenomenon which is also infecting the 

reputation and value of respective genuine brands. The value of the worldwide annual trade 

of fake and pirated products is massive—$1.7 trillion in 2015 and expected to grow to $4.2 

trillion by 2022 (ICC, 2017). In both developing and developed countries around the world, 

counterfeit goods are found in a wide spectrum of categories including apparel, electronics, 

beverages, food, pharmaceuticals, tobacco, and even vehicle and airplane parts. Existing 

research has shed light on important aspects of counterfeiting such as consumers’ evaluation 

of fake goods and their preference for genuine products. 
 

During the last few decades more and more attention has been paid to the topic of 

counterfeiting by academics due to the seriousness of counterfeiting problem. Despite this, 

counterfeiting is still a new area in marketing and consumer studies therefore there exist 

several gaps in the literature of counterfeiting (Staake et al., 2009). Most of the previous 

researches have focused generally on counterfeiting problem and legal aspects of 

counterfeiting (Harvey 1987; Roberts 1985; Bamossy and Scammon 1985; Lai and 

Zaichkowsky 1999; Chaudhry and Walsh 1996; Wilke and Zaichkowsky 1999; Stone 2001) 

and included debate on various strategies for combating counterfeiting (Harvey 1987; Olsen 

and Granzin 1992; Green and Smith, 2002). 
 

Pakistan is among those countries where pirated products are openly sold in the market. 

According to an estimate almost 65% of consumer goods being sold in the country are 

copied version of the original products. Manufacturers of genuine products, buyers of 

counterfeits and government revenue are being adversely affected by the widespread of 

counterfeit brands in the country. The consumer behavior of domestic market might vary in 

comparison to the worldwide patterns being researched. So, a comprehensive study into the 

determinants of counterfeit demand in third-world country like Pakistan would help in 

establishing a framework to deal with this issue prevalent in other developing countries like 

India, Bangladesh, Morocco, Mexico, etc. Furthermore, there could be certain factors that 

are area-specific and deemed significant in understanding the spread of counterfeiting in 

Pakistan. 

The impact of counterfeiting 

The impact of counterfeit goods on an organization run deeply, and can cause long-lasting 

damage. Brands will see a sales hit once the problem becomes widespread, since 

counterfeiters are able to undercut them on price. Industry world-wide loses large amounts 

to counterfeiters. These losses not only affect the producers of genuine items, but they also 

involve social costs. The ultimate victims of unfair competition are the consumers. They 

receive poor-quality goods at an excessive price and are sometimes exposed to health and 

safety dangers. Governments lose out on unpaid tax and incur large costs in enforcing 

intellectual property rights. There is also an increasing concern that counterfeiting is related 
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to other criminal activities, such as trade in narcotics, money laundering and terrorism. It is 

estimated that trade in counterfeit goods is now worth more than 5 per cent of world trade. 

This high level can be attributed to a number of factors: i) advances in technology; ii) 

increased international trade, emerging markets; and iii) increased share of products that are 

attractive to copy, such as branded clothing and software. 
 

The Devastating Effects of Counterfeiting 
The effects of counterfeiting manifest in many ways including; 
 

• Loss of Sales Revenue and Profit Margin 

• Over Production Costs 

• Fraudulent Product Warranty Claims 

• Product Liability Claims 

• Brand and Product Reputation Damage 
 

The cumulative effect of these impacts is often significant to businesses that are targeted by 

counterfeiters. 
 

The Lifecycle of Counterfeiting 
The destructive effect of 

counterfeiting follows a typical 

lifecycle over four stages: 

Entry – counterfeiting is at small 

scale as counterfeiters enter the 

market producing counterfeit 

goods in small scale. The small 

volume of counterfeit production is 

usually not detected and allows 

counterfeiters to achieve an entry 

point from which to scale up. 

Growth – at this stage the 

counterfeit product is being 

produced on a larger scale and becomes more economical for counterfeiters to further scale 

their production. By now the sales volume of the genuine product begin to slow as 

counterfeit substitution begins to achieve scale and traction. Critical – Growth of the 

counterfeit product expands rapidly to reach a critical scale where the volume of counterfeit 

products begins to significantly displace the genuine product resulting in declining sales 

volumes and decline in profit and market share. By this stage the problem is in epidemic 

proportions and the counterfeiters have hijacked a large share of the genuine product’s 

market share. Furthermore, consumers are now aware of the existence of counterfeit 

products and may stop purchasing the product which further compounds the declining sales 

volume. Fatal – Now the counterfeiting problem becomes so large and entrenched that the 

genuine product is losing significant sales and profit such that it becomes unprofitable. The 

brand reputation has been damaged such that consumers no longer trust the product or 

company and the situation becomes untenable. 
 

Brand Reputation 

Branding is a global issue. It is very much significant in today’s world than previous decade. 

As a businessman, we invest money to the business depends on brand. Devoid of brand, a 

customer cannot distinguish one producer’s product to another as well as they cannot find 
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out their desire company’s product. If the product carries different feature, functions and 

performance, then it should be inform to customer, without the brand it is not possible. 

Nowadays it is essential part of the product. Some of the product are call their brand name 

not the product name such as Lux, Coca-Cola .We say to the retailer please give us a Lux 

Instead of beauty soap and a coke instead of a soft drink. These brand images or reputation 

is established in consumer mind through their product quality, fair price, effective 

communication and efficient distribution system. Without this marketing mix, no firm can 

establish their brand in consumer mind. 
 

There are different research has been conducted on brand identity, brand reputation and 

brand value. In electrical & electronic goods as well as other products buying, customers 

are more conscious on brand prestige & to be aware of illegal products which can cause 

injury to a consumer and can lead to lawsuits and loss of reputation. Many consumers 

believe that it is the responsibility of a brand to prevent counterfeits from being sold, even 

on online marketplaces. Product counterfeiting is a vicious and insidious problem for 

modern organizations because its effects manifest in different ways. If a consumer 

unknowingly buys a counterfeit product because he or she supports brand and then that 

product breaks, it could be the brand reputation that takes the hit. The consumer may not be 

savvy enough to know the origin of the product or how it should go through a quality control 

process. 
 

Brand owners may also suffer reputational damage due to the poor quality of counterfeit 

products, especially if consumers are harmed by these products, as can be the case with 

pharmaceutical, electrical or electronic goods or consumer goods counterfeiting. When a 

counterfeit good fails to deliver on consumer expectation or even injures a consumer, the 

consumer may blame the brand and reduce their confidence in it. 
 

So, therefore most of the companies and consumers are conscious over the brand reputation 

of what they sell or buy in addition to every brand gives their distinct values, creates a 

distinct profile in the minds of the customers in respect to what it stands for (Aaker, 1996, 

Browne, 1999, Kapferer, 1997). Such as the beverage industry Coca-Cola stands for 

“refreshing” and  the mobile industry Sony Ericsson is poised as “music and entertainment” 

etc. If companies fail to ensure a reliability and stable brand reputation, the brand’s growth 

and market share will be badly affected. Thus a brand reputation is the image of superior 

quality and added value, which justify a premium price (Browne, 1999).  
 

Protection strategies of brand prestige in the age of counterfeiting 

Counterfeiting is a sophisticated practice that is well organized and often very difficult to 

counteract and mitigate once is has started. It is therefore critical for any business with a 

trusted brand to take proactive steps to ensure they protect their most valuable asset – their 

brand. Companies, as well as enforcement agencies, are becoming increasingly aware of the 

problems of counterfeiting. All companies need to make sure that their trademarks are 

adequately protected and to implement anti-counterfeiting policies to deal with the menace. 

A number of technologies, such as holograms, smart cards, biometric markers and inks, can 

be employed to protect and authenticate genuine products. These devices vary considerably 

in the degree of sophistication and cost.  
 

However, in order to be implemented the technology must be cost-effective, compatible 

with the product and distribution chain, resistant and durable. Prevention and early detection 

are crucial to combatting counterfeiting and protecting the products and brand reputation. 
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But surprisingly brand owners often emphasize other priorities such as more operational 

efficiency according to a research study conducted by Michigan State University. 
 

The first step of protection and a baseline to protect the brand is trademarking the products 

and brand, and then registering the trademarks in all countries in which the brand owners 

do business and with the custom agencies of each of those countries. While the cost of 

trademarking can vary by country and class of products being trademarked, this upfront cost 

essentially allows customs agencies to now be able to protect the product. Their programs 

help stop the flow of counterfeit goods across their borders by using the trademark 

registration information of the authentic products. More importantly, trademarking gives 

the legal standing to protect the products. Once the basics of trademark registration and 

recordation are done, the study’s researchers suggest the following to counteract the 

complications of product counterfeiting: 
 

• Establish cooperative partnerships with others in the industry 

• Garner support from law enforcement 

• Promote public awareness (when industry-appropriate) 

• Partner with government and academia on product counterfeiting research 
 

The best counterfeit protection strategy involves a holistic, multi-layered approach 

comprising anti-counterfeiting products, track & trace technology and digital integration to 

provide an effective, end-to-end supply chain solution. Depending, of course, on the product 

and underlying strategy this approach can also increase consumer trust in a brand and drive 

positive outcomes (in addition to avoiding the negative ones). A number of policy initiatives 

exist at both the private and the official level. Countries with a strong representation of 

trademark owners have established anti-counterfeiting associations. These are membership 

organizations, whose main activities include promoting adequate IPR protection, 

information gathering and liaison with enforcement agencies. Some trade associations are 

very active in assisting their members to combat counterfeiting. These include the Business 

Software Alliance (BSA) and the International Federation of the Phonographic Industry 

(IFPI). The latest international initiative is the Global Anti-counterfeiting Group (GACG) 

which is a forum for discussion aimed at raising awareness of the health and safety hazards 

of fakes. 
 

Geographical spread of counterfeit products 

This study is conducted to identify the types of product that are being counterfeited 

geographically. Some countries have trade in counterfeit goods; while others have become 

notorious for producing and exporting large quantities of fakes. Information from the 

customs services of the United States and EU Member States provides an insight into which 

countries are the biggest exporters of fakes and the types of products that are being 

counterfeited. The top five suppliers of counterfeit goods to the United States in 1997, were 

China, Korea, Chinese Taipei, Hong Kong (China) and the Philippines. The most common 

products were media (CDs, videos, computer games, etc.), wearing apparel and 

lighting/power goods. In total, the US Customs seized IPR-infringing goods worth US$54 

million during fiscal year 1997. The main sources of fakes imported to the European Union 

were Poland, Thailand, Turkey and the United States. Clothing accounted for more than half 

of the items seized. 
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Overview of industries affected by counterfeiting 

It is very hard to obtain accurate statistics on counterfeiting, mainly because it is a 

clandestine activity. However, the copyright industries of America have collected detailed 

information on piracy of their products for a number of years. These sectors suffer the 

largest losses. About half of all motion picture videos, more than 40 per cent of all business 

software and a third of all music recordings sold in 1996 were pirated copies. Counterfeit 

clothing, both fashion and sportswear, is very prevalent in Europe. A common technique is 

to import plain clothing and attach the labels in one EU Member State and then release the 

products for sale in another Member State, benefiting from the free movement of goods 

across borders. In the spare-parts industries, counterfeits are part of the overall problem of 

unapproved spare parts. They are traded on the grey market, together with over-runs, 

recycled items, copy parts and stolen goods, making it very difficult to control the market 

and separate the illegal items from the legal. Product counterfeiting is an ongoing problem 

whose complexity makes it difficult to be assessed. Although many organizations have 

estimated its extent, their measurements often have methodological shortcomings. Brand 

owners are working with industry organizations to improve these measurements. In this 

study, we use interviews with brand owners in various industries to identify practices and 

challenges for measuring the extent of product counterfeiting. 
 

Brand Owners must be aware of SIX Counterfeit Hotspots in Pakistan 

This research was being conducted to monitor the counterfeit goods hotspots in Pakistan. 

Pakistan comes in the top 10 countries of the world where from most fake goods originate 

and counterfeits goods are easily available and sold openly. Despite the extensive research 

on counterfeiting in develop country, no study can be found to determine the causes of 

counterfeit purchases in Pakistan. As Pakistan is a hub for commercial trading. So, this 

unique location gives rise to opportunities for infringers and counterfeiters, with the 

magnitude and frequency of such activity having multiplied drastically over the last decade. 

Selling counterfeit products is a criminal offence, whereby culprits can be prosecuted and 

punished to the extent of two years, a fine or both under Section 486 of Pakistan Penal Code. 

Indeed, according to The Nation Pakistan “has become a dumping ground for counterfeit, 

semi-expired and sub-standard products and our markets are flooded with these goods, 

including lifesaving drugs and are being sold without fear of punishment”. 
 

Major Counterfeit Hotspots in Pakistan 

The problematic areas are generally found in the following cities of Pakistan as shown in 

the table below; 
 

City Location Risk Factor Fake Product 

Availability 

Karachi Golimar Market High Plumbing ball valve, 

non-return valve, tiles 

and other sanitary item 

Karachi Urdu Bazaar High Primarily books and 

stationary 

Karachi Bolton Market, 

Saddar 

High Mostly footwear, 

watches, motor vehicle 

apparel, and sportswear 
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Lahore Cashman Shoes 

Market 

High Primarily footwear, 

including sneakers of 

world renowned brands 

Lahore Shah Alam High Primarily electronic 

items, cosmetics, 

household items, shoes, 

bags, accessories, and 

watches 

Quetta Bara Market, 

Quetta 

Super High Electronic items, mobile 

phones. 
 

Local Dedicated Anti-Counterfeiting Organizations in Pakistan 

Pakistan is making ongoing efforts to upgrade its IP legislation. Firstly, there is the 

Directorate General of IPR Enforcement (Pakistan customs), which was established by the 

Federal Board of Revenue for the enforcement of IPR laws of Pakistan. It is a centralized 

contact office for IP matters for local and international organizations to detain 

infringed/counterfeit products from entering and exiting Pakistan. It has locations in 

Islamabad, Lahore and Karachi. 
 

Secondly, there is the Anti-Counterfeiting & Infringement Forum (ACIF), which was 

established in 2005 as a private organization with the sole purpose to bring together 

stakeholders to combat IP rights violations. ACIF is a unique industrial alliance in Pakistan, 

striving to raise awareness about the protection of IP rights. The forum focuses on efforts to 

convince stakeholders, including the concerned government quarters, to protect IP rights, in 

all forms, in the country. 
 

Lastly, there is the Anti-Counterfeiting Group Pakistan (ACGP), another private 

organization dedicated to raising awareness for effective response to counterfeiting by 

arranging seminars and training for private entities and law enforcement agencies that 

engage in anti-counterfeiting operations. 
 

III. RESEARCH FINDINGS 
 

This research is conducted to create knowledge of how counterfeit product infect the 

consumer’s perception and brand reputation. To pursue our research findings, the chosen 

research model includes four groups of variables. 
 

• Relation of counterfeits good to the branded products 

• Reaction towards the destroying of brand reputation 

• Experience of consumption of counterfeits goods 

• Buying counterfeit devalue the ownership of the brand 
 

We consider that relation of counterfeits good to the brand precedes an individual’s 

experience of consumption and his reaction toward consumption which leads to the negative 

impact on the brand reputation. 

So it describes our hypotheses are; 
 

H1: The customer feels comfortable in buying counterfeit goods; the more the brand 

reputation will hurt 
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H2: Counterfeit products have an effect on the personal status (life style) in owning original 

brands, on the perceived Quality of original brands which infect their brand reputation 
 

H3: Counterfeit products pose a significant and growing threat to public Health & Safety 

which hurts brand reputation 
 

H4: A positive perception of counterfeit products has a negative effect on the original 

brands (Price) 
 

H5: Impact of counterfeits good on brands logo which leads to destroy brand prestige 

(Reputation) 
 

H6: Unauthorized promotion & advertising of counterfeit goods affect the brand 

positioning and their reputation 
 

Research Model 
 

 
 

The aforementioned studies illustrated the direct relationship of counterfeits on authentic 

brands, which shows that in the fields of manufacturing and service, the mediating role of a 

variable is an important thing to investigate, especially reputation as mediating variable. In 

addition, it is also found that reputation fully mediates the relationship between customer 

service and loyalty. 
 

Analysis of Research Findings 

In this section, we test the above hypotheses using a descriptive method in which cross-

sectional data are collected and examine. First of all, we will demonstrate the 

multidimensional structure of the brand reputation illustrated below, knowingly how 

Counterfeit 
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quickly reputations can sufer as well as examining the six different factors that contribute 

to hits the brand reputation. Then, we will analyze the effect of counterfeits on the reputation 

and image of brands. 
 

 
 

In detail, we will categorize respondents into different groups based on: (i) their kind of 

brand consumption (that is, genuine brand users’ verses counterfeits users), (ii) their 

awareness regarding how counterfeit goods are affecting the brand reputation; we will 

examine the differences among these consumers in order to test above hypotheses. 
 

Analysis 1 H1: The customer feels comfortable in buying counterfeit goods; the more the 

brand reputation will hurt 
 

This pie chart shows the results of a 

survey in which people were asked 

about their preferences of buying 

counterfeit goods. From the pie chart 

it is clear that the majority of 

participnts have very high preference 

about 50.9% to use counterfeit goods, 

while 21.1% of participants reported 

not as much as comfortably in buying 

counterfeits as they should. However, 

16.7% of the participants said they 

often feel comfortable in buying or uncomfortable as they are unaware about the counterfeit 

products. On the other hand there was a significant difference between the two groups with 

just 2.6% which describe that only a small minority do not prefer to use counterfeit items. 
 

Independent
Factors

Dependent
Factor

Main Factor
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Life Style

Public Health 
& Safety

Consumers 
Purchase 
Intention

Brand 
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Logo
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promotion & 
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In conclusion, it is evident that a large proportion of participatants feel comfortable to use 

counterfeit products as the low price of counterfeits are attractive to people which reflect or 

cause damage to companies brand image. 
 

Analysis 2 H2: Counterfeit products have an effect on the personal status (life style) as 

need for uniqueness have positive effect on preferences for counterfeit product which 

damges brand reputation 

This pie chart investigates the life 

style of consumers and their effect 

on brand preferences. It can be seen 

that large proportion of participants 

refelects their choice of how to 

spend time and money to maintain 

their life style by using counterfeit 

items, while just 8.8% reported very 

low interest in exhibiting different 

life style or different pattern in their 

purchase behavior regarding 

countefeits. 

Overall, results showed that consumers need for uniqueness is individual desire to look 

different from rest of the society through using such type of products as to icrease their self 

and social image. 
 

Analysis 3 H3: Counterfeit products pose a significant and growing threat to public Health 

& Safety which hurts brand reputation 

The above pie chart shows that there are public health and safety consequences to 

counterfeiting. A large number of consumers had been ripped off after purchasing 

counterfeit goods as counterfeiters do not care if their products contain the correct materials 

or either are made in sanitary conditions which leads to great impact on consumer health 

and safety, while only a few participants reported that they had face no significant effect by 

using counterfeit goods. 
 

Furthermore, the consumers who have fallen victim to counterfeiters believe that it’s the 

brand themselves that should be doing to protect from the threat so therefore they warned 

their family and friends to stop spending money on the brand and said their perception of 

the brand worsened, which leads to infect the brand prestige. 
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IV. Methodology 
 

The research approach was a deductive, quantitative research and the data was collected 

through a questionnaire distributed through Facebook and by the email because of Covid-

19. A total of 113 completed questionnaires were collected and was the foundation for the 

analysis and result. The study was conducted online. A message was posted to several online 

forums and blogs directly related to brands. The message explained the purpose of the 

research and provided a link to the questionnaire. The questionnaire was composed of 

several questions referring the relationship of counterfeit goods with the branded products 

and how these pirated products destroying the image of the brand. Respondents were asked 

to state their degree of agreement with a list of statements on a 5-point preference scale. 

Moreover, different items were introduced to measure respondents’ awareness of the level 

of counterfeit affecting the brand image which makes valueable contribution in existing 

literature by examining key predictors of consumers brand preferences for genuine and 

counterfeit products. 
 

 

V. General Discussions 

VI. Managerial Implications & Future Research 

VII. Conclusion 
 

APPENDIX 
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