
Page | 105  

References 

Ajzen, I., Fishbein. M. (1980). Understanding attitudes and predicting social behavior. 

Englewood Cliffs, NJ: Prentice-Hall. 

Ang, S.H., Cheng, P.S., Lim, E.A.C. & Tambyah, S.K. (2001). Spot the difference: consumer 

responses towards counterfeits. Journal of Consumer Marketing, Vol. 18 No. 3, pp. 219-

35. 

Baek, T.H., Kim, J., & Yu, J.H. (2010). The Differential Roles of Brand Credibility and Brand 

Prestige in Consumer Brand Choice. Journal of Psychology & Marketing, Vol. 27(7): 

662–678. 

Bearden, W.O., Netemeyer, R.G. & Teel, J.E. (1989). Measurement of consumer susceptibility 

to interpersonal influence.  Journal of Consumer Research, Vol. 15, March, pp. 473-81. 

Belk, Russell W. (1985). Materialism: Trait Aspects of Living in the Material World. Journal of 

Consumer Research, 265-280. 

Bloch, P.H., Bush, R.F., & Campbell, L (1993). Consumer „accomplices‟ in product 

counterfeiting: a demand-side investigation”.  Journal of Consumer Marketing, Vol 10 

No.4, pp27-36. 

Bochner, S. (1994). Cross-cultural differences in the self-concept: A test of Hofstede‟s 

individualism/collectivism distinction. Journal of Cross-Cultural Psychology, 25, 273-83. 

Burns, D. J., & Brady, J. (1992). Cross-cultural comparison of the need for uniqueness in 

Malaysia and the United States. Journal of Social Psychology, 132, 487-495. 

Bush, R.F., Bloch, P.H. and Dawson, S. (1989). Remedies for product counterfeiting. Business 

Horizons, Vol. 32 No. 1, pp. 59-65. 

Chang, M.K. (1998). Predicting unethical behaviour: a comparison of the theory of reasoned 

action and the theory of planned behaviour. Journal of Business Ethics, Vol. 17, pp. 

1825-34. 



Page | 106  

Coakes, S., Steed, L., Ong, C. (2010). SPSS Version 17 for Windows: Analysis without 

Anguish. 1
st
 edition, John Wiley & Sons Australia, Ltd 

Cordell, V.V., Wongtada, N. & Kieschnick, R.L. Jr (1996). Counterfeit purchase intentions: role 

of lawfulness attitudes and product traits as determinants. Journal of Business Research, 

Vol. 35, pp. 41-53. 

Csikszentmihalyi, M. & Rochberg-Halton, E. (1981). The Meaning of Things: Domestic 

Symbols and the Self, Cambridge University Press, New York, NY. 

Dawson, S., & Cavell, J. (1986). Status recognition in the 1980s: invidious distinction revisited. 

In Wallendorf, M., & Anderson, P. (Eds), Advances in Consumer Research, Vol. 14, 

Association for Consumer Research, Provo, UT,pp. 487-91. 

Eastman, J.K., Fredenberger, B., Campbell, D. & Calvert, S. (1997). The relationship between 

status consumption and materialism: a cross-cultural comparison of Chinese, Mexican, 

and American students. Journal of Marketing Theory and Practice, Winter. 

Eastman, J.K., Goldsmith, R.E., & Flynn, L.R. (1999). Status consumption in consumer 

behavior: scale development and validation. Journal of Marketing Theory and Practice, 

Vol. 7 No. 3, pp. 41-52. 

Fishbein, M. & Ajzen, I. (1975). Belief, Attitude, Intention and Behaviour: An Introduction to 

Theory and Research. Addison-Wesley, Reading, MA. 

Fishbein, M. (1967). Readings in Attitude Theory and Measurement. Wiley, New York, NY. 

Fitzmaurice, J. & Comegys, C. (2006). Materialism and social consumptions. Journal of 

Marketing Theory and Practice, 14 (4), 287-299. 

Freedman, A.M. (1991). Little wishes form the big dream: the American way of buying. Wall 

Street Journal, September, pp. 4-10. 

Green, R.T. and Smith, T. (2002). Executive insights: countering brand counterfeiter. Journal of 

International Marketing, Vol. 10 No. 4, pp. 89-106. 



Page | 107  

Grossman, G.M. and Shapiro, C. (1988a). Counterfeit-product trade. American Economic 

Review, Vol. 78 No. 1, pp. 59-75. 

Grossman, G.M. and Shapiro, C. (1988b). Foreign counterfeiting of status goods. Quarterly 

Journal of Economics, February, pp. 79-100. 

Han, Young Jee, Nunes, Joseph C., & Drèze, Xavier (2010). Signaling status with luxury goods: 

the role of brand prominence. Journal of Marketing, 74, 15−30 July. 

Hawkins, D.I., Coney, K.A. & Best, R.J. (1980). Consumer Behavior: Implications for 

Marketing Strategy, Business Publications, Dallas, TX. 

Hofstede, G. (1983). The cultural relativity of organizational practices and theories. Journal of 

International Business Studies, 75-90. 

Hofstede, G. (1984). Culture's consequences: international differences in work-related values. 

Abridged version, London: Sage. 

Hofstede, G. (1991). Cultures and Organizations: Software of the Mind. McGraw-Hill, London. 

Hung, C.L. (2003). The business of product counterfeiting in China and the post-WTO 

membership environment. Asia Pacific Business Review, Vol. 10 No. 1, pp. 58-77. 

Japan Tourism Marketing Co.; JTM, (2008). Women in 40s Purchase More Luxury Brand 

Items: Japanese Overseas Travelers' Shopping Trends (Part 2). YokoHayano, (Senior 

Consultant). Retrieved October 2, 2011, from the World Wide Web: 

http://www.tourism.jp/english/report/2008/06/10/women-in-40s-purchase-more-

lux.php 

Kapferer, J.N. & Laurent, G. (1985). Brand sensitivity: a new concept for brand management. 

Proceedings of the Annual Conference of the European Marketing Academy. 

Key Note Media Centre (2008). Men's & Women's Buying Habits. Retrieved September 15, 

2011, from the World Wide Web: http://www.keynote.co.uk/media-centre/in-the-

news/display/mens--womens-buying-habits/?articleId=61 

http://www.tourism.jp/english/report/2008/06/10/women-in-40s-purchase-more-lux.php
http://www.tourism.jp/english/report/2008/06/10/women-in-40s-purchase-more-lux.php
http://www.keynote.co.uk/media-centre/in-the-news/display/mens--womens-buying-habits/?articleId=61
http://www.keynote.co.uk/media-centre/in-the-news/display/mens--womens-buying-habits/?articleId=61


Page | 108  

Kongsompong, K., Green, R.T., Paterson P.G. (2009). Collectivism and social influence 

in the buying decision: A four-country study of inter- and intra-national 

differences. Australian Marketing Journal, 17: 142-149. 

Lachance, M.J., Beaudoin, P., & Robitaille, J. (2003). Adolescents‟ brand sensitivity in apparel:    

influence of three socialization agents. International Journal of Consumer Studies, 27, 

47–57. 

Leong, K., Bond, M.H, (1984). The impact of cultural collectivism on reward allocation. 

Journal of Personality and Social Psychology, 47 (4), 793-804. 

Lipovetsky, G. (2007). Time for Luxury. Palermo, Italy, Sellerio, pp. 30-35, 63- 69, 71-73. 

Mason, R.S. (1981). Conspicuous Consumption: A Study of Exceptional Consumer Behavior. 

St Martin‟s Press, New York, NY. 

Mason, R.S. (1992). Modeling the demand for status goods.  Working paper, Department of 

Business and Management Studies, University of Salford, Salford. 

McDonald, G. & Roberts, C. (1994). Product piracy – the problem that will not go away. 

Journal of Product & Brand Management, Vol. 3 No. 4, pp. 55-65. 

McKendrick, N., Brewer, J., & Plumb, J. H., (1983).The Birth of a Consumer Society: The 

Commercialization of 18th Century England. London: Europa Publications. 

Miller, C. (1991). Luxury goods still have strong market despite new tax. Marketing News, Vol. 

25, pp. 1-7. 

Miniard, P.W. & Cohen, J.B. (1983). Modeling personal and normative influences on behavior. 

Journal of Consumer Research, Vol. 10 No. 2. 

Packard, V. (1959). The Status Seekers, Simon & Schuster, New York, NY. 

Pallant, J. (2007). SPSS survival manual (3rd ed.). New York, NY: Open.University Press.  



Page | 109  

Penz, E. & Stottinger, B. (2005). Forget the „real‟ thing –take the copy! An explanatory model 

for the volitional purchase of counterfeit products.  Advances in Consumer Research, 

Vol. 32, pp. 568-75. 

Phau, I., Prendergast, G. and Chuen, L.H. (2001). Profiling brand-piracy-prone consumers: an 

exploratory study in Hong Kong‟s clothing industry. Journal of Fashion Marketing and 

Management, Vol. 5 No. 1, pp. 45-55. 

Phau, I., & Teah, M. (2009). Devil wears (counterfeit) Prada: a study of antecedents and 

outcomes of attitudes towards counterfeits of luxury brands. Journal of Consumer 

Marketing, 26/1, 15–27. 

Phau, I, Teah, M and Lee, A. (2009). Targeting buyers of counterfeits of luxury brands: A study 

on attitudes of Singaporean consumers. Journal of Targeting, Measurement and Analysis 

for Marketing, 17 (17), 3-15. 

Richins, M. L., & Rudmin, F. W. (1994). Materialism and economic psychology. Journal of 

Economic Psychology, 15, 217–231. 

Roscoe, J. T. (1975). Fundamental Research Statistics for the Behavioral Sciences. 2nd edition, 

New York: Holt Rinehart & Winston. 

Schwartz, S. H. (1994). Beyond individualism and collectivism: New cultural dimensions of 

values. In: Kim, U., Triandis, H.C., Kagitçibasi, C., Choi, S.C., Yoon, G. (Eds.). 

Individualism and collectivism: Theory, Method, and Applications. Sage, Thousand 

Oaks, CA, (pp. 85-119). 

Scitovsky, T. (1992). The Joyless Economy: The Psychology of Human Satisfaction, revised 

ed., Oxford University Press, Oxford. 

Sekaran, U. (2003). Research Methods for Business: Skill Building Approach, 4
th
 edition. New 

York, John Wiley & Sons, Inc. 

Shipman, A. (2004). Lauding the leisure class: symbolic content and conspicuous consumption. 

Review of Social Economy, Vol. 62 No. 3, pp. 277-89. 



Page | 110  

Synovate Global Research Firm. (2010, January 20). Retrieved September 10, 2011, from the 

World Wide Web: http://www.synovate.com/news/article/2010/01/global-luxury-brands-

survey-shows-four-in-ten-canadians-feel-guilty-if-they-treat-themselves-and-define-

luxury-as-everything-over-and-above-what-i-need.html 

Tabachnick, B. G., & Fidell, L. S. (2001). Using multivariate statistics (4th  ed.). Needham 

Heights,  MA: Allyn & Bacon. 

Tom, G., Garibaldi, B., Zeng, Y. & Pilcher, J. (1998). Consumer demand for counterfeit goods. 

Psychology & Marketing, Vol. 15 No. 5, pp. 405-21. 

Triandis, H.C, (1984). A theoretical framework for the more efficient construction of cultural 

assimilators. International Journal of Intercultural Relations, 8 (3), 301-330. 

Triandas, H.C. (1988). Collectivism versus individualism: a reconceptualization of a basic 

concept in cross-cultural social psychology. In:Verma, G.K., Bagley, C. (Eds.), Cross 

Cultural Studies of Personality Attitudes and Cognition. MacMillan, London, pp. 60-95. 

Triandis, H. C. (1995). Individualism and collectivism. San Francisco, CA: Westview Press. 

Veblen, Thorstein (1899). The Theory of the Leisure Class. New York: Penguin. 

Vigneron, F. &. Johnson, L.W. (1999). A review and a conceptual framework of prestige-

seeking consumer behavior. Academy of Marketing Science Review, 3(1). 

Wang, F., Zhang, H., Zang, H. & Ouyang, M. (2005). Purchasing pirated software: An initial 

examination of Chinese consumers. Journal of Consumer Marketing 22 (6): 340–351. 

Ward, David & Chiari, Claudia, (2008). Keeping Luxury Inaccessible. European School of 

Economics, MPRA Paper No. 11373. 

Wee, C.H., Tan, S.J. & Cheok, K.H. (1995). Non-price determinants of intention to purchase 

counterfeit goods: an exploratory study. International Marketing Review, Vol. 12 No. 6, 

pp. 19-46. 

http://www.synovate.com/news/article/2010/01/global-luxury-brands-survey-shows-four-in-ten-canadians-feel-guilty-if-they-treat-themselves-and-define-luxury-as-everything-over-and-above-what-i-need.html
http://www.synovate.com/news/article/2010/01/global-luxury-brands-survey-shows-four-in-ten-canadians-feel-guilty-if-they-treat-themselves-and-define-luxury-as-everything-over-and-above-what-i-need.html
http://www.synovate.com/news/article/2010/01/global-luxury-brands-survey-shows-four-in-ten-canadians-feel-guilty-if-they-treat-themselves-and-define-luxury-as-everything-over-and-above-what-i-need.html


Page | 111  

Wilcox, Keith, Hyeong Min Kim, & Sankar Sen, (2009). Why Do Consumers Buy Counterfeit 

Luxury Brands. Journal of Marketing Research, 46 (April), 247–59. 

Wong, N. Y. (1997). Suppose you own the world and no one knows? Conspicuous 

consumption, materialism, and self. In M. Brooks, & D. J. MacInnis (Eds.), Advances in 

Consumer Research (Vol.24) (pp. 107–203). Provo, UT: Association for Consumer 

Research. 

Zeb, H., Rashid. K., & Javed M.B ( 2011). Influence of Brands on Female Consumer's Buying 

Behaviour in Pakistan. VDM Verlag Dr. Müller Publish VDM Verlag Dr. Muller  

Aktiengesellschaft & Co. KG. 

Zeithaml, V. A., Berry, L. L., & Parasuraman, A. (1996). The Behavioral Consequences of 

Service Quality. Journal of Marketing, 60(2), 34-46. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


