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Research on clothing consumers’ purchasing behavior mechanism for counterfeit luxury goods
LI Zhen LU Cheng
( Fashion Tnstitute Shanghai University of Engineering Science Shanghai 201620 China)

Abstract: Counterfeit consumption is one of the hot spots in consumer behavior research in recent years. In the actual
consumption of counterfeit luxury goods the vast majority of consumers are informed voluntarily to buy so it is
necessary to study the counterfeit purchasing behavior. Based on the function theory of attitude and theory of reasoned
action this paper constructed the model of counterfeit luxury purchase intention from the perspective of consumer
motivation and used the structural equation model to verify it. The results show that the purchase motivation and
functional attitude can affect the purchase intention directly. Social motivation and individual motivation can influence
the attitude of social function and emotional function respectively then affecting the purchase intention. So we can
prove the purchase behavior mechanism of counterfeit luxury goods. The research results not only fill in the blank of
counterfeit luxury goods but also provide a theoretical basis for the luxury goods enterprises to stop counterfeit
consumption.
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