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ABSTRACT
This study investigates attributes, and their relative impor-

tance, that influence consumer’s decision to buy counterfeits. We
applied the revised search model as a theoretical basis, and conjoint
analysis to establish the utilities of the attributes. Results revealed
that the intangible attribute “product appearance” represents the
highest utility for the two groups: regular consumers of counterfeit
and of original products. However, different levels of preferences
were observed between groups for the less relevant attributes,
suggesting avenues for future research in Latin America.

INTRODUCTION
Counterfeiting has become an economic problem and a mar-

keting concern of international importance, and has led to a variety
of countermeasures based on lawful, political, administrative, or
business techniques. For the purpose of this paper, counterfeiting is
defined to mean that an original product with a remarkable brand
value worth copying already exists on the market. Its characteristics
are copied into another product, which is indistinguishable from the
original, and is sold at a lower price as if it were the original (Eisend
and Schuchert-Güler 2007).

In 2007 the world market of counterfeit goods had a turnover
of US$ 350 billion, approximately 6% of total world trade (Interna-
tional Chamber of Commerce 2007). Moreover a wide variety of
counterfeit goods is equal to the market of original goods in many
product categories (Feki, 2003). In Brazil, this market is also
soaring (17% from 2005 to 2006, with a 45% growth in the category
of clothing and trainers, according to IBOPE 2006), with easy to
access goods sold partly due to poor state control (Duarte and
Sallum 2003). A study performed by the Rio de Janeiro State
Federation of Industries (Braga e Castro 2006) states that 93.8% of
the young from middle classes in the state has already bought
counterfeit goods and was aware that the merchandise was illegal.
In 2006, 42% of the Brazilian population had already consumed
counterfeit goods (Teixeira 2006).

Such characteristics configure the Brazilian market as a “coun-
terfeit-plentiful market”, a situation described by Gentry, Putrevu,
Schultz and Commuri (2001), in which abundant supply of and easy
access to counterfeits can make the counterfeit consumer give many
different justifications for their consumption. In this situation, a
consumer may justify his or her choice by the lower price (Bloch,
Bush and Campbell 1993) while another may specify it as a
question of taste and appearance, justifying the choice by subjectiv-
ity (Gentry, Putrevu and Shultz 2006). There is the justified choice
in the trade-off quality versus price, in which counterfeit is regarded
as a product that offers “more for less”.

The justified choices are a way of: i) minimizing the risks of
being unaware of being deceived; ii) pre-testing the purchase of the
original product; and iii) experimenting the latest fashion at a lower
price. There is also the choice based on two combined justifications:
the growing acceptance of consumption and modification of the
assessment criteria of such goods, which makes counterfeit con-
sumption a socially acceptable and, in some cases, “guilty free”
practice (Gentry et al 2001).

Based on the assumption that counterfeit consumption occurs
beyond the monetary benefit offered (Bloch et al 1993, Gentry et al

2001, Eisend and Schuchert-Güler 2007), this article specifically
aims to investigate what is the relevance of the supply attributes that
influence the decision making of the counterfeit consumer in
comparison to the consumer of original products (hereinafter called
traditional consumer), in a category of products plentiful with
counterfeits: sports footwear (trainers).

The article is structured as follows: this introduction presented
the topic and the objective. Next is presented the theoretical
background and methodological procedures. Lastly, the results and
final remarks are given with the implications and suggestions for
future research, in the light of consumer behavior theory.

THEORY
Products are not consumed just because of their functional

characteristics but also because they have meanings and symbolize
the consumer’s associations and perceptions about their subjectiv-
ity (Goodman and Cohen 2004). Consumer decisions are not
dissociated from cultural questions and the meanings of the prod-
ucts and creation of significance consolidated by consumer pro-
cesses can help consumers to structure their reality (McCracken
2003). Symbolic values and meanings are important for consumers
not only because they help retain their former sense, but also
because they help them to be categorized in society, communicate
cultural meanings, traditions and group identity, as well as to shape
and communicate their identity through the meanings attributed to
their possessions (Belk 1998).

However, the prevailing outlook about consumption is based
on the economic questions in which the consumer presumably acts
out of utilitarian values, solving consumer problems rationally and
analytically (Douglas and Isherwood 2004). But explanations on
consumption based only on utility do not valorize the role of
consumer experiences, ignoring the facets of their behavior relating
to fantasy and emotional multi-sensorial aspects arising from their
experience (Hirschman and Holbrook 1982).

If, on one hand, when making a choice based on experience,
the consumer tends to emphasize his emotional aspects because his
choice is based on subjective benefits; on the other hand, these same
emotional aspects may affect his choice between similar alterna-
tives in terms of utility (Havlena and Holbrook 1986). This is what
happens in activities such as dressing and eating, where there is
significant involvement of hedonist, symbolic and subjective val-
ues, even if tangible benefits are generated (Hirschman and Holbrook
1982).

Consumer makes her or his choices based on both hedonist and
utilitarian values, since emotion and cognition are present in her/his
hedonist behavior (Havlena and Holbrook 1986). So, consideration
of more subjective and personal consumer values helps enrich the
analysis of consumer decisions, and see the experimental nature of
product consumption that can provide various intangible benefits
for the consumer. Tangible and intangible values may act equally
as variables to measure the consumer decision (Blackwell, Miniard
and Engel 2001).

When seeking to understand consumer perception of the risk
in illegally acquiring counterfeits, Chakraborty, Allred and Bristol
(1996) discovered that the choice was made consciously, in which
the counterfeit product was identified by the consumer in terms of
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price, quality and retailer. Therefore, with a supply of counterfeits
and ability to distinguish between these products and the originals,
many consumers have had no problem with social acceptance,
which contributes to boosting this market.

Counterfeit Consumption in Context
The reason a consumer first buys a counterfeit product may

seem only economic, that is, the benefit of a lower price (Cordell,
Wongtada and Kieschnick 1996). Therefore, a plausible premise
would be that lower-income consumers would tend to consume
more counterfeit products than those in higher income brackets, all
things being equal. However, the results of studies by Bloch et al
(1993) show that many consumers in a developed country and with
a high purchasing power prefer to choose counterfeits, which
indicates the existence of other determining factors or attributes in
the counterfeit decision making.

In Brazil, economic reasons are closely associated with coun-
terfeit goods (Duarte and Sallum 2003; IBOPE 2006), but two
market surveys indicated determining factors other than the eco-
nomic for such consumption: in the first, the most attractive factor
for counterfeit consumption is easy access to the goods; essentially
sold by street vendors in different sizes of towns (Teixeira 2006);
the second study made by the University of São Paulo found that the
higher the consumer’s income, the greater his counterfeit consump-
tion (Rehder 2007).

Not only does the volume and variety of counterfeits increase,
but their manufacturing technology also develops (Feki 2003).
Accordingly, various counterfeiting levels (levels of quality and
similarity to the original product) are available in the market, which
facilitates consumer assessment of cost-benefit (Gentry et al 2001).
In this situation, tangible attributes of the product (such as quality)
interact with intangible attributes (such as the brand), namely, the
consumer may seek the benefit of the brand by accepting to agree
to tangible attributes of the chosen product.

A large part of the reason for counterfeit consumption lies in
the symbolic value of the brand, although at different levels (Penz
and Stöttingner 2005) which is why the choice will always directly
or indirectly involve a brand decision (Gentry et al 2001). Neverthe-
less, counterfeits whose brands represent a large part of which is
copied, such as in the case of the attribute “design” (e.g., clothing
and accessories, such as handbags), are assessed by the consumer
also for intangible attributes, such as quality and similarity to the
original (Prendergast, Chuen and Phau 2002). According Hoe et al
(2003) this occurs because these items are closely related to the
consumer’s self-image and identity, as in an original product.
Therefore, the consumer considers more personal and subjective
values in choosing this product and is capable of transferring part
of the meanings of the original product to her(him)self and building
her/his identity if the counterfeit is “very similar” (Hoe et al 2003).

In Brazil, Matos, Ituassu and Rossi (2007) found that counter-
feit buying also gives pleasure, in the case, for example, of having
the experience of using an “almost-original” product, but with the
advantage of paying a fairer price. Strehlau, Vasconcelos and
Huertas (2006) found that counterfeit consumption may justify its
different use: differentiation for whoever publicly accepts the use
of counterfeits, and social acceptance for whoever chooses its
disguised use, indicating the “simbolic” nature of counterfeit con-
sumption.

Because it is illegal, it could be presumed that counterfeit
consumers are at least aware of the implications of their acts.
However, most do not demonstrate such concern (Feki 2003), the
Brazilians included (Rehder 2007). And the few who are aware
preferred counterfeit products since they believed that they are an
attractive option (Bloch et al 1993). Such consumer acts in a

detached manner between his ethical intentions (the fact that the
product is illegal) and her(his) behavior (buying action) (Belk,
Devinney and Eckhardt 2005). Therefore, although ethical con-
flicts are intrinsic to the very nature of counterfeit, its consumer
overcomes such a conflict by using any justifications. Like the
consumer of counterfeits apparel who considers their act as small
crime because there is no serious side effect for the user (Belk et al
2005). In Brazil Matos et al (2007) noting that although ethical
issues have some effect on the attitudes of counterfeit consumers
they are not reflected in their buying intentions.

Consumer Behavior and Revised Search Model
The area of consumer behavior has long attempted to increase

the understanding of the consumer search in the decision making
(Ratchford 2001). In the traditional model of search, the consumer
decision making is addressed as a two-step process: (i) choosing the
product and determining the favorite brand by some assessment and
comparative process, (ii) looking for the lowest price of the product
and chosen brand, and opting for the place that offers the best cost-
benefit ratio, although the order of these two steps is uncertain in the
buying process (Bloch, Sherrell and Ridgway 1987). Nevertheless,
this viewpoint is based on the assessment stage for buying alterna-
tives, ignoring the next stage when consumer choices are made
(Ratchford 2001), in addition to ignoring the consumer search
without previously determining the buying objectives (Bloch et al
1987). The typical search model, therefore, produces few insights
for understanding the consumer decision to buy counterfeit prod-
ucts.

According to Gentry et al (2001), in a market where there are
few counterfeits, once the consumer decides to buy a product, her/
his search will be restricted to the brand, assessing quality and price,
as the typical search model predicts. But in a market “plentiful” of
counterfeits, the consumer can look for a counterfeit product “with
brand”, instead of the original “brand” product. Therefore, the
consumer will first make a product decision and then decide on a
brand. And after deciding on a product and brand, he or she may
probably take the search process a little further, considering not
only original products but also counterfeits at their different levels
when deciding to buy (Gentry et al 2001).

This behavior, that Gentry et al (2001) called revised search
model, as shown in Figure 1, is justified in the consumer’s need to
find extra tips on the product’s more tangible attributes to be able
to distinguish them. This happens because of the need to evaluate
something other than the price and retailer characteristics when
making such a distinction.

The model in figure 1 is based on the consumer revised search
framework present at Bloch et al (1987). This concept of continuous
search may be applied to consumer search of originals and counter-
feits because it considers successive search for information without
previously determining buying objectives, for example, at mo-
ments of leisure or pleasure, when many intangible values are
revealed (Hirschman and Holbrook 1982) or when searching for
information contained in the original product that later will be
useful in a future decision for the counterfeits one (Gentry et al
2001). Therefore, successive search for information about the
product may help to explain consumer behavior beyond utilitarian
questions.

Decision Making and Counterfeits
A study to investigate the consumer decision making, includ-

ing counterfeit consumers, must adopt as an object of study a
product that can reveal both subjective (symbolic) and objective
(functional) (Hirschman and Holbrook 1982). Trainers are a grow-
ing product category in the market, in which a wide variety of
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models is consumed by a diversified public, for a wide range of
purposes. The companies, in turn, operate in tough market compe-
tition and display world-class brands (Belk et al 2005). Like other
items of sportswear and accessories, the trainer product can show
a wide range of consumer values, which makes it possible for the
consumer to be socially and economically distinguished and build
his or her identity (Belk, 1998; McCracken, 2003; Goodman and
Cohen 2004)

Foreign brand trainers are the desire of many Brazilians, and
they are sold all over the country in its original version as well as
counterfeits at different levels (IBOPE 2006). According to Instituto
Danneann Siemsen (2005) trainers are the product that are most
counterfeited on the home market (44%), followed by clothing
(21%) and toys (20%). And it is at the top of the list of the best-
selling counterfeits (15%), followed by wristwatches (14%), eye-
glasses (12%), handbags (5%) and pens (5%).

Trainers were chosen as an object of study herein because (a)
they consumed irrespective of age, gender or social class; (b) a
single model and brand may be directed to a large number of
consumers; (c) there is abundant supply in the market with various
counterfeit levels; and (d) it is a product that can reveal different
consumer values, since it is naturally useful (objective value) as a
sports product, and can at least partly reveal intrinsic symbolic
values being able, for example, to build identity when “very
similar” to the original.

The term counterfeiting is used in the literature in a broader
sense referring to a wide range of products that could be either
referred to as counterfeited or pirated (Eisend and Schuchert-Güler
2007). But, Paradise (1999) claims that copyrights and patents can
only be pirated, whereas trademarks can only be counterfeited (e.g.,
pirated CDs and software and counterfeited luxury goods).

Gentry et al (2001) proposed a counterfeiting concept in which
the difference between the original product and counterfeits is a

continuum, ranging from the original product (on the left), through
outlet products, smuggled original products, imitations (a copy of
the product but without using the original brand), to the counterfeit
product (on the right). On the extreme right there is: (i) the
sophisticated counterfeit, which the consumer regards as better
quality and/or almost impossible to distinguish from the original
and (ii) the modest counterfeit, considered poorer quality by the
consumer and/or easier to distinguish, being much inferior to the
original. In the study herein the original/ counterfeit continuum will
be adopted, considering the ends only: the original item and two
counterfeit levels (the sophisticated and modest).

METHOD
The study was done in two stages: qualitative and quantitative.

The objective of the first is to choose the trainer model and brand
and identify the main attributes related to the product (the place
where the product is bought may also be an attribute). The quanti-
tative stage of data collection consisted of a survey with trainer
users, comparing the counterfeit consumer with the traditional
consumer.

The main traits of the local consumer profile were first
identified during the exploratory stage of the study. According to
Santos and Alvarez (2005), Brazilian consumers have a “global
collectivist” profile because they are very willing to consume
international brands, where they have most affinity to the world-
class brands of McDonald’s, Coca-Cola and Nike. Therefore, the
idea was to identify a trainer whose model and brand would satisfy
this profile, and its supply was not only in the original product but
also at least two counterfeit types, the sophisticated and modest.

Articles published in the general media about the consumer
phenomenon of counterfeit products in Brazil were used as a basis
for highlighting the main models according to consumer preference
(Duarte and Sallum, 2003; Braga and Castro, 2005). Next, internet

FIGURE 1
REVISED SEARCH MODEL

     Source: Gentry et al (2001).
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communities were investigated on a specific relationship website,
in which one of the many world-class brands and models on sale in
the country was outstanding. The trainer model and brand chosen
for the study was the center of discussion in 58% of the 82
communities that stated that they wore, possessed, loved and even
specifically collected this product brand and model. The focus of
this research on a specific type of trainers and brand can also be
justified by the adoption of the revised search model (figure 1)
suggested by Gentry et al (2001). Later, this choice was confirmed
during in-depth interviews.

These interviews were performed to understand in depth
whether the attributes of the counterfeit products surveyed in a
theoretical reference do in fact influence the consumer’s decision to
buy trainers in the Brazilian context. In order to confirm these, or
also indicate other relevant attributes, in-depth interviews with
seven counterfeit trainer purchasers were recorded, transcribed and
analyzed individually by the researchers (Malhotra 2006). The
initially prepared interview protocol was enriched during two
following interviews, acting as a test to identify and eliminate the
problems in subsequent interviews (Louviere 1998).

Prime Attributes
The decision to buy counterfeits is based on the quality versus

price trade-off. Quality would mean no defects, but here the quality
in counterfeits is determined first by the outer aspect of the product,
followed by evaluating the quality of the material used in its
manufacture, always comparing it to the original product (Gentry et
al 2001). In the case of clothing and accessory items the quality of
the material is associated with time of use, and the consumer
assesses the product by its wear with use (Gentry et al 2001). So, the
question of the quality of the material in the interviews was
explored cautiously to prevent mistaken understanding, because
the time taken for the material to wear with use cannot be measured
technically by the consumer at the retailer and may be described in
other words, such as wear and tear. In the interviews it was found
that the respondents used the term durability when comparing the
counterfeit product with the original. Other terms were practically
not mentioned, and even when asked directly about the product’s
wear and tear, the question was apparently not relevant to them.
Therefore, durability was the first attribute to be defined.

The second attribute identified, product appearance, addresses
similarity between counterfeit and original products. According to
McCracken (2003) through fashion and mass communication val-
ues are transferred for goods and then from goods to consumer
throughout consumption rituals where meanings can be revealed. In
addition, these meanings can be physically represented by product
“images” (Douglas and Isherwood, 2004). As the use of graphical
representation of a product in conjoint analysis may help revealing
the values addressed by the product, it was decided to use actual
photos of products representing each one of the three levels:
original product, sophisticated and modest counterfeits.

According to Snelders, Schoormans and Bont (1993) the
intangible values to be revealed through pictures may improve the
method’s predictive power. Moreover, the use of visual stimuli
exposes the consumer to a decision making situation close to that
found in the actual market (Green, Krieger and Wind 2001). The
first two attributes defined represent the quality of each product
comprising the structured questionnaire, enabling the respondent to
make the quality versus price trade-off (Gentry et al 2001) in his
decision making process.

The third attribute to be defined was the price, an important
attribute that can influence consumer values, and is perceived as a
multi-dimensional stimulus that can positively or negatively affect
the decision making process (Blackwell et al 2001). The fourth

attribute was the retailer, as many consumers use the retailer to
assess product’s authenticity and quality, seeking more value for
money (Gentry et al 2001).

In every interview, respondents gave detailed descriptions
about similarities between counterfeit and original products, show-
ing their awareness about prices charged for both and managed to
clearly point out the differences between official and counterfeit
retailers.

Conjoint Analysis
The revised search model was taken as the basis for outlining

the process by which the consumer takes the decision making. The
conjoint analysis was the method of analyzing the data collected in
the survey, through its capacity to simulate options of choice,
especially in the cases where the decision making may vary be-
tween two or more attributes of the product on sale (Green et al
2001). In the case of counterfeit products the conjoint analysis is
appropriate, since the consumer not only must evaluate an attribute
at the different counterfeit levels, but also needs to consider the
same attribute in the original product. Adopting this method is also
justified because it is a technique that can measure trade-offs in the
consumer’s answers with regard to his or her preferences and
buying intentions, and also simulating his or her reaction to the
changes in existing products and new products introduced in some
already existing segment in the market (Green et al 2001).

Since the conjoint analysis allows us to establish value func-
tions that describe the degree of usefulness associated with the
levels of each attribute, it is possible to assess which attributes most
influence the consumer’s decision making, and may identify which
represents more utility for the consumer (Hair, Anderson, Tatham
and Black 1998).

In the conjoint analysis, utility associated with the relative
importance that consumers give to the attributes is done as follows:
the respondents are shown stimuli consisting of combinations of
attribute levels, and their answers are calculated based on the
following premises: (i) the product may be defined in terms of some
important attributes; (ii) the respondent takes the decision on an
offer based on the assessment of attributes, namely, he or she
implicitly decides which attributes are more or less important. The
utilities are measured by the importance of each attribute resulting
in the overall preference of the product (Green and Srinivasan
1999).

The analysis of all possible offers based on the combination
between every attribute provides the value functions that describe
the degree of usefulness associated with each attribute. The levels
of the four attributes were (1) durability: two levels–high and low
durability; (2) product appearance: three levels–original product,
sophisticated and modest counterfeit; (3) price: three levels–
R$80.00; R$200.00; R$500.00; (4) retailer: three levels–shopping
center, counterfeit flea market, and street vendors.

The offers were prepared by randomly combining each of the
four attributes and their value levels, which created 54 offers with
different profiles. After orthogonal reduction, the respondent was
given a sub-set with nine combined offers, presented in Table 1.

The structured questionnaire, pre-tested with 25 respondents,
was divided into three parts. The first included a filter question
when the respondent would state whether he or she has or does not
have counterfeit trainers. This question helped separate the respon-
dents in the two proposed groups: counterfeit consumers and
traditional consumers. The second part presented the nine offers,
each on a seven-point Likert scale, and the final part presented
questions referring to demographic data.

The questionnaire was published on a homepage and dissemi-
nated to university students in the states of Rio de Janeiro and São
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Paulo, with 105 valid answers. A hardcopy version had a return of
60 valid questionnaires. An invitation was also sent to the partici-
pants of the communities relating to trainer consumption in a
specific relationship internet website, resulting in 170 valid an-
swers from 22 Brazilian states. Overall, 340 questionnaires were
returned, 335 of which were valid. The results of the study are
presented herein below.

RESULTS
The valid questionnaires were separated in two groups: sample

1–counterfeit consumers (63 respondents) and sample 2–tradi-
tional consumers (272 respondents). Eighty-seven percent of sample
1 and 89% of sample 2 were under 30 years old, most of them male
(63% in sample 1 and 62% in sample 2). The product under analysis
is manufactured in both male and female versions and designed for
any age group other than childhood. There were subtle differences
between the groups: 10% more respondents in sample 1 had a
remunerated occupation, and the respondents in sample 2 had
higher purchasing power (57% had income of more than R$ 500.00
against 53% in sample 1). Thirty percent of those in the study lived
in the two largest Brazilian cities.

The results in table 2 showed different search behavior be-
tween the two selected groups from the second most important
attribute in the choice (the first was product appearance in both
samples, 38.5% in sample 1 and 42.3% in sample 2). In sample 1,
price (23.96%) was the second most important attribute, followed
by durability (19.67%) and retailer (17.87%). In sample 2 the
retailer (23.65%) was the second most important attribute followed
by durability (19.45%) and price (14.56%).

This result shows that the supply of counterfeit products on the
market alters the consumer behavior (Gentry et al 2001), and the
counterfeit consumer, for example, may use the price attribute to
better distinguish between the sophisticated and modest counter-
feits, and the traditional consumer uses the retailer as a way of
distinguishing the original product from the counterfeits available.
But the price/durability/retailer trade-off is part of the search
behavior to influence the decision making, since it was the attribute
product appearance the most important in the consumer’s choice.

The fact that the product appearance attribute represents most
usefulness in the choice for both groups may indicate the need for
cautious assessment of the products on sale in the market as to how
consumers make their choices. In this case, the counterfeit con-

sumer must guarantee a decision making at the expected product
level (sophisticated or modest) and the traditional consumer must
guarantee the purchase of the original.

This result may indicate that counterfeit consumption occurs
beyond the questions of price or other objective values, since if the
purpose of buying is merely economical, the consumer could
choose an imitation (copy without using the brand). And if the
purpose of consumption is the objective value, such as practicing
sports, the consumer could choose a national brand with the same
performance. Therefore, preference for the product appearance
attribute may show more valorization of intangible attributes in
both groups by aiming at subjective consumer values. The position
of the durability attribute, third placed in both groups, reiterates the
idea of a decision making based on the symbolic value of the
product.

The results also indicate that the price is an attribute that
distinguishes the decision process in both samples: the counterfeit
consumer does not seem ready to pay dearly for the original
product, not because of a lack of purchasing power (the groups do
not differ significantly in terms of income, at 0.05%), but probably
because they evaluate that the extra difference paid for the original
does not justify the similarity of intangible values offered by the
counterfeits. And the traditional consumer can find in the high price
charged a second guarantee of its authenticity.

FINAL REMARKS
The main points in the study herein are: (i) its investigation

from the consumer’s viewpoint based on its decision making
process, bringing a new perspective to the topic; (ii) its focus on a
product that can reveal objective consumer values (such as price)
and subjective values (product appearance), exploring the com-
plexity of the phenomenon; (iii) adopting a technique (conjoint
analysis) that can deduce the impact of the competitive market
context in different products (original and counterfeit), evaluating
the relevance of the product’s attributes through the respondent’s
choice, and not by its direct hierarchization; (iv) by doing so based
on little explored social context, such as the Brazilian and Latin
American, with implications for the area of consumer behavior in
this region.

It was found that the choosing process in both groups was
based on more subjective values (product appearance), revealing
a decision making that preferably occurs through which the product

TABLE 1
SUB-SET OF OFFERS PRESENTED TO THE RESPONDENT

reffO ecirP ecnaraeppAtcudorP ytilibaruD reliateR

1 00.002$R tiefretnuocdetacitsihpoS hgiH tekramaelftiefretnuoC

2 00.08$R tcudorplanigirO hgiH tekramaelftiefretnuoC

3 00.002$R tcudorplanigirO woL rodnevteertS

4 00.002$R tiefretnuoctsedoM hgiH retnecgnippohS

5 00.005$R tcudorplanigirO hgiH retnecgnippohS

6 00.005$R tiefretnuocdetacitsihpoS hgiH rodnevteertS

7 00.005$R tiefretnuoctsedoM woL tekramaelftiefretnuoC

8 00.08$R tiefretnuocdetacitsihpoS woL retnecgnippohS

9 00.08$R tiefretnuoctsedoM hgiH rodnevteertS
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symbolizes for the consumer: its significance, associations and
perceptions on its subjectivity. This may indicate that the Brazilian
consumer, irrespective of the product’s originality, can make his or
her choice, for example, in order to be categorized in society, or
convey cultural meanings and even shape and convey his or her
identity. However, from the second level of priorities different
preference levels were found between the groups, suggesting that
the large supply of counterfeits in Brazil can alter the consumer
search behavior in the market, which, perhaps arises from the need
to accept consumer choices.

This study may produce insights for future studies in a Latin
American context in that the symbolic consumer questions are more
important to these consumers than the type of product chosen. In
this situation, the forms of interaction between consumer and
consumed products may influence their decision making, suggest-
ing that the traditional consumer seeks to guarantee the originality
of the desired meanings, in terms of authenticity (integrity of
values) and not only the originality of the product in terms of its
origin. On the other hand, the counterfeit consumer has perhaps
abdicated the originality of the product–whether integrity, origin or
both–not because (s)he ignores its tangible qualities in exchange for
monetary benefits, but because (s)he benefits from the experiences
of the product’s use. After all for its consumer a counterfeit product
is just as real as it seems to be. Further research on the interactions
of these phenomena and their implications are necessary in the
context of Latin American consumer behavior.

The study presents limitations that may be overcome in future
research, such as the sample for convenience that does not permit
any generalization for any definable population, the inaccuracy of

the method in measuring or distinguishing to what extent the
consumer gives more value to the product or the brand, and the
restriction of the study to a single product and brand. The next step
would be to compare groups, as was done herein, but in more
diverse cultural contexts, such as comparing the phenomenon in
two or more Latin American countries.
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