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ABSTRACT  

The main objective of this study is to investigate factors that potentially affecting 

customers’ attitudes and intention to purchase counterfeit genuine brands. These factors 

include social risks, religiosity, value consciousness, face consciousness and materialism. 

To achieve this objective a questionnaire was administered with a convenience sample of 

493 respondents from Lebanon. Mediation analysis was conducted to investigate the role of 

attitudes as a mediator. Data analysis process didn’t support that both social risks and 

religiosity negatively affect customer’s attitudes and intention to purchase counterfeit 

genuine brands. Also, it didn’t support that value consciousness positively affects 

customers’ attitudes and intention to purchase counterfeit genuine brands. the findings 

support that face consciousness negatively affects customers’ attitudes and intention to 

purchase counterfeit genuine brands while materialism positively affects customers’ 

attitudes and intention. Finally, the outcomes didn’t support that attitudes play a mediating 

role among social risks, religiosity, value consciousness and customers intention while it is 

support that they play a mediating role among face consciousness, materialism and 

intention. The study outcomes benefit genuine brands marketers and government public 

policy makers to inspire customers to buy genuine brands and encounter the threats of 

counterfeit products. This research is considered as a pioneering study in analyzing 

customers’ attitudes and predicting their behaviors to buy counterfeit genuine brands. 

Keywords: Counterfeit Products- Social- Risks- Religiosity- Value- Consciousness- Face 

Cnsciousness- Materialism- Attitudes- Customers Intention. 
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Figure 3: path coefficients for value consciousness, social risk, religiosity, value 

consciousness, face consciousness, and materialism on customers` intention. Note: ** p < 

0.05. 



    Factors Affecting Customer Intention Toward Counterfeit Brands  

[30] 

 



 Journal of Alexandria Univesity for Administrative Sciences© – Vol. 59 – No. 2 – March 2022 

  

[31] 

 

 

 

 

 



    Factors Affecting Customer Intention Toward Counterfeit Brands  

[32] 

 



 Journal of Alexandria Univesity for Administrative Sciences© – Vol. 59 – No. 2 – March 2022 

  

[33] 



    Factors Affecting Customer Intention Toward Counterfeit Brands  

[34] 



 Journal of Alexandria Univesity for Administrative Sciences© – Vol. 59 – No. 2 – March 2022 

  

[35] 



    Factors Affecting Customer Intention Toward Counterfeit Brands  

[36] 



 Journal of Alexandria Univesity for Administrative Sciences© – Vol. 59 – No. 2 – March 2022 

  

[37] 



    Factors Affecting Customer Intention Toward Counterfeit Brands  

[38] 



 Journal of Alexandria Univesity for Administrative Sciences© – Vol. 59 – No. 2 – March 2022 

  

[39] 



    Factors Affecting Customer Intention Toward Counterfeit Brands  

[40] 

 

 



 Journal of Alexandria Univesity for Administrative Sciences© – Vol. 59 – No. 2 – March 2022 

  

[41] 

 

 

 

 



    Factors Affecting Customer Intention Toward Counterfeit Brands  

[42] 

 

 



 Journal of Alexandria Univesity for Administrative Sciences© – Vol. 59 – No. 2 – March 2022 

  

[43] 

 

 



    Factors Affecting Customer Intention Toward Counterfeit Brands  

[44] 

 

 

 

 



 Journal of Alexandria Univesity for Administrative Sciences© – Vol. 59 – No. 2 – March 2022 

  

[45] 

 

 

http://www.cnbc.com/2016/07/08/


    Factors Affecting Customer Intention Toward Counterfeit Brands  

[46] 

 

 



 Journal of Alexandria Univesity for Administrative Sciences© – Vol. 59 – No. 2 – March 2022 

  

[47] 

‟



    Factors Affecting Customer Intention Toward Counterfeit Brands  

[48] 

 

http://www.forbes.com/sites/wadeshepard/2017/01/12/why-amazon-is-losing-its-battleagainst-
http://www.forbes.com/sites/wadeshepard/2017/01/12/why-amazon-is-losing-its-battleagainst-


 Journal of Alexandria Univesity for Administrative Sciences© – Vol. 59 – No. 2 – March 2022 

  

[49] 

 

 



    Factors Affecting Customer Intention Toward Counterfeit Brands  

[50] 

 

 

 

 

 

 

 

 

 

 



 Journal of Alexandria Univesity for Administrative Sciences© – Vol. 59 – No. 2 – March 2022 

  

[51] 

 



    Factors Affecting Customer Intention Toward Counterfeit Brands  

[52] 

 

 



 Journal of Alexandria Univesity for Administrative Sciences© – Vol. 59 – No. 2 – March 2022 

  

[53] 

 



    Factors Affecting Customer Intention Toward Counterfeit Brands  

[54] 

 

 



 Journal of Alexandria Univesity for Administrative Sciences© – Vol. 59 – No. 2 – March 2022 

  

[55] 

 

 

 شدددكةلمهة اا ددد  هالمددداليهة  اددد   ههددد هذههدددراهة  لة ددديهةاددداهل الددديهة ل ةنددديهة لدددتها اتددديهياهلدددهلكهالدددئهةل  هددد  ه   ةاددد هة  ددد  ا هة   ددد   ه

 لاضددتهههددراهة ل ةندديهادديهنددههة عدد وكها ات الدديه ندد وها عدددنةوهة دد ا ته ة شددل له  دد هة  لتدديه ة شددل له     دديها دد ه ل  دد ة هة   ددد ه

يهفدددداهن دددد  ه ة  داددددي ه  ا  لددددهههددددرةهة  دددد ههلددددقهةادددد ةده لاتلدددد هيدة هةلدددد سهة االا دددد ة ه ادددد لمهالددددئهنكة لدددديهة  لة دددد  ه اد لدددد  هة   دددد   ل

نفددكد هنددههن دد  ات هة اا دد  هالمدداليهة  ادد  هفدداه  ادد ا ه  ادد لمهالددئهه394ة اا دد  هالمدداليهة  ادد   ه تدد هلددقهيددة هالادديهن  ددك هة ةن دد ه

هة  لة دد  هة  دد   يهلددقهةاا دد لهال  هدد  هالددئهةل دد هة االا دد هة   ددلبه ة ددروه دد  لاها ددسه دد اهناالا دد ة هة  لة دديهة  ددا ايه  دد اهة االا دد هة ادد  س

  ه هة ا ةا هة شكةئلي 

 ةدددد هي  ددددك ه اددددد ئاهة ا الدددديهاة ددددد   ه  ددددراهة  لة دددديهادددددههادددد وهلبالددددد هة فكطددددليهة لددددتهلدددددا هالدددداه  ددددد دهلددددبل  ه ددددا ته تددددديهنددددههة عددددد وكه

ها ات الدديه ندد وها عددنةوهة دد ا تهفدداهادديهنددههال  هدد  ه ة ا ةادد هة شددكةئليه ات دد  ا ه  دد هةددكةلمهة اا دد  هالمدداليهة  ادد   ه تدد هي  ددك 

هالدددئهةل  هدددد  هة  دددد  ا ه   ةاددد اهة شددددكةئلي ه تدددد ه
 
ة ااددد ئاهاددددههاددد وهلدددد القههكطددددليهة   دددمه ددددباهة شددددل له  ددد هة  لتدددديهادددهلكهلددددبل  ةهيا   لدددد 

هالددداهاددديهندددههةل  هددد  هة  ددد  ا ه ه
 
ه دددا ل 

 
هادددههلددد القههكطدددليهياهة شدددل له     ددديها ددد ه ل  ددد ة هة   ددد هلدددهلكهلدددبل  ة

 
 شددفذهة ااددد ئاهياضددد 

هفداهةل  هد  ه  ةا اهة شكةئليه ش
 
كةلمهة اا   هالماليهة  ا   هين ه   ن  يه ات داديهه د هي  دك هة ااد ئاه دباههدرةهة االا د هادهلكهلدبل  ةهيا   لد 

 ة    ا ه   ةا اهة شكةئليه   هة اا   هالماليهة  ا   ه

ة عددد وكها ات الددديه نددد وها عدددنةوه  دددر  ه دددقهله ددد ه اددد ئاهة   دددمهة ةددد ااهة فكطدددليه دددباهال  هددد  هلالددد هة ددد  لهة   دددلبه ددد اهاددديهندددهه

هة ددد ا ته ة شدددل له  ددد هة  لتددديه  ددد اهة االا ددد هة اددد  سه هددد هة ا ةاددد هة  دددا  ليه شدددكةلمهة اا ددد  هالمددداليهة  اددد   ه فددداهة    اددديهه ددد هياددد  ه اددد ئا

 ة  دادديه  دد اهة االا دد ههة  لة دديهة ة  لدديهة فكطددليه ددباهال  هدد  هلالدد هة دد  لهة   ددلبه دد اهادديهنددههة شددل له     دديها دد ه ل  دد ة هة   دد 

 ة ا  سه ه هة ا ةا هة شكةئلي 

ياهة اا ئاهة لتهة ن   هة  لة يهة ة  لديهلفلد هاديهندههل د  هة   د  ههة دراهها د ن اهناا د  هيلمداليهن اد  ه  در  هلمد  ل ةهة  ل  د  ه

هنددهها لدد  هة فلددد  ه ةفددلهة  دد  ا  اه  دد هةددكةلمهة ل نددد  ه
 
المدداليه ة ا دد وه  ة  دديهنعددد وكهة ةت نلدديه ك دد هنددههددد  هل ددد اقهادد دة

ة اا ددد  هالمددداليهة  اددد   ه  لا ددد ههدددرةهة   دددمهندددههة  لة ددد  هة كةئددد  هة لدددتهلا   دددذهل الددديهةل  هددد  هة لتددد لمه ة ان دددهه  دددا   قهة شدددكة  ه

 ل  اهة اا   هالماليهة  ا   

ة شددل له     ديه  د ه ل  دد ة هه-ة شددل له  د هة  لتديه-تند  ها عدنةوهة د ا ه-ة عد وكها ات الدديه-ة اا  دد  هة  اد  

  ليهة    ا  هه-الإل  ه  ه-ة  دايه-ة    
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