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 The growth of fast fashion retailers, availability of knockoff fashion apparel, and 

proposed apparel copyright law prompted this study. Fast fashion retailers are expanding rapidly 

and producing knockoffs fashion apparel in a matter of weeks, but current U.S. copyright laws 

do not protect apparel.  

The primary purpose of this study was to identify prominent visual fashion apparel 

attributes that could determine perceived copyright infringement. A secondary purpose was to 

examine the effects of fashion apparel attributes on perceived copyright infringement, perceived 

risk, and purchase intention.  

A sequential exploratory mixed method approach was used to explore the relationship 

between: Attributes, perceived copyright infringement, perceived risk, and purchase intention. 

This study consisted of a: Study one, study two, and study three. Twelve hypotheses were 

proposed, and five were supported. Quality significantly affected both perceived copyright 

infringement and purchase intention. Performance, social, and asset significantly affected 

purchase intention of knockoff fashion apparel.  
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CHAPTER 1 

INTRODUCTION 

Wandering into a so-called fast fashion retailer such as Forever 21 may cause consumers 

to experience déjà vu. Many times fashion apparel seems familiar because the shopper has 

recently seen a similar fashion apparel product on a runway show via the Internet or in the latest 

fashion magazine. The recent phenomenon of fast fashion retailers revolutionized the way some 

companies speed fashion apparel products, inspired by designs found in magazines, television, 

tabloids, and catwalk trends of the latest designer fashions to retail stores (Barnes & Lea-

Greenwood, 2010). Increasing numbers of companies are following this paradigm, and stores 

offering their products are growing in number and popularity across the globe (Hayes & Jones, 

2006).   

Fast fashion retailers implement strategies to reduce lead times in the buying cycle to 

speed fashion apparels to ultimate consumers at peak demand (Barnes & Lea-Greenwood, 2006). 

The fast fashion production cycle is so rapid that many runway looks are found in stores before 

their high-end inspirations are available to consumers (Rigby, 2005). Fast fashion stores like 

Forever 21, Charlotte Russe, Zara, and H&M frequently use designers’ current creations for 

inspiration in developing apparel products offered in their stores. Although, so-called fast fashion 

retailers are not the only companies producing inspired apparel, they notably are frequent 

offenders. This business model involves an inherent copyright issue.  

The recent success of fast fashion retailers has some industry leaders calling for copyright 

protection for apparel products (Cline, 2012). The production of knockoffs, which are not illegal, 

is widespread and damaging to both well-known global designers and small independent firms 

(Scafidi, 2010a). The damage to emerging designers of small independent firms can be 
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excessive; especially when successful designs are copied by mass retailers and sold to consumers 

unaware that they are purchasing a knockoff (Scafidi, 2010a). Designers that have filed 

infringement cases against fast fashion retailers and are frequently settled outside of the 

courtroom with no details available to the general public. Fast fashion retailer, Forever 21, has 

been involved in more than 50 infringement cases since 2011 (Cline, 2012). 

Establishing criteria to determine what constitutes apparel copyright is extremely 

difficult, as few designs are completely original (Raustiala & Sprigman, 2006). The fact that 

fashion is cyclical, and that many trends reemerge over a number of years creates a dilemma 

relative to protecting designers through legislation (Raustiala & Sprigman, 2006).   

There is a lack of empirical research available concerning copyright for apparel products 

despite the frequency of filings and demand for legislation. Apparel copyright infringement 

gained awareness in 2006 with proposed legislation and precipitated the need for an investigation 

of knockoff fashion apparel product copyright issues (Design Piracy, 2008).  

Studies regarding consumer purchase behavior of counterfeit products draw some 

parallels to apparel copyright. Price, appearance, past purchase behavior, risk, and value 

consciousness are constructs explored in the literature that affect purchase behavior of 

counterfeit products (Kim & Karpova, 2009; Prendergast, Chuen, & Phau, 2002). Consumer 

behavior of knockoff fashion apparel purchasing is essential to discover the motivations behind 

purchase intention.  

Apparel attributes can increase or decrease the desirability of an apparel product to 

consumers (Babin & Harris, 2009). The literature identifies specific attributes that influence 

purchase intention of fashion apparel consumers (Abraham-Murali & Littrell, 1995; Forsythe, 

1991; Norum, 2003). Different apparel attributes are considered purchase criteria according to 
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demographic, economic, and social groups (Jin, Park, & Ryu, 2010). Apparel attributes are 

pertinent to purchase intention of fashion apparel and could influence perceived infringement of 

knockoff fashion apparel products. Indentifying pertinent fashion apparel attributes will not only 

affect purchase intention, but could affect perceived copyright infringement of knockoff fashion 

apparel products. If fashion apparel attributes affect perceived copyright infringement, criteria 

for determining apparel copyright infringement could be created. An exploratory study is needed 

to determine pertinent fashion apparel attributes, consumer’s perceived infringement, and 

purchasing behaviors of knockoff fashion apparel. 

 

Purpose of Study 

  The primary purpose of this study was to identify prominent visual fashion apparel 

attributes that could determine perceived copyright infringement. A secondary purpose was to 

examine the relationships among fashion apparel attributes, perceived copyright infringement, 

perceived risk, and purchase intention.  Specifically, the research objectives of this study were 

to: (1) identify underlying dimensions of fashion apparel attributes and perceived risks, (2) 

examine hypothesized relationships among fashion apparel attributes, perceived infringement, 

perceived risks, and purchase intention of knockoff fashion apparel and (3) determine perceived 

copyright infringement of fashion apparel in the visual stimuli. 

 

Limitations 

A limitation of study 2 was the small number of participants. A convenience sample is a 

limitation (Creswell, 2009) of study 3, and results of the study should not be generalized to all 

purchasers and non-purchasers of knockoff fashion apparel.  
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Other limitations include the selection of visual stimuli of fashion apparel for the study 

and participants’ understanding of the nuances between visual stimuli of fashion apparel that 

could affect results. For future studies, the use of actual apparel is recommended to avoid the 

limitations of visual stimuli. The use of visual stimuli of fashion apparel can create bias, and 

future studies should include two samples: One without visual stimuli and one containing visual 

stimuli to remove any bias. 

 

Assumptions 

It is assumed that all participants in the study responded truthfully.  

 

Operational Definitions 

Apparel products: For the purposes of this study, the term apparel refers to apparel 

products such as shirts, pants, and jackets, as well as accessories and shoes. 

Counterfeit: Counterfeits are reproductions of products that are closely similar or 

identical in appearance including: packaging, trademarks, and labeling that is intended to be 

perceived as the original product  (Ha & Lennon, 2006; Phau & Teah, 2009). 

Copyright: The United States Copyright Office (2010) defines copyright as a legal form 

of protection for “original works of authorship,” including literary, dramatic, musical, artistic, 

and certain other intellectual works. 

Fast fashion: This retailing concept employs an efficient supply chain to meet fast 

changing trends and consumer demand (Barnes & Lea-Greenwood, 2010). 



 

 5 

Knockoff:  Knockoff refers to an apparel design that copies another product that is 

similar, but not identical, to the original product using inferior materials, constructions, and 

craftsmanship (Anonymous, 2010; Ha & Lennon, 2006). 

Attributes: Attributes describe product features that deliver a desired consumer benefit 

(Babin & Harris, 2009). 

Perceived risk: Perceived risk is the potentially negative consequence of consumers’ 

decisions (Horton, 1976).  
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CHAPTER 2  

LITERATURE REVIEW 

This chapter introduces the literature related to intellectual property, apparel attributes, 

purchase criteria, purchase behaviors, and perceived risk. 

 

Protection of Intellectual Property 

Copyright, trademark, trade dress, and design patents are used to protect designs (United 

States Copyright Office, 2010; United States Patent and Trademark Office, n.d.) (Table 1). A 

creator of an original work can take legal action against an item, product, or work of art that 

violates intellectual property protection. 

 

 Copyright 

Creators of original works of authorship are under copyright protection by the U.S. 

government (United States Copyright Office, 2010). Current copyright law does not protect 

clothing, which falls under the useful article provision of items that cannot be copyrighted 

(Copyright Law of the United States on America, n.d.). Consequently, bringing alleged apparel 

infringement cases to court is difficult. Copyright laws protect books, music, movies, fine arts, 

architecture and even apparel design sketches, among other categories (Copyright Law of the 

United States on America, n.d.). However, once a design sketch is produced, the apparel is 

considered under the useful article provision, which means that art that becomes utilitarian no 

longer qualifies under copyright laws (Raustiala & Sprigman, 2006).  

Copyright protects original works of authorship and is available for both published and 

unpublished works (Copyright Law of the United States on America, n.d.). Copyright is present 
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upon the creation of the work and lasts the lifetime of the author and an additional 70 years after 

the author’s death (Copyright Law of the United States on America, n.d.). Copyright protects 

works from being reproduced, distributed, performed, displayed, and prepared derivatives based 

on the work (United States Copyright Office, 2010). Derivative works are based from one or 

more existing copyrighted works. Elements of previous works are used to create new versions 

(United States Copyright Office, 2011). 

There is one way to establish copyright infringement in the United States. The method to 

prove infringement, the Gorham test, uses ordinary observers to distinguish differences in 

products. According to the U.S. Supreme Court:  

... if, in the eye of the ordinary observer, giving such attention as a purchaser usually 
gives, two designs are substantially the same, if the resemblance is such as to deceive 
such an ordinary observer, inducing him to purchase one supposing it to be the other, the 
first one patented is infringed by the other. (U.S. Supreme Court, 1871) 
 
If the ordinary observer is unable to perceive a difference because of similarity, the 

product should be found as a copyright infringement (Collison, Yue, Musker, & Takeuchi, 

2009). A second test, point of novelty, was recently abandoned because it was difficult to prove 

that a product or item is an original and distinguishable from prior art (Collison et al., 2009). The 

point of novelty test would not have been helpful in discerning copyright infringement of fashion 

due to the cyclical nature of the business.  

By building on the Gorham test, ordinary observers could assist in identifying copyright 

infringements in the apparel industry. Relying on ordinary observers has drawbacks (i.e., not 

being able to perceive nuances between products, the importance of certain product features, and 

overall lack of guidelines for copyright infringement), but it is still the preferred method for 

determining copyright infringement (Kee, 2010).  
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By building on the Gorham test, ordinary observers could assist in identifying copyright 

infringements in the apparel industry. Relying on ordinary observers has drawbacks (i.e., not 

being able to perceive nuances between products, the importance of certain product features, and 

overall lack of guidelines for copyright infringement), but it is still the preferred method for 

determining copyright infringement (Kee, 2010).  

Kee (2010) notes that ordinary observers are not always capable of discerning similarities 

and differences in artistic works, especially visual arts. Using industry connoisseurs to compare 

works using the same evaluative structure is a preferred way to discern copyright infringement 

(Kee, 2010). Connoisseurship in the visual art world would rely upon art authenticators to reach 

decisions in visual art copyright cases (Kee, 2010). The argument is that ordinary observers may 

miss certain nuances in the works, because they do not possess the elevated ability that 

connoisseurs possess to discern between works (Kee, 2010). The visual art world has had issues 

identifying and ruling on copyright cases ranging from photography used in billboard advertising 

to the particular mood evoked in the Roth Greeting Cards v. United Card Co greeting card case 

(Kee, 2010). 

Copyright cases have vague guidelines for determining copyright infringement. The 

phrase substantially similar is a legal term used in copyright infringement cases (Copyright Law 

of the United States on America, n.d.). Works are judged using quantitative (i.e., how many 

components are copied) and qualitative (i.e., the importance of copied portions) characteristics 

(Kaufman J. , 2002). A substantial number of copied elements strengthen copyright cases in 

court (Kaufman J. , 2002). A work does not have to be copied in its entirety to determine 

copyright infringement, as long as the work has the same look and feel, it may be considered an 

infringement (Kaufman J. , 2002).  
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In the absence of copyright law for apparel designers, copying designs and developing 

knockoffs is more prevalent. The current retail market has grown for fast fashion retailers such as 

Forever 21, H&M, and Zara (H&M, 2008; Inditex, 2008). Even though the number of legal cases 

filed against these companies has increased significantly in recent years, most have been settled 

out of court (Franklin, 2009).  

Apparel currently is not protected under copyright or intellectual property laws in the 

United States. The only form of protection is gaining a trademark or copyrighting a unique 

aspect of the apparel such as a zipper pull that could be identified as a design element (Jana, 

2008). In 2003, the European Union (EU), which has some of the most progressive laws 

protecting high-end design houses, allowed designers to register unique new designs for a 

copyright of five-year with the possibility of an extension to a maximum of 25 years (Klatka, 

2006; Roth & Jacoby, 2009). Registered Community Design (RCD), a form of legislation in the 

EU, protects all designers currently residing in the EU (Collison et al., 2009). Records are kept 

unilaterally by registering with the Office of Harmonization for the Internal Market (OHIM). The 

Unregistered Community Design (UCD) protects unregistered designs for three years (Collison 

et al., 2009; Roth & Jacoby, 2009). Importantly, both registered and unregistered designs qualify 

for intellectual property protection in the EU. 

The Council of Fashion Designers of America (CFDA) proposed the Design Piracy 

Prohibition Act (DPPA) and later revised the bill called the Innovative Design Protection and 

Piracy Prevention Act (IDPPPA) in the United States (Council of Fashion Designers for 

America, 2008; Design Piracy, 2008; Roth & Jacoby, 2009; Scafidi, 2010b). The IDPPPA would 

extend copyright protection to apparel by an amendment that protects boat hull designs (Scafidi, 

2010b). The amendment that passed protecting boat hulls allows a useful article to be protected 
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by copyright law that also eventually could be extended to include fashion-related articles 

(James, 2009). The wording in the proposed bill describes protection of fashion apparel and 

would include an entire product, as well as any ornamentation (James, 2009; Scafidi, 2010b). 

The law has similar features as the EU copyright laws and would offer protection for three years 

with an opportunity for extension (Winograd & Lu-Lien Tan, 2006).  

The IDPPPA states it will not require registration to receive protection from copyright 

infringement for three years (Scafidi, 2010b). The bill will provide protection only to new and 

unique designs; not designs that already exist in the public domain (Scafidi, 2010b). The new bill 

also will discourage litigation; so many cases will be pled out to reduce time spent in court 

(Scafidi, 2010b). The IDPPPA passed unanimously in the Senate Judiciary committee on 

December 1, 2010 and has the full support of the CFDA and the American Apparel and 

Footwear Association (AAFA) (Odell, 2010). In 2012, the IDPPPA went under further revisions 

to include a provision to provide written notice to alleged infringers and a 21-day period after 

notice where additional charges will not accrue and was renamed Innovative Design Protection 

Act (IDPA) (Scafidi, 2012). Currently, the IDPA bill is headed towards the full Senate (Scafidi, 

2012). 

Further criteria for constituting what is apparel copyright, is needed as the current 

proposed IDPA uses only the phrase substantially similar to define infringement (Scafidi, 

2010b). Should an apparel copyright bill be enacted, an objective set of attributes is needed to 

identify copyright infringement (Design Piracy Prohibition Act, 2007). A more definitive way to 

determine copyright infringement could (Copyright Law of the United States on America, n.d.) 

prevent the current prevalent litigation or, perhaps, decrease the numbers of lengthy court cases 
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and appeals. A clear set of legal implications could also stem the production of blatant knockoffs 

of designer goods and allow designers to protect their intellectual property. 

 

Knockoffs 

Knockoffs are copies of original designs (Anonymous, 2010; Ha & Lennon, 2006). A 

knockoff is described as an apparel design that copies another apparel product in a similar, but 

not identical, manner using inferior materials, constructions, and craftsmanship (Anonymous, 

2010; Ha & Lennon, 2006). Fast fashion retailers provide more seasonal collections than 

traditional retailers, and many of the designs in those collections are fashion apparel knockoffs of 

other designs featured in runway fashion shows or duplications of fashions worn by celebrities 

(Bruce & Daly, 2006; Hayes & Jones, 2006). 

 

Apparel Attributes   

 Attributes are product features that deliver a desired consumer benefit (Babin & Harris, 

2009).  Apparel can exhibit multiple attributes that increase or decrease the desirability of the 

apparel for consumers (Wilkie & Pessemier, 1973). Researchers have examined attributes of 

apparel relative to purchase intention and subsequent implications for retailers (Abraham-Murali 

& Littrell, 1995; Forsythe, 1991; Johnson, 1989; Norum, 2003) (Table 2).  

Identifying the important apparel attributes may have implications for perceived 

copyright infringement among consumers. Zhang et al., (2002) identified fifteen product 

attributes according to four specific areas: function, appearance, symbolism, and price. Function 

is composed of eight attributes: warmness, permeability, fabric softness, fabric thickness, fiber 

content, easy care, durability and comfort. Appearance includes attributes of fit, style, color, and 
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workmanship, while symbolism represents the attributes of trendiness and brand. Finally, price is 

the cost of the product. Of the four groups of product attributes, appearance is the most important 

in terms of purchase criteria for casual wear (Zhang et al., 2002).  

Abraham-Murali and Littrell (1995) identified four apparel attribute constructs: Physical 

appearance, physical performance, expressive, and extrinsic. Physical appearance included: 

Fabric, color/pattern/texture, construction, and styling. Physical performance included: Fabric, 

color, care, workmanship, and garment. Expressive included: Looks good on me, provides scope 

for individual creativity, appropriateness to lifestyle, and comments of others. The final apparel 

attribute construct, extrinsic, included: Brand, price, store/catalog, country of origin, care level, 

and service (Abraham-Murali & Littrell, 1995). 

Wee, Tan, and Cheok (1995) identified four apparel attribute dimensions for counterfeit 

apparel: Appearance, durability, image, perceived fashion content, purpose and quality. Product 

attributes explained purchase intention of counterfeit products: pirated literature, counterfeit 

software, counterfeit wallets/purses, and counterfeit watches. Appearance, image, purpose, and 

perceived quality are the most pertinent attributes to counterfeit consumers (Wee et al., 1995). 

 

 Quality  

Quality has been included in previous attribute literature (Abraham-Murali & Littrell, 

1995). The physical performance of apparel is important to consumers when making a purchase; 

they want to ensure apparel will hold up over time (Abraham-Murali & Littrell, 1995). Previous 

literature has grouped fabric, fiber content, quality, warranty, fit, color, care, workmanship, and 

overall garment as important determinants of quality (Abraham-Murali & Littrell, 1995; 

Beaudoin, Moore, & Goldsmith, 1998). 



 

 13 

Appearance  

 Appearance is comprised of observable and compositional attributes (Abraham-Murali & 

Littrell, 1995). Appearance was found to be the most important factor in the purchase of casual 

apparel and dresses (Abraham-Murali & Littrell, 1995; Zhang et al., 2002). Previous literature 

has grouped fabric, color/pattern/texture, construction, and styling under the appearance 

construct (Abraham-Murali & Littrell, 1995). 

 

 Aesthetics  

 The aesthetics attribute construct consists of attributes related to the beauty of the product 

(Abraham-Murali & Littrell, 1995). The aesthetics attribute construct is pertinent to the 

perceived overall quality of the apparel product (Fiore & Damhorst, 1992). The aesthetics 

construct was identified as attributes that pertained to the surface of the apparel product and 

some layout aspects (Fiore & Damhorst, 1992). Previous research does not adequately explore 

visual fashion apparel attributes beyond the appearance construct. 

 

Functionality  

 Previous attribute research found eight attributes warmness, permeability, fabric 

softness, fabric thickness, fiber content, easy care, durability, and comfort within the 

functionality attribute construct (Zhang et al., 2002). The main focus of the functionality attribute 

construct was physical comfort of the apparel for the consumer. 

Researchers also have examined attributes of apparel relative to purchase intention and 

subsequent implications for retailers (Abraham-Murali & Littrell, 1995; Forsythe, 1991; 

Johnson, 1989; Norum, 2003). Few, if any, studies address visual apparel attributes in relation to 
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perceived copyright infringement. Identifying important visual apparel attributes is critical to aid 

potential copyright law. Based on the relevant literature, the following hypotheses were tested: 

Hypothesis 1: Attributes will affect perceived copyright infringement of knockoff fashion 
apparel. 

Hypothesis 1a: The quality attribute will positively affect perceived copyright 
infringement of knockoff fashion apparel. 

Hypothesis 1b: The appearance attribute will positively affect perceived copyright 
infringement of knockoff fashion apparel.  

Hypothesis 1c: The aesthetics attribute will positively affect perceived copyright 
infringement of knockoff fashion apparel.  

Hypothesis 1d: The functionality attribute will positively affect perceived 
copyright infringement of knockoff fashion apparel. 

Hypothesis 2: Attributes will affect purchase intention of knockoff fashion apparel. 

Hypothesis 2a: The quality attribute will negatively affect purchase intention of 
knockoff fashion apparel. 

Hypothesis 2b: The appearance attribute will positively affect purchase intention 
of knockoff fashion apparel. 

Hypothesis 2c: The aesthetics attribute will positively affect purchase intention of 
knockoff fashion apparel. 

Hypothesis 2d: The functionality attribute will positively affect purchase intention 
of knockoff fashion apparel. 

 

Perceived Risk  

Perceived risk is defined as the potential for a negative consequence of consumers’ 

decisions (Horton, 1976). Consumer behavior involves taking risks (Bauer, 1960) in terms of 

economic, performance, physical, psychological, social, and overall perceived risk (Jacoby & 

Kaplan, 1972).  
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Economic Risk 

 The economic or financial risk of purchasing apparel is the consumer’s uncertainty of the 

value of a product compared to the cost (O'Bannon, Feather, Vaan, & Dillard, 1988). Apparel 

products that are higher in price incur additional economic risk such as coats, suits, and dress 

shoes (Jacoby & Kaplan, 1972; Kwon, Paek, & Arzeni, 1991). Low priced products also carry 

economic risk considering the likelihood of product failure, replacement and other incurred 

expenses related to the failed product (Horne & Winakor, 1995).  

 

Performance Risk 

Performance risk is the chance that a purchased product will fail to meet the consumers’ 

expectations (O'Bannon et al., 1988). The importance of performance risk varies among cultures. 

In Chinese culture more than most others cultures, a product that fails to meet expectations may 

cause embarrassment, loss of face, and prestige (Jin & Kang, 2010). Performance risk also 

affects consumers’ purchase intentions of counterfeit products. Some consumers purchase 

counterfeit products based on lower prices than original designs, but consumers that do not 

purchase counterfeit goods cited quality and inferior products as determining factors (Ha & 

Lennon, 2006).  

 

Psychological Risk 

Psychological risk is the risk of purchasing products not aligned with a person’s self 

image (O'Bannon et al., 1988). An individual may experience stress and disappointment after 

purchasing a product related to psychological risk (Ko, Sung, & Yun, 2009). Counterfeit goods 
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are high psychological risk products and are avoided by consumers that desire products reflective 

of their self-image (Ha & Lennon, 2006).  

 

Social Risk 

Social risk is associated with peer evaluations of one’s purchases, especially products that 

convey a person’s image (Kwon et al., 1991). Consequently some consumers avoid purchasing 

fashion apparel that might diminish their image in the opinion of peers (O'Bannon et al., 1988). 

Counterfeit goods are susceptible to social risks depending upon attitudes of one’s peers toward 

such products and performance risk the goods are inferior to the original product (Ha & Lennon, 

2006). Social risk, especially affects those demographic groups that are susceptible to group 

conformity (Jin & Kang, 2010).  

 

 Overall Perceived Risk 

Overall perceived risk is the sum of all risks (O'Bannon et al., 1988). Counterfeit goods 

are viewed as having higher risk (Eastlick & Feinberg, 1995; Ha & Lennon, 2006; Kim & 

Lennon, 2000; Kwon et al., 1991; Park & Kim, 2007) (Table 3).  

Fashion apparel is inherently high-risk because it is easily seen by others; susceptible to a 

short life cycle; and associated with economic, social, and performance risks (Eastlick & 

Feinberg, 1995; Ha & Lennon, 2006; Kim & Lennon, 2000; Kwon et al., 1991). Counterfeit 

goods have a high overall risk because they are susceptible to social risks depending upon 

attitudes of one’s peers toward such products and performance risk the goods are inferior to the 

original product (Ha & Lennon, 2006).  

The relevant literature informs the following hypotheses: 
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Hypothesis 3: Risk dimensions will affect purchase intention of knockoff fashion apparel 
products. 

Hypothesis 3a:  Performance risk will negatively affect purchase intention of 
knockoff fashion apparel products. 

Hypothesis 3b: Social risk will positively affect purchase intention of knockoff 
fashion apparel products. 

Hypothesis 3c: Asset risk will negatively affect purchase intention of knockoff 
fashion apparel products. 

 The literature found that perceived risks (Eastlick & Feinberg, 1995; Ha & Lennon, 2006; 

Kwon et al., 1991; Wee et al., 1995), attitudes (Summers & Belleau, 2006), and ethical 

judgements (Ha & Lennon, 2006) affected purchase intention.  

The relevant literature informs the following hypothesis: 

Hypothesis 4: Perceived copyright infringement will negatively affect purchase intention 
of knockoff fashion apparel products. 
 
 
 

Conceptual Framework 

The primary purpose of this study was to identify prominent visual fashion apparel 

attributes that could determine perceived copyright infringement. A secondary purpose was to 

examine the relationships among fashion apparel attributes, perceived copyright infringement, 

perceived risk, and purchase intention. 

Specifically, the research objectives of this study were to: (1) identify underlying 

dimensions of fashion apparel attributes and perceived risks, (2) examine hypothesized 

relationships among fashion apparel attributes, perceived infringement, perceived risks, and 

purchase intention of knockoff fashion apparel and (3) determine perceived copyright 

infringement of fashion apparel in the visual stimuli (Figure 1).  
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Figure 1. Research model. 
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CHAPTER 3 

METHODOLOGY 

This chapter describes the methodology used in this study including descriptions of the 

samples, data collection procedures, problem statement, and hypotheses. The sequential 

exploratory mixed method approach used in this study is appropriate when examining a new 

construct or emergent theory and previous instruments are not available (Creswell, 2009). Figure 

2 provides an overview of the sample, data collection procedures and purposes for Study 1, 

Study 2 and Study 3.  

 
Figure 2. Methodology. 
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  The primary purpose of this study was to identify prominent visual fashion apparel 
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(1) identify underlying dimensions of fashion apparel attributes and perceived risks, (2) examine 

hypothesized relationships among fashion apparel attributes, perceived infringement, perceived 

risks, and purchase intention of knockoff fashion apparel and (3) determine perceived copyright 

infringement of fashion apparel in the visual stimuli. 

These relationships were hypothesized as follows: 

Hypothesis 1: Attributes will affect perceived copyright infringement of knockoff fashion 
apparel. 

Hypothesis 1a: Quality will positively affect perceived copyright infringement of 
knockoff fashion apparel. 

Hypothesis 1b: Appearance will positively affect perceived copyright 
infringement of knockoff fashion apparel.  

Hypothesis 1c: Aesthetics will positively affect perceived copyright infringement 
of knockoff fashion apparel.  

Hypothesis 1d: Functionality will positively affect perceived copyright 
infringement of knockoff fashion apparel.  

Hypothesis 2: Attributes will affect purchase intention of knockoff fashion apparel. 

Hypothesis 2a: Quality will negatively affect purchase intention of knockoff 
fashion apparel. 

Hypothesis 2b: Appearance will positively affect purchase intention of knockoff 
fashion apparel. 

Hypothesis 2c: Aesthetics will positively affect purchase intention of knockoff 
fashion apparel. 

Hypothesis 2d: Functionality will positively affect purchase intention of knockoff 
fashion apparel. 

Hypothesis 3: Risk dimensions will affect purchase intention of knockoff fashion apparel 
products. 

Hypothesis 3a:  Performance risk will negatively affect purchase intention of 
knockoff fashion apparel products. 

Hypothesis 3b: Social risk will positively affect purchase intention of knockoff 
fashion apparel products. 
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Hypothesis 3c: Asset risk will negatively affect purchase intention of knockoff 
fashion apparel products. 

Hypothesis 4: Perceived copyright infringement will negatively affect purchase intention 
of knockoff fashion apparel products. 

 
 

Study 1 

The purpose of Study 1 was to test the instrument, identify differences in observers and 

extra-ordinary observers, and to determine if further exploration was merited. The study utilized 

Qualtrics© software to develop the instrument. A link to the online instrument was distributed 

using social network sites Facebook© and Twitter©, email, and word of mouth for a period of 

three weeks. Participants were encouraged to distribute the instrument link to their peers to 

increase participation.  

 

Population and Sample 

A convenience sample (N = 218) using the snowball sampling method was used to collect 

data. Participants self–identified as ordinary or extra-ordinary observers. Copyright infringement 

court cases use the Gorham test, which employs ordinary observers. The validity of using 

ordinary observers in the Gorham test is acceptable, as it has been used in courtrooms for over 

one hundred years (Carani, 2009). It was important to have participants self-identify on the 

instrument whether they were ordinary observers or extra-ordinary observers, because there has 

been disagreement whether courts should continue to use ordinary observers over extra-ordinary 

observers because they are not able to determine small nuances between original works and 

alleged knockoffs (Kee, 2010). Of the 270 instruments completed, 218 (80.7%) were deemed 

usable. No incentive was provided for instrument completion.  
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Instrument Development 

The instrument contained four sections: Demographics, shopping involvement, attributes, 

and originality, similarity, and perceived infringement scales. In Section I, demographic 

information was elicited to establish a profile of participants in terms of gender, age, level of 

education, and retail/fashion industry experience.  Section II was a 5-point Likert-type 10-item 

shopping involvement scale created by Zaichkowsky (1985). 

 Section III included visual stimuli original fashion apparel images. The images were 

chosen from recent court cases filed, fashion industry websites, and fashion copyright law 

advocacy websites. Participants were asked to rank order attributes from a list that included: 

Color, shape, fabric/texture, print, and decorative elements. The attributes used in Study 1 were 

drawn from the literature and described as physical appearance of apparel products (Abraham-

Murali & Littrell, 1995). 

Section IV included images of alleged copies of the original designs along with the 

original fashion apparel images. The two images were placed side-by-side and participants  were 

asked to indicate perceived copyright infringement, originality, and similarity on a 5-point 

Likert-type scale. 

 

Study 2 

The purpose of Study 2 was to identify prominent fashion apparel attributes that could 

determine perceived copyright infringement.  

 

 Sample and Data Collection 

Institutional Review Board approval for the protection of human subjects was attained 
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prior to data collection. The purposive sample for Study 2 consisted of a panel of industry and 

academic experts with broad knowledge of fashion apparel attributes, apparel construction, and 

apparel terminology representing the retail/merchandising and design fields. Academicians in the 

merchandising and design areas identified industry experts. Purposive sampling is appropriate 

when expertise in the area is required (Creswell, 2009).  

A total of 23 industry merchandising and design experts were invited to participate in an 

online instrument through a personal email invitation that included a link to the instrument. The 

online instrument was created using Qualtrics© software. Data were collected over a 46-day 

period with a total of 15 experts completing the instrument for a 65.2% response rate. No 

incentive was provided, but a thank you email was sent to each expert invited to participate in the 

instrument. 

 

Instrument Development   

Section I of the instrument included three items. First, participants (n = 15) self-identified 

their area of expertise as merchandising (n = 11) or design (n = 4).  Next, without benefit of 

visual stimuli, participants identified and rank ordered five important fashion apparel attributes.  

Finally, participants indicated the degree to which they agreed that fashion apparel should be 

protected under copyright law using a 6-point Likert-type scale (1 = definitely yes to 6 = 

undecided). 

In Section II, participants viewed visual stimuli of ten pairs of fashion apparel. The first 

image of each pair was the original design, and the second image was an alleged knockoff 

fashion apparel product. After each pair of visual stimuli of fashion apparel, participants 

identified and rank ordered the five most important fashion apparel attributes.  Participants 



 

 24 

indicated the degree of perceived copyright infringement, originality, and similarity of each pair 

of visual stimuli of fashion apparel using a 5-point Likert-type scale (1 = very low to 5= very 

high). Finally, an open-ended item invited participants to provide additional comments regarding 

each pair of visual stimuli of fashion apparel.  

 

Study 3 

 The purpose of Study 3 was to identify pertinent fashion apparel attributes to indicate 

perceived copyright infringement and to determine how perceptions of copyright infringement 

affected consumers’ purchase intention.   

 

Sample and Data Collection 

 Institutional Review Board approval for the protection of human subjects was attained 

prior to data collection. The convenience sample (N = 175) was college students enrolled at a 

major public university in a metropolitan area of the Southwest United States. Students are 

frequent purchasers of counterfeit products (Cordell, Wongtada, & and Kieschnick, 1996; Kim, 

Cho, & Johnson, 2009; Kim & Karpova, 2009; Prendergast et al., 2002), and it was logical that 

students also would be frequent purchasers of knockoff products and, thus, an appropriate 

sample for this study. 

Data were collected during intact merchandising classes by a trained researcher using 

Microsoft Office PowerPoint® to present visual stimuli of fashion apparel. Participants were 

informed in writing that they must be at least 18 years old, completing the instrument indicated 

consent to participate, responses were anonymous, participation was voluntary and they could 

withdraw from the study at any time with no effect on course standing or course grade. An extra-
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credit incentive was offered to participants and an alternative extra-credit assignment was offered 

by the instructor for students that chose not to participate. Of the 177 instruments completed, 175 

were deemed useable.     

 

 Instrument Development 

The self-administered instrument included items to measure the importance of fashion 

apparel attributes, perceptions of copyright infringement, knockoff purchasing behavior, 

including intention to purchase copyright infringed fashion apparel. Demographic information 

also was elicited followed by an open-ended item that invited participants to make additional 

comments. 

Participants indicated the degree of importance of 18 fashion apparel attributes (e.g., 

characteristic of silhouette, color, fabric/material) on a 5-point Likert-type scale (1 = not 

important to 5 = very important). The list of attributes was determined based on results of Study 

1, Study 2, and existing scales (Abraham-Murali & Littrell, 1995; Beaudoin et al., 1998; Zhang 

et al., 2002).   

As participants identified the importance of fashion apparel attributes, PowerPoint® slides 

provided visual stimuli of original designs of 10 fashion apparel products. The slide for each 

image was presented for approximately 10 seconds, and the presentation culminated with a 

collage of all images.  

 In Section II, the image of an alleged knockoff product was included in the visual stimuli 

with the original design. Participants viewed the pair of visual stimuli of fashion apparel before 

indicating the degree to which they perceived copyright infringement.  Each pair of images was 

presented to participants for approximately thirty seconds. Items on the instrument were 
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numbered with a brief description that corresponded with images on the PowerPoint® slides. 

Participants responded using 5-point Likert-type scales (1 = not copyright infringement to 5 = 

copyright infringement).   

The three scales measured importance of fashion apparel attributes, perceived copyright 

infringement, and knockoff purchasing behavior. The scales were deemed acceptable for fashion 

apparel attributes (α = .73), perceived copyright infringement (α = .78) and knockoff fashion 

apparel purchasing behavior (α = .67).   

Eleven of the 12 items on the knockoff purchasing behavior scale were drawn and 

modified based on existing scales in the literature (Ha & Lennon, 2006; Kim, Pookulangara, & 

Crutsinger, 2002; Robinson & Doss, 2011). Additionally, a single item measured participants 

intention for future products,  “If apparel becomes protected by copyright, I would purchase an 

infringing product in the future.” The scale also measured participants’ propensity to purchase 

knockoff apparel products, degree to which peer groups purchase knockoff apparel products, and 

available assets for apparel purchases.  

Items included statements such as, “Knockoff apparel quality is usually poor,” “I have 

adequate money to shop for apparel products.” and “I have knowingly purchased a knockoff 

product in the past.” Items were measured using a 5-point Likert-type scale (1 = strongly 

disagree to 5 = strongly agree).   

 Demographic information elicited included age, gender, and apparel expenditures during 

the last six months, and fashion industry experience. Finally, an open-ended question invited 

participants to include comments related to knockoff fashion apparel products.  



 

 27 

Construct Validity and Reliability 

Study 1 informed subsequent instruments using visual stimuli mean scores for perceived 

copyright infringement (M = 2.52 to M = 3.82) originality, (M = 2.35 to M = 3.11) and similarity 

(M = 2.64 to M = 4.59). Visual stimuli of fashion apparel were obtained from infringement cases, 

fashion industry websites, and apparel copyright advocacy websites. Reliability of the constructs 

was tested using Cronbach’s alpha. The instrument included three scales: Attributes (α = .73), 

perceived copyright infringement (α = .78), and knockoff fashion apparel purchase behavior (α = 

.67), which were deemed acceptable. 

 

Underlying Assumptions and Limitation of Methodology 

It is assumed that all participants in these studies responded truthfully. A limitation of 

Study 2 was the small number of participants. A convenience sample is a limitation (Creswell, 

2009) of Study 3, and results of the study should not be generalized to all purchasers and non-

purchasers of knockoff fashion apparel.  

Other limitations include the selection of visual stimuli of fashion apparel for the study 

and participants’ understanding of the nuances between visual stimuli of fashion apparel that 

could affect results. For future studies, the use of actual apparel is recommended to avoid the 

limitations of visual stimuli, and possible bias.  
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CHAPTER 4  

RESULTS 

 This sequential exploratory mixed method approach included three phases: Study 1, 

Study 2, and Study 3. This chapter describes the samples, data collection, and reports results of 

the three studies.  

 

Study 1 

 The purpose of Study 1 was to test the instrument, identify differences in observers and 

extra-ordinary observers, and to determine if further exploration was merited.  An online survey 

was developed to validate the visual stimuli of fashion apparel among ordinary and extraordinary 

observers.  

 

 Sample and Data Collection 

Study 1 utilized Qualtrics© software to create the online instrument. A snowball sampling 

method was used to invite participation in the study. A link to the online instrument was 

distributed using social network sites Facebook© and Twitter©, email, and word of mouth for a 

period of three weeks. Participants were encouraged to distribute the instrument link to their 

peers to increase participation. Of the 270 instruments, 218 (80.7%) were deemed usable.  

 

Data Analysis 

 Data from Study 1 was analyzed using Statistical Package for Social Science™ (SPSS™) 

version 19.0 software. More females (84.8%) than males (14.3%) participated in the study, and 

most participants were ages 25-34 years (61%) followed by those ages 18-24 years (32%), and 
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35-64 years (7%). A majority of participants had completed a bachelor’s degree (54%) followed 

by those completing a master’s degree or higher (21%), high school diploma (15%), and 

associate’s degree (10%). The sample was evenly distributed between ordinary observers (49%) 

and extra-ordinary observers (51%). Areas of employment for extra-ordinary observers were 

retail sales (56%), visual merchandising (12%), management (10%), styling (9%), design (5%), 

buying (5%), wholesale (.5%), and allocation (.5%) (Table 4). 

Shape (M = 2.35) was identified as the most important attribute based on mean scores, 

followed by fabric/texture (M = 2.77), color (M = 2.92), decorative elements (M = 3.16), and 

print (M = 3.80) (Table 5).  

Visual stimuli were measured according to perceived copyright infringement, originality 

and similarity. Participants indicated high perceived copyright infringement for two visual 

stimuli: Image 8: Black and white shoe (M = 3.82) followed by Image 4: Biker book (M = 3.81) 

and medium perceived copyright infringement Image 7: Black and white dress (M = 3.48), Image 

5: Rosette bag (M = 3.38), and Image 6: Strapless dress (M = 3.38) (Table 6).  

All of the visual stimuli were perceived as having a medium degree of originality (Table 

7). Participants indicated: Image 10: Black shoe (M = 3.11), Image 6: Strapless dress (M = 2.89), 

Image 8: Black and white shoe (M = 2.89), Image 7: Black and white dress (M = 2.86), and 

Image 5: Rosette bag (M = 2.83) possessed the highest perceived originality means. 

 Eight of the ten pairs of visual stimuli were perceived as having a high degree of 

similarity. Participants indicated: Image 4: Biker boot (M = 4.59), Image 8: Black and white shoe 

(M = 4.32), Image 2: Leopard dress (M = 4.25), Image 7: Black and white dress (M = 4.17), and 

Image 6: Strapless dress (M = 4.07) possessed the highest perceived similarity means (Table 8).  
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Pearson’s correlation analysis suggested no significant correlation between ordinary 

observers’ and extra-ordinary observers’ perceptions of copyright infringement, similarity, and 

originality (Table 9). Perceived copyright infringement was positively correlated (p < .01) to 

perceived originality and similarity of visual stimuli. 

 

Study 2  

The primary objective of Study 2 was to identify prominent fashion apparel attributes and 

to validate visual stimuli of fashion apparel products.     

 

Sample and Data Collection 

 The purposive sample consisted of a panel of experts in the areas of apparel 

merchandising and design. Professionals with industry experience in these areas were invited to 

participate on the panel through email invitation.  A website link to the instrument and the 

researcher’s contact information were provided to each participant. Emails were sent to 23 

experts, resulting in 15 useable instruments for a 65.25% participation rate. Participants included 

11 merchandising experts (73.3%) and 4 design experts (26.7%). 

 

Data Analysis 

 Data analysis consisted of qualitative content analysis and frequencies, using Microsoft 

Office Excel®. Participants indicated the degree to which they agreed that fashion apparel 

products should be protected under copyright law. Most participants responded by indicating: 

Probably yes (40%), followed by probably not (26.7%), maybe (20.0%), and definitely yes 
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(13.3%).  No participants indicated strong negative or undecided attitudes towards apparel 

copyright laws (Table 10).  

In an open-ended format, participants identified and rank ordered five prominent 

characteristics of apparel. Responses were coded into categories of apparel attributes using the 

same word or word derivative. For example, fabric, fabrication, material, and specific fabrics 

being used in the stimulus was all categorized as, fabric. The 13 categories identified were: 

Silhouette, characteristics of silhouette, trimmings, color, fabric/material, print, design details, 

fit, quality, target customer, brand, price, and other.   

Frequencies indicated the importance of each fashion apparel attribute. Before viewing 

visual stimuli of fashion apparel, participants indicated that brand was the most important 

apparel attribute, followed by silhouette, trimmings, fabric/material, color, print, quality, other, 

characteristics of silhouette, and fit (Table 11). 

Participants determined prominent visual apparel attributes before and after viewing 

visual stimuli of fashion apparel products. After viewing the visual stimuli of fashion apparel 

products, participants reported that the five most important attributes were: Silhouette, 

characteristics of silhouette, color, trimmings, and fabric/material (Table 12). Visual stimuli 

influenced participants’ rank ordering of apparel attributes (Table 13). Brand and fabric/material 

were eliminated from the five most important fashion apparel attributes and replaced with 

characteristics of silhouette and print. Three of the ten visual stimuli of fashion apparel contained 

print images. Visual stimuli that indicated a fashion apparel image using a printed textile or 

material ranked print as the most important attribute. 

Two of the ten pairs of visual stimuli were perceived as copyright infringement at a high 

level: Image 4: Biker boot (M = 4.33) and Image 7: Ruffle dress (M = 3.87); one pair of visual 
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stimuli was perceived as having a low level of copyright infringement: Image 9: Black shoe (M = 

2.07). All other pairs of visual stimuli were perceived as having a medium level of copyright 

infringement (Table 14).  

One pair of visual stimuli, Image 1: Feather dress, was identified as having a high level of 

originality (M= 3.79); two pairs of visual stimuli were perceived as low originality: Image 6: 

Stripe shirt (M = 2.27) and Image 3: Blue dress (M = 2.20) (Table 15). 

 Five of the 10 pair of visual stimuli were perceived as having a high level of similarity: 

Image 4: Biker boot (M = 4.60), Image 6: Stripe shirt (M = 4.47), Image 7: Ruffle dress (M = 

4.33), Image 1: Feather dress (M = 3.93), and Image 5: Rosette bag (M = 3.93); the remaining 

pairs of visual stimuli were perceived as medium similarity (Table 16). 

 

Study 3  

Visual stimuli of fashion apparel remained consistent in Study 2 and Study 3. Paper 

instruments were administered in resident merchandising classes by a trained researcher. The 

Section I and Section II of the instrument were administered in conjunction with a Microsoft 

Office PowerPoint®. Of the 177 instruments collected, 175 were deemed useable. 

 

Sample and Data Collection 

The convenience sample (N = 175) was drawn from students enrolled in undergraduate 

merchandising courses at a major southwestern university in a metropolitan area. Participants 

included both female (90%) and male (10%) students and most were ages 18-24 years (89%) 

followed by those 25-35 years (10%), and 36-45 years (0.6%).  
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The majority of participants (72%) reported having work experience within the fashion 

industry, while the remainder of participants (28%) cited no experience in the fashion industry 

(Table 17). 

 

Data Analysis 

 Data were examined using reliability, descriptive statistics, factor analysis, and multiple 

regression analyses using SPSS™ version 19.0 software. The attribute construct was found 

reliable (α = .73). Table 18 presents the apparel attributes relative to their importance. 

Underlying dimensions of the 18-item attribute scale were determined using principal component 

analysis with varimax rotation and Kaiser normalization. Five items: Comfort, country of origin, 

design details, and silhouette were deleted due to cross loadings. The originality attribute was 

removed due to a low factor loading. A minimum eigenvalue of 1.0 was used and resulted in four 

factors that explained 58.27% of the total variance (Table 19). Factor analysis items may either 

be positive or negative, with items closest to 1 and -1 having the highest colinearity (DeCoster, 

1998)  

Four underlying dimensions of apparel attributes were indentified and labeled: Quality, 

Appearance, Aesthetics, and Functionality. Quality (α = .72) consisted of the four attributes of 

fabric/material, durability, fiber content, and quality and explained 18.11% of the variance. 

Appearance (α = .66) included the four attributes of size, fit, characteristics of silhouette, and 

color and explained 16.21% of the variance. The Aesthetics factor (α = .530) consisted of the two 

attributes of embellishment and print, which accounted for 12.34% of the variance. Finally, the 

Functionality factor (α = .46) included the three attributes of brand, ease of care, and price and 

explained 11.61% of the variance. 
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 Visual stimuli that suggested a high level of perceived copyright infringement were 

Image 7: Biker boot (M = 4.13), Image 1: Stripe shirt (M =3.99), Image 3: Feather dress (M = 

3.82), and Image 8: Rosette bag (M = 3.76). Visual stimuli that suggested a low level of 

perceived copyright infringement were Image 10: Ruffle dress (M = 2.91), Image 6: Blue dress 

(M = 2.60), and Image 4: Black shoe (M = 2.13) (Table 20).  

 

Hypothesis 1 

Multiple regression analysis was conducted to test Hypothesis 1: Attributes will affect 

perceived infringement of knockoff fashion apparel. The four attribute factors of Quality, 

Appearance, Aesthetics, and Functionality served as independent variables with Perceived 

Copyright Infringement as the dependent variable. Perceived copyright infringement was 

recoded as a new variable into three categories: Low (1 – 2.33), medium (2.34 – 3.67), and high 

(3.68 – 5) and used as the dependent variable. The multiple regression model with all four 

predictors was R2 = .043; F (4, 162) = 1.80; p = .132 and thus did not significantly explain 

fashion apparel attributes as indicators of copyright infringement. Only Quality (β = .165, p = 

.033) significantly affected perceived copyright infringement. Appearance (β = .022, p = .777), 

Aesthetics (β = .076, p = .321) and Functionality (β = -.095, p = .221) were not significant. Thus 

H1a was supported, and H1b, H1c, and H1d were not supported (Table 21). 

 

Hypothesis 2 

Multiple regression analysis was conducted to test Hypothesis 2: Attributes will affect 

purchase intention of knockoff fashion apparel. The four attribute factors of Quality, 

Appearance, Aesthetics, and Functionality served as independent variables with Purchase 
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Intention of knockoffs apparel products as the dependent variable. The multiple regression model 

with all four predictors explained the effect of fashion apparel attributes on purchase intention of 

knockoff fashion apparel (R2 = .118; F (4, 162) = 5.43; p < .000).  

 Quality (β = -.305, p < .000) significantly affected purchase intention of knockoff fashion 

apparel. Appearance (β = -.136, p = .068), Aesthetics (β = -.001, p = .993), and Functionality (β 

= .081, p = .271) did not significantly affect purchase intention of knockoff fashion apparel 

(Table 22). Thus H2a was supported, but H2b, H2c, and H2c were not supported. 

Underlying dimensions of the 7-item perceived risk scale were determined using 

principal component analysis extraction with varimax rotation and Kaiser normalization. All 

items were retained. A minimum eigenvalue of 1.0 was used and resulted in three factors 

explaining 67.34% of the total variance (Table 23).  

Three underlying dimensions of perceived risk emerged and labeled: Performance Risk, 

Social Risk, and Asset Risk. Performance Risk (α = .81) consisted of two items, durability and 

quality, and explained 27.76% of the variance. Social Risk (α = .55) included the three items of 

price, peer purchase, and peer influence and explained 22.10% of the variance. The Asset Risk 

factor (α = .58) was comprised of two items, time and economic, which accounted for 17.48% of 

the variance. 

The 5-item purchase intention of knockoff fashion apparel scale was subjected to 

principal component analysis with varimax rotation and Kaiser normalization to determine any 

underlying dimensions using a minimum eigenvalue of 1.0. Analysis revealed that purchase 

intention of knockoff fashion apparel was uni-dimensional and explained 57.70% of the total 

variance (Table 24). Purchase Intention of knockoff fashion apparel (α = .80) consisted of the 
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five items: Product search, future purchase, knowingly making past purchases, intention to 

purchase infringing products, and unknowingly making past purchases.  

 

Hypothesis 3 

Multiple regression analysis was conducted to test Hypothesis 3: Risk dimensions will 

affect purchase intention of knockoff fashion apparel products. The three risk dimensions, 

Performance Risk, Social Risk, and Asset Risk served as independent variables and Purchase 

Intention of knockoff fashion apparel was employed as the dependent variable. The multiple 

regression model with all three predictors significantly explained perceived risk associated with 

purchase intention of knockoff fashion apparel  (R2 = .493; F (3, 168) = 54.52; p = .000).  

 Performance risk (β = -.211, p = .000) and Asset Risk (β = -.179, p < .001) negatively 

affected Purchase Intention of knockoff fashion apparel, and Social risk (β = .646, p = .000) 

positively affected Purchase Intention of knockoff fashion apparel (Table 25). Thus, H3a, H3b, 

and H3c were all supported.  

Pearson’s correlation analysis was completed to observe the relationships between 

Purchase Intention of knockoff fashion apparel and Perceived Risks. Future purchase intention 

(M = 2.62, SD = 1.36) was negatively correlated to Performance Risk (p < .01), positively 

correlated to Social Risk (p < .01), and negatively correlated to money (p < .01), an item loading 

on the Asset Risk factor. Purchase Intention of a copyright protected apparel product (M = 2.38, 

SD = 1.17) was negatively correlated to quality (p < .01), a Performance Risk factor item, 

positively correlated to peers and prices (p < .01), two Social Risk factor items, and negatively 

correlated to money (p < .01), an Asset Risk factor item. Knowingly purchased a knockoff 

fashion apparel product (M = 3.08, SD = 1.56) was positively correlated to prices and peers (p < 
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.01), two Social Risk items, and negatively correlated to money (p < .05), an Asset Risk item. 

Unknowingly purchased a knockoff fashion apparel product (M = 3.11, SD = 1.50) was 

positively correlated to Social Risk (p < .05) and negatively correlated to money (p < .01), an 

Asset Risk item. Seeking out and purchasing a knockoff fashion apparel product (M = 2.13, SD 

= 1.25) was negatively correlated to Performance Risk (p < .01), positively correlated to Social 

Risk (p < .05), and money (p < .01), an Asset Risk item (Table 26).  

 

Hypothesis 4 

 Regression analysis was conducted to test Hypothesis 4: Perceived copyright 

infringement will negatively affect purchase intention of knockoff fashion apparel products. The 

regression model did not significantly explain the effect of Perceived Copyright Infringement on 

Purchase Intention of knockoff fashion apparel (R2 = .007; F (1, 171) = 1.16; p > .005) and 

Hypothesis 4 was not supported.  

Finally, an open-ended item invited additional comments related to knockoff fashion 

apparel. Responses were categorized according to emerging themes (n = 44). Descriptive 

statistics were determined using Excel® software (see Table 27). The most important themes 

were: Purchase motivation based on lower prices (20.45%), apparel designers need protection 

from knockoffs (15.91%), unknowingly purchased knockoff apparel (13.64%), negative attitude 

towards purchasers of knockoff apparel (9.09%), would not purchase knockoff apparel if it were 

illegal (6.82%), and apparel copyright laws will hurt the fashion industry (6.82%).  
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CHAPTER 5  

DISCUSSION AND IMPLICATIONS 

 Twelve hypotheses were tested and five hypotheses: H1a, H2a, H3a, H3b, and H3c were 

supported. Six hypotheses: H1b, H1c, H1d, H2b, H2c, H2d, and H4 were not supported.  

 

Fashion Apparel Attributes 

 This study investigated the importance of prominent visual fashion apparel attributes in 

original designs that could be used to determine copyright infringement of knockoff products. 

The effect of fashion apparel attributes was delineated in terms of Quality, Appearance, 

Aesthetics on perceived copyright infringement and purchase intention of knockoff fashion 

apparel products. Previous literature classified apparel attributes as: Physical appearance, 

physical performance, expressive, extrinsic (Abraham-Murali & Littrell, 1995) function, 

symbolism, and price (Zhang et al., 2002). This research invesitgatged visual apparel attributes, 

but unlike previous studies (Abraham-Murali & Littrell, 1995; Zhang et al., 2002), the aesthetics 

factor emerged,thus expanding the body of knowledge.  

Twelve of 18 identified fashion apparel attributes ranked as highly important (i.e., fit, 

size, price, quality, characteristics of silhouette, silhouette, color, durability, design details, 

originality, fabric/material, and comfort). Of these attributes, fit is the most important lending 

support to findings of previous studies (Zhang et al., 2002; Beaudoin et al., 1998). 

In Study 3, it was important to determine the level of perceived copyright infringement 

for visual stimuli of fashion apparel to further determine how apparel attributes affect perceived 

copyright infringement.   
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Fashion Apparel Attributes and Perceived Infringement 

  Of the four hypothesized relationships, one supports a positive relationship between 

quality and perceived copyright infringement of knockoff fashion apparel. The importance of 

quality positively affects perceived copyright infringement of knockoff fashion apparel 

suggesting consumers that place high importance on fabric/material, durability, fiber content, and 

quality are more likely to perceive copyright infringement in knockoff fashion apparel. This 

finding is further supported by open-ended comments such as “Everyone knows it’s a knockoff,”  

“It’s worth it to purchase an original,” and “Save up and wait, people can tell when it’s a 

knockoff.”  Based on these results, it can be inferred that consumers with a discerning eye for 

quality will perceive copyright infringement based their own negative attitudes and those of their 

peers towards knockoff fashion apparel. Implications for designers and retailers suggest that 

quality fabric/materials should be used to create durable apparel products that fast fashion 

retailers will not be able to duplicate at a lower price.    

Appearance, aesthetics, and functionality did not affect perceived copyright infringement. 

Quality is the only attribute that affects perceived copyright infringement in this study. However, 

it is unlikely that quality alone could help determine perceived copyright infringement. Knockoff 

apparel products use inferior materials and construction to offer their products at a lower price to 

consumers (Anonymous, 2010; Ha & Lennon, 2006). It is unlikely that knockoff apparel 

products would use the same materials and construction of original products so it would be 

difficult to prove copyright infringement based on quality.  

 

Fashion Apparel Attributes and Purchase Intention 

The importance of quality negatively affects purchase intention of knockoff fashion 
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apparel. Consumers that place high importance on fabric/material, durability, fiber content, and 

quality are significantly less likely to purchase knockoff fashion apparel. Knockoff fashion 

apparel is perceived as being lower in quality and that quality apparel is worth the higher price.  

Even though participants realized that knockoff fashion apparel is lower in quality, many 

are willing to forgo quality for the lower prices. Despite the lack of durability, the low prices of 

knockoff fashion apparel continue to attract some consumers (Cline, 2012). 

 

Perceived Risks  

The effect of perceived risks was delineated in terms of performance, social, and asset 

risk dimensions.  

 

Fashion Apparel Attributes and Perceived Risks 

Results of this study suggest that the potential for social, performance and asset risks 

when purchasing knockoff fashion apparel can impact purchase intention of knockoff fashion 

apparel.  

Performance risk negatively affects purchase intention of knockoff fashion apparel 

products. Participants that indicated knockoff fashion apparel products were lower in quality and 

durability were significantly less likely to purchase knockoff fashion apparel products. 

Participants indicated knockoff fashion apparel a greater performance risk due to lesser quality 

materials. 

Participants made comments such as: “The product usually looks cheap…” and “People 

need to start buying things of quality, not quantity.” It can be inferred, that consumers that 

consider knockoff fashion apparel, as low quality will have negative attitudes towards knockoffs 
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and are less likely to purchase knockoff apparel in the future. Designers whose products are the 

targets of knockoff fashion apparel products should communicate the pleasure derived from the 

owning “the real thing” in terms of quality fabrics, trimmings, findings, workmanship and 

aesthetics. Touting the quality and durability of a design could also appeal to consumers who are 

beginning to abandon so-called fast fashion.  Increasingly consumers are discovering “slow 

fashion” that adheres to sustainable and ethical practices in apparel production and consumption. 

Designers of fashion apparel can use their celebrity to attract consumers to their websites using 

video and social media to convey the value of original designs. Establishing a dialogue with 

consumers can engender loyalty over a lifetime. 

Conversely, retailers offering knockoff fashion products should appeal to consumers who 

desire the designer looks worn by celebrities, but for whom quality is unimportant or 

unattainable. This appeal could be effective, especially for young consumers that are more likely 

to follow not only trends, but also fads.   

 Young consumers are especially affected by the social risk associated with the purchase 

of knockoff fashion apparel products. Purchase intention increased as peer groups’ purchases of 

knockoff fashion apparel and peer influence increased. Other researchers indicate that students 

are frequent purchasers of counterfeit products, which is illegal (Cordell et al., 1996; Kim et al., 

2009; Kim & Karpova, 2009; Prendergast et al., 2002). Knockoff apparel products are not illegal 

in the United States, so it is not surprising that knockoff purchasing is prevalent amoung 

participants in this study.  

 Participants that cited inadequate time and money to shop were significantly more likely 

to purchase knockoff fashion apparel products than were those with more resources and supports 

findings of an earlier study (Mannes, 2012). Among comments that offer additional insight were:  
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“I can’t afford to buy the real thing,” “knockoffs are appealing because of the price aspect” and 

“knockoffs were made for those who can’t afford the real thing.”  It is not surprising that price is 

the driving factor for purchasing knockoff fashion apparel.  

 

Perceived Copyright Infringement and Purchase Intention  

 Perceived copyright infringement did not significantly affect the purchase intention of 

knockoff fashion apparel products. Participants’ comments reported that: “If copyright laws 

prohibited the sale of, I would not buy,” “if laws came into effect I would not continue to 

purchase knockoffs,” and “I do not think a knockoff is wrong but counterfeit is.” Thus, it can be 

inferred that consumers will continue to purchase knockoff fashion apparel as long as it is legal 

and widely available and that protection of fashion apparel under copyright law is needed to 

diminish the adverse effectss of knockoffs.  

Using the Gorham test to determine copyright infringement in court cases, ordinary 

observers have helped determine copyright infringement for more than 100 years, but the 

practice is controversial.  Findings of this study indicate there is no difference in ordinary and 

extra-ordinary observers and thus extends the copyright infringement literature. 

 Retailers that support apparel copyright could create advertising campaigns that highlight 

the amount of creative work that goes into producing an apparel product and emphasize the 

negative impact of knockoff fashion apparel. The negative impact could include, but not limited 

to: Outsourcing of labor and materials, poor working and pay conditions of garment workers, and 

damage to the environment and natural resources (Cline, 2012). 
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Limitations and Future Research 

 The exploratory nature of this study poses inherent limitations. The small sample size in 

Study 2 and the convenience sample in Study 3 must be considered as limitations (Creswell, 

2009). Thus, caution should be used in drawing conclusions based on this study. Other 

limitations include the selection of visual stimuli of fashion apparel for the study and 

participants’ understanding of the nuances between visual stimuli of fashion apparel that could 

affect results. To mitigate these limitations in future studies, the use of actual apparel is 

suggested. The ability to touch and closely view knockoff fashion apparel along with original 

products could impact results.  

Further research is needed to identify additional variables that affect perceived copyright 

infringement. An intriguing study would be an investigation of the basis for successful copyright 

litigation in countries where fashion designs are protected under copyright law. 
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Table 1  
 
Protection of Intellectual Property 
 

Protection to Apparel Examples 
Copyright  Not Available Not Available 

Trademark 
Limited; only certain aspects of 
apparel (logos, prints, and 
identifying characteristics) 

Counterfeit products that include logos 

Trade dress Limited; must prove a likelihood 
of confusion 

Gucci accused Guess of using several 
identifying elements including the 
monogram logo and red and green stripe to 
market Guess shoes 

Design patents 

Limited; only available to 
decorative portions of apparel and 
must prove that designs are new 
and not preexisting 

Lululemon accused Calvin Klein of using a 
patented waist band found on yoga pants 

 
 
Table 2  
 
Attributes 
 

Name (year) Key words Purpose 
Abraham-Murali & 
Littrell, (1995) 

Physical appearance, physical performance, 
expressive, and extrinsic 

Compose and organize a list of 
attributes and implications to retailers 

Beaudoin, Moore, 
& Goldsmith 
(1998) 

Good fit, durability, ease of care, good 
price, comfort, quality, choice of color, 
attractiveness,fashionableness, brand name, 
appropriateness for occasion, and choice of 
styles 

Attitudes of domestic and foreign 
apparel amoung fashion leaders and 
followers 

Forsythe (1991) Not available 
Explored the effects of characteristics 
and brand names on consumers 
perceptions of price and quality 

Johnson (1989) 

Want/desire, size, remote control, luxury, 
pleasure, use with others, enjoyment, 
picture quality, brand name, status, 
looks/appearance, recommendation, 
frequency of use, essential, necessity, 
warranty, durability, reliability, value, and 
entertainment 

Develop a heirarchy for television 
attributes 

Norum (2003) Style, sleeve length, neckline, color/pattern, 
brand, and country of origin 

Compared brand named and private 
label products based on attributes and 
price 

Zhang, Li, Gong, 
and Wu (2002) 

Fit, comfort, style, color, workmanship, 
price, permeability, fabric softness, 
trendiness, durability, easy care, brand, fiber 
content, warmness, and fabric thickness 

Identified and explored the importance 
of apparel attributes for Chinese casual 
wear consumers 
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Table 3  
 
Perceived Risks 
 

Name (year) Key words Purpose 

Eastlick & 
Feinberg (1995) 

Catalog retailers, perceived 
social/economic risk, attitudes, and 
purchase intention 

Examined how both perceived 
social and economic risk affect 
purchase intention of catalog 
retailers 

Fincham & 
Minshall (1995) 

Risk propensity, attitudes toward 
change, and rural retailers 

Measured the risk propensity and 
attitudes of consumers in 
conjunction with change in small 
independent retailers. 

Ha & Lennon 
(2006) 

Ethical decision making, perceived risk, 
purchase intention, and counterfeit 
products 

Investigated the affects of 
perceived risk and ethical decision-
making on the purchase intention of 
counterfeit products. 

Halepete, Littrell, 
& Park (2009) 

Consumer involvement, fair trade, 
personalization, uniqueness, perceived 
risk, body size, and purchase intention 

Explored how consumers are 
affected by involvement, 
uniqueness, perceived risk for fair 
trade apparel. 

Horne & Winakor 
(1995) Perceived risks, gift giving, and clothing 

Observed how perceived risk 
affected gift giving between 
husbands and wives. 

Kim & Lennon 
(2000) 

Perceived risk, purchase intention, and 
television shopping 

Explored the level of risk and 
purchase intention of television 
shopping channels. 

Ko, Sung, & Yun 
(2009) 

Perceived attributes of innovation, 
perceived risks, smart clothing, and 
purchase intention 

Observe perceived risks and 
attributes of smart clothing 
purchase intention. 

Kwon, Paek, & 
Arzeni (1991) 

Catalog and non-catalog shoppers, 
shopping orientations, and perceived 
risk 

To investigate how risk perception 
affects purchase intention of 
catalog and non-catalog shoppers. 

O’Bannon, 
Feather, Vann, & 
Dillard (1988) 

Perceived risk, wheelchair-bound 
consumers, and apparel purchasing 

Investigate different types of risk 
and how those risks affect disabled 
consumers. 

Park & Kim 
(2007) 

Consumption delay, perceived time risk, 
attitudes, and purchase intention 

Researched how consumption 
delay, perceived time risk, and 
attitudes affected purchase intention 
of Internet shopping. 
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Table 4  
 
Demographics (N = 217): Study 1 
 

Variable n % 

Sex 
Male 31 14.3% 
Female 184 84.8% 

Age 
18-24 70 32.3% 
25-34 132 60.8% 
35-54 15 6.9% 

Ordinary Observer 
Yes 107 49.3% 
No 110 50.7% 

Education 

High School Diploma 22 10.1% 

Associate’s Degree 32 14.7% 

Bachelor’s Degree 116 53.7% 

Master’s Degree + 46 21.3% 
 
 
Table 5  
 
Attribute Means: Study 1 
 

Attribute M SD 

Shape 2.35 0.50 
Fabric/Texture 2.77 0.51 
Color 2.92 0.60 
Decorative Elements 3.16 0.63 
Print 3.80 0.35 
Note. 5-point Likert-type scale (1 = most important to 5 = least important).  
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Table 6  
 
Perceived Infringement of Visual Stimuli: Study 1 
 

Perceived copyright infringement M SD 

High 
Image 8: Black and white shoe 3.82 1.30 

Image 4: Biker boot  3.81 1.39 

Medium 

Image 7: Black and white dress 3.48 1.38 

Image 5: Rosette bag 3.38 1.39 

Image 6: Strapless dress 3.38 1.40 

Image 5: Rosette bag 3.38 1.39 

Image 2: Leopard dress 3.26 1.47 

Image 1: Stripe/floral dress/shirt 3.25 1.34 

Image 9: Yellow jumper 3.23 1.39 

Image 10: Black shoe 2.52 1.34 
Note. 5-point Likert-type scale (1 = not copyright to 5 = copyright).  
 
 

Table 7  
 
Perceived Originality of Visual Stimuli – All Medium: Study 1 
 

 Perceived Originality M SD 

Medium 

Image 10: Black shoe 3.11 1.23 

Image 6: Strapless dress 2.89 1.40 

Image 8: Black and white shoe 2.89 1.51 

Image 7: Black and white dress 2.86 1.38 

Image 5: Rosette bag 2.83 1.39 
Image 1: Stripe/floral dress/shirt 2.80 1.46 

Image 3: Blue dress 2.79 1.15 

Image 9: Yellow jumper 2.63 1.31 
Image 4: Biker boot 2.61 1.56 

Image 2: Leopard dress 2.35 1.26 

Note. 5-point Likert-type scale (1 = not original to 5 = original). 
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Table 8 
 
Perceived Similarity of Visual Stimuli: Study 1 
 

Perceived Similarity M SD 

High 

Image 4: Biker boot 4.59 0.78 

Image 8: Black and white shoe 4.32 0.92 

Image 2: Leopard dress 4.25 0.91 
Image 7: Black and white dress 4.17 0.95 

Image 6: Strapless dress 4.07 1.03 

Image 1: Stripe/floral dress/shirt 4.03 1.05 
Image 9: Yellow jumper 3.94 1.01 

Image 5: Rosette bag 3.92 0.98 

Medium 
Image 3: Blue dress 3.26 1.10 

Image 10: Black shoe 2.64 1.13 
Note. 5-point Likert-type scale (1 = not similar to 5 = similar). 
 
 
 
Table 9  
 
Correlation Analysis of Ordinary and Extra-Ordinary Observers and Copyright, Originality, and 
Similarity: Study 1 
 

Variable 1 2 3 4 

Ordinary/Extra-Ordinary Observer -    
Perceived Copyright Infringement  -.035 -   
Perceived Originality -.018 .258** -  
Perceived Similarity .070 .474** -.117 - 
M 1.49 3.28 2.78 3.92 
SD .501 1.004 1.025 .586 
Note. ** Correlation is significant at the 0.01 level (2-tailed). 
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Table 10  
 
Apparel Copyright Attitudes: Study 2 
 

Variable n % 

Definitely Yes 2 13.3% 

Probably Yes 6 40.0% 

Maybe 3 20.0% 

Probably Not 4 26.7% 

Definitely Not 0 0.0% 

Undecided 0 0.0% 

 Note. Mean apparel copyright score = 2.6. 
 
 
Table 11  
 
Identified Apparel Attributes: Study 2 
 

Attribute f 
n 

f 
% 

Brand 14 25.9 
Silhouette 9 16.7 
Trimmings 8 14.8 
Fabric/Material 7 13.0 
Color 6 11.1 
Print 3 5.6 
Quality 3 5.6 
Miscellaneous 2 3.7 
Characteristics of Silhouette 1 1.9 
Fit 1 1.9 
Note. (N = 17). 
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Table 12  
 
Visual Stimuli of Fashion Apparel Identified Apparel Attributes: Study 2 
 

Attribute f 
n 

f 
% 

Silhouette 96 18.5 
Characteristics of Silhouette 87 16.8 
Color  64 12.3 
Trimmings 59 11.4 
Fabric/Material 53 10.2 
Print 39 7.5 
Design Details 36 6.9 
Miscellaneous 30 5.8 
Fit 19 3.7 
Brand 18 3.5 
Quality 12 2.3 
Target Customer 5 1.0 
Price 1 0.2 
Note. (N = 17); Results based on ten visual stimuli. 

 

Table 13  
 
Comparison of Identified Apparel Attributes Without Visual Stimuli and With Visual Stimuli: 
Study 2 
 

Attributes 
Without visual stimuli With visual stimuli 

f 
n 

f 
% 

f 
n 

f 
% 

Brand 14 25.9 18 3.5 
Silhouette 9 16.7 96 18.5 
Trimmings 8 14.8 59 11.4 
Fabric/Material 7 13.0 53 10.2 
Color 6 11.1 64 12.3 
Print 3 5.6 39 7.5 
Quality 3 5.6 12 2.3 
Miscellaneous 2 3.7 30 5.8 
Characteristics of Silhouette 1 1.9 87 16.8 
Fit 1 1.9 19 3.7 
Design Details   36 6.9 
Target Customer   5 1.0 
Price   1 0.2 
Note. (N = 17). 
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Table 14  
 
Perceived Infringement of Visual Stimuli of Fashion Apparel: Study 2 
 

Perceived copyright infringement M SD 

High 
Image 4: Biker boot 4.33 0.90 

Image 7: Ruffle dress 3.87 1.13 

Medium 

Image 6: Stripe shirt 3.67 1.35 

Image 5: Rosette bag 3.47 1.25 

Image 1: Feather dress 3.43 1.16 
Image 8: Yellow jumper 3.20 1.15 

Image 6: Stripe/floral dress/shirt 3.07 1.14 

Image 10: Black dress 2.67 1.11 
Image 3: Blue dress 2.60 1.18 

Low Image 9: Black shoe 2.07 0.96 

Note. 5-point Likert-type scale (1 = not copyright to 5 = copyright).  
 
 
Table 15  
 
Perceived Originality of Visual Stimuli of Fashion Apparel: Study 2 
 

Perceived originality M SD 
High    Image 1: Feather dress 3.79 0.97 

Medium 

Image 7: Ruffle dress 3.13 1.19 
Image 4: Biker boot 3.13 1.60 
Image 9: Black shoe 3.07 0.88 
Image 2: Stripe/floral dress/shirt 3.07 1.03 
Image 10: Black dress 2.93 1.10 
Image 8: Yellow jumper 2.80 1.01 
Image 5: Rosette bag 2.60 1.06 

Low 
Image 6: Stripe shirt 2.27 1.03 
Image 3: Blue dress 2.20 0.68 

Note. 5-point Likert-type scale (1 = not original to 5 = original). 
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Table 16  
 
Perceived Similarity of Visual Stimuli of Fashion Apparel: Study 2 
 

Perceived similarity M SD 

High 

Image 4: Biker boot 4.60 0.51 

Image 6: Stripe shirt 4.47 0.64 

Image 7: Ruffle dress 4.33 0.62 

Image 1: Feather dress 3.93 0.62 

Image 5: Rosette bag 3.93 0.88 

Medium 

Image 8: Yellow jumper 3.47 0.64 

Image 2: Stripe/floral dress/shirt 3.33 0.90 

Image 3: Blue dress 3.00 1.07 

Image 10: Black dress 2.93 1.16 

Image 9: Black shoe 2.40 0.99 

Note. 5-point Likert-type scale (1 = not similar to 5 = similar) 
 

 

Table 17  
 
Sample Characteristics (N = 175): Study 3 
 

Variable n % 

Sex 
Male 17 9.7 
Female 158 90.3 

Age 
18-24 156 89.1 
25-35 18 10.3 
36-45 1 0.6 

Experience in Fashion 
Industry 

Yes 126 72.0 
No 49 28.0 
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Table 18  
 
Importance of Apparel Attributes: Study 3 
 

Attributes M SD 
Fit 4.76 .48 
Size 4.42 .80 
Price 4.37 .86 
Quality 4.35 .79 
Characteristics of Silhouette 4.34 .74 
Silhouette 4.26 .84 
Color 4.22 .84 
Durability 4.12 .86 
Design Details 4.09 .85 
Originality 4.05 .89 
Fabric/Material 3.97 .81 
Comfort 3.87 1.00 
Print 3.66 1.01 
Ease of Care 3.63 1.01 
Embellishment 3.60 1.05 
Fiber Content 3.42 1.01 
Brand Name 3.39 1.08 
Country of Origin 2.08 1.04 
 Note. 5-point Likert-type scale (1 = most important to 5 = least important).  
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Table 19  
 
Attribute Factors: Study 3 
 

Factors Factor 
loadings M % Variance 

explained α 

Quality 

Fabric/Material .764 

3.97 18.11 .718 
Durability .750 
Fiber Content .737 
Quality .688 

Appearance 

Size .783 

4.44 16.21 .661 
Fit .718 
Characteristics of Silhouette .635 
Color .603 

Aesthetics 
Embellishment .779 

3.63 12.34 .530 
Print .762 

Functionality 
Brand -.811 

3.54 11.61 .464 Ease of Care .593 
Price .588 

Note. Extraction method: principal component analysis; rotation method: Varimax. 
 
 
Table 20  
 
Copyright Infringement Perception: Study 3 
 

Visual stimuli of fashion apparel M SD 

High 

Image 7: Biker boot 4.13 1.01 
Image 1: Stripe shirt 3.99 1.33 
Image 3: Feather dress 3.82 1.04 
Image 8: Rosette bag 3.76 1.10 

Medium 
Image 2: Yellow jumper 3.10 1.20 
Image 5: Stripe/floral dress/shirt 3.09 1.30 
Image 9: Black dress 3.03 1.22 

Low 
Image 10: Ruffle dress 2.91 1.27 
Image 6: Blue dress  2.60 1.27 
Image 4: Black shoe 2.13 1.20 
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Table 21  
 
Multiple Regression Analysis Attributes and Perceived Infringement: Study 3 
 

Factors B SE β 
Quality  0.096 0.045 .165* 
Appearance 0.013 0.045 .022 
Aesthetics 0.044 0.044 .076 
Functionality -0.055 0.044 -.095 
Note. R2 = .126; *p < .05. 
 
 
Table 22  
 
Multiple Regression Analysis Apparel Attributes and Purchase Intention: Study 3 
 
Factors B SE β 
Quality  -.305 .074 -.305** 
Appearance -.136 .074 -.136 
Aesthetics -.001 .074 -.001 
Functionality .081 .074 .081 
Note: R2 = .118; **p = .000. 
 
 
Table 23  
 
Perceived Risk Factors: Study 3 
 

Factors Factor 
Loadings M 

% 
Variance 
Explained 

α 

Performance Risk 
Durable .914 

3.85 27.76 .805 
Quality .900 

Social Risk 
Prices  .797 

2.85 22.10 .546 Peers .741 
Influenced .605 

Asset Risk 
Time .839 

3.31 17.48 .582 
Money .831 

Note. Extraction method: principal component analysis; rotation method: Varimax. 
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Table 24  
 
Purchase Intention Factor Analysis: Study 3 
 

Factor Factor 
Loadings M 

% 
Variance 
Explained 

α 

Seek .855 

2.67 57.70 .804 

Future .837 

Knowingly .769 

Copyright .729 

Unknowingly .575 
Note. Extraction method: principal component analysis; rotation method: Varimax. 

 

Table 25  
 
Multiple Regression of Perceived Risks and Purchase Intention: Study 3 
 

Variable B SE β 

Performance Risk -.212 .055 -.211** 

Social Risk .649 .055 .646** 

Asset Risk -.180 .055 -.179** 
Note: R2 = .484; **p < .001. 
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Table 26  
 
Correlation Analysis of Purchase Intention and Perceived Risks: Study 3 
 

Variable 1 2 3 4 5 6 7 8 9 10 11 12 

Purchase 
Intention 

Future –            

Copyright .512** –           

Knowingly .500** .443** –          

Unknowingly .346** .225** .430** –         

Seek .718** .553** .533** .341** –        

Performance 
Risk 

Quality -.280** -.228** -.004 .050 -.212** –       

Durable -.280** -.127 .039 .018 -.238** .674** –      

Social Risk 

Prices .687** .585** .476** .284** .630** -.181* -.169* –     

Influenced .252** .087 .128 .162* .178* -.002 .071 .273** –    

Peers .424** .332** .304** .290** .410** -.063 -.044 .452** .110 –   

Asset Risk 
Time -.103 -.043 -.012 -.066 -.028 .038 .006 -.132 -.046 -.081 –  

Money -.235** -.235** -.175* -.259** -.288** .058 .034 -.219** -.042 -.093 .412** – 

M 2.62 2.38 3.08 3.11 2.13 4.02 3.68 2.56 2.61 3.38 3.80 2.80 

SD 1.36 1.17 1.56 1.50 1.25 1.13 1.10 1.47 1.10 1.16 1.05 1.13 

Note. **Correlation is significant at the 0.01 level (2-tailed); *Correlation is significant at the 0.05 level (2-tailed). 
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Table 27  
 
Open-ended comments: Study 3 
 

Variable n % 

Purchase motivation based on lower prices 9 20.45 

Apparel designers need protection from knockoffs 7 15.91 

Unknowingly purchased knockoff apparel  6 13.64 

Negative attitude towards purchasers of knockoff apparel  4 9.09 

Would not purchase knockoff apparel if it were illegal 3 6.82 

Apparel copyright laws will hurt the fashion industry 3 6.82 

Apparel copyright will be difficult to legislate 2 4.55 

Make an effort not to purchase knockoff apparel 2 4.55 

Brands are not important to me 2 4.55 

Acceptable for designers to be inspired by previous designers  2 4.55 

Other 4 9.09 
Note. n = 44. 
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APPENDIX  

STUDY 2 EMAIL INVITATION
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Dear ____, 
 
Your opinion about fashion issues is important, and I am reaching out to you as an industry 
expert for your assistance.  
 
Currently, I am working on my thesis titled “Identifying Apparel Characteristics Relevant to 
Perceived Copyright Perceptions,” under the direction of Dee K. Knight, Ph.D.  U.S. copyright 
protection is not provided to apparel and accessories products, but proposed legislation could 
provide coverage for both. The purpose of this study is to identify characteristics that could 
determine copyright infringement perception.  
 
Your input is valuable and will guide the next two phases of the study, and I hope convey your 
opinions by selecting the link below to the brief survey. 
 
http://untsmhm.qualtrics.com/SE/?SID=SV_5bFzrG8Tyv6IxtG 
 
Your time and input are greatly appreciated! 
 
 
Thanks, 
 
 
Kelly Meal     Dee K. Knight, Ph.D. 
M.S. Merchandising Student   Associate Professor 

Interim Associate Dean for Academic Affairs and 
Research 

  

http://untsmhm.qualtrics.com/SE/?SID=SV_5bFzrG8Tyv6IxtG
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