s

e

WNITRAMENTTNNITIAWI

et i

WaeayAWIty

i

24

i)




, f(\?? 9 saemynawidy dineuamensmimifuustend

A

247773

Y w a 1A a

9y v
MITU3 Niruag Moy uaznganssumssedumilaounsitieszaung

&

Youfuaeiviinuluanganwumnuns

U

a 9

AR + =
AsUANEIAUANIZIanT

MNOTIWUT LA UDAD UM INGIROT WA U
I~ ] & = @ a
Wudunilsvesmsanymunanga sty
VINIFINIWMITUNN (MIAAIA)
Fmsinu 2553

Jd
AVANTUBDIUHIINYIAYITINA LN



PERCEPTION, ATTITUDES, VALUES AND THE BEHAVIOR OF
PURCHASING COUNTERFEIT LUXURY BRAND PRODUCTS
BY WORKING WOMEN IN THE BANGKOK METROPOLIS:
A CASE STUDY OF WOMEN HANDBAG PRODUCTS

SUPAKKANISORN RUNGRUENG

A THESIS PRESENTED TO RAMKHAMHAENG UNIVERSITY
IN PARTIAL FULFILLMENT OF THE REQUIREMENTS
FOR THE DEGREE Of MASTER OF BUSINESS ADMINISTRATION
(MARKETING)
2010

COPYRIGHTED BY RAMKHAMHAENG UNIVERSITY



g 0/ a ' a a

4 ¥ a a 4 y =)
%E]L%!@Q'J‘VIU"IU‘W‘H‘E NTTIUT NAUARN ATUYN LLﬁﬁWQWﬂiﬁNﬂWﬁ“Aﬁ@ﬁuﬁ}Tﬂﬁ@N

U

e

[ Y a o o

mﬁﬁ’asmummmwwmaamam“lmwﬂgamwumuﬂs

v U v

=4 a Y

¥ ~ 3 +| =
nsaAnEIgUAINTZaes
d' 9 A [ a T A
ORIV UNTNIFHAAUAT JUT0
A1IH 1SRN
d' = a =Y Jd
AUEATTUNSNUTAHIINOIUNUS
J '
599PNANTINTIAUNA I 5ELFIUNTITUNT

919150 A5. N3TAUE Yayu iy

4
Y 1

; LY ) vAagqg ya a 4 v ad 1 =1 =®
ll‘H"I’J‘VlEﬂﬁfJ'i'lJJﬂ'lLLﬁQE)ngJﬁiﬁ')ﬂEﬂUWﬂﬁﬂ‘U‘U‘HLﬂuﬁ’luﬁu\iﬂlﬂx‘lﬂﬁﬁﬂ‘HT

murangaslTyguruda

991(.} ot &

] da aa
(é%?ﬂﬁ?ﬁﬂﬁ]ﬂ]iﬂWNﬁ WIWW‘E)

ﬂﬂ!%ﬂiiﬂﬂ”l’iﬁﬁ]ﬂ%ﬂmﬁwuﬁl

................................................................................... NITUNIT

NITUNIT

3)



UNAAELID

v Y o a 1 oa

Y 4 a a L4 a 4 a
F¥ois0IMNNUNUT M3V NAUAA AHoN LazwgAnssuMITFodumasu

U

M
[ 9 a

A3 IoRBsZAUM3vaIMRTuhu Tuvangunwuuas

U v o

== a 9

=\ -+ ~
AsAUANEIdUAINI SRS

ORI URANGAANNAT 391509
¥o1lseyan VIMIgInINIIuAa
VI 3NN

a = *

Unsfiny 2553

d' =< a a rd
ANENITUMINYTNYINOTINUS
1. 599MAA 1NN arh Y3eHIUNITUMS
2. A3. NITAUL Yyv Iy
, ’ 247773
a 9 a Y A a K ] ] Y]
Ausasuidludumntivnnuunasifaivedisunsvatenalan 110
maluladmsmaaiiumiouazusiniganinanudesmsaumszaumng ild
a v ~ o = Y 3 A
dumiasuligduvunazanyugnansaneuausinNuasamMstaziunaaen
A LY d” Yy a
ninlumsaaduligovegus lna
aq Q?I’dyld o Y o a 1 oa d'd v os/l d’lns}
MSI90A5IHIeANE M3TV3 NiAund A1ty NlwadonuAlageTuA
4 [y v o v o [ a -4
Yasunsitveszaumng anudunusseneiledodiuynnaiungAnssumsde
a 9 c; Y [ d' =2 v Y o a 1 oa ::' ' [
AunilasunsINBITAUN LAZIWBANYINIITUZ NAUAA ATHINALANAINY AT
Tasvarmuynnaiiuandraiu dszans lumsdnw fie Augaivmhanluwe
o X yno Yy a a 4 A
AFUNNLHIUAT $1UIU 400 AU FFIT0 Iaidenisemnsnllszaumsaimsde

a g

i @ 4 < °
dudnlasuasitiesziung nseaiie lumsinudeya Ae nuvaeunw Tasi

Foyaun AT zHneadAeIA ova ARG ALoUUNIATTIU NATOU

v

ANUFUWUT chi-square M3 AATILHAMNUYTUIIUNIUAET (One-way ANOVA)

a 4
HAEMIAATIENOADNDIWHAM (multiple regressions)

4)



: 247773

v YA Y

HaN13IINU I NRUAIBINLMISUI AU MU UasuAs BT e

U q

Y

[ ] [ v Y A v A LY a £y a = v Y
izmmgﬂgﬁluszﬂumﬂﬂﬂmg’nmuauﬂUﬁumuW‘vu‘vmaumﬂsmazumssug
v v [ Y @ a1l A % ~ 9 ' [ a
ApsImagluszavun muiruaafeduiasunstesgluszaulunals i
1A a 9 9 A o a gy d' Y e,/l dy a gy
ﬂ'I‘LIEJﬂJﬂS"Iﬁ‘L!ﬂ'lﬂ'lu‘lfﬂlﬁﬂﬂﬂlﬂﬂﬂi'lﬁuﬂWNWﬂ‘YIf];ﬂ mummm‘lwaﬁumﬂaau

Ay @ = o’/' dy a 9 Ay Y A o Y
ATNBUDITAVNINUIN ummmiwaﬁumﬂammswwai“ﬂummam"lﬂi‘mm

1nnfiey m‘lﬂ“lwwau wqwnssumma WU wusinmaanmanﬁ ziihlaou

Q

sEAUNg O Louis Vuitton mfmﬁﬂ druIvadialdse 113,000 v ua*"cna

v

9

u’e)fJﬂ’J'llﬂ’fJU’s"”ﬂiﬂ ﬁ’ﬂﬁ!‘l’liﬂﬂ’l‘i“lfﬁ]ﬂ'ﬂﬂﬁjﬂ@uﬂi"lﬂﬁﬂiwﬂ’U‘H‘i WU mﬂi]'lﬂ

i1y 1La‘“mJwmmi«n@ﬂNawwuwumm’dﬂ

Nﬁﬂﬁﬂﬂﬁﬂﬂﬁhﬂﬂﬁ'm WUN

v A v c?/l dy a gy Sy 9 Y
1. muﬂimwammmm%maaumﬂaamswwaszﬂ‘wg RRRINE
v
Y 3

NINUA 6 A1l5 Av ms%’u%’swm MITUIAUNIN NAUAR ADIULMTVS 1A

[

Fagiow asrdud woh Ddus 4 42 fie msSuiaunn irund asidum uay

'
S Y |l

giloy zﬂuﬁmﬂmmwammmmﬂwaﬁumﬂaaumwwaszﬂmﬁafmﬁ

U

o ) S v

uﬂﬁ1ﬂi111’n\1’dQ 'i A 0 .05 mmmm‘wmwmmmiwaﬁumﬂaaummwa

a

sEaurguesfrgIoiauluangunnumuns 18 evas 66.6 Soadidy

v

v
Yo A

anudiAny laaeil mllouasidum sideuiagiioy MU LazNAUAA
2. Tadudauyanalaun 01g szaumsanm erFwuazsioldvesdugeio-
o a % @ L&Y a 1 a 4
mamluangannumuasinnuduiusnunganssumssedunaidasunsiove
FEAUNINLIVI9AIY
@ (] 9 @ =2 9 Y A v Y d' [
3. fadvdauynna Muey szAuMsAny nazause1d imssudinedn
fdumilaeuasigdessaunguanaenuedeivoddyneadanszau 0.05
[ ] 9 [ = ;Y sld' 1 Y] A o a
4. Mavvdruynna MuszaumMsanyl tazasie lanuana ey Jnauaa
mtnfmmiﬂaaumwwarﬂumuﬂﬂmaﬂuemmuamﬁmmaﬁ“ N52A 0.05
5. flhdedauynna Mueiy o13w Imitvuaeduin)aouns wieszaung

uanANfUegNNTsdAYNNadAN LA 0.05

()



ABSTRACT

Thesis Title Perception, Attitudes, Values, and the Behavior of
Purchasing Counterfeit Luxury Brand Products by
Working Women in Bangkok Metropolis: A Case

Study of Women Handbag Products

Author Miss Supakkanisorn Rungrueng
Degrée Title Master of Business and Administration
Major Marketing

Academic Year 2010
Thesis Advisors

1. Asst. Prof. Sompol Tungwa Chair of Committee

2. Dr. Thasana Boonkwan

247773

Counterfeit products have been in existence for a long time and are
available worldwide due to modern manufacturing technology and are
attractive to consumers in view of the demand for luxury brand products.
Counterfeit products are available in styles and types that are responsive to the
needs of consumers and become an alternative in the purchasing decisions of
consumers.

In this research investigation, the researcher considers (1) the
perception, attitudes, and values affecting the intention to purchase counterfeit

luxury brand products; (2) the relationship between demographical
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- characteristics and behaviors in which counterfeit luxury brand products are
purchased; and (3) differences in perception, attitudes, and values
corresponding to differences in the demographical characteristics of the
consumers under study.

The subjects of investigation consisted of 400 working women in
Bangkok Metropolis with experience in purchasing counterfeit luxury brand
products. The instrument of research was a questionnaire. Using techniques of
descriptive statistics, the researcher analyzed the data collected in terms of
percentage, mean and standard deviation. One-way analysis of variance
(ANOVA) and multiple regression analysis were also employed by the
researcher.

Findings indicate that the subjects under study harbored a perception of
the quality of counterfeit luxury brand products at a high level. They
perceived that the products were similar to genuine fashion products. They
also evinced perceptions concerning price at a high level. The attitudes they
evinced vis-a-vis counterfeit luxury brand products were at a moderate level.
The value they attributed to luxury brand products in respect to the aspect of
reputation was at the highest level. In regard to the intention to purchase
counterfeit brand name products, it was found that they had the intention to
purchase counterfeit brand name products for their own use rather than for
giving them to others.

In regard to purchasing behaviors, it was found that these consumers at

the highest level chose to purchase counterfeit brand name products bearing

™
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. the Louis Vuitton brand name. Most of them spent less than 3,000 baht on
these counterfeit luxury products and made such purchases less than once a
month. General shops were the location at which these purchases of
counterfeit brand name products were made. When these consumers made
such purchases they most frequently purchased only a single item.

The testing of hypotheses yielded the following results:

1. The six variables affecting the intention to purchase counterfeit
brartd name products were the perception of price; the perception of quality;
attitudes; consumption conditions; materialistic values; and brand name. It
was found that four variables-perception of quality; attitudes; brand name; and
materialistic values-were the variables that affected the intention to purchase
counterfeit brand name products at the statistically significant level of 0.05.
These four variables were predictive of the intention to purchase counterfeit
brand name products by the working women under study at 66.6 percent in
the descending order of significance as brand name; materialistic values; the
perception of quality; and attitudes, respectively.

2. Demographical characteristics-viz., age, educational level,
occupation, and the income of these Bangkok Metropolis working women
under investigation—were determined to be correlated with behaviors in
which counterfeit brand name products were purchased.

3. The demographical characteristics of age, educational level, and
income were determined to parallel differences in the perception of

counterfeit brand name products at the statistically significant level of 0.05.

(8)
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4. Differences in the demographical characteristics of educational level
and income were found to be associated with concomitant differences in
respect to attitudes evinced toward counterfeit brand name products at the
statistically significant level of 0.05.

5. Finally, the demographical characteristics of age and occupation
were determined to correspond to parallel differences in values evinced

toward counterfeit brand name products at the statistically significant level of

0.05. §.
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