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ABSTRACT:

Counterfeit products have a huge impact on the luxury fashion industry. It undeniably has an economic
impact involving the revenue of these luxury fashion brands. It also has an impact on the brand image and
reputation, and consumer perception of luxury fashion brands. The main goal of the study is to study
various factors contributing to this cause and its impact. The study focuses on four main primary aspects:
counterfeit products and the industry, consumer perception, consumer purchase decisions, and its overall
impact on the luxury fashion industry. To provide a comprehensive understanding of the relationship
between counterfeit products and their impact on the luxury fashion industry various literature related to
consumer motives for selecting counterfeit products and the impact these motivations have on the luxury
fashion industry have been studied. The research also makes use of a questionnaire conforming to the
Gen-Z and Millennials (Age 18-25<) of Bangalore city enquiring into the various aspects and causes. This
questionnaire aims to study the responses in depth and come to a conclusion about the effects of
counterfeiting including the damage to the brand image, and reduction in consumer trust and perception
while raising questions about the legal initiatives put in place to combat violation of the creativity and
exclusivity of luxury fashion brands.

KEYWORDS: Fashion industry, counterfeit products, brand image, consumer perception, reputation,
social status

1. INTRODUCTION:

The luxury fashion industry has long epitomized elegance, exclusivity, and innovation. With a rich record
of workmanship and creativity, it has continually set the same standard for style and quality. However, this
esteemed quarter faces a powerful adversary that threatens its integrity and profitability: counterfeit
products. Counterfeiting has developed into a worldwide industry, infiltrating the nation-states of
luxurious fashion with state-of-the-art imitations that bear striking resemblance to authentic products. This
research paper seeks to discover the multifaceted impact of counterfeit products on the luxury fashion
industry, regularly indistinguishable from their proper counterparts, undermining the rules of the luxury
brand and fashion enterprise in several ways. These impostors erode patron consideration, tarnish brand
reputations, and impede the industry's potential to keep fee charges associated with exclusivity and
craftsmanship. Moreover, counterfeit products affect the financial viability of valid luxury brands, leading
to losses in sales, marketplace percentage, and employment possibilities. We will explore how counterfeit
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products affect consumer behaviour, studying the motivations behind buying counterfeit products and the
resulting consequences for brand loyalty. The luxurious logo and fashion industry's warfare in opposition
to counterfeiting is complex and multifaceted. Understanding the scope and impact of this trouble is
essential for stakeholders, such as luxury manufacturers, policymakers, and clients. This study aims to
shed light on the demanding situations posed by counterfeit products while also highlighting suggestions
to shield the integrity and sustainability of this iconic industry. In the subsequent sections, we can delve
into the aforementioned dimensions, offering a complete evaluation of the effect of counterfeit
merchandise on the luxury brand and fashion industry.

Counterfeit merchandise no longer only harms the recognition and identity of luxury manufacturers but
also has far-reaching financial implications. The luxury fashion and style enterprise represents a full-size
economic force, contributing to employment, tourism, and international change. The proliferation of
counterfeit items has led to full-size monetary losses.

As the luxury fashion enterprise grapples with the challenges posed by counterfeit merchandise, it has
additionally witnessed a surge in modern techniques to combat this threat. We aim to provide insights into
how the industry can adapt and evolve to maintain its core values of exclusivity, craftsmanship, and
creativity in the face of counterfeiting threats.

2. REVIEW OF LITERATURE
COUNTERFEIT PRODUCTS AND INDUSTRY:
(OECD 2019) Counterfeit luxury and fashion products have far-reaching and intricate economic

consequences, affecting the revenue, profitability, and operational costs of luxury brands, as well as the
broader economy.

(Hausman, A.,& Johnston 2014) The global counterfeit market is estimated to be worth hundreds of
billions of dollars annually. Luxury brands, in particular, experience significant revenue losses due to
counterfeiting, which can lead to diminished profitability and potential workforce reductions.
(Wilcox.K, Kim. H, & Sen S ,2009) Consumer behaviour is a central driver of the demand for counterfeit
luxury and fashion items. Research has identified various motivations behind counterfeit purchases,
including cost-saving intentions, the aspiration to mimic status, and the allure of the products themselves.
(Phau & Teah,2009) Consumers are drawn to counterfeit luxury items for several reasons. They view
counterfeit products as more affordable substitutes for genuine luxury items. Furthermore, the desire to
replicate the status and style associated with authentic luxury brands motivates consumers to opt for
counterfeit purchases. Some consumers are attracted to counterfeits due to the aesthetics and design of the
products themselves.

(Treadway, D.C & Kidwell (2016) The fight against counterfeit luxury and fashion products involves a
complex legal and regulatory landscape, encompassing intellectual property rights protection,
international agreements, and penalties for counterfeiters. Luxury brands heavily rely on intellectual
property rights such as trademarks, copyrights, and patents to combat counterfeiting. These legal
safeguards enable brands to initiate legal actions against counterfeiters and safeguard their distinct designs
and brand elements.

(Maskus, K. E. (2000) Luxury brands have implemented a variety of strategies to combat counterfeiting,
including anti-counterfeiting measures, education and awareness campaigns, and sustainability initiatives.
Anti-counterfeiting measures encompass the use of holograms, RFID tags, and other authentication
technologies to aid consumers in distinguishing genuine products from counterfeits.
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CONSUMER PERCEPTION:

Numerous studies have looked into how consumers' faith in premium brands might be damaged by the
availability of counterfeit goods. Consumers may be uncertain and skeptical as a result of counterfeits,
which may affect their propensity to buy real luxury goods. (Murphy Aycock, 2019) The study revealed

a complex relationship between customer perceptions and purchase intentions, especially concerning
counterfeit items. Positive impressions, look, and presentation significantly influence consumer
perceptions, especially among college students. Factors like price and social acceptance influence choice.
(BOF INSIGHTS, 2023) A study by BoF Insights revealed that over a third of US Gen-Z customers aged
13-25 accept counterfeit items, despite the high value placed on authenticity. This shift is significant, given
the global market for pirated and counterfeit goods, estimated to be between $1.7 trillion and $4.5 trillion
annually.

(VANESSA PAGE,2023) The article delves into the psychology behind purchasing luxury items despite
budget constraints, highlighting illogical buying habits, the belief in superiority, and the impact of self-
esteem on success, emphasizing the need for vigilance in low-cost transactions.

(Don-Alvin Adegeest, 2023) Young consumers are increasingly using fake fashion items due to social
media influence and financial constraints. This trend allows them to maintain style and imitate celebrities
without spending a fortune. However, concerns about intellectual property rights and legal repercussions
arise.

(Hernan Albamonte,2019) Understanding price sensitivity, brand sensitivity, and social consensus is
crucial for protecting vulnerable groups.

CONSUMER PURCHASE DECISION:
(Devkant kala and D.S Chaubey) Consumers are key players in the counterfeit trade, and they actively

participate in it everywhere, particularly in emerging nations like India. To get social acceptance, people
purchase well-known and well-liked products.

(Cordell et al., 1996) Customers who can't afford name brands typically purchase knockoffs. The price
advantage that counterfeit items have over authentic ones also contributes to the persistence of demand.
Consumers' sense of morality and legality is not strong enough to persuade them not to purchase
counterfeit items. Given the need for such products, counterfeiting has become a global economic
phenomenon. This increases the value of researching why buyers choose to buy fake goods.

IMPACT OF COUNTERFEIT PRODUCT ON THE LUXURY FASHION INDUSTRY:

Counterfeit is the worst problem one could imagine in the fashion industry as creating a distinctive design
and brand takes a lot of effort, time, and creativity. Counterfeit products have a negative effect on luxury
fashion brand’s innovation or R&D. It is not just intellectual theft but it also affects the perception of
consumers and the image of the brand.

(Kapferer, Jean-Noel, Michaut, Anne, 2014) The essential principles of luxury, exclusivity, and excellent
quality, have been breached by these counterfeit products. The emphasis has shifted from genuine
qualities, such as high-quality workmanship, to frivolous logo conspicuity). (Déborah Chicoine, 2023)
Counterfeiting continues to harm not only the state but also consumers, businesses, and their capacity to
operate sustainably.

According to Mourad's (2014) study, businesses that become targets of counterfeiting suffer severe losses
in market share, damage to their name and image, and a lack of resources for the advantages of their work,
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research, and creation in marketing and business development. As for the victims, they are the consumers
who endure the decline in product quality and authenticity. The unique selling point of luxury items is the
distinctiveness and the prevalence of counterfeit dilutes the exclusivity and prestige associated with luxury
brands, potentially leading to a loss of brand equity and customer trust. When purchasing poor-quality
knockoffs, dissatisfaction sets in right away. A dissatisfied customer is more likely to post a critical review
online. Users frequently trust internet evaluations as much as they do the opinions of friends and family,
which is a problem. Another problem that genuine producers face is that when there is a defect that may
pose risks to the health and safety of the consumers or inferior quality in the counterfeited fashion products
the consumers are unaware about the counterfeiting which directly affects the brand image.

Depending on the estimate, the yearly transactions of fake goods range from$1.7 trillion to$4.5 trillion,
making the counterfeiting industry at least the tenth-largest economy in the world just above Canada's
GDP and assumably the fourth-largest after Germany. It is found that USD 70-89 billion is lost every year
globally due to counterfeiting. Furthermore, it's to condemn for 2 .5 million unemployment worldwide.
The market share of brands and customer trust are both impacted by counterfeiting, a big global financial
conflict. After buying counterfeit goods online, 52% of buyers lost trust, and 64% lost faith in online
marketplaces. Many luxury fashion brands stopped selling their products online on thirdparty websites as
a result of this (Forbes, 2022).

(Retail Insights, 2018) Recently, trademark protection company MarkMonitor commissioned a study of
2,600 customers' purchasing patterns across five European nations. According to the report, 31% of
internet buyers unwittingly bought counterfeit goods, with apparel (31%) being the most common
victimized item. Following receipt of counterfeit goods, 26% of consumers stopped buying from brands
and 27% warned their friends and family about them, demonstrating the detrimental impact of counterfeit
goods on particular firms' reputations. According to independent research commissioned by Incopro, 76%
of UK consumers would refrain from purchasing goods from a brand if their reputation was tied to fake
goods, and 66% of consumers who had been scammed after unintentionally buying fake goods had lost
faith in that brand. Counterfeiting can also affect pricing. Brands may be forced to lower their prices in
order to compete when counterfeiting is prevalent. This can have a negative impact on their bottom line.
(Lux Tag, 2021) Consumers are taking money from the legitimate fashion industry, putting it into
counterfeiters’ pockets, and causing job loss, affecting innovation and global GDP. What's frustrating is
that 88% of consumers who have bought counterfeit goods believe the brand is slightly to fault and that it
should be taking more precautions to safeguard them.

3. STAEMENT OF PROBLEM

The luxury fashion industry confronts a widespread issue with counterfeit products, which detrimentally
affect brand reputation and economic viability. Counterfeits, meticulously imitating authentic designs and
quality, deceive consumers and undermine brand exclusivity, leading to significant market share erosion
and dilution of brand identity. Furthermore, counterfeit production often involves exploitative labour
practices and supports criminal networks, exacerbating ethical and societal concerns. Therefore, there's an
urgent need to comprehensively understand the multifaceted impact of counterfeit products on the luxury
fashion industry. In the present study the researcher has made an effort to analyse the impact of counterfeit
products on the luxury fashion industry, the result will help the luxury fashion brands evaluate their value
chain and implement measures to combat counterfeits. This includes examining their economic
consequences, ethical implications, and societal effects
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. OBJECTIVES OF THE STUDY

* To assess the economic ramifications of counterfeit products on the luxury fashion industry.

* To analyse consumer perceptions and behaviours regarding counterfeit products in the luxury fashion
sector.

* To evaluate the impact of counterfeit products on brand equity and reputation within the luxury fashion

industry.

n

. SCOPE OF THE STUDY

1. Consumer Behaviour: Examining how, in the luxury fashion sector, the existence of counterfeit goods
affects consumer perceptions, purchase choices, and brand loyalty.

2. Economic Impact: Evaluating how counterfeit goods affect luxury fashion firms financially, taking
into account lost sales, damaged brand equity, and litigation costs.

3. Brand Image and Reputation: Analysing how consumers and stakeholders view luxury fashion
businesses' reputations and perceived values in relation to the widespread availability of fake goods.

4. Legal and Regulatory Frameworks: Examining how well-functioning current laws and rules are at

preventing counterfeit goods from entering the luxury fashion market and pinpointing possible areas

for development.

6. METHODOLOGY

The Study: Descriptive in Nature

Data Collection Methods:

Primary Data- Collected through structured questionnaires designed for the research study.

Secondary Data- Gathered from reputable sources such as research papers, academic journals, and
national/international publications.

A comprehensive review of existing literature to provide a strong theoretical foundation

7. PROFILE OF SAMPLE UNIT

The sample unit consists of respondents from Bengaluru, Karnataka, India. Ages range from >18 years up
to <25 years and genders male, female, and others. Other demographics of the sample unit are explained
in detail in data analysis and interpretation further in the paper.

0

. LIMITATIONS

1. Sample Bias: A biased sample could have an overrepresentation or underrepresentation of particular
demographics or geographic areas, which could provide constraints to the study.

2. Reliable Data: Due to the covert nature of counterfeit operations and the unwillingness of impacted
parties to divulge information, it can be difficult to gather reliable data on counterfeit goods and their
effects on the luxury fashion sector.

3. Causality: Because there are numerous confounding factors, it may be challenging to determine a
clear causal link between counterfeit goods and their effects on the luxury fashion sector.

4. Time limits: Time limits may make it difficult to conduct an extensive study on the long-term

consequences of counterfeit goods on the luxury fashion sector, particularly when it comes to tracking

market trends and customer behaviour over a prolonged period.
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5. Resource Constraints: The study's breadth and depth may be limited by a lack of funds and access to
pertinent data sources.

9. DATA ANALYSIS AND INTERPRETATION
TABLE 1
Showing Age of the Respondents
SI. No Age of the Respondents Number of respondents Percentage

1 Below 18 29 13.1%
18-20 36 16.3%
2 20-25 86 38.9%
Above 25 70 31.7%
3
4
Total 221 100%

(Source: Primary Data)

Graph 1
Showing Age of the Respondents
AGE OF THE RESPONDENTS

B Number of respondents

o
~
(2]

BELOW 18 18-20 20-25 ABOVE 25

36

Analysis/Interpretation:

The above research data reveals that maximum of 86 respondents (38.9%) belonged to the age group of
20-25 years followed by 70 respondents (31.7%) >25, 36 respondents (16.3%) belonged to 18-20 years
and only 29 (13.1%) respondents belonged to the age group below 18. The classification of age helps us
detect the trend among various ages for the purchase of luxury fashion products and their counterfeit.

TABLE 2
Showing Gender of the Respondents

SI. No Gender of the = Number of respondents Percentage
Respondents

1 Male 68 30.8%
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2 Female 106 48%
3 Prefer not to say 38 17.2%
4 Others 9 4.1%
Total 221 100%

(Source: Primary Data)

GENDER OF THE RESPONDENTS

= Male ™ Female Prefer not to say ™ Others

Graph 2 Showing Gender of the Respondents

Analysis/Interpretation:

The above research data reveals that 106 respondents (48%) are female, 68 respondents (30.8%) are male,
38 respondents (17.2%) preferred not to share their gender, and 9 respondents (4.1%) fall under other

categories of gender. The classification of gender helps us detect the trend among various genders for the
purchase of luxury fashion products and their counterfeit

TABLE 3
Showing Marital Status of the Respondents

SI. No Marital Status of the Respondents Number of respondents Percentage

1 Married 103 46.6%
2 Bachelor 118 53.4%
Total 221 100%

(Source: Primary Data)

Graph 3 Showing Marital Status of the Respondents

MARITAL STATUS OF THE RESPONDENTS

® Married ™ Bachelor
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Analysis/Interpretation:

The above research data reveals that 118 (53.4) respondents are bachelors and 103 respondents are
married (46.6%). The marital status of respondents is important in understanding the lifestyle of
individuals which will therefore help us understand their purchasing pattern.

TABLE 4
Showing Annual Income of the Respondents

SI. No Annual Income of the Respondents Number of respondents Percentage

1 <300,000 96 43.4%
<500,000 40 18.1%
2 >500,000 85 38.5%
3
Total 221 100%

(Source: Primary Data)

Graph 4
Showing Annual Income of the Respondents

ANNUAL INCOME OF THE RESPONDENTS

m<300,000 m<500,000 m>500,000

120
100
80
60
40
20

<300,000 <500,000 >500,000

Analysis/Interpretation:

The above research data reveals that 85 respondents earn >500.000 (38.5%), 96 respondents earn <
300,000 (43.4%) and 40 respondents earn <500,000(18.1%). The annual income is important in
understanding the purchasing power of the respondents which will help us to understand purchasing.
trends and patterns.

TABLE 5
Showing Family size of the Respondents

SI. No Family size of the Number of respondents Percentage

Respondents
1 3 57 25.8%
2 4 84 38%
3 5 40 18.1%
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4 >5 40 18.1%
Total 221 100%

(Source: Primary Data)

Graph 5
Showing Family size of the Respondents

FAMILY SIZE OF THE RESPONDENTS

H3 E4 m5 B>5

n
3 4 5 >5

Analysis/Interpretation:

The above research data reveals that 84 respondents (38%) have a family size of 4, 57 respondents (25.8%)
have a family size of 3, 40 respondents (18.1%) 5 members and 40 respondents (18.1%) >5. The family
size of the respondents helps us understand the lifestyle of the respondents and its implications on

100

80

60

40

20

purchasing power

TABLE 6
Showing Educational qualification of the Respondents

Sl. No Educational qualification of the Number of respondents Percentage

Respondents
1 High School 73 33%
2 Undergraduate 94 42.5%
Degree
3 Postgraduate Degree 54 24.4%
Total 221 100%

(Source: Primary Data)
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Graph 6
Showing Educational qualification of the Respondents

EDUCATIONAL QUALIFICATION OF THE
RESPONDENTS

m Number of respondents
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DEGREE
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Analysis/Interpretation:

The above research data reveals that 94 respondents (42.5%) have an undergraduate degree, 73
respondents (33%) have a high school degree and 54 respondents (24.4%) have a postgraduate degree.
The educational qualification of the respondents is important in understanding how it may corelate with
other factors like income and marital status.

TABLE 7
Do you keep up with trends in fashion?
SI1. No Respondents Number of respondents Percentage
1 Yes 57 71%
2 No 4 29%
Total 221 100%

(Source: Primary Data)
Graph 7
Do you keep up with trends in fashion?

DO YOU KEEP UP WITH TREND IN FASHION?

myes mNo
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Analysis/Interpretation:
The above research data reveals that 157 respondents (71%) keep up with fashion trends and 64 (29%)
respondents do not keep up with fashion trends. This indicates a notable interest in fashion trends among

the surveyed population.

TABLE 8
Do you own a lot of trendy items?
SI. No Respondents Number of respondents Percentage
1 Yes 40 63.6%
2 No 0 36.4%
Total 221 100%
(Source: Primary Data)
Graph 8

Do you own a lot of trendy items?

DO YOU KEEP UP WITH TREND IN FASHION?

myes mNo

Analysis/Interpretation:
The above research data reveals that 140 respondents (63.6%) chose ‘yes’ and 80 respondents (36.4%)
chose ‘no’. This shows a substantial interest in trendy fashion items.

TABLE 9
Do you always want to be the first one to try new fashion products?
SI1. No Respondents Number of respondents Percentage
1 yes 107 48.6%
2 No 113 51.4%
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Total 221 100%

(Source: Primary Data )

DO YOU ALWAYS WANT TO BE THE FIRST ONE TO
TRY NEW FASHION PRODUCTS?

®yes ™ No

Graph 9
Do you always want to be the first one to try new fashion products?
Analysis/Interpretation:
The above research data reveals the tendencies of respondents to be the first ones to try new fashion
products. 113 respondents (51.4%) chose ‘no” and 107 respondents (48.6%) chose ‘yes’. showcasing a
balanced distribution of preferences.

TABLE 10
Do you admire people who own trendy fashion items?
SI. No Respondents Number of respondents Percentage
1 yes 54 70%
2 No 6 30%
Total 221 100%

(Source: Primary Data)

Graph 10
Do you admire people who own trendy fashion items?

DO YOU ADMIRE PEOPLE WHO OWN TRENDY
FASHION ITEMS?

™vyes ™ No

Analysis/Interpretation:

The above research data reveals admiration towards people who own trendy fashion items. It is found that
154 respondents (70%) admire such people and 66 respondents (30%) have no such feelings. This suggests
a significant majority of the surveyed population admires those with trendy fashion items.
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TABLE 11
Is brand reputation important when purchasing fashion products?
Sl. No Respondents Number of respondents Percentage
1 1 17 7.7%
2 2 52 23.6%
3 3 79 35.9%
4 4 44 20%
5 5 28 12.7%
Total 221 100%

(Source: Primary Data)

Graph 11
Is brand reputation important when purchasing fashion products?
IS BRAND REPUTATION IMPORTANT WHEN
PURCHASING FASHION PRODUCTS?
H] E) E3 m4 m5
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Analysis/Interpretation:

o

The above research data reveals the opinion regarding the importance of brand reputation while
purchasing fashion products. The average rating for the importance of brand reputation when purchasing
fashion products is 3.06 out of 5. This suggests a moderate level of significance attributed to brand
reputation within the surveyed population.

TABLE 12
Have you ever purchased a luxury or high-end fashion product?
S1. No Respondents Number of Percentage
respondents
1 yes 53 69.5%
2 No 7 30.5%
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Total 221 100%

(Source: Primary Data )

HAVE YOU EVER PURCHASED A LUXURY OR
HIGH -END FASHION PRODUCT?

Hyes ®No

Graph 12
Have you ever purchased a luxury or high-end fashion product?

Analysis/Interpretation:

The above research data reveals that records if the respondents have purchased any luxury fashion
products. It is found that 153 respondents (69.5%) have purchased luxury fashion products and 67
respondents (30.5%) have not purchased a luxury fashion product. This indicates a considerable portion
of the surveyed population has experience with purchasing luxury fashion items.

TABLE 13
How many luxury items do you own?

SI. No Respondents Number of respondents Percentage
1 None 25 11.3%

2 1-2 54 24.4%

3 3-5 70 31.7%

4 More than 5 72 32.6%
Total 221 100%

(Source: Primary Data)

Graph 13
How many luxury items do you own?

HOW MANY LUXURY ITEMS DO YOU OWN?

®™None ™2-Jan ™5-Mar ™ Morethan5
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Analysis/Interpretation:

The above research data reveals that the number of luxury fashion items owned by the respondents. It is
shown that 72 respondents (32.6%) own more than 5 items, 70 respondents (31.7%) own 3-5 items, 54
respondents (24.4%) own 1-2 items and only 25 respondents (11.3%) own none. This indicates a varied
distribution of ownership levels of luxury items within the surveyed population

TABLE 14
Why do you purchase luxury items?
SI1. No Respondents Number of Percentage
respondents

1 Brand Loyalty 48 22%

2 Status symbol 49 22.5%
3 Personal Satisfaction 106 48.6%
4 Social recognition 15 6.9%

Total 221 100%
(Source: Primary Data)
Graph 14

Why do you purchase luxury items

WHY DO YOU PURCHASE LUXURY ITEMS?

W Brand Loyalty Status symbol  m Personal Satisfaction W Social recognition

Analysis/Interpretation:

The above research data reveals the plausible reason behind purchasing luxury fashion items. It is shown
that 106 respondents selected personal satisfaction (48.6%), 49 respondents (22.5%) selected status

symbol, 48 respondents (22%) selected brand loyalty, and 15 respondents (15%) selected social
recognition.

TABLE 15
Do people around you encourage the purchase of luxurious fashion products?
S1. No Respondents Number of Percentage
respondents
1 yes 26 57.3%
2 No 4 42.7%
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Total 221 100%

(Source: Primary Data)

DO PEOPLE AROUND YOU ENCOURAGE THE PURCHASE
OF LUXURIOUS FASHION PRODUCTS?

Hmyes mNo

Graph 15
Do people around you encourage the purchase of luxurious fashion products?

Analysis/Interpretation:

The above research data reveals the encouragement to purchase luxury fashion items by people around
then. It is found that 126 respondents (57.3%) do feel such encouragement and 94 respondents (42.7%)
feel no such encouragement. This suggests a mixed influence from peers or social circles regarding the
purchase of luxury fashion items within the surveyed population.

TABLE 16
Have you ever encountered a counterfeit fashion product?
SI. No Respondents Number of respondents Percentage
1 Yes 119 53.8%
2 No 68 30.8%
3 Maybe 34 15.4%
Total 221 100%

(Source: Primary Data)

HAVE YOU EVER ENCOUNTERED A COUNTERFEIT
FASHION PRODUCT?

HYes ®MNo ® Maybe

<
o
(9]
—
(o] —
o

Graph 16
Have you ever encountered a counterfeit fashion product?
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Analysis/Interpretation:

The above research data reveals the encounter of counterfeit luxury fashion products. It is found that 119
respondents (53.8%) have encountered such products, 68 respondents (30.8%) have not encountered such
products and 34 respondents (15.4%) are not sure about any such encounter. This suggests a significant
prevalence of encounters with counterfeit fashion items within the surveyed population.

TABLE 17

Do you have good experiences with counterfeit fashion products?
SI. No Respondents Number of respondents Percentage
1 1 39 17.6%
2 2 59 26.7%
3 3 87 39.4%
4 4 27 12.2%
5 5 9 4.1%
Total 221 100%

(Source: Primary Data)

Graph 17
Do you have good experiences with counterfeit fashion products?
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Analysis/Interpretation:

The above research data reveals the respondent's experience with counterfeit fashion products on a scale
of 1-5, 1 denoting the worst experience and 5 denoting an excellent experience with such products. the
average rating for experiences with counterfeit fashion products is 2.58 out of 5. This suggests a mixed
perception of the quality of encounters with counterfeit fashion items within the surveyed population.

TABLE 18
Do you believe that counterfeit fashion products are widespread in the luxury fashion industry?
SI1. No Respondents Number of respondents Percentage
1 yes 63 73.8%
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2 No 8 26.2%
Total 221 100%

(Source: Primary Data)

DO YOU BELIEVE THAT COUNTERFEIT FASHION
PRODUCTS ARE WIDESPREAD IN THE LUXURY
FASHION INDUSTRY?

myes mNo

Graph 18
Do you believe that counterfeit fashion products are widespread in the luxury fashion industry?

Analysis/Interpretation:

The above research data reveals the respondents' opinion on the widespread prevalence of counterfeit
products in the luxury fashion industry. It is seen that 163 respondents (73.8%) believe that counterfeit
products are widespread un the luxury fashion industry. This indicates a prevailing perception among the
surveyed population regarding the prevalence of counterfeit items within the luxury fashion sector.

TABLE 19
Have you ever unknowingly purchased a counterfeit luxury fashion product?
SI1. No Respondents Number of respondents Percentage
1 Yes 92 41.8%
2 No 94 42.7%
3 Maybe 34 15.5%
Total 221 100%

(Source: Primary Data)
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Graph 19
Have you ever unknowingly purchased a counterfeit luxury fashion product?
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Analysis/Interpretation:

The above research data reveals whether the respondents have ever unknowingly purchased a counterfeit
luxury fashion product. It is found that 92 respondents (41.8%) selected yes, 94 respondents (42.7%)
selected no, and 34 respondents (15.5%) selected maybe. This highlights a substantial proportion of
individuals who have encountered counterfeit items despite their awareness.

TABLE 20
Do people around you buy luxurious fashion products
SI. No Respondents Number of respondents Percentage
1 Yes 57 71%
2 No 64 29%
Total 221 100%

(Source: Primary Data)

DO PEOPLE AROUND YOU BUY LUXURIOUS FASHION
PRODUCTS?
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Graph 20
Do people around you buy luxurious fashion products
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Analysis/Interpretation:

The above research data reveals the purchase of luxury fashion products by people around them. It is
shown that 157 respondents (71%) have people around them who buy luxurious products and 64
respondents (29%) do not have such people around them. This suggests a prevalent perception of luxury
fashion consumption within the social circles of the surveyed population.

TABLE 21
What motivates you to buy counterfeit fashion products?
1 Similar  appearance to64 29%

authentic items

Cost Saving 75 33.9%
2
3 Unawareness of68 30.8%
authenticity
4 Fear of theft or loss 14 6.3%
Total 221 100 %

(Source: Primary Data )

WHAT MOTIVATES YOU TO BUY COUNTERFEIT FASHION

PRODUCTS?
® Similar appearance to authentic items Cost Saving
® Unawareness of authenticity M Fear of theft or loss with genuine items

Graph 21
What motivates you to buy counterfeit fashion products?
Analysis/Interpretation:

The above research data reveals what motivates the respondents to buy counterfeit products. It is found
that 75 respondents (33.9%) have chosen cost savings, 68 respondents (30.8%) have chosen unawareness
of authenticity, 64 respondents (29%) have chosen a similar appearance to authentic items, and 14
respondents (6.3%) have chosen fear of theft or loss with genuine items. authentic items (28.96%), and
fear of theft or loss with genuine items (6.33%). This illustrates varied reasons influencing individuals'
decisions to buy counterfeit fashion items within the surveyed population.
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TABLE 22
Are you more likely to buy counterfeit fashion products if you can easily associate them with your
lifestyle or the lifestyle you aspire to have?

S1. No Respondents Number of Percentage
respondents
1 yes 30 58.8%
2 No 1 41.2%
Total 221 100%

(Source: Primary Data)

Graph 22
Are you more likely to buy counterfeit fashion products if you can easily associate them with your
lifestyle or the lifestyle you aspire to have?
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LIFESTYLE YOU ASPIRE TO HAVE?
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Analysis/Interpretation:

The above research data reveals if respondents are more likely to purchase counterfeit luxury fashion
products if they can easily associate them with their lifestyle or the lifestyle they aspire to have. It is found
that 130 respondents (58.8%) have chosen yes and 91 respondents (41.2%) have chosen no. This suggests

a significant influence of perceived lifestyle association on the likelihood of purchasing counterfeit fashion
items within the surveyed population.

TABLE 23
Are you more likely to buy a counterfeit of luxury fashion product if it appears authentic?
SI. No Respondents Number of Percentage
respondents
1 yes 24 56.6%
2 No 5 43.4%
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Total 221 100%

( Source: Primary Data

ARE YOU MORE LIKELY TO BUY A COUNTERFEIT OF A LUXURY FASHION
PRODUCT IF IT APPEARS AUTHENTIC?

myes mNo

Graph 23
Are you more likely to buy a counterfeit of luxury fashion product if it appears authentic?

Analysis/Interpretation:

The above research data reveals if respondents are more likely to buy a counterfeit luxury fashion product
if it appears authentic. It is found that 124 respondents (56.6%) are likely to buy such products if it appears
authentic and 95 respondents (43.4%) have no such tendencies. This suggests a significant influence of
perceived authenticity association on the likelihood of purchasing counterfeit fashion items within the
surveyed population.

TABLE 24
Are you more likely to buy a counterfeit of luxury fashion product if it is in trend?
S1. No Respondents Number of Percentage
respondents
1 Yes 74 33.5%
2 No 99 44.8%
3 Maybe 48 21.7%
Total 221 100%

(Source: Primary Data)
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Graph 24
Are you more likely to buy a counterfeit of luxury fashion product if it is in trend?

ARE YOU MORE LIKELY TO BUY A COUNTERFEIT OF A LUXURY
FASHION PRODUCT IF IT IS IN TREND?

HYes MNo H®Maybe

Analysis/Interpretation:

The above research data reveals if the respondents are more likely to buy a luxury fashion product if it is
in trend. It is found that 99 respondents (44.8%) have no such tendencies, 74 respondents (33.5%) have
such tendencies and 48 respondents (21.7%) have no opinion about the above. This suggests a mixed
perception of the influence of trends on the likelihood of purchasing counterfeit luxury fashion items within
the surveyed population.

TABLE 25
Do you think counterfeit products have a negative impact on the reputation of luxury fashion
brands?
SI. No Respondents Number of respondents Percentage
1 Yes 136 61.5%
2 No 62 28.1%
3 Maybe 23 10.4%
Total 221 100%

(Source: Primary Data)

Graph 25 Do you think counterfeit products have a negative impact on the reputation of luxury
fashion brands?

DO YOU THINK COUNTERFEIT PRODUCTS HAVE A NEGATIVE IMPACT
ON THE REPUTATION OF LUXURY FASHION BRANDS?

HYes ®WNo ™ Maybe

IJFMR240215294 Volume 6, Issue 2, March-April 2024 23



https://www.ijfmr.com/

i International Journal for Multidisciplinary Research (IJFMR)

IJFMR E-ISSN: 2582-2160 e Website: www.ijfmr.com e Email: editor@ijfmr.com

Analysis/Interpretation:

The above research data reveals the opinion of respondents on the negative impact of counterfeit products
on the respondents of luxury fashion brands. It is found that 136 respondents (61.5%) believe that such
products hurt the brand reputation, 62 respondents (28.1%) do not think that it affects the brand
reputation, and 23 respondents (10.4%) have chosen maybe. This indicates a prevalent perception of the
negative implications of counterfeit products on luxury fashion brand reputations within the surveyed
population.

TABLE 26
Has your trust in luxury fashion brands been affected by the prevalence of counterfeit products?
SI1. No Respondents Number of Percentage
respondents
1 yes 42 64.3%
2 No 9 35.7%
Total 221 100%

(Source: Primary Datg

HAS YOUR TRUST IN LUXURY FASHION BRANDS BEEN AFFECTED BY
THE PREVALENCE OF COUNTERFEIT PRODUCTS?

Hyes M No

Graph 26
Has your trust in luxury fashion brands been affected by the prevalence of counterfeit products?

Analysis/Interpretation:

The above research data reveals if the respondents' trust in brands has been affected by the prevalence of
counterfeit products. It is shown that 142 respondents (64.3%) believe that their trust has been affected
and 79 respondents (35.7%) do not think that their trust in brands has not been affected. This suggests a
significant impact of counterfeit products on the trust levels associated with luxury fashion brands within
the surveyed population.

TABLE 27
Do you believe counterfeit fashion products have led to a decrease in sales of genuine luxury
fashion products?

SI1. No Respondents Number of respondents Percentage
1 Yes 104 47.1%
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2 No 82 37.1%
3 Maybe 35 15.8%

Total 221 100%

(Source: Primary Data )

DO YOU BELIEVE COUNTERFEIT FASHION PRODUCTS HAVE LED
TO A DECREASE IN SALES OF GENUINE LUXURY FASHION
PRODUCTS?

HYes HMNo ™ Maybe

Graph 27
Do you believe counterfeit fashion products have led to a decrease in sales of genuine luxury
fashion products?

Analysis/Interpretation:

The above research data reveals if the respondents believe counterfeit fashion products have led to a
decrease in sales of genuine luxury fashion products. It is shown that 104 respondents (47.1%) believe
that counterfeit fashion products have led to a decrease in sales, 82 respondents (37.1%) do not believe
in the above and 35 respondents (15.8%) were uncertain. This indicates a mixed perception of the impact
of counterfeit products on the sales of genuine luxury fashion items within the surveyed population.

TABLE 28
Do you believe that counterfeit product contributes to job losses in the fashion industry?
S1. No Respondents Number of Percentage
respondents
1 Yes 107 48.4%
2 No 78 35.3%
3 Maybe 36 16.3%
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Total 221 100%

(Source: Primary Data)

DO YOU BELIEVE THAT COUNTERFEIT PRODUCT CONTRIBUTES TO JOB
LOSSES IN THE FASHION INDUSTRY?

HYes ®MNo M Maybe

Graph 28
Do you believe that counterfeit product contributes to job losses in the fashion industry?

Analysis/Interpretation:

The above research data reveals if the respondents believe that counterfeit product contributes to job
losses in the fashion industry. It is shown that 107 respondents (48.42%) believe that counterfeit products
contribute to job losses in the fashion industry, while 78 respondents (35.3%) disagreed, and 36
respo48.42% believe that counterfeit products contribute to job losses in the fashion industry, while
35.29% disagreed, and 36 respondents (16.29%) were uncertain. This suggests a varied perception of the
potential impact of counterfeit products on employment within the fashion industry among the surveyed

population.

TABLE 29
Do you think counterfeit products affect the innovation and creativity of the fashion industry?
SL. No Respondents Number of Percentage
respondents
1 Yes 116 52.5%
2 No &3 37.6%
3 Maybe 22 10%
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Total 221 100%

(Source: Primary Datq)

DO YOU THINK COUNTERFEIT PRODUCTS AFFECT THE INNOVATION
AND CREATIVITY OF THE FASHION INDUSTRY?

HYes ®WNo ™ |Maybe

Graph 29
Do you think counterfeit products affect the innovation and creativity of the fashion industry?
Analysis/Interpretation:
The above research data reveals if respondents believe if counterfeit products affect the innovation and
creativity of the fashion industry. It is shown that 116 respondents (52.5%) selected yes, 83 respondents
(37.6%) selected no, and 22 respondents (10%) selected maybe. This indicates a notable perception of

counterfeit products impacting innovation and creativity within the fashion industry among the surveyed
population.

TABLE 30
Have you ever reported a counterfeit fashion item to the brand or authorities?
SI. No Respondents Number of respondents Percentage
1 Yes 93 42.1%
2 No 128 57.9%
Total 221 100%%

(Source: Primary Dhta

HAVE YOU EVER REPORTED A COUNTERFEIT FASHION ITEM TO THE
BRAND OR AUTHORITIES?

Hyes MNo

Graph 30
Have you ever reported a counterfeit fashion item to the brand or authorities?
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Analysis/Interpretation:

The above research data reveals if the respondents have ever reported a counterfeit luxury fashion item to
the brand or authorities. It is found that a majority of 128 respondents (57.9%) have not reported any such
items and only 93 respondents (42.1%) have reported such items. This suggests a significant portion of
individuals taking action against counterfeit fashion items within the surveyed population.

TABLE 31
Do you think legal bodies should play a more active role in combating the counterfeit industry?
SI. No Respondents Number of respondents Percentage
1 yes 52 68.8%
2 No 9 31.2%
Total 221 100%

(Source: Primary Data)

DO YOU THINK LEGAL BODIES SHOULD PLAY A MORE ACTIVE ROLE IN
COMBATING THE COUNTERFEIT INDUSTRY?

myes mNo

Graph 31
Do you think legal bodies should play a more active role in combating the counterfeit industry?
Analysis/Interpretation:
The above research data reveals the opinion of respondents on whether legal bodies should play a more
active role in combating the counterfeit industry. It is found that 152 respondents (68.8%) agree with the
opinion and 69 respondents (31.2.%) do not agree with it. This indicates a prevalent perception of the
need for increased involvement of legal entities in addressing counterfeit-related issues within the
surveyed population.

TABLE 32
Are you aware of any specific laws or regulations aimed at curbing counterfeit fashion products?
SI. No Respondents Number of respondents Percentage
1 Yes 28 57.9%
2 No 3 42.1%
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Total 221 100%

(Source: Primary Datp

ARE YOU AWARE OF ANY SPECIFIC LAWS OR REGULATIONS AIMED AT
CURBING COUNTERFEIT FASHION PRODUCTS?

Hyes ®MNo

Graph 32
Are you aware of any specific laws or regulations aimed at curbing counterfeit fashion products?

Analysis/Interpretation:

The above research data reveals if the respondents are aware of any specific laws or regulations aimed at
curbing counterfeit fashion products. It is found that a maximum of 128 respondents (57.9%) are aware
of such laws or regulations and 93 respondents (42.15%) are not aware of any such laws or regulations.
This suggests a significant portion of the surveyed population is informed about legal measures targeting
counterfeit items within the fashion industry.

TABLE 33
Do you think stricter penalties for manufacturing or selling counterfeit products are needed to
deter counterfeiters?

SI. No Respondents Number of respondents Percentage

1 Yes 137 62%

2 No 46 20.8%

3 Maybe 38 17.2%
Total 221 100%

(Source: Primary Datqg)

DO YOU THINK STRICTER PENALTIES FOR
MANUFACTURING OR SELLING COUNTERFEIT PRODUCTS
ARE NEEDED TO DETER COUNTERFEITERS?

HYes ENo H Maybe
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Graph 33
Do you think stricter penalties for manufacturing or selling counterfeit products are needed to
deter counterfeiters?

Analysis/Interpretation:

The above research data reveals whether the respondents think stricter penalties for manufacturing or
selling counterfeit products are needed to deter counterfeiters. It was found that 137 respondents (62.44%,)
believe that stricter penalties for manufacturing or selling counterfeit products are needed to deter
counterfeiters, while 46 respondents (20.81%) disagreed, and 38 respondents (17.18%) were undecided.
This indicates a prevalent perception of the necessity for more stringent penalties to discourage counterfeit
activities within the surveyed population.

10. FINDINGS

* Prevalence of Counterfeit Encounters: A significant portion of respondents (53.85%) reported
encountering counterfeit fashion products, indicating a widespread issue within the luxury fashion
industry.

* Negative Impact on Brand Reputation and Trust: A majority of respondents (61.54%) believe that
counterfeit products have a negative impact on the reputation of luxury fashion brands, and 64.25%
reported that their trust in luxury fashion brands has been affected by the prevalence of counterfeit
products.

* Potential Decrease in Sales and Job Losses: While opinions were mixed, a notable proportion of
respondents (46.85%) believe that counterfeit fashion products have led to a decrease in sales of
genuine luxury fashion products, and 48.42% believe that counterfeit products contribute to job losses
in the fashion industry.

* Perceived Impact on Innovation and Creativity: A significant portion of respondents (52.49%) believe
that counterfeit products affect the innovation and creativity of the fashion industry, indicating
concerns about the industry's ability to innovate in the presence of counterfeit competition.

* Call for Stricter Penalties and Legal Involvement: A majority of respondents (62.44%) believe that
stricter penalties for manufacturing or selling counterfeit products are needed to deter counterfeiters,
and 68.78% believe legal bodies should play a more active role in combating the counterfeit industry,
highlighting a demand for stronger legal measures to address the issue.

11. SUGGESTIONS

* Implement stricter penalties for manufacturing and selling counterfeit products to deter counterfeiters.

* Increase awareness among consumers about the ethical and legal consequences of purchasing
counterfeit goods.

» Utilize blockchain technology to create transparent supply chains for verifying product authenticity.

* Conduct more research on consumer motives for purchasing counterfeit products and their impact on
the luxury fashion industry.

* Explore innovative solutions to combat digital counterfeits, especially with the rise of e-commerce
and online marketplaces.

* Advocate for stricter regulations and enforcement measures to protect the reputation and integrity of
luxury fashion brands.
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* Encourage responsible consumption practices and promote the value of authentic, high-quality
products within the fashion industry.

12. CONCLUSION

The widespread prevalence of counterfeit products in the luxury fashion industry due to various factors
like the need to own trendy fashion items, and encouragement to buy luxury fashion products in the social
circle needs to be addressed seriously. The very essence of the luxury fashion industry lies in its
differentiated items which are being adversely affected due to counterfeit products. It can be seen through
the collection and interpretation of primary data that 61.5% of the respondents believe that counterfeit
products have a negative impact on the reputation of brands.

Not only do counterfeit products affect the exclusivity of the brands and their reputation it also has a
negative effect on how consumers begin to perceive the luxury fashion industry altogether. It also has a
negative impact on the economy in terms of unemployment in the luxury fashion industry since the
prevalence of counterfeited goods also affects the unique selling point of the luxury fashion industry which
is innovation and creativity. The collection of primary data in our research positively proves the point. It
is found that 48.7% of the respondents believe that counterfeited products cause job losses in the luxury
fashion industry and 52.5% of the respondents think that counterfeited products affect the innovation and
creativity of the fashion industry.

While the brands are making efforts to curb counterfeits it is clear that it is not enough. In our research, it
was found that 57.9% of the respondents were not aware of any specific laws or regulations aimed at
curbing counterfeit fashion products. This shows that there is not enough awareness about the impact of
counterfeit products on the luxury fashion industry. And fairly enough 68.8% of respondents agree with
the fact that legal bodies should play a more active role in combating the counterfeit industry and 62% of
the respondents agree with the fact that stricter penalties should be implemented for counterfeiters.
Eliminating counterfeit products from the luxury industry is going to be a long and tedious journey but a
needed one to maintain the legacy of luxury fashion. It should be a joint effort between the consumers, the
manufacturers of the luxury fashion products and the legal bodies.
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