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According to unofficial data, the ratio of illegal trade of counterfeit goods to legal trade of goods
is higher than 5 % in global base. Counterfeit goods not only severely frustrate the innovative willing
of firms, but also harm the right of consumers. After broad literature review, however, we find there
exists few studies focused on the issue of counterfeit. The few existing studies inclined to explore the
effective strategies to fight the firms that produce counterfeit goods, and even fewer researchers tended
to construct the counterfeit goods consuming behavior model. This study is aimed to fill this window of
international marketing theory, especially from the demand side to explore the issue of counterfeit
goods.

Base on planned behavior model (Ajzjen, 1985), this study attempt to develop a counterfeit goods
consuming behavior model. By broad literature review and case study method, we try to capture
variables that might have effects on the consumers’ intension or buying behavior to counterfeit goods
and use them to modify the planned behavior model for better explanation. The research sample for
testified our proposed model from Taiwan. Based on empirical study, the planned behavior model was
proven to its adequacy of explaining consumers’ counterfeit buying behavior. The results of this study
will be helpful to fill the theoretical gaps of counterfeit goods issues and provide some valuable
suggestions for Taiwanese enterprises and MNCs which would like to explore the markets of Chinese
area.

Key words: counterfeit goods, consumer behavior, planned behavior theory,
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