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This research examined the effects of movement signals on consumers walking path and walking speed. Study 1 showed that a path of

footprints (vs. no footprints) on an alternative walking route led to a greater preference for this route (over the dominant route).

Additionally, exposure to a path with a larger (vs. smaller) distance between footprints placed on a human walking rhythm led

participants to walk faster. Study 2 replicated these findings with non human shapes (squares) on the same walking rhythm, and study

3 with squares in a row (a non human rhythm). This insight in movement signals provides retailers with a possibility to create an

efficient customer traffic flow.
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and second factors in a principal component analysis as predictor variables. Responses to the party question were more robust than the 
first principal component, which implies a specific judgment concerning utility and social context as opposed to an overall impression 
about the word. The “party effect” could be an exciting link between individual cognitive entrenchment and in-group vocabulary choice. 
This suggests that marketing for new brand names which focuses on in-group usage of the word, if applicable, could be an effective 
strategy for consumer memory retention. 
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This research examined the effects of movement signals, such as path of footprints or squares on consumers walking path and 
walking speed. Three studies demonstrated that exposure to a path of movement signals causes following behavior even if the route is 
less attractive, and that the distance between of movement signals has an effect on walking speed. 

In-store shopping movement paths of consumers have received increasing attention lately (Hui and colleagues, 2009; 2010). Arrows 
or a depicted path of footprints on the floor of the store are attempts to guide consumers movements paths. It avoids inconvenient store 
traffic flow, and can pull customers deeper into a store. Rather surprisingly, the actual effect of these movement signals on the travel 
patterns has remained unstudied. This research examined the implicit effects of depicting a path of movement signals on consumers 
walking behavior. 

From past experiences, people know that a path of footprints, stripes or arrows indicate a route to follow. For instance, arrows 
in a subway station or a row of light dots in an airplane direct the route to the nearest exit. Frequent exposure to these environmental 
cues can lead to an automatic association between exposure to a depicted path and the behavior of following this path, which leads to 
automatic following behavior (H1). When consumers are exposed to footprints in a path, they may attempt to mimic the indicated steps 
by placing their feet on the footprints. Mimicry of other people’s behavior is an inborn tendency, based on the notion that we simply 
do what we see (Dijksterhuis & Bargh, 2001). Evidence for the mimicry of other people’s body posture, facial expression and speech 
related variables is abundant (Chartrand & Bargh, 1999; Chartrand, Maddux & Lakin, 2005). While, previous research mainly focused 
on the mimicry of observable human behavior, we argue that even in the absence of a human model, human-like cues, like a depicted 
path of footsteps suggestive of a human walking path could also automatically trigger mimicry. Correspondingly, it is hypothesized that 
when the distance between the depicted movement signals is larger (vs. smaller) than an average human footstep, consumers will walk 
faster (H2). We argue that consumers do not have to be aware of the influence of (the distance of) the footprints on their motion path, 
nor of their walking speed for these effects to occur. 

In study 1 we used footprints that look like the print of a shoe placed on a human walking rhythm. For a smaller distance between 
the footprints the average foot size is used, which is about 30 cm (Agnihotri, Shukla, & Purwar, 2007). For a larger distance between 
the footprints, an average foot size was added to the average footstep (which is 74 cm: Judge, Davis, & Ounpuu, 1996), summing up to 
about 100 cm. The movement signals were printed on white sticker paper, and were pasted on a grey linoleum floor.

In study 1 the participants (N=60) were randomly assigned to one of three movement signal conditions (small distance vs. large 
distance vs. no footsteps). First, this study tested if peoples’ walking paths can be affected by a path of footprints; footprints were 
placed on a non dominant path (‘alternative route’) of an Y-junction on the participants walking route after finishing a filler study. The 
participant’s walking time and chosen route unobtrusively recorded by research assistant. As expected, without a depiction of footprints, 
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70% of the participants choose the dominant route, while this dropped to 40% when footprints (both smaller and larger distances) were 
depicted on the alternative route (χ2(1)=4.13, p<.05). Second, this study revealed (contrast analyses of an ANOVA) that participants 
walked faster with a larger distance between the depicted footprints (M=18.77, SD=5.60), compared to a smaller distance between 
the footprints (M=24.15, SD=2.84; F(1, 56)=12.79, p<.001)(one outlier was removed according to Interquartile Range; Tukey, 1977). 

The goal of study 2 was to replicate these findings with non human shapes (squares) on a human walking rhythm. This study 
(N=50) had a between subject design (small vs. large distance between footsteps), and the participants’ walking behavior was taped by 
the surveillance camera of the research lab. Afterwards an independent judges coded the walking time of the participants. As expected, 
a t-test revealed with a smaller distance between the depicted squares the participants walked slower (M =11.639, SD=1.1858), than 
with a larger distance between the squares (M=11, SD=0.922), (t(48)=2.03, p<.05)(one outlier was removed).

The goal of study 3 (N=78) was to examine if people follow an indicated rhythm of movement signals independent of both human 
shape and human walking placement by placing squares in a row. We used a between subject design (small distance vs. large distance 
vs. no footsteps), and the procedure was equal to study 2. As expected, we found (contrast analyses of ANOVA) that participants walked 
slower when there was a smaller (M=8.57, SD=1.45) compared to a larger distance between the squares (M=7.87, SD=0.73; F(1, 
65)=3.24, p=.077). Planned contrasts also revealed that participants in both the smaller (F(1, 65)=46.57, p<.001), and larger distance 
conditions (F(1, 65)=59.53, p<.001) walked significantly faster than participants in the control condition (M=11.16, SD=1.49)(four 
outliers were removed).

The influence of a shopping environment on consumer behaviour is an important aspect of marketing research. We showed that 
walking route and speed are significantly influenced by movement signals: the bigger the distances between the depicted signals, the 
faster people walk. Our findings have important marketing implications. For instance, to achieve high profits, a store manager can try 
to ‘lead’ the consumer to high margin products, and ‘sway’ customers to walk slowly in the vicinity of these products. We argued that 
movement signals automatically trigger mimicry of these signals, but based on the current studies we cannot exclude possible alternative 
processes, such as visual information. 
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Consumer Willingness to Purchase Counterfeit Brands: Frequent Change in Fashion as a 
Determinant

Kaleel Rahman, American University in Dubai, United Arab Emirates

Extended Abstract
The objective of this research is to examine the determinants of consumers’ willingness to buy counterfeit brands within the 

context of UAE market. According to the International Anticounterfeiting Coalition (IACC, 2008), almost five percent of all products 
are counterfeits. Hence, from different perspectives, many consumer researchers have attempted to identity the non-price related factors 
as to why consumers buy counterfeits (e. g., Bamossy, and Scammon, 1985; Ferreira and Pereira, 2010; Kim et. al., 2010). Although 
actions to limit counterfeit can arise from both supply side and demand side, supply side has dominated most of the research work to 
date, where issues of controlling the source and flow of counterfeit products are examined to make recommendations to policy makers 
(Albers-Miller, 1999). This practice is very clear in UAE. For example, a cursory scan of over four hundred newspaper clippings in regards 
to counterfeiting in UAE demonstrates this trend where most of them relate to some form of seizures but nothing about understanding 
why consumers like or are willing to buy counterfeits. 

Until recently, the UAE government may have been turning a blind eye on the counterfeit industry as it has been a large aspect 
of tourism. However, since becoming a member of WTO in 1996, the government has been combating counterfeit trade. A massive 
amount of counterfeit trade currently present in the country is inconsistent with its attempt to portray a positive image in terms of luxury, 
tourism, business and real estate developments. The following points provide an overview of the scale of counterfeit trade in UAE and 
its impacts: About 35 per cent of software sold in the UAE is counterfeit (Gulfnews, November 15, 2008); value of fake products in the 


