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Abstract—The rise of Indonesian movie industry has been 

counterproductive due to rampant copyright infringement. 
This study provides a framework about the purchase intention 

on counterfeit movies. It aims at examining the impacts of 

ethical concern, collectivism, perceived quality, and hedonic 

shopping motivation on purchase intention toward counterfeit 

movies. Data were collected from 350 college students from 

middle and upper classes in two cities with 88.57 percent 

response rate. Structural equation modeling was used to 

analyze the data. It is found that ethical concern and 

collectivism significantly influenced purchase intention toward 

counterfeit movies. 

 
Index Terms—Culture, ethics, motivation, perception, 

purchase intention.  

 

I. INTRODUCTION 

Counterfeiting includes any manufacturing activity of a 

product that is closely imitates the appearance of original 

product that may mislead the customers. The production and 

selling of counterfeit products bring negative economic and 

social consequences, such as loss of sales revenues, 

disincentive to engage in creative works and research, loss in 

tax revenues, reduction in direct investment, and job losses 

[1].  

The sales of counterfeits accounts for nearly 7 percent of 

the world’s merchandise trade [2]. Indonesia is one of the 

thirteen countries having the worst record of intellectual 

property rights violation. Consumer’s intention to buy 

counterfeit products has increased due to the lack of ethical 

concern towards intellectual property rights. Even though the 

government has protected the intellectual property rights by 

implementing Law of the Republic of Indonesia Number 19 

Year 2002 regarding copyright, its effectiveness is still a 

problem. The products that have been imitated include both 

the luxurious or high-involvement and low-involvement 

products such as movies, music, and software.  

One of the industries affected by counterfeiting activity is 

the movie industry. According to [1], counterfeit movies 

contribute more than fifty percent of counterfeit products in 

the world. Indonesia is known as the haven for counterfeit 

movies, where nearly 80 percent of the products sold in the 

market are pirated. People tend to purchase counterfeit 

movies because of cheaper price, wider availability of the 

product in the marketplace, and the weakness of law 
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enforcement [3]-[5]. 

Most previous studies partially examine the possible 

factors that may affect purchase intention toward counterfeit 

products. It is essential to conduct a more comprehensive 

research framework to understand the purchase and 

consumption of counterfeit products [6]. The objective of this 

study is to examine the impact of ethical concern, 

collectivism, perceived quality, and hedonic shopping 

motivation on purchase intention toward counterfeit movies 

in Indonesia. This study replicates the model of [7] tested in 

different cultural setting.  

 

II. LITERATURE REVIEW AND HYPOTHESES DEVELOPMENT 

Counterfeiting refers to any manufacturing of copies that 

violate the intellectual property rights [1]. It can be classified 

into counterfeit, pirated, imitation, and gray-area goods [8]. 

The counterfeit or deceptive goods are produced and sold to 

mislead consumers into believing the products are genuine. 

In contrast, pirated goods, also called non-deceptive goods, 

are purchased by consumers who know the products are fakes. 

Imitation goods are products that look alike but not identical 

to the genuine ones. Gray-area products include any genuine 

goods that are sold at unauthorized channels. Based on this 

categorization, counterfeit movies are pirated goods as most 

consumers realize that the products are not original. 

The study of counterfeiting can be seen from the 

supply-side or the demand-side. The factors that affect 

counterfeiting from the supply-side include illegal supply 

chain, legal issues, and law enforcement, while the 

demand-side sees this phenomenon as the result of 

consumer’s inquiry [6]. A study conducted by [9] shows that 

growth of counterfeit trade is perceived to be more 

seller-driven than buyer-driven. However, the knowledge of 

the underlying factors that may influence consumers’ 

tendency to purchase counterfeit products is essential to 

determine the most appropriate anti-counterfeiting actions.  

As counterfeiting conveys many negative consequences, 

purchasing counterfeit products is considered as an unethical 

behavior. It is believed that consumers’ purchase intention on 

counterfeit products is influenced by lack of ethical concern 

[7], [10]-[12]. Hunt and Vitell [13], [14] develop theory of 

ethics to understand how an individual makes a decision 

regarding ethical dilemma. After identifying an ethical 

problem, an individual search the possible alternatives to 

solve it. These alternatives are evaluated based on 

deontological norms to justify if they are appropriate. The 

individual also regards the perceived consequences of the 

alternatives that form the teleological evaluation. Based on 

the result of deontological and teleological evaluation, the 

individual makes ethical judgment in accordance with his or 

her moral intention and behavior. 

One of the factors forming ethical judgment is moral 

Why Do College Students Buy Counterfeit Movies? 

Evelyn Hendriana, Agustine Puspita Mayasari, and Willy Gunadi 

International Journal of e-Education, e-Business, e-Management and e-Learning, Vol. 3, No. 1, February 2013

DOI: 10.7763/IJEEEE.2013.V3.194 62

Manuscript received October 4, 2012; revised February 12, 2013.

mailto:e.hendriana@gmail.com


  

philosophies. Forsyth [15] explains moral philosophies 

consist of two concepts of belief systems, namely idealism 

and relativism. Idealism believes there is an absolute ethical 

standard that concerns with the welfare of others. In contrast, 

relativism rejects universal moral standard as it is 

culturally-related and it depends on situations or 

circumstances. According to these beliefs, an idealist 

consumer considers purchasing counterfeit product as an 

unethical act as it infringe intellectual property rights, while 

relativist may consider it as ethical [7], [16]-[18]. Based on 

these arguments, the following hypotheses are tested: 

H1: idealism has a positive effect on ethical concern 

H2: relativism has a negative effect on ethical concern  

H3: ethical concern has a negative effect on purchase 

intention toward counterfeit movies  

Another theory of moral philosophies associates economic 

ideology and culture [19], [20]. It assumes societal norm and 

individual ethical behavior are influenced by existing moral 

philosophy in a country. Culture is a sum of shared belief, 

values, and customs that usually transferred from one 

generation to another which can help an individual to 

understand the acceptable behavior in a particular society 

[21], [22]. The collectivism values which dominated the 

culture among Asian people are predicted to influence 

consumers’ tendency to purchase counterfeit products [7], 

[23]-[25]. However, references [26], [27] found no 

significant relationship between collectivism and purchase 

intention toward counterfeit products. The inconsistent 

findings lead us to examine the following hypothesis: 

H4: collectivism has a positive effect on purchase intention 

toward counterfeit movies 

Motivation plays an important role in the construction of 

consumer’s purchase intention toward counterfeit products. 

The types of motivation can be divided into utilitarian and 

hedonic shopping motivation [28] [30]. These classifications 

refer to utility theory. Utilitarian motivation presents the 

acquisition utility that emphasizes the economic benefits 

from the purchase. It assumes consumers are value-conscious 

and they purchase a product based on its functionality and 

benefits. In contrast, hedonic motivation is related to 

transaction utility that refers to shopping enjoyment. This 

motivation leads the consumers to purchase counterfeit 

product based on interactions, experiences, and emotions. 

Many recent studies focus on the impact of emotions on 

consumers’ purchase decision. The positive emotion created 

by counterfeit purchase experiences is believed to influence 

consumers to repurchase [7], [30]-[33]. Therefore, we test 

this following hypothesis: 

H5: hedonic shopping motivation has a positive effect on 

purchase intention towards counterfeit movies 

Consumers’ attitude toward counterfeit product is affected 

by their perception on product quality and value. For the 

value-conscious consumers, they favor to purchase 

counterfeit products at lower prices subject to some degree of 

quality constraints. If the quality of counterfeits is 

comparable to the genuine products, then consumers are 

more likely to purchase the counterfeit ones [25], [32]-[36]. 

This tendency is higher if consumers are able to assess the 

quality prior purchase. Based on this argument, the following 

hypothesis is examined: 

H6: perceived quality has a positive effect on purchase 

intention towards counterfeit movies 

Fig. 1 shows the six hypotheses tested in this study. 

 
Fig. 1. Research model. 

 

III. RESEARCH METHODOLOGY 

Data were collected from questionnaire distributed to 350 

college students in Jakarta and Tangerang. College students 

were chosen as the sample because they had good ethical 

knowledge, yet they like to buy counterfeit products [30], 

[37]-[39]. It was believed that income level had a negative 

effect on consumers’ intention to purchase counterfeit 

products [30], [38], [40]. However, references [8] and [41] 

found that the purchase of counterfeit products was not 

related to purchasing power. Therefore, we focused on the 

purchasing behavior of college students from middle and 

upper classes. Purposive sample was used in comprising 

college students who purchased counterfeit movies during 

the last one year.  

This research used a pool of indicators based on the items 

used in several studies. All items were measured on 5-point 

Likert scales, ranging from strongly disagree to strongly 

agree. This study had eight constructs.  

Idealism and relativism measured the moral philosophies 

of the respondents. These construct were individually 

measured by six indicators adopted from the studies by [7] 

and [42]. The moral philosophies were predicted to influence 

ethical concern which was measured through four items 

taken from [7], [42], and [43]. The five items to measure 

hedonic shopping motivation and the four items of purchase 

intention toward counterfeit products were adopted from [7]. 

There were three items adopted from [7] and [25] to measure 

collectivism. The nine indicators that were utilized to 

measure perceived quality were adopted from [7], [44], and 

[45].  

In this study, the internal consistency reliability was 

measured by Cronbach’s alpha with minimum score of 0.60 

[46]. We also assessed convergent and discriminant validity. 

Convergent validity of each construct was measured by 

confirmatory factor analysis (CFA) and construct reliability. 

The lowest limit for factor loading was 0.50 and for construct 

reliability was 0.60 [46]. Discriminant validity could be 

evaluated by comparing the square root of average variance 

extracted (AVE) and correlation between two constructs. 

Data were analyzed using structural equation modeling. This 

study assessed the overall model fit before testing the 

structural model using chi-square (χ2), root mean square error 

of approximation (RMSEA), goodness of fit index (GFI), 
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adjusted goodness-of-fit index (AGFI), and comparative fit 

index (CFI).  

 

IV. RESULTS 

There were 310 questionnaires returned by respondents 

resulted in 88.57 percent response rate. Table I presents the 

respondents’ profile. The majority of respondents in the 

sample were female. About 38.1 percent of respondents 

belonged to upper class and the rest was middle class. 

Apparently, 65.2 percent of respondents purchased more than 

three counterfeit movies per month. 

 
TABLE I: PROFILE OF RESPONDENTS (N = 310) 

Variables Frequency Percentage 

Gender:   

    Male 142 45.8% 

    Female 168 54.2% 

Monthly allowances:   

    Less than IDR 1,500,000 80 25.8% 

    IDR 1,500,000 – 3,000,000 112 36.1% 

    IDR 3,000,000 – 5,000,000 99 31.9% 

    More than IDR 5,000,000 19 6.1% 

Frequency of purchasing counterfeit DVDs 

per month: 

  

     Less than 3 times 108 34.8% 

     3 - 4 times 52 16.8% 

     5 - 6 times 135 43.5% 

     More than 6 times 15 4.8% 

 
TABLE II: RESULTS OF RELIABILITY AND CONVERGENT VALIDITY 

TESTS 

Measurement items Factor 

loading 

Construct 

reliability 

Cronbach’s 

alpha 

Idealism:  0.735 0.785 

IDE1  0.621   

IDE2 0.740   

IDE3 0.715   

Relativism:  0.645 0.799 

REL1 0.570   

REL2 0.677   

REL3 0.594   

Ethical concern:  0.721 0.714 

ETH1 0.896   

ETH2 0.587   

Collectivism:  0.715 0.710 

COL1 0.727   

COL2 0.631   

COL3 0.665   

Hedonic shopping motivation:  0.812 0.814 

HED1 0.773   

HED2 0.787   

HED3 0.743   

Perceived quality/value:  0.879 0.816 

PQL1 0.722   

PQL2 0.745   

PQL3 0.725   

PQL4 0.713   

PQL5 0.731   

PQL6 0.696   

PQL7 0.656   

Purchase intention:  0.731 0.797 

PIN1 0.697   

PIN2 0.728   

PIN3 0.628   

 

The constructs reached internal consistency reliability 

shown through Cronbach’s alpha ranging from 0.710 to 

0.816. However, only twenty four out of 37 items were 

fulfilled the convergent validity criteria. These items had 

factor loading ranging from 0.570 to 0.896 and construct 

reliability between 0.645 and 0.879. The results of 

convergent validity and reliability tests are shown in Table II, 

while results of discriminant validity are presented in Table 

III. The overall model was a good fit based on CMIN/DF = 

1.890, RMSEA = 0.054, GFI = 0.902, AGFI = 0.872, and CFI 

= 0.943.  
 

TABLE III: RESULTS OF DISCRIMINANT ANALYSIS 

 IDE REL COL ETH PQL HED PIN 

IDE 0,693       

REL 0,026 0,615      

COL 0,096  -0,002 0,675     

ETH -0,152 0,039 0,080 0,757    

PQL -0,049 0,035 0,052 0,058 0,726   

HED -0,146 -0,152 0,144 -0,003 -0,102 0,768  

PIN 0,147 0,085 -0,095 -0,094 -0,002 0,019 0,685 

 

Table IV shows that ethical concern had a significant 

negative influence, whereas collectivism gave a significant 

positive influence on purchase intention towards counterfeit 

movies. Meanwhile, this study found that idealism had a 

significant negative impact on ethical concern. 

 
TABLE IV: RESULTS OF HYPOTHESES TESTING 

Path Regressio

n weight 

C.R. Hypothesis 

Idealism  Ethical concern -0,537 -4,588 Not 

supported 

Relativism  Ethical concern -0,145 -1,368 Not 

supported 

Ethical concern  Purchase 

intention 

-0,403 -5,303 Supported  

Collectivism  Purchase intention 0,359 2,326 Supported 

Hedonic shopping  Purchase 

intention 

0,174 1,551 Not 

supported 

Perceived quality  Purchase 

intention 

0,035 0,243 Not 

supported 

 

V. DISCUSSION 

Before deciding to purchase a movie, an individual has two 

options: to buy an original copy or the counterfeit one. If he 

buys the original, he complies with the law of intellectual 

property rights protection, but he has to pay at higher price. 

On the other hand, purchasing counterfeit movies is 

perceived as an act of defiance of the law, but he obtains a 

fairly good quality product at much a cheaper price. Based on 

these considerations, the individual may construct an ethical 

judgment before making ethical purchase decision.  

The finding in this study shows that ethical concern has a 

significant negative influence on consumers’ intention to 

purchase counterfeit movies, which is consistent to the 

findings of [7] and [10]. College students are aware that 

purchasing counterfeit movies is an illegal act as it goes 

against intellectual property rights. Those who have a high 

ethical concern are not likely to buy counterfeit movies. 

However, this intention is not always shown in their actual 

behavior. It can be inferred that most respondents tend to 

keep on buying counterfeit movies at the market and 

encourage their peers to do the same thing. This pattern is 

similar to the findings in the studies by [32], [47], and [48]. 

Many factors may cause inconsistency between their 
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intentions and behaviors, which can be seen from ethical, 

cultural, legal, transactional, and situational aspects. 

An individual’s ethical concern is formed by his ethical 

belief and moral philosophies. According to [15], there are 

two dimensions of ethical beliefs namely idealism and 

relativism. This study found a reverse effect of idealism 

toward ethical concern. It supports the results of [49] and [50] 

which show that an idealist individual is more often involved 

in unethical behaviors. The influence of relativism on ethical 

concern is found insignificant which is consistent to the 

findings of [10]. 

The respondents who have a moderate level of idealism (M 

= 3.32) and high level of relativism (M = 3.54) is classified as 

situationists according to moral philosophies taxonomy [16]. 

They tend to reject ethical norms, but feel contend that an 

individual has to produce desirable outcomes for everyone. 

Thus, they are likely to prioritize individual analysis on every 

situation.  

Based on cognitive moral development, they are between 

pre-conventional and conventional stages. In the late 

pre-conventional stage, an individual tends to be egocentric 

and prioritizes his personal gains over others. In contrast, a 

person in the early phase of conventional stage tries to get 

conformity from others by evaluating the consequences of a 

particular action on his relationship with other people. The 

Indonesians are permissive and less likely to ask a person to 

be responsible for any unethical behavior. Many people do 

not perceive a movie counterfeiting act as a serious problem, 

since it is a low-risk and low-involvement product. This view 

enables the purchasers of counterfeit movies to justify their 

behavior. It is consistent with the findings of [8], [34], [51], 

[52], and [53]. 

The moral justification regarding counterfeits is within 

cultural context. There is tendency that Indonesians are the 

mix of relativism and utilitarianism based on [19] moral 

philosophies. Their perception of the ethical rules is 

culturally related, thus the ethical acts must prioritize society 

welfare. This study finds collectivism has a significant 

positive influence on consumers’ purchase intention toward 

counterfeit movies which is consistent to the findings of [7], 

[25], [36], and [54]. Indonesians are dominated by 

collectivism values, which assume that everyone should get 

the benefit from a new invention. Therefore, they cannot truly 

accept the concept of intellectual property rights.  

The quality, availability of counterfeit movies, and law 

enforcement are several factors that may influence the 

justification of the violating purchase behavior. The advance 

technology enables the producers of counterfeit movies to 

produce the counterfeit movies with a good quality in a 

relatively short time. The similarity quality between 

counterfeits and original movies, along with a significant 

price difference, encourages many consumers prefer to buy 

the counterfeits. As being revealed by [36], [55], and [56], for 

low-involvement product like movies, price-sensitive 

consumers are less likely to take ethical concern into their 

pre-purchase evaluation. The International Intellectual 

Property Alliance [3] reported that the counterfeit movies are 

sold at more than 90 percent of the malls in Indonesia and the 

enforcement to catch the counterfeit sellers is ineffective. The 

easiness to purchase counterfeit movies and the small 

possibility of being caught and to be persecuted by the police 

do not create a unique experience for the respondents. 

Therefore, this study finds a weak relationship between 

hedonic shopping motivation, perceived quality, and 

purchase intention toward counterfeit movies. 

  

VI. CLOSING REMARKS 

The rampant selling of counterfeit movies is due to the 

weak law enforcement, accompanied by a high demand for 

such goods. Licensees should cooperate with law enforcers to 

eradicate the spreading of counterfeit movies. 

Despite the fact that Indonesian government already 

passed regulations on copyrights with penalty sanctions for 

those who are involved in piracy, the implementation of such 

law is still ineffective. Hence, the government must establish 

a law which is not only targeted at the ones who produce it, 

but also the sellers and consumers. Furthermore, the penalty 

must be severe as a relatively light penalty will not induce 

fear and cannot act as a deterrent for those who infringe the 

law. The curbing efforts by the police must be done 

continuously and consistently to eradicate piracy in 

Indonesia. 

From the viewpoint of consumers, it was apparent that the 

willingness to buy counterfeit movies stems from the lack of 

ethical judgment and collectivism values. Even though 

college students from middle and upper classes have 

adequate purchasing power, it does not reduce their intention 

to purchase counterfeit movies. It may be due to low moral 

awareness of the students, by prioritizing their personal views 

in determine their actions. To counter this problem, an effort 

to educate consumers must be put forward, as an example 

through a seminar, with the purpose to remind people and 

increase their awareness on intellectual property rights. 

There is an indication of relationship between culture and 

moral justification. Therefore, we suggest examining the 

relationship between collectivism and ethical concern. Future 

studies should involve customers from different cultural and 

demographic characteristics. Moreover, this model may be 

tested on counterfeit luxury brands. 

APPENDIX 

Measurement items Mean S.D 

Idealism:   

A person should ensure that his/her actions never 

intentionally harm others (IDE1)  

3.14 1.26 

A person should never psychologically harm others 

(IDE2) 

3.64 1.08 

A person should not sacrifice the welfare of others 

(IDE3) 

3.17 1.07 

Relativism:   

Codes of ethics should reflect cultural differences 

(REL1) 

3.70 1.07 

What is perceived as ethical varies from one situation to 

another (REL2) 

3.25 1.08 

What is perceived as ethical varies from one individual 

to another (REL3) 

3.67 0.92 

Ethical concern:   

Movie counterfeiting violates intellectual property 

rights (ETH1) 

3.40 0.93 

Obtaining counterfeit movies is illegal (ETH2) 3.35 0.76 

Collectivism:   

A person that shares should be rewarded, even if the 

product being shared is not theirs (COL1) 

3.94 0.91 

I wish others can share with me, even if they do not want 

the product they are sharing (COL2) 

4.04 0.85 
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The more people share a product, the more valuable the 

product is (COL3) 

4.10 0.78 

Hedonic shopping motivation:   

I would shop because I wanted to (HED1) 3.20 0.89 

I often shop unintentionally (HED2) 3.33 0.74 

While shopping, I would feel a sense a adventure 

(HED3) 

3.51 0.88 

Perceived quality/value:   

Picture quality of counterfeit movies is similar to the 

legal version (PQL1) 

3.80 0.86 

Counterfeit movies are as reliable as the legal version 

(PQL2) 

4.03 0.81 

Audio quality of counterfeit movies is similar to the 

legal version (PQL3) 

3.71 0.80 

The quality of counterfeit movies is in accordance to 

their price (PQL4) 

3.67 0.87 

I received what I have paid for the counterfeit movies 

(PQL5) 

3.33 0.84 

The price of counterfeit movies is cheap (PQL6) 3.35 0.82 

Purchasing counterfeit movies is a wise decision 

(PQL7) 

3.46 0.87 

Purchase intention:   

I would buy counterfeit movies on the Internet (PIN1) 2.87 1.12 

I would encourage friends to buy counterfeit movies 

(PIN2) 

3.29 1.13 

I would buy counterfeit movies from a vendor or at the 

market (PIN3) 

3.74 0.81 
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