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Abstract
The rising demand for counterfeit goods has led to a new phenomenon in consumer behaviour. Previously, consumers’ involvement in counterfeit consumption is driven by the indistinguishable physical characteristics between the original and counterfeit versions, which allows consumers to exhibit a fake social status position.   However, current trends discovered consumers who voluntarily involve in counterfeit consumption practice are looking for pleasure maximisation through leisure consumption activity, which they believed contribute to hedonic well-being.  This paper, which is based upon a phenomenology study, seeks to explore consumer’s underlying motives in counterfeit consumption activity from the nature of the experiential purchase.  The findings from 12 in-depth interviews reveal positive emotional experiences enable consumers to gain happiness through enhancement of hedonic well-being. The data was analysed into the thematic analysis, and two themes emerge from this study; dedication and self-satisfaction describe the fulfilment of consumer’s autonomous needs. The paper contributes to scholarly and managerial knowledge from the hedonic dimension, especially in the Malaysian context, to gain more insights into understanding the underlying causes of counterfeit consumption phenomenon.   
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1. Introduction

	The rising demand for counterfeit goods has led to a new phenomenon in consumer behaviour. Counterfeit goods have long been labelled as inferior in quality and often targeted at consumers with low purchasing power. However, current trends show that there is a rise in the number of consumers who willingly purchase counterfeit goods despite being able to afford the original merchandise (Eisend, Hartmann, & Apaolaza, 2017). The production of and demand for counterfeit goods are one of the most persistent issues in the industry that have remained unresolved despite deliberations for over a decade, and authentic goods manufacturers are still searching for a solution to prevent the development of the counterfeit market. Billions of dollars in losses have been borned by the manufacturers of luxury goods (Bekir, El, & Gilles, 2013; X. Bian & Moutinho, 2011a; Xuemei Bian, Wang, Smith, & Yannopoulou, 2016; Eisend & Schuchert-güler, 2006; Staake, Thiesse, & Fleisch, 2009)  due to the substitution effect created by the counterfeit market that had devalued the brand images of authentic goods. Manufacturers of authentic goods have invested heavily in research and development, technology, and brand equity management to gain a lucrative return on their investment (Cesareo & Stöttinger, 2015; Meraviglia, 2015; O’neil, 2012). However, this scenario has turned into a liability for the manufacturers as irresponsible counterfeiters have seized the available opportunities by creating demands for another market (Meraviglia, 2015).  

1.1 Counterfeit Consumption
Counterfeiting could be defined as any unauthorised manufacturing of original products (Xuemei Bian & Veloutsou, 2007) with remarkable brand values that have been copied and sold at lower prices (Eisend & Schuchert-güler, 2006). Counterfeit fashion goods are also synonymous with terms such as replicas, knock-offs, fakes, high grade, “inspired by,” bogus, and imitation – all of which carry similar characteristics and are indistinguishable from the original versions of the goods (Staake et al., 2009).
Consumers, in general, are consciously aware they are buying counterfeit goods and voluntarily involve non-deceptive counterfeit activities (Grossman & Shapiro, 1998).  They are mindful of the fact that counterfeit consumption has been declared as unethical and illegal (Xuemei Bian et al., 2016; Chui, 2017; Sharma & Chan, 2016).  However, several studies found that some consumers are able to compensate their involvement in counterfeit consumption with several hidden benefits (Xuemei Bian et al., 2016; Key, Jr, Adjei, & Campbell, 2013; Pueschel, Chamaret, & Parguel, 2016; Quintanilla, Perez, & Castan, 2010; Thaichon & Quach, 2016). 
Due to this motivation, a growing body of literature has investigated consumers’ willingness to purchase counterfeit goods by identifying several influential factors that motivate consumer attitudes and purchase intentions. In order to investigate the rising demand for counterfeit goods, studies need to be carried out to explore the causes and reasons behind consumer involvement in counterfeit purchases (Xuemei Bian et al., 2016; Eisend & Schuchert-güler, 2006). The study on counterfeit goods purchase itself evolved from investigating functional and utilitarian needs to emotional experiences, which are hedonic values (Chui, 2017; Moon, Javaid, Kiran, Awan, & Farooq, 2018; Thaichon & Quach, 2016).  Instead of looking for functional values, consumers are searching to satisfy hedonic needs such as a feeling of pleasure, adventurous, enjoyable and the thrill of hunt (Xuemei Bian et al., 2016; Chui, 2017; Moon et al., 2018; Perez, Castaño, & Quintanilla, 2010; Pueschel et al., 2016; Thaichon & Quach, 2016) which they believe are able to create memorable experiences, deliver happiness and life satisfaction.  

1.1.1 Experiential Purchase, Autonomous and Hedonic Well-Being
Certainly, the utilitarian or functional value of the material object, such as the quality performance, will assist consumers in creating a favourable meaning of the goods (Turunen, L. & Leipämaa-Leskinen, H., 2015). However, hedonic value that found in the experiential consumption which is more subjective, vague and abstract to be interpreted, become a priority to be considered when consumers involve in specific consumption practices (Alba & Williams, 2012; El Hedhli, Zourrig, & Chebat, 2016; Kim, Kim, & Kim, 2015; Moon et al., 2018; Yim, Yoo, Sauer, & Seo, 2014). In a nutshell, possession of material goods no longer becomes the ultimate motive, but consumers are looking for the material experiential, which contributes to consumers’ life happiness and satisfaction (Alba & Williams, 2012). 
Experiential purchase by which targeting a pleasure of life in doing activities has been recognised enable to contribute towards individual well-being if consumers are experiencing self-autonomous behaviour.  The nature of the experiential purchase, which emphasising on “spending money with the primary intention of acquiring life experience” (Boven & Gilovich, 2003), differentiate the perspective of pursuing life happiness and enhancing well-being.  Here, consumers believe that through enjoyment in performing specific consumption activities, provide greater satisfaction and therefore sustain their consumption practice.   Unlike material purchase, consumers are not feeling any pressure to compare their material acquisition with others, and this experiential purchase provides a novel experience to consumers.  Individuals who are involved in meaningful activities can satisfy their hedonic needs and improve their well-being (Eakman, 2013; El Hedhli et al., 2016; Reis, Sheldon, Gable, Roscoe, & Ryan, 2000). Voluntary engagement in any consumption behaviour without a feeling to oblige or please others helps consumers to experience a sense of pleasure, happiness, and satisfaction from the consumption activities (Dong, Li, Liu, Cai, & Fan, 2018; Reinecke, Vorderer, & Knop, 2014).
Indeed, the choices of pleasure maximisation through positive emotional feelings such as enjoyment and excitement enable consumers to enhance their life happiness and satisfaction through the route of attainment of hedonic well-being.  As mentioned by Seligman (2002), an individual has three options in improving their well-being, and by pursuing the pleasure of life, which describes happiness as maximising pleasure and minimising pain, it enables an individual to craft their meaning of life through the satisfaction of positive emotional experiences.  

2. Theoretical Background

Studies in counterfeit goods purchase found that consumers are motivated to be involved in counterfeit consumption due to the emotional feelings that stem from hedonic values (Xuemei Bian et al., 2016; Marticotte & Arcand, 2017; Moon et al., 2018; Pueschel et al., 2016; Quintanilla et al., 2010; Thaichon & Quach, 2016). Emotional experience during purchase and consumption such as pleasure, enjoyment, thrill, and adventurous deliver a meaningful experience to consumers and motivate them to involve and sustain this unethical consumption behaviour autonomously. As consumers learn from their prior involvement in counterfeit consumptions (X. Bian & Moutinho, 2011b; Sharma & Chan, 2016; Thaichon & Quach, 2016), they recognise the benefits that arise from experience, which are more than possession of material goods, and therefore intrinsically motivated to commit in this consumption practice. 
In fact, the process of information search, evaluating, and selecting the best grade of counterfeit goods require a lot of time and effort, but consumers seem to enjoy the purchase decision-making process. This finding explains the concept of experiential and hedonic values that promise meaningful experiences (Alba & Williams, 2012; Kim et al., 2015) and has since become the primary concern of consumers to sustain their involvement instead of possession of material goods. Although the sense of pleasure and emotional experience lead into short-term satisfaction (Barbopoulos & Johansson, 2016; El Hedhli et al., 2016) consumers believe that the counterfeit consumption enables them to provide pleasure maximisation and therefore consumers are motivated to sustain their involvement in this consumption activity. Hence, counterfeit consumption is helping consumers to show their actual self and identity, being more transparent and honest without being forced to please others, which describe the sense of self-autonomous behaviour.  
Although consumers realised the unethical and illegal nature of this consumption practice (Meraviglia, 2015; Phau, Sequeira, & Dix, 2013; Sharma & Chan, 2016; Teah, Phau, & Huang, 2015), they are unable to “sacrifice” the hedonic values which allow them to gain happiness. As suggested in prior literature, further research should be done from the dimension of emotional experiences, which stems from the satisfaction of the hedonic needs to understand the consumer rationalisation process in this unethical consumption practice (Chui, 2017; Marticotte & Arcand, 2017; Moon et al., 2018). Consumers are aware that counterfeit goods providing a negative downside to consumer’s self-image; however, the pleasurable experiences makes them unable to “resist” the inherent benefits (Thaichon & Quach, 2016). Apparently, this explains why consumers sustain their involvement in counterfeit consumption although the possession was “fake” and the material satisfaction was temporary, but consumers are aiming to enjoy the positive emotional experiences which are more meaningful to them.
Although hedonic values have been defined as short-term pleasure, the hedonic nature of the product acknowledges consumer desire to involve in any activities that create sensory pleasure (Turunen, L. & Leipämaa-leskinen, H., 2015) and novel experience to consumers (Funk, Beaton, & Alexandris, 2012). In other words, these emotional experiences enable the consumer to have their rationales for their consumption behaviour (X. Bian & Moutinho, 2011b; Pueschel et al., 2016; Quintanilla et al., 2010; Thaichon & Quach, 2016). Hence, the aforementioned qualitative studies on counterfeit consumption found that consumers gained enjoyment during the purchase and consumption process, but those studies have not addressed the nature of the experiential purchase and the role of hedonic values in counterfeit consumption. Many counterfeit studies are prone to highlighting the roles of symbolic consumption such as status emulator, tools to self-identity construction, self-image and esteem enhancement (Huyen, Pham, & Nasir, 2016; Phau, Sequeira, & Dix, 2009; Phau et al., 2013; Staake et al., 2009; Taormina & Chong, 2010; Teah et al., 2015) as the motivation factors in counterfeit consumption.  Therefore, this paper seeks to focus on the dimension of experiential consumption, autonomous behaviour, and hedonic values to understand the phenomenon of consumers' involvement in counterfeit consumption specifically in the context of counterfeit fashion goods.  

3. Research Methodology

Given the exploratory nature of the study, phenomenology is applied to understand the meaning behind consumer involvement in counterfeit consumption behaviour. Phenomenology provides more insights from the actual consumers’ real-life experiences (Merriam & Tisdell, 2016) and thus able to explain the increasing demand for counterfeit goods from the consumers’ continuous involvement. In-depth interviews are “directed towards understanding informants’ perspectives on their lives, experiences as expressed in their words” (Taylor & Borgan, 1984, p. 77) and statements that infuse meaning (Seale & Slverman, 1997).  A semi-structured interview was conducted to allow the informants to talk freely about their consumption experience with counterfeit goods. 
The Malaysian marketplace was chosen as the context of study because Malaysia is one of the countries in Southeast Asia that has been aggressively attacked by counterfeiters and has become an ideal transit hub for counterfeiting activities (Chui, 2017). Apart from that, the level of awareness among Malaysian consumers on protecting intellectual properties right is still unsatisfactory, rendering the need to conduct more research on this illicit trade of counterfeit goods in Malaysia (Kang, S. L. & Wong, E. L., 2018). 
The researcher conducted 12 in-depth interviews with Malaysian consumers ranging from 20 to 35 years old. The informants should have at least 2 years’ experience purchasing and using counterfeit fashion goods, i.e., actively purchasing, owning, and using counterfeit goods for the past six months. This criterion is important in defining consumer involvement as well as interest, concern, and commitment, (Beatty & Kahle, 1988), particularly in counterfeit consumption activities that are fit to be described as non-deceptive counterfeit purchases. In this research, fake fashion goods ranging from apparel, shoes, handbags, women’s scarves, as well as fashion accessories such as watches and glasses, will be referred to as counterfeit fashion goods. Each in-depth interview was audio-taped and lasted from 20 to 45 minutes. The researcher began by identifying each consumer who fulfilled the requirements. Then, using the snowball sampling method, the consumers were asked to recommend other possible candidates. Each participant received RM50 cash as a token of participation.
Data collection was done in a period of six months, and the interviews were conducted at the informants’ chosen locations. To allow for a holistic perspective, all interviews were discussed by all three researchers.  The interchange and discussion of interpretations helped us to define and redefine the direction of analysis, and the categorisation of data and comparisons between the informant’s reports has been discussed among the researchers to identify the themes.  

4. Results and Discussion
Two main themes emerged related to the consumer’s involvement in counterfeit fashion goods, which described the consumer’s self-interest due to the feeling of pleasure. The first theme,  consumers were dedicated to showing their commitment to this consumption activity as they become passionate and interested in gaining the hedonic values provided by this consumption activity. The second theme,  self-satisfaction, describes consumers are substituting their satisfaction with the positive emotional experience instead of the physical quality of the goods. By pointing out that their satisfaction was derived from the inherent psychological-emotional benefits, consumers rationalise the resources they spend in counterfeit consumption activity was worth it to enhance their life happiness and well-being.  

Theme 1:  Dedication
A common characteristic shared by most of the informants was their interest and commitment in counterfeit fashion goods.  Interestingly, consumers are putting much effort into searching and evaluating the information on both versions, counterfeit, and original fashion goods before deciding to purchase it.  Much time and effort have been spent to choose the best grade in terms of the similarity of the physical characteristics, and most of the informants did not feel it was a tedious task and were willing to sacrifice their resources on it.  It shows that consumers’ commitment to learning and enhancing knowledge on both versions of fashion goods were driven by their passion and interest in shopping and consumption activities.  The informants are voluntarily involved in counterfeit consumption activity due to the positive prior consumption experiences. Their decision to sustain in this consumption practice is a function of their autonomy as consumers and individuals, thus portraying themselves as knowledgable, rational, and wise consumers.  Almost all the informants mentioned their involvement in counterfeit consumption was self-initiated, whereby they are not forced by other social group members to engage in this consumption practice. Thus the informants' willingness to show their dedication in this counterfeit consumption in terms of money, time spent, and effort were self-initiated and self-autonomous behaviour.  

The first time I bought copy-ori goods, I’m searching for the information by myself.  It’s a long [process] because I don’t have much money so once I wish to buy, I have to carefully search what I want to.  Compare the price and design. [It] takes a few weeks (Man, age 22).
  
I’m asking a lot before choosing and deciding to purchase it. Since I’m always going there, they already knew me because I like asking a lot.  I’m the kind of person that loves to ask a lot before buying anything.   Even with my friend, I will ask a lot, and they suggest somebody to me to refer to until I feel satisfied with the information given.  It was good to ask more to avoid the same mistake I did before when I start buying from Taobao  (Joe, age 33).  

Almost all the informant describes although the price of the counterfeit fashion goods was not high as the original version; however, the informants take a precaution step to ensure they gain the values from their minimal investment.  Spending time and effort by searching for information within several weeks was not the main problem for them.  The informants try to minimise the financial risk, and post-purchase dissonance feelings by putting more commitment and showing their dedication before finalising their purchase decision making. Hence, to some extent, the process is quite tedious and time-consuming; however, consumers felt it was worth it and were satisfied with the pre-purchase process.  

I will observe from my friends who will use it around a week, but only a week, it’s not too long.  I will take some time to see it first, nice or not, the design is the right one or not.  Check the original one, “Oh, it was the same too,” compare it, spend some time too.  I don’t mind to spend some time, RM70 also money, like want to spend some money, I have to think it first because of the grade version; usually, the price is half from the original.  The difference was not too noticeable.  We want to spend a lot of money so it will take some time.  I don’t mind; it took the time (Atie, age 22).

Theme 2:  Self-satisfaction
The majority of the informant described having an intense sensational feeling during the purchase and consumption activity, which create a positive emotional experience, although they realised the goods were not original.  They found that the purchase and consumption of counterfeit fashion goods help them to satisfy material needs, although it just lasted a short while.  The satisfaction exists from the purchase and consumption activities, which comprise a feeling of pleasure, excitement, enjoyment, fun, and happiness.  Hence the informants are pointing out the inherent qualities of the counterfeit fashion goods gained from the hedonic values, which become a source of satisfaction. 

Copy-ori goods quite important to me, but I’m not addicted yet to buy those copied goods.  Just if I don’t have it, [I am] still looking for it [copy-ori]. So far, other than feeling satisfied [that I] could wear these copy-ori goods, [I] just felt-up to date.  Although it wasn’t up to date, feel like just for having fun with myself  (Jas, age 22).

Hence, the positive consumption experience triggered the sense of “buying more” on the counterfeit version, which seems that informants feel incomplete or inadequate when they do not possess the latest version of fashion goods.  Thus, by reflecting their positive emotional experience in counterfeit consumption, it motivates the informant to keep and sustain their involvement in this illicit consumption practice.  

Usually, each time when I could wear different designs of jerseys, I felt more on my feeling.  It’s like one time this shirt (jersey), then this shirt (jersey). […].  It was fun when someone asked and said, “Your shirt (jersey) was nice.  “I’m not buying this yet.”  They are no buying it yet, […].  That’s like that.  More advance when I have that rare jersey that the others don’t have (Man, age 22).

The following excerpts described how the informant justify their involvement in counterfeit consumption as a platform to gain pleasure in utilising her leisure time.    Although it was impossible to acquire the original material goods, she was very thoughtful in searching for the other alternatives through hedonic consumption, which she believes could contribute to her self-satisfaction. Counterfeit fashion goods could satisfy her emotional needs; in other words, she was able to gain satisfaction from counterfeit consumption activities.  

Usually, as women, it’s normal. All of us like to shop, especially when we can achieve the things that we wish to have.  Even we got the goods (high-grade), it makes me happy.  Although we are unable to acquire the original, we could own the high-grade, it makes us feel happy, fun, and excited.  If we buy the high-grade, it able to makes us confident too (Jenna, age 33).

Indeed, consumers have the freedom to choose any activities that they wish to involve in without having to comply with others.  By having the power to determine the direction of their lives without being controlled by others, it describes how the informants view their involvement in counterfeit consumption as their “freedom of choice.”  As consumers were aware of the fact that this illicit consumption practice was unable to deliver long-term satisfaction due to the characteristics of counterfeit goods, the informants were having different thoughts on it. Due to their positive emotional experiences from the prior involvement, the informants justify the sense of pleasure, happiness, enjoyment, and the excitement gained from this consumption practice was sufficient to deliver satisfaction to them. The source of satisfaction comes from positive emotional experiences through shopping, purchase, and consumption activities, which translates to the counterfeit consumers searching for hedonic values maximisation.  This differs from the original fashion goods consumers, which emphasised their satisfaction coming from the physical possession of the high-quality material objects. 

Discussion 
Consumer involvement in any consumption practice is not only to satisfy their physiological needs but also meant to fulfil their psychological needs.  In fact, consumers recognise the benefits of the possession of material goods not only to serve the functional requirements but also to hedonic needs, which in turn deliver satisfaction to them. Apparently, in the context of this study, the choice to be involved in any consumption activities is not merely to maximising the material needs but to enhance consumer’s intrinsic needs.  The findings of both themes described how informants were enjoying the purchase decision-making process of counterfeit fashion goods and showed their commitment and interest in this process.  Instead of recognising that those processes are tedious, time-consuming, and worthless, almost all of the informants are very thoughtful and careful in evaluating each version and grade of counterfeit fashion goods. Their willingness to commit shows their dedication to this consumption activity to ensure they will gain satisfactory outcomes on their interests and hobbies. These findings portrayed the eagerness and passion of the informants about demonstrating their skills and knowledge on shopping and purchasing activities. 
Indeed, counterfeit consumption provides a platform for the informants to express their actual selves without complying with others. Here, informants are free to choose to involve in counterfeit consumption without having to think about their financial constraints and “just be ownself” and enjoy the pleasure of life provided by this consumption activity. The feeling of pleasure, which was characterised by emotions such as fun, excitement, and enjoyment, becomes the ultimate reason for the consumer to sustain their involvement in counterfeit consumption. This finding was consistent with prior literature that found that satisfaction of positive emotional feeling which derives from the experiential consumption activity motivate consumers involvement in counterfeit consumption practice (Xuemei Bian et al., 2016; Pueschel et al., 2016; Quintanilla et al., 2010; Thaichon & Quach, 2016). 
Unlike purchasing and consuming original fashion goods, consumers’ involvement in counterfeit consumption more towards leisure activity with the aim of pleasure maximisation.   Certainly, the informants are looking for “material experiential,” which emphasis spending time on “doing” activities instead of “acquiring” things which able to contribute to their life happiness and satisfaction (Boven & Gilovich, 2003). Hence, material possession is not the ultimate motive for the consumers to pursue, but the emotional experiences during the purchasing and consumption activities are what becomes meaningful to them. Unlike material possession, which requires social comparison, consumers are not feeling any pressure to compare their experiential purchase, which is more subjective and meaningful to their personal life. In this study, consumers are wise in diverting their consumption motive to the experiential purchase as they have anticipated the value and satisfaction of the counterfeit version was inferior to the original version. By justifying the performance of the counterfeit versions was “just fine” to satisfice their material needs, consumers are emphasising on a feeling of pleasure from this consumption activity which enables them to keep up with other society members. Consequently, the sense of enjoyment enables consumers to become self-autonomous and incidentally satisfying consumers' autonomous needs, which leads to enhancement of hedonic well-being. 
In a nutshell, consumer’s passion and interest in learning and gain knowledge on the different versions of counterfeit fashion goods enable the informants to feel a strong sense of self-autonomy. The enhancement of experience was not only to help them in purchase decision making but to satisfy their self-competence in learning new things.  The satisfaction gained from this consumption activity was not merely on the possession of the material object but more towards self-enhancement and self-pleasure from the chosen consumption activity.  This justification has been supported by prior literature that discovered consumers were autonomously motivated to purchase counterfeit goods due to their “genuine interest” and effort in enhancing their knowledge on counterfeit goods (Xuemei Bian et al., 2016; Key et al., 2013; Pueschel et al., 2016; Quintanilla et al., 2010; Thaichon & Quach, 2016). In this study, the feeling of pleasure in utilising their leisure time with the involvement in counterfeit consumption activity leads to consumer’s life happiness and enhancement of hedonic well-being. As consumers recognise these psychological benefits, it explains the reasons for consumers' continuous involvement in this counterfeit consumption activity, which answers the question of why there is an increasing number of consumer’s demand in this illicit market.  

5. Conclusion 
The present work is intended to open up a new avenue to inspire a new perspective in the realm of counterfeit studies, specifically in Malaysia.  By looking at the level of Malaysian consumer awareness on this issue, there is little doubt that counterfeit consumption will continue to be a severe problem for legitimate fashion goods industry.  Although we had foreseen the difficulty to convince counterfeit consumers to share their consumption experiences and thoughts, it is suggested that an alternative ethnographic or netnographic method among the teenagers to be conducted in a future study to understand the counterfeit community which existed in our society. As intellectual property rights are important to Malaysia’s economy, targeting youngsters and teenagers as a respondent is important to create and enhance awareness among them to protect Malaysia’s future economy. Furthermore, the characteristics such as the roles of hedonic values, which describes Malaysian cultural value that emphasises on self-indulgent orientation as found in this study could be further explored as the underlying factors that motivate consumer involvement in counterfeit consumption behaviour.  
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