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Comparative analysis of factors influencing Chinese consumers’

purchase intention to genuine and counterfeit luxury goods
J1 Xiaofen* \LI Shidong” . XIAO Zengrui® .CAI Liling"
(a. School of International Education;
b. School of Fashion Design & Engineering. Zhejiang Sci-Tech University, Hangzhou310018, China)

Abstract: To investigate the differences in the factors affecting Chinese consumers’ purchase intention
to genuine and counterfeit luxury goods, comparative analysis was conducted in this study based on the
purchase intention composite model, and questionnaire survey data were analyzed by SPSS 24. 0 and
AMOS 24. 0 software. In addition, multi-group analysis method of structural equation model was applied
to study the effects of attitude, subjective norms, perceived control, face awareness and group
conformance on consumers’ purchase intention to genuine and counterfeit luxury goods. The empirical
results show that perceived control and group conformance have greater influences on the purchase
intention of counterfeit goods than on genuine goods., while the differences in the influences of attitude,
subjective norms and face awareness on the purchase intention of counterfeit goods and genuine goods are
not significant. Based on the research results, this study proposes luxury goods marketing and
management suggestions, in the hope of promoting healthy development of luxury industry.
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