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EYXAPIXTIEX

[Ipwtiotwg, Ba nBeAda va euxaplotiow amod kKapdidg tov K. Toa@apdkn ZTuAlavo, AvamAnpwt
Kabnynt) g ZxoAng MnyavoAdywv IMapaywyns kat Aoiknong tov IoAvteyveiov Kpntng, yia
™v Bonbela, TV VTTOUOVY), TNV EUTILOTOOVUVN KaBwG Kal T SIABE0T TOL TAVTA VX TIPOCPEPEL
™MV op€n TOL KAl TIS YVWOELS TOVU, OTOLASNTIOTE OTLYU]), OE AUTO TO OHOPPO TAEISL NG
UETATITUXLAKNG LoV Statpifng.

Axopa, Ba MBsda va ek@pPAow TIG EUXAPLOTIEG HOU TIPOG OAOVLG TOUG KAONYNTEG TOL
UETATITUXLAKOU TIPOYPAUMATOS Kol Slaitepa otov K. NikOAao Adpa kot tov K. NikoAao
Matoatoivn Tov Ntav mavta dektikol va fonbrjoovv omoladnmote otiyur). Emiong evxaplotieg
ekPpalw kat otov kabnynt k. [Mavaywtn MiyanAidn , kabnynt) Hov 0TO TPOTITUXLAKO
mpoypappa omovdwv, oto TUNUA BoaAkavikwv, ZAafikov & AvatoAlkwv ImToudwv Tov
[Tavemompiov Makedoviag, yia T cupfoAr tov pe T avaivoelg CHI - SQUARE & ANOVA.

TéAog, Ba NBeAa va euXaPLOTIOW TOUG SIKOVG OV avOPWTIOUG KL TNV OLKOYEVELA [LOV TIOU LoV
ESvav UV KoL KOUPAYLO WOTE VA PTACW SUVATI] WG TO TEAOG auTOV TOU Ta&LSL0V.

H mapovoa epyacia kat 0An 1 Tpoomabeld pov eival a@lepwpévn otov Tvvtaypatapxn (I1Z)
MiyonA Kapdiln kat tov AvOBumomAoiapyo (E) Anuntpio Ayopién (IIN), ot omolot pe
Katnubuvav otnv TPakTikny pov doknon oto NATO RAPID DEPLOYABLE CORPS GR, kafwg
TAVTA TAPOTPLVAV TNV KABE pov mpoomadela. I'ia auTd TOVG 0PEAW Eva PEYAAO ELXAPLOTW
Yl v ot pLén Tou.
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INEPIAHYH

To peyaAltepo «EYKANUO» GTOV XWPO TNG HOSaG, Kata Tov 210 alwva, Bewpeltatl Twg lvat ot
QATMOUUNOELS TWV TOAVTEAWV TPOIOVTWY NG podag. Ta mapamompéva emwvupa TpoilovTa,
ouvnBwg, ayopalovtal amd KATAVAAWTEG oL oToloL Sev €gouv TNV SUVATOTTA YLX TNV AyopQ
EVOG EMWVUHOU TPOIOVTOG PEYAANG aglag, aAAG BEA0VY va eK@EPACOVY UE ERPAVT TPOTIO TNV
KOLWVWVIKI TOUG TAEN aAAd Kol TO OTL AVIKOUV O€ Mo Kowwvia «A katnyoplag» Kol £Tol va
yivouv apeotol kat amodektol amd Toug VTTOAOI(TIOUG.

Ol aTOUIUNOELS TV aKPLB®WV TIPOIOVTWY OV KAVOUV TNV EUPAVLIOT] TOUG OTNV ayopd, ivouv
He eVKOAN TPAGBacn o€ OAOVUG TOUG KATAVUAWTES, KATL (PUOLKA TIOU EPXETAL O€ avTiBeon pe
™V 18eooyla TNG EKACTOTE EMWVLUNG eTLXElPNONG. AUTY B€AeL va amtevBUVOEL 0 GTOXEVOUEVO
KOLVO YLt TNV XaUNAT Slavoun Tou TpoidvTtog £Tol woTe va Statnpnoet v vmAn {ntnon Kot
TOV «l1 €§eVTEALOUO» TOV ekdoToTe luxury brand, To omoio Ba elval ebkoAa tposaoipo kat Oa
08NYNOEL 0N UEIWOT) TOV AVTAYWVICHOV AVAUECH 0T ETTWVUUA brands.

TKOTOG TNG SIMAWUATIKAG €pyaciag €lval TO TWG Ol ATOULUNOELS TOAVTEAWV TPOIOVTWV
EMNPEAJOVV TIS KATAVAAWTIKEG OTACEL QAMEVAVTIL OTA TPOiOVTA ToAuTeAsiag. H €pevva
TEPAAUPBAVEL TTOCOTIKT TIPOCEYYLOT], XPT|CLLOTIOLWVTAG TO EPYAAEIO TOU EPWTNUATOAOYIOV KAL
Ta amoteAéopata Baci{ovTal 0TS ATAVINOELS OAWV OCWV TO CUUTIA)PWOAV.

Ta evpriuata Seixvouv OTL | HOSA €lval ONUAVTIKN GTNV EAANVIKI] KOoWwwVvia Kuplwg ot véa
YEVIA, aKOUN Kal e SLA@OPETIKO 0lKOVOULKO LTTORabpo. Me Baon AOLTTOV AQUTES TIG AVAAVOELS,
KATOAYOUUE OTO CUUTEPACHA OTL TO (PALVOUEVO TWV TPOIOVTWV ATOUIUNOTNG VTIAPYEL GTNV
EAada emedny to emwvupo brand Oewpeltal €MITAKTIKY QVAYKN ylX TNV €MITELEN NG
embuun g B€omg.

AéEelg KAeldua : emwvupa mpoidvta - brand - QMOUUNCELS — KOLWVWVIKN KOL OLKOVOULKY
KATAGTOOT — CUXVOTNTA - TAOT
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MuionAidouv AAeEavSpa

ABSTRACT

The biggest "crime" in the field of fashion, during the 21st century, is considered to be the
imitations of luxury fashion products. Counterfeit branded goods are usually bought by
consumers who cannot afford to buy a genuine branded product of great value but want to
express their social status in a prominent way or that they belong to the high society and thus
might become liked and accepted by the rest.

The imitations of the expensive products that make their appearance on the market give an
easy access to all consumers. However, this contradicts the ideology of each branded business
that wants to address a particular target audience for the low distribution of the product so as
to maintain higher demand and the "non-debasement” of each luxury brand, which will be
otherwise easily accessible and lead to the reduction of competition between branded brands.

The purpose of this thesis is to indicate the specific way the imitations of luxury products affect
consumer attitudes towards luxury products. The research involves a quantitative approach
using the questionnaire tool and the results are based on the responses of all those who
completed it.

The findings show that fashion is important in Greek society especially among the younger
generation, even with different economic backgrounds.

Based on these analyses, we come to the conclusion that the phenomenon of counterfeiting
exists in Greece because the branded brand is considered imperative by the consumers in

order to achieve the desired position.

Keywords: branded products - brand - imitations - social and economic situation
- frequency - trend

STPATIQTIKH XXOAH EYEATTIAQN - TTOAYTEXNEIO KPHTHX 2024



«KatavadwTIKEG OTACELS ATTEVAVTL € ATTOULUN OELG TIOAUTEAWY TIPOIOVTWY HOSAG»
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EIXAT'QI'H

Aappdavovtag vTOYN TOV AVTIKTUTO TOU €XEL 1 évvola TNG HOSAG o1 XWPA MaG, I gpyacio
auTI €XEL OTOXO VX TTAPOVCLACEL TN BapUTNTA TNG EVVOLAG «HOSa» dAAX KUPILWG TIG TAOELS TWV
KATAVOAWTOWV ATEVAVTL 6TO TL BEwPoUV «udda», TI§ ATOYPELS TOUG YLK TA EMWVUUA TIPOIOVTX
QAAG KOL TIS ATOULUNOELS auTWV. ['lveTal emiong avagopd ot onpacia mov €xeL n HOda ot
(on twv EAMvwv oe oVykplomn pe T B€om TOU €XOUV OTO KOLWWVIKO, CUVALOONUATIKO Kol
OLKOVOULKO TIEPLBAAAOV TOUG.

H Brounxavia g podag €xet yivel amoSekT] 0TNV EAANVIKY KOWVWVIX KOl KOUATOUPQ ATO TA
oAU TaAld xpovia. Ot ‘EAAnveg Bewpovv TN poda moAU onpavTikn Kot amotedel yI autolg
KPLTNPLO Yl plot KoAn) elkOva TG B€oNG Kal TNGTPOSWTIKOTNTAS Toug. Ot 'EAAnves tpdopuyeg
™G Mkpag Aolag peté@epav otnv EAAGSa pla véa oTdomn KAt TAoT Yl TNV EUQAVIOT KoL TNV
evdupaoia TapovoLalovTag T VEX 0TACT WG OXNIAX TG CUVAVAGTPOPIS TOUG UE TNV UTTOAOLT)
eEAMNVIKN Kowwvia. Mg Tov TPOTO QaUTO EMNPEACTNKE 1 KOUATOUPX KAL 1 OLKOVOLKY)
TIPOOTITIKY), KABWG TO EVELAPEPOV YIA TOV KAASO QUTO GUVEX®WS AUEAVOTAV.

[MapdAAnAa, pe To Mépaopa Twv Xpovwy, ol 'EAAnveg €xouv amoktioel melipa, Exouv BeATIWOEL
TI§ YVWOELS TOUG aAAG Kol €xouv punBel ota emwvupa akplda mpoidvta. Ta mpoidovta avta
elval emBupla, TOAAEG @OPEG AMINOTO OVELPO, KABWG €UKOAX TPOTIHWOVTAL ATO TOUG
KATAVAAWTEG KABWG 1) EMWVUHIX ETMPERTEL TNV KATAVUAWTIKT) CUUTIEPLPOPAE TOUG.

Topewva pe tov Garmer (2005), ot péxpL Twpa PUXOAOYIKEG HEAETEG SE(XVOUV TNV AVAYKT TWV
KATAVAAWT®V VA BEATLOGOLVV TNV ELPAVIOT TOUS KABWG TTOAAEG opEG auTn KabBodnyeltal amd
TO TL TAPOVGLAJOVV Ol PIPUES — HAPKES KAL TO POAO TIOU £XOLV YLK TNV ATOS0X| TOUG ATIO TNV
Kowwvia.

H TaykOo o 0lKOVOUIKT) KATAGTHON OUWG €XEL eTLPEPEL TOAAEG addayEg. [ToAAol emitndetol
TpooTadoUv va SNULOVPYNO0UV VEEG AYOPES, TIG AYOPEG TWV ATOUIUNOEWY TWV EMWVUR®Y
TPOIOVTWVY. To PEYaAUTEPO «EYKANUA» OTOV XWPO TNG Hodag, katd tov 21° awwva, Bewpeitat
WG VAL 0L ATTOULUNOELS TWV TIOAVTEAWV TIPOIOVTWV TNG Hodag. Ta «Tapamompuéva» EMOVUUIA
TpoiovTa, cuVNOWS, ayopdlovtal ATd KATAVOAWTES 0L 0ToloL 8V €(ouv TNV SLUVATOTNTA Yl
TNV ayopa €VOG ETTWVUUOV TIPOIOVTOG HEYAANG aflag, aAAd BEAOULV VA EKQPACOUV UE EUPOVT)
TPOTIO TNV KOLWVWVIKY TOUG TAEN KL TO OTL «QAVIIKOUV» O€ Uia Kowvia «A katnyoplag» Kat £Tot
va yivouv apeotol Ko amodeKTol atmod TOUG VTIOAO(TIOUG.

H otdon twv TEAATOV TAYKOOUIWG €xel apxloel va emmpedletal KabBws KAmola péoa
EVIUEPWOTG KAL KOWVWVIKNG SIKTOWONG SLadpapati{ouv onpavTiké poAo 6TO Vo GLVAPTIAlOLV
TOUG KATAVOAWTEG, Slabétovtag pla amopipunon oe xaunAn afla Kol TAACAPOVTIAG TN WG
aUOEVTIKT).

Ol aTOUIUNOELS TV aKPLBwV TPOTIOVTWY OV KAVOUV TNV EUPAVIOT] TOUG GTNV ayopd, §ivouv
Ut e0KoAN TMPOOPacT GE OAOUG TOUG KATAVOAWTES, KATL (PUGLKA TIOV EPYETUL O avTiBeon pE
™mv 8eoAoyla TNG EKAOTOTE EMWVLUNG ETIXE(pNoNG, 1N omoia OéAel va amevBuvOel o€
OTOXEVOUEVO KOLVO. O 6TOX0G elvat va Statnpnoel v VIMAT ()TNoT Kol ToV «Un eEELTEALGUO»
Tov ekdotoTe luxury brand, to omolo Ba lval ebkoAa tpocsfdoipo kat B 0dnynoet otn pelwon
TOV AVTAYWVIOHOU AVAUESA OTA EMWVVH brands.
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H mapoVoa Simlwpatikny gpyacia, £xeL 0KOTO va avakKaAVPEL KAl VO QVATITUEEL TO TIWG Ol
QTMOUUNOELS TIOAVTEAWV ETMTWVUUWV TIPOIOVTWV EMNPEAJOVV TIG KATAVOAWTIKEG OTACELS
QTEVAVTL 0T TIPOIOVTA TTOAUTEAEING KAL TIG ATIOULUN OELG TOVG.
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MuionAidouv AAeEavSpa

KE®AAAIO 1° : BAXIKEX ENNOIEX KAI OPIZMOI

TI OPIZOYME Q¥ “BRAND”

‘Eva 6vopa, €vag 0pog, éva oxéSto 11 oUUB0AO0 KoL 0TIOLOONTIOTE AAAO XAXPAKTNPLOTIKO TO OTO(0
EXEL TAUTIOTEL pe €va TPoldv 1) pla vTNpecia KoL TO KAVEL VA SLL@OPOTIOLELTAL ATIO TTAPOUOLX
GAAa otV ayopd, ovopdletat “brand”, coppwva pe tov Apepikaviko Luvéeopo Marketing.

['a 1otopkols AOYOUG, AVAPEPOVNE, WG 0TO TAPeABOV To “brand” kot 1 ovopacio Ttov
TPOIOVTOG NTAV TAUTOONHES, KATL TIOU onuepa to ovopalovpe trademark. To “brand”
TAAXLOTEPA TAVTILOTAV UE KATIOLO GUYKEKPLLEVO TIPOTOV EVOG YEVIKOU GUVOAOU 1) OPYAVIGHOU,
aAAG Eexwplle AOYw NG LSLALTEPOTNTAG IOV €lXE Kl TO €KaVe va Lexwpilel. XapakTnpLoTIKO
mapadetypa n Coca Cola ) omoia Staopomom|Bnke amd v eTapeia Tapaywyng g, v Soda
Products, kat E@tiage Tnv Sk TG TALVTOTNTA 1] AAALWG, TO S1kd TG “brand name”.

Ta “brands” oxetifovtal He TNV EIKOVA TIOV TIAPOVGLAJOVV GTOV KABE VTTOYNPLO KATAVUAWTY,
HE TIS AMOPELS KAl TPOTIUNOELS TOV, KABWG KAL PE TA CUVALCONUATA IOV TOU TPOKAAOVV
kabw¢ to amoAapfdavel. EQ@OcOV 0 KATAVOAWTNG TO «ATMOTUTIWOE KAL TO «CUVSECEL GTNV
KaONUeEPIVOTNTA KAL OTIS ATOAXVOELS TOV, SNULoUpYelTaL Pl Slaxpovikn €AEN Tov «aoKelD» TO
brand oTov KATAVOAWTH.

Yiyovpa, n pop@1) tov kabe brand dev pmopel va oplotel wg «povodiactatn», Kabwg Pmopel va
EMMNPEACEL KAL VX SLAHOPQPWOEL KATNYOPLEG TIPOIOVTWV KL UTINPECLOV AKOUX KL OE TIYKOO L0
eMimedo. AUTO (PUOLKA ETITUYXAVETHL HECK OTIO TNV OTPATNYLK Sldctacn mou Sivouv ol
ETALPEIEG 0T TTPOIOVTA 1] TIG UTINPECIEG TOUG, KATL IOV B avaAVGOVE TTAP AKATW.

LTPATHI'IKH AIAYTAYH TON “BRANDS”

H kaBe emiyeipnon 1 opyaviopds, (el wG 6TOXO0 VA XTIOEL PlX OTPATNYIKY 1) oTtola Ba kKAVeL To
TPOIOV TNG Va EeXwPIoEL Ao Ta VTIOAOLTIX TIPOIOVTA TOV 160V KAGSOU Kal va a@noeL To S1KO
™G amOTUMWHA 0TO UTTOCUVEISNTO TOU KatavaAwTr. Etol, to mpoidv katagepvel va elvatl
APPNKTA OUVOESEUEVO HE TO ETIXELPNUATIKO LOVTEAO TOU OpYAVIOHOU 1] TNG ETLXEIPNONG KAL
Sopeltal amod To cvoTnua Tov brand , To 0TIO(0 £YEL VO KAVEL LE TNV KATNYOPia TOL TTPOIOVTOG 1)
NG VTMpPEGiag, PE TO concept AAAG KAl TOUG UVTTOAOLTIOVS (POPELG.

Ta @uoIKAE KAl AUAX XAPAKTNPLOTIKA TOU TIPOIOVTOG 1) TNG UTINPECING, OTIWGS 1) TLUN, TA KAVAALX
SLtVOUNG, TO HElYUA TNG ETALPLKNG ETIKOWVWVIAG KAL TA OTUELX TIWATOTG, ATIOTEAOVV TO HElYpQ
marketing plag emyeipnong otnv omoiax kat Paciletat n  otpatnyw Tou brand.
To petypa marketing, mepilapfavel emiong tnv ayopaotikn Stadikacia, SnAadn tn Siadikacia
amd TNV €pEVVA AYOPAG TOU KAVEL 0 KATAVOAWTNG £wG Kol TNV ayopd, TN XPNomn Kal TiS
eumelples mov amokouilel. O eumelpieg yivovtal avTIANPELS KAl OTN GUVEXELA YVWUES Kol
oLVALOONUATA KAl OAQ QUTA €lval TA OTOLKELX TTIOV ATIOTEAOVUV TOUG KUPLOUG TIAPAYOVTES TNG
AYOPACTIKNG CUUTIEPLPOPAS TOU KATAVAAWTT).

To concept brand eivat to otatoug mou Sivel G0TOV KATAVOAWTH TO TPOIOV OTAV TO
XPMNOLUOTIOLEL KAl TOV KAVEL va VIWOEL Qv TEPOG KL EEXWPLOTOG 0€ OYXEOT UE AAAOUG OL OTIo (0L

STPATIQTIKH XXOAH EYEATTIAQN - TTOAYTEXNEIO KPHTHX 2024
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XPNOLULOTIOLOVV KATOL0 GAAO — 0TO SIKO TOU PVAAO — KOO Tpoidv. To (8o BERaia oxveL Kal
amd TNV MAsVpA NG Slag ™G eTapelag n omola Bewpel TwG To TMPOIOV TG Eexwpilel. XTO
onuelo autd @UOokd kKaBopiletal kot 1 TWN M omola oxnuatifetat amd TNV UEYAAN
XPNOOTNTA IOV EKAAUBAVEL 0 (510G 0 KATAVAAWTNG Kol elval SlateBeEVOs va katafBdAeL 6A0
KOl TEPLOCOTEPA XPNUATA YLX TNV E€UXAPLOTNOT TOU, AOU KATL TETOLO CUVSEETAL PE TNV
QUTOVOULX, TIG KOWVWVIKESG aElEG KAl APETES KL TNV KALVOTOHIX TTou Tipeaevouv apkeTd brands.

OL @opeig Touv brand eival To TeAsutailo PEPOG TOLU CUOTIUATOG KOl ATOTEAEITAL ATO TA
otolyela Tov TPpooSlopllovv TV TALTOTNTA TOL brand kal ATTOTEAOVV TA XAPAKTNPLOTIKA QAAAX
kol To concept tov. KOplot @opeic Bewpovvtat To logo, To 6voua, to design kat 1 eTikéta padl
LLE TNV CUOKELAG A TOV T(POIOVTOG.

Agv Ba pmopovoape va TtapaieiPoupe, TwG To KUPLO ONUEID AVa@OPAS Yia To cuotnua brand
elval o avBpwTLVOG eYKEPAAOG a@oU elval auTdG TTov 0dNYel TIG EMBUUIEG TOV KATAVOAWTY),
TOV KaTeLOUVEL va avalnTd TPOTOUG YlX VU KAAUWPEL TIG AVAYKEG TOU, OAAG SEXETHL KAl
epebiopata wote va Ta emeepyaocTel kal va TipoPel o€ KATIOLO CUUTEPAT Q.

TI YXHMAINEI O OPOX «IIOAYTEAH BRANDS»

MeyaAn ovyxvon vTapyeL oty amoédoon TOU 0pLoHoV TwV oayaBwv ToAUTEAELRG. AUTO
ovpfaivel kKuplwg Yot N TOAVTEAELX EYKELTAL GTNV VTIOKEUEVIKOTITA TOVU KAOE KATAVOAWTN
QAAQ KAl 0TO TWwG €KEVOG avTlapuBavetal kat Slaywpilel Ta TPOIOVTA 0& TOAUTEAN KoL Ui
(Kapferer, 2008, p. 96). O xBe KaTaAvAAWTNG CVUPWVA e TNV PUXOGVVOEDT) TOV, TIG AVAYKES
TOV, TIG EUTIELPIEG AAAG KAl TNV KOW®VIKI TOU B€om, KpIveL Kal xapaktnpilel éva mpoiov wg
TIOAVTEAT] 6NV S1KI) TOL KOOUOBEWPLa KAL YLor UTOV TOV A0Y0 aKpLBWS VTIAPYEL SUGKOALX G TNV
ATOCAPTVLOT) TOU XAPAKTNPLOHOV evog brand w¢ moAvTeAT.

Iotopkad, n A€ luxury mou onuaivel «TTOAVTEAELX», EXEL PITEG AXTLVIKEG KL TIPOEPXETAL ATIO
™mv AN «luxus» Tov oMUaAlVEL TNV IKAVOTIOINON TWV AoBNCEWV AVEL OpWV Kal aveEXPTITOV
k6otous (DuBois et al., 2005).

Ot Nuemo and Quelch (Nueno, J. & Quelch, J., 1998) éypapav Tws Ta MOAVTEAN TPoildvTA
Bewpovvtal wg Epya TEXVNG, oxeSLAoUEVA, YA KATo EECNTNUEVN ayopd. AT Tnv AAAn, ol
Vigneron and Johnson 1o 1999, Swtimwoav To TOAUTEA TPoiOVTAX WG ayadBd
TPOCAVATOALOUEVA OTO TPECTI( KAL GTO GTATOUG IOV €XOVV APPNKTOUG SEGHOVGS LE TNV TIOAD
VYPNAN TTOLOTN T KL TLUN.

Mua peAdovtikn mpooéyylon ékave kot o Kemp to 1998, ov mapatipnoe mwe n avtidnym twv
ayabwv ToAvteAeiag B aAAGEEL AOY®W TWV SLAPOPETIKWOV KOWVWVIK®OV Kol OLKOVOULKWV
vmofabpwv. To 2009, ot Kapferer and Bastien, mapatipnoav mwg moAlol Tapaywyoi BEAovv
va BewpovvTal Ta TPOIOVTA TOUG TIOAVTEAN £TOL WOTE VA UTTOPOVV VA SIKALOAOY|GOVV E£TOL TIG
VYMAEG TIHEG TV TTPoioVTWY Tov. 'ETol To Aeyopevo «luxury» , AOyw NG VTIEPYPTCLUOTIOMN O
™G évvolag odnyeitat oe peiwon g Papdtntag ™G Ot mpaypatikd luxury papkeg
amo@evyovv Tov 6po “deluxe” OV ONUAIVEL KATL TO UTTEPTIOAVTEAEG, EVW OL HAPKES UAJIKNG
KATAVAAWOTG TOV XpNoLLoTIoloVV ouxva (Heine, 2012, p.9).

Tnv ep@dvion touvg otnv ayopd kdvouv, TEpa amo Ta ayabd HallKnG KATAVAAWONG Kal Ta
ayaBd moAvteAsiag, Ta ayafd CUUBATIKWV ETALPELWV TIOV TIOVAGVE HalIKA TTPOTOVTA LE KATIOLA
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otoxela moAvTEAELxG Ta ool ovopdlovtal “masstige” (Silverstein and Fiske, 2005, p50) . Ta
TPOIOVTA AV TA, KAVOUV SUGKOAATEPT TNV ATTOCAPNVLON TNG LAPKAG TIOAVTEAELAG,.

YTmdpyxovv 6uws cvpwva pe tov Bakker (2005), kdmolx otolyela IOV TTPOKAAOUV TO aloBnpa
TNG TMOAVTEAELNG KL UTA Elval 1] HOVASIKOTNTA, TO TIPECTI, 0 XPOVOG Kal To kK6GTOG. ‘OTav o
KATAVAAWTNG €XEL OTNV KATOXN TOU £va oTdvio ayaBd To omolo Alyol elval ekelvol OV TO
KATEXOLUV , Snuovpyeital To aloOnua TG MOAVTEAENG Kol NG NOKNG KAvOToinonG Tov
ELOTIPATTEL O KATAVAAWTNG Ao TNV agla Tov Tpoidvtos. To alobnua ¢ moAvTtéAslag pmopet
va TPokANBel akopa Kol amod 1o moéoa xprpata E08eVel 0 AyopacTn§ Yo va To amoktioel O
XPOVoG emiong pag dnuovpyel To aloBnua TG TTOAVTEAELAG.

To 2004, ot Vigneron and Johnson, Staxwploav oe 5 Staoctdoels Ta moAvteAnayadd.

o Emidektikn katavaAwon (Kowwvikd 6TATtous)

o Movadikdta (SuockoAia otV amdkTnon)

o AVTIKATOTITPIOUOG TIPOCWTIKOTNTAS  (EK@PAOT  KATAVOAWTH AOY®w NG
KATOXN G TOL ayabo)

o HSoviopog (mpoowTikn tkavomoinon Kat oAokApwon)

o [Towdta ( emidooeLS)

O Bakker vmoompilet mwg 1 moAvTéAela pmopel va eival éva Tpoidov 1 vmnpecia Evw
evlla@épov mapovolalel kat 1 amoymn twv Yeoman & McMahon - Beattie mov vmootnpifouv
TIWG 1) TOAVTEAELX UTTOPEL VO ElVaL AKOUA KAL) QUOEVTIKOTNTA.
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KE®AAAIO 2° : XTAXEIX ENAIA®EPONTOX KATANAAQTH

OEQPIA AIIOMIMHEEQN I1IOAYTEAQN ITIPOIONTQ2N

I BBAoypagia Touv marketing, ot amoppnoelg TOAVTEAWY TPOIOVTWY, GUVSEOVTAL KATA
KUPLo AOY® HE TNV XAUNAT] TIOLOTNTA QAAQ KoL TIG XAUNAEG TIHEG. Ol amoppnoels ep@avifovral
o€ pla vplTEPN Ayopd ATO OTL TA YVIOLX TIPOTOVTA KL (PUOLKA amevBuvovtal Kol o€ éva
EVPUTEPO KOO aT’ OTL Tat avBeVTIKAG Kat eETtwvupa brands. Puoikd, Ta TAACTAE TTPOIOVTA, EKTOG
AT TOV «EEEVTEALOUO» TG TIOLOTNTAG IOV SULOUPYOVV ATEVAVTL 0TO avBevTikd brand, B¢touv
o€ KIVOUVO Kol TNV QATMOKAEOTIKOTNTA TWV YVIOLWV EUTOPIKWV ONUATWY TOAVTEAELNG.
(Grossman & Shapiro, 1988 ; Lai & Zaichowsky, 1999 ; Gistri et. al,, 2009 ; Sharma & Chan, 2011)

dUoIKA 0TV AYopA& UTIAPXEL HEYAAT {NTNOT YIX TA TAXGTA TOAVTEAT TTPOIOVTA Kol ot Adyol
elvat 6V0. ApXlKQ, OTWG TPOAVAPEPAUE, T TIUN EVOL O ONUAVTIKOTEPOG AGYOG KABwG ol
QTMOULUNOELS TIPOCPEPOVTAL OE TOAD XUUNAOTEPT TLW| OE GUYKPLON UE TIS YVNOLEG UAPKES
moAvteAeiag. O 5e0TeEPog A0YOG elval ot aleg EKPPATTIKWV AELITOVPYLWV TIOV TIPOCPEPOLV TA
brands (Cordell et. al., 1996; Wilcox et. al,, 2009; Wiedmann et. al., 2012)

0 katavaAwtg, eMAEYeL va Tipofel TNV ayopd amopiunong Kamolov emwvupov brand kabwg
Bewpel WG Eva EMWVUUO TIPOIOV TOV KATATACOEL AUTOUATA OE PO KOWWVLIKT opada KOpoug,
KATL IOV TOV KAVEL va aloBAVETAL EEXWPLOTOG KUl APECTOG 0TOVG LVTIOAOLTIOVG. (Grossman &
Shapiro, 1988 ; Wilcox et al. 2009) . Avtopata, 0 KATAVAAWTNG TAVTI(EL TOV EAUTO TOV — AKOUO
KOl oV TO TIPOIOV Tov £XEL AYOpAcEL Sev elval YVIOLO — [E TA ATOUA TIOU €XOUV TO AUOEVTIKO
TPOIOV TOAVTEAEIOG KL VO VIWOEL TTWG AVIKEL 0TNV (Sl KOWWVIKY TAEN TIOU AVNKEL KAL O
QYOPOAOTHG TOV YVIGLOU TIPOIOVTOG OV PTopel va Stabéoel HEYAAO XPMUATIKO TTOGO Yyl TNV
QTOKTN 0N TOV.

'ETOL 0 KATAVOAWTNG VIWOEL TTWG avijKeL 6TO (810 KOWVWVIKO status [LE TOV KATOXO TOU YVI{GLOV
TPOIOVTOG KABwWG Kavels Sev pmopel va tov Slaevoel TwG KATEXEL TTPoioV amouiunong. (Gistri
et. al, 2009). H tyun evog pn yviiolov brand moAvteAeiag, cuvnBws eival povo éva KAAopa TG
TLUNG TOV YVI|OLOVU TIPOIOVTOG KAL £T0L 0 KATAVAAWTNG TEWVEL OTNV AYOPA TNG ATIOUIUNONG £TOL
woTe va eEolkovounoel xprinata. H oxéon tiung kat «amodoons» TG amopipnong eivat KaArn av
KOl TIOAAEG (POPEG 1) TTOLOTNTA BEV AVTATIOKPIVETAL OTIS TTPOGSOKIEG TOV TIEAQTN).

Av kal m TOWOTNTA TNG TEPLOOOTEPES POPEG Elval XAUNAN, TA TPOIOVTA ATOUIUNONG
TPOGEPEPOLVYV TNV AloONON TNG AUTAPECKELNG KAl TNV aiocBnon ¢ evxapiotnong Kabwg
UTopovV Vo TTPocPePBoVV WG SWPOo G€ KATIOLOV TIOU SEV EXEL TN SUVATOTITA TNG CUYKEKPLUEVNG
AYOPAS aAKOUA KoL av €ival un yvijolo To Tpoidv  aAAQ Kal TNV IKAVOTIO(N o1 QuToU oV KAVEL
To dwpo o pla «Slaitepn otiyun» kabws Sev pmopel va mpofel oMV ayopd Tov yvioLov
TPOIOVTOG Y KATIOLO QYT UEVO TPOCWTO.
Eav avatpéfouvpe oty BipAoypa@ia, ot avTIANPelS TOU £X0UV Ol KOTAVOAWTEG YL TIG
QTMOULUNOELS TIOAVTEAWVY TIPOIOVTWY, Xwpilovtal o€ SLHoTACES TIOU €ival €dv TO TIPOIOV
TPOoSiSel KATOLO 8lAITEPO KOWWVIKO status, aQUTAPECKELN, TANPOTNTA Kol GAAQ TETOlX
OLVALOONUATA TTOV KAVOUV TOV KATAVOAWTI] VA VIWOEL TTAT)pNG.
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METPHYH AZIAY TOY BRAND AIIO TON IIEAATH

Yiyovpa, Ta pn yviowx mpoiovta ToAvTteAsiag Snuovpyovv mPofApaTa 0TOuG Oolkoug -
KOAOGGOUG TIOU TAPAyouv TO auBevtikd Tpoidv. I'a va pmopéoovpe OpwG va Bpovpe Tig
QTOVTNOELS YL TO OV LOXVEL KATL TETOO 1 OXL, TIPETEL VA SLAKPIVOUPE TIG aAVTIANPELS TwV
KATAVAAWTWV YA TIG YVNOLEG HAPKES. Ml aTtd TIG TTOAAEG TPOCEYYIOELS TTOV UTIAPXOUVV E(VAL N
puetpnon g aiag Tov (Slov tov brand n omola pmopel va emikevtpwOel oTNV TAELPA TOU
TEAQTT).

To kd&Be luxury brand Baciletat oe Vo TPOCEYYIOELS, TNV OIKOVOULK] OAAG Kol TNV
TPOCEYYLoT HE BAOT TOV TEAQTN. TNV OIKOVOULKN Tipoceyylon Bacilovtal cuviBw eTalpeleg
Tov BéAovv va pabouv v agla pag emwvupiag. Ot Simon & Sullivan (Simon, C.J. & Sullivan,
M.W. (1993) ava@épouv XapakInpLloTIKA TwE «0l QUENTIKEG TAUELAKEG POEG IOV TIPOKVTITOUV
o€ emwvupa brand Sev Ba v pxav Qv eV UTMMPYXE TO EUTOPLKO G TTOV KABLOTA TO TPOiOV
WG « luxury brand».

O Aaker (1991, 0.15) mapabétel TOV TMOAPAKATW OPLOUO XPNOLUOTIOLWVTAG IO KT
TPOCEYYLOT YA va SnAwoel ™ onuacia ™¢ ofiag mou €xel To kabe brand t60O YA TIG
ETILXELPTOELS 000 KAL Yl TOUG TEAGTES: «Brand Equity is a set of brand assets and liabilities
linked to a brand, its name and symbol, that add or subtract from the value provided by a product
or service to a firm and/or to that firm’s customers». Amo tnv &AAn, o Keller (1993, pg. 8)
dnAwvel v agla Tov brand amd TV OTTIKN TOV TEAXTN SEXVOVTAG TNV TTEAATOKEVTPLKY adla
Tov (6lov Tou brand wg e&Ng : «the differential effect of brand knowledge on consumer response
to the marketing of the brand».

Toppwva pe tov Aaker, Ta TEPLOVCLAKA OTOLXEIQ KOL OL VTIOXPEWOELS TNG EMWVUHING TIOV
ouvvééovtal pe to brand pmopel va Slta@épouv avaAoya pe TO TMAQAICLO KAl UTTOPOUV va
opadomonBolv o0 TEVTE KATNYOPLEG : TMIOTOTNTA EMWVULUIAG, AVAYVWOPLON EMWVUUIAG,
eu@avng olotnta, brand associations kaBw¢ kat GAAa 6Okt brand assets. Téooepa and
QUTA PTopPoVV va TPOofANBoUV amd TNV OKOTILA TWV TEAATWY, AAA& TO TEAELTAIO OTOLXE(O
AA WV 8LOKTNTWV ZTolXelwv emwvupiag Sev umopel va cuumepn@Bel o o TEAATELAK
TPOOTITIKY NG KaBapng aflag emwvuplag, KabBws amoteAeital amd SIMAOUATA EVPECITEXVING
KOl EUTTOPIKA ONUATA ULAG EMWVUUING TTIOU SeV €lval TTPOOAVATOALGUEVT] OTOV KATAVOAWTY).

Ao Vv GAAN mAgvpa, o Keller (1993) emmpeadletal amo tov Aaker aAAd e0TLdlel otV £vvola
IOV OVOUALETAL «yvwon NG emwvupiag» . H yvwon g emwvupiag eivat gl évvola mov
Baoiletal oe dVo otolyela Tov amoteAovv TN Baon tov CBBE. Autég ot évvoleg eivat, Brand
Awareness xat Brand Image, 6mouv 1 ewkdOva emwvupiag Snuovpyeitat Pacel Brand
Associations kat emopévwg pmopel va Beswpnbel w¢ ovvwvupo Tov oTolxelov Brand
Associations tov Aaker.

Tuvduvalovtag TI§ Tapamavw V0 TIPOCEYYIOELS, TIPOKUTITOUV TECOEPA EVELAPEPOVTA GTOLXELQ,
OTIWG 1 TIOTOTNTA, N EMYVWOT, 1] AVTIANTITI] TIOLOTNTA KAL Ol CUCYETIOELS TG eMwvupiag. To
TAPAKATW oxpa delyvel Tig Staotacels Tov Brand Equity, cOppwva pe tov Aaker, To omolo
€0TIALETAL OTA TECOEPA OTOLYEIX TTOV YiVOVTAL AVTIANTITA ATIO TNV OTITIKY YWVIA TWV TEAAT®V
KOl OXL OTTO T1) OKOTILX TWV ETIYELPTICEWV.
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Aaker Model

® ® [} ®©
Brand Perceived Brand Brand
Awareness Quality Association Loyalty

Ewova 2. : : Dimensions of Customer-based Brand Equity (Aaker, 1991)

BRAND LOYALTY (APOXIQYH YTHN EIIONYMIA)

H a@ociwon ot emwvupla kablepwvetal 0Tav ol KATAvaAwTEG apyxilouv va ayopdalouv
TPOIOVTA ATIO LK CUYKEKPLUEVT] HApKA Xwpl va agloAoyolv TO TPOIOV amd Amoymn Tung,
TOOTNTAG OTIWG KUl GAAWV XOPAKTNPLOTIKWV, 0AAQ pe Bdon To eumoplkd onua. M
AYOPUOTIK] ovumepLpopd mou Paciletat oto brand ep@avifetar 6TAv 0l KATAVAAWTESG
KaOLEpwoav OETIKEG OTACELG KAL TIETOLONOELS YIX X LAPKA, 1) OTIOLA [LE TT) CEPA TNG 0ONYEL o€
EMAVAAAUBAVOUEVT] AYOPACTIKY) CUUTIEPLPOPA TIOU UELWVEL T GTPOPT TWV KATAVAAWTWV CE
AAAeG papkes. Eav pua emiyelpnon KATa@EPEL va KAVEL TOUG KATAVAAWTEG TILOTOUS 0T LAPKA,
N emyelpnon A AVTIUETWTIIOEL OPLOUEVH OVTAYWVIOTIKA TAEOVEKTIUATA, OTWG TO OTL Ol
KATAVAAWTEG va Yivouv AtydTePO evaioONTOL 0TI TIHEG.

H miom omv emwvupia pewwvel eMiong To KOOTOG HAPKETIVYK, 001 Yel o€ eumopikn uoxAgvon,
KAOWE TA TPOTILWHUEVA TIPOIOVTA ATIOKTOVV TOV TIPOTIUWLEVO XWPO OTO PAPL, SIEUKOAVVEL TNV
TPOGEAKVOT VEWV TEAXATWV, KABWGS ol Tiotol meAdteg mbavotata Ba pAoovv pe BeTiko
TveLUA yla TNV EMWVUHia Kal, TEAOG, 08NYel O0TO oLUTEPAOUA OTL WX ETLXEIPNOT EXEL
TEPLOCOTEPO XPOVO VA AVTISPACEL GTIG KIVI|OELS TWV AVTAYWVLIOTWY, KABWE oL TIoTol TTEAGTES
Sev elvat TpoOupoL va oTPAPOVV o€ HLo QAVTAYWVIOTIKN Hapxa.

BRAND AWARENESS (ANAI'NQYIMOTHTA THY EITONYMIAY)

H avayvwo ot ta e EMwVuIng ava@EPETaL 6TV LKAVOTNTA TOV KATAVOAWTN v Eexwploel
éva brand petad pag katnyopiag mpoioviwv. H avayvwoludmta g emwvupiag givatl m
«aykvpa» tou CBBE, kabw¢ Bewpeltal avaykaio yux &vav KaTavoAwT va yvwpilel pa
EMWVLUIX Yot va uTtopel va SnIULovpy1oeL CUGYETIOUOVGS OXETIKA e auTNV. AUTO ovufaivel wg
OUVETIEL OTOV £VOG KATAVOAWTNG EKTIOETAL EMAVEANUUEVA GE WA EMTWVUUIA 0KOUYOVTAG,
BAETTOVTOG 1) OKETITOUEVOG TO GUYKEKPLUEVO brand kat HETA Ao TTOAAEG OUVOETCELS 1 EMW VLA
Ba eSpaiwbel 6TO PLAAG TWV KATAVAAWTWY TOU 0TO HEAAOV GUVEEOVTUL QUTOUATA UE TNV
enwvupla (Radder & Huang, 2008).

H avayvwoipdémta g emwvupiag pmopel va xwplotel og 00 Katnyopleg. v avayvwplon
Kol TNV avakAnon tov brand. H avayvwplon ava@epetatl otnv IKavotnTa TOU KATAVAA®WTI) va
ouv8éoel TTponyoUpeVEG EKDETELS Kal EUTIELPIEG aTtd TO oLYKEKPLUEVO brand , dTtov To dvopa 1
TOo AoyotuTmo Asttovpyel wg €voeldn ot PVNUn Tov Katavadwti. ZVpewva pe tov Aaker, 1
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avayvwplor tov brand name mapéxel pla okela aloBnom Kot OTL 0L KATAVAAWTEG TIPOTIHLOVV VAl
ayopalouv Tpoidvta pe Ta omola elval E0IKELWUEVOL.

H avakinon ava@épetat oty mepimtwon mov to brand €xel kablepwbel oto pUAAO TwWV
KATAOVAAWTOWV KL Elval Lo ato TIG LAPKESG TTOV OKEPTETAL 0 KATAVOAWTIG OTAV OKEQTETAL LA
OUYKEKPLUEVT Katnyopla Ttpoiovtwy (Aaker, 1991). 'Eva peydAo MAEOVEKTNHA Y X ETALPEL
elval WG 1 EMWVUHIX TTOU OCUVSEEL TIPWTA 0 KATAVOAWTIG HE UL CUYKEKPLUEVN KaTnyopla
TpolovTwv elvain B€omn ywa v omoia mpemel va aywviotet (Keller, 1993) . 'Eva mapadetypa
AVAKANONG EMWVURING Ba UTTopoVoE Va Elval WG VUG KATAVAAWTNG ETLOVHEL KOPV PALLKG Kol
N TPWTN papka ov oké@tetal eivatl 1 Kellogg's kal £€toL katavoou e Twe 1 evatoOntomoinon
™ Kellogg' s éxel Snuovpynoet pia kopuv@aia avayvwoipdétnta tov brand.

BRAND ASSOCIATIONS (ENQYEIY ETIONYMIAY)

H ovoxétion Touv ovOUATOG TOU TPOIOVTOG PE TNV EMWVUUIA €lval OTISNTOTE GUVEEETAL 0N
UVIIUN TOU KATOAVOAWTI HE TO (810 TO Tpoidv Kol £xel BeTikn emidpaomn oty kabapn atia g
emwvupiag. H vokeipevn afia plag emwvupiageivat To cUVOAO TwV CUCYETIOEWV PE To brand
KOl QUTEG Ol OUOXETIOELS QVTITIPOOWTEVOLVV TIS BACELS Yl ATOPACELS ayopAs. YTApYouv
TOAAEG TIOAVEG CUOYETIOELG TTOU CUVSEOVTAL HE EVA EUTIOPLKO GTUA KALUTIOPOUV VU XWPLOTOVV
0€ TPELG OSLAPOPETIKEG KATNYOPLEG TOU TAPEXOUV LOOTNTA Yl TO EUTOPLKO ONUQ,
XOAPAKTNPLOTIKA,  O@EAN Kol  ovpumeplpopés.  (Aaker, 1991;  Keller, 1993)

QG XaPaAKTNPLOTIKA 0pilovpe T VAIKG Kol Ta G TIEPLOVOLAKG OTOLXElX IOV XapakTnpilouvv
éva epmopiko onpa. [0 ocUYKEKPLUEVA, TO TIWG AVTIANPONKAV Ol KATAVOUAWTEG TO EUTIOPLKO
ONUA KATA TN SLAPKELA PG AYOPAES. AUTA TA TIEPLOVCLAKA GTOLXE UTTOPOVV va Ta&vounBovv
WG OXETW{OUEVA UE TO TIPOTIOV 1) WG UM TIPOTOVTA, OTIOU TA GXETIKA TPOIOVTA ATIOTEAOVVTAL ATIO
(PUOIKA OUOTATIKA TOU Elval AmopaitnTa Yyl TNV TPOCEOPA TOU TPOIOVTIOG KAl TA
XOPAKTNPLOTIKA IOV §€V OXETICOVTAL E TO TIPOIOV ATIOTEAOVVTAL ATIO EEWTEPLKOVG TIAPAYOVTES
OTIWG N TN, N ouokevaoia Kal oL elkoveg xpnot (Keller, 1993) .

H Ttomo0£Tnom yia cvox£Tion Pe SIX@OPETIKE XAPAKTNPLOTIKA EIVALATIOTEAEOUATIKY KAOWDG
lOwG Kal va elval 0 A0Y0G YLo v aYOPACEL 1] KAl OXL 0 KATAVOAAWTNG 1 €ITE Ylot v TAUTIOTEL pe
T XOUPAKTNPLOTIKA 1 KoL 0L (Aaker, 1991).

Ta o@£An civat ot a€ieg oL épyovTal 0To PVOAS TWV KATAVOAWT®OV KAl TILO OUYKEKPLUEVA
TOLOL TUTIOL AVAYK®WV KAVOTIOOVV TO TPOoIOV 1] 1 ummpecia ywa tov meAdtn. Ta o@éAn
TPOIOVTOG 1| VTINPEciag Ba pmopovoav va XwPLoToUV TEPALTEPW O€ TPELS Katnyoples. (Keller,
1993).

o Ta AELTOVPYIKA 0QEAT AVAQEPOVTUL GTOV EYYEVT] OKOTIO TOV TIPOIOVTOG 1) TNG LTINPEGLAS
TIOV UTIOTIOETUL OTL EKTANPWVEL TO (610 TO TPOLOV OTIWG YlX TAPASELYHX OTL €val GAKAKL
vmoTifetal 0TI Ba pag kpatnoel (e6TOVG.

o Ta Blwpatikd o@EAN o€ €éva TTPOTOV 1) A VTMPESia Elval 1) aloBNnom Tou va Popag i va
XPNOLOTIOLEIS TO TPOIOV 1| TNV UTMmpeoia. AVTIOTOLXOUV GUXVA HE XAPAKTNPLOTIKA TOU
oxeti{ovTal UE TO TPOIOV KAL GUXVA LKAVOTIOLOUV TIOAAEG ATIO TIS aAVOPWTILVES Lo O OEL.

o Ta ocupBoAikd o@eAn oe Eva TTPOIOV 1] Pl LVTINPEC I CUXVAE SEV LKAVOTIOLOUVV Lo
aVAYK™N IOV OXETICETAL LLE TO TIPOIOV KAt elvat pia Bonfela yia Tov KATavoAwTh Vo EKTTANPWOEL
™MV KOWwVIKN toavtotnta. To mpoidv 1 n vmnpecia pmopel emiong va eival éva gpyaieio
EK@PPAONG 1] 0LKOSOUNONG TNG AVTOEKTIUNOMNG.
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Avtol oL TOmOL TIpoidVTWY £X0UV CUXVA HOVASIKO OXESLACUO 1) EUPAVION Kol CUXVA €lvatl
eCoTALOUEVOL PLE "oAOYKAV" Yl VA TIPOCPEPOVV TIEPALTEPW G TNV TV adia Tov brand.

OL 0TdoElg £X0UV GUECO AVTIKTUTIO OTIS CUCXETIOELS TNG emwvupiag kat opilovtal wg ot
OUVOALKEG aELOAOYTOELS TWV KATAVOXAWTWYV Yo pa papka (Keller, 1993; Chen, 2001; Rio et. al,
2001). 'Etot Aowmdv Ba AEyape TTwG 0L OTAGELG £XOVV YIVEL HEPOG TWV CUCXETIOUWY EMWVUHIAG,
KaBwg ival SUGKOAO va TIPOGSLOPLOTOVV CWOTA OAQ TA CYXETIKA XUPAKTIPLOTIKA KL TA OQPEAT
Yyl Ul ETTWVURIA, Kol €TOL Ol EPEVVNTEG E€YOUV SMULOVPYNOEL €val HOVTEAO TIOAAATIAWV
XOAPAKTNPLOTIKWOV TWV TIPOTIUNCEWV LE TN YEVLKI] OTACT] ATEVAVTL GTNV EMWVUULA, 1) OTtolo eV
AMOTUTIWVEL TG 80TNTeG kKat TG afleg o@élovg tTouv brand (Keller, 1993)
To povtéAo TOAAATIAWY XaPaKTNPLOTIKWV PacileTal 0TI BACIKEG TIEMOIONCELS IOV £XEL £VAG
KATOVAAWTNG Yl Ml HApKA Kol €av TG afloAoyel Oetika 1N apvnTikd. Ol OUYKEKPIUEVES
OTAOELS UTOPEl VA a@OPOoVV XAPAKTINPLOTIKA Tou Ogv oxeti{ovtal pe TO TPOIOV, OTWG
OUUBOAKA 0@PEAT) XAAQ KOl E XOUPAKTNPLOTIKA TIOU OXETI{OVTAL OTEVA WE TNV EPELVA OXETIKA
LLE TNV OUCLACTIKT] TIOLOTNTA TNG EMWVUUIAG 1] TOV T(POiOVTOG.

PERCEIVED QUALITY (ANAI'NQPIYH THY [I0I0THTAX)

Q¢ avtiAnmT) ToOTNTA opileTal n Stadikacia TG AVAYVOPLONG TOU TEAATN YA TT) GUVOALKN
TOLOTNTA 1) TNV AVWTEPOTNTA EVOS TIPOIOVTOG 1) LLAG VTINPEGIAG OE OXEDT] LLE TOV ETMSIWKOUEVO
OKOTIO TOVU O€ oxéom Ue TI§ amoupunoels (Aaker, 1991; Yoo & Donthu, 2001). H avtiAnym tng
moldTnTag Oev pmopel va TPOCSIOPLOTEL AVTIKEIUEVIKA @OV e€lval avTIANTIT] QAAQ
UTIOKELLEVLIKT] GTNV KPIOT TOU KATAVOAWTI YlA TO TL EIVAL O)UAVTLKO 1) OXL.

H avtiinm) modtnta eivatl éva GuAo XapaKInpLoTiko, aAAd mibavotata afloAoyeital pall pe
AAAa oTolyela Tov TIPOIOVTOG, OTIWG 1) aéloTioTia Kat 1 amodoor. H vPmAn avtiAnmti modmta
dev eival avaykaia, KaBwG 0 KATAVOAWTNG UTOPEL va €xel XUUNAEG TIPOGSOKIEG Yl TNV
TOLOTNTA €VOG TIPOIOVTOG, KAAQ UTOPEL va £XEL BETIKN 0TAOT Yl €va TTPOidV, KaBws To Tpoiov
elvat @Onvo. 'ETol, oL KATavaAwTEG PTTOPOoUV VA (VAL LKOVOTIOHEVOL PE TIPOTOVTA TIOV VOl PEV
€XOLV TNV TAVTOTNTA KATIOLOV TTOAVTEAOVG brand aAAd Sev £xouv (ocwg TV (810 «amdSoon» pe
TO VOEVTIKO.

AToé ™V GAAN TALLPE, N AVTIANTITY TIOLOTNTA pTopEel va Snuovpynoet afia ywx to brand pe
TOAAQTIAOUG TPOTIOUG OTIWG AGY0 Yl Ayopd KAl va SLa@OPOTIOOEL Ul EMWVUIIN ATIO TOUG
QVTAYWVIOTEG KoL 1) eTalpeia pmopel va Adfel ac@AAoTpa TIHWV 1) pmopel va eival puo
OTUAVTIKY QVOPOPA OTIG EMEKTACELS eMwVLUiag (Aaker, 1991).

H «epmiotoovvn» Tov SelXVEL 0 KATAVAAWTNG OTN HAPKA TIPETEL VA ETIKEVIPWVETAL GTOVUG
UTIAPXOVTEG TEAATEG Kol OxL otouvg Tibavols (Aaker, 1991). Eivar advato va teBovv
EPWTNOELS OYXETIKA LLE TNV APOOCIWOT TWV TMEAATWVY 0€ SUVNTIKOVUG TTEAATES, KABWG, cLUPWVA
ue tov Gronroos (2008), n miom Twv TEAaTwv PacileTal o€ WA EMITUXNUEVY CEPQL
EMAVAAAUBAVOUEVWV OYECEWV HETAED TOV TTEAXTT KaL TG EMwVViag. EmimAéov, 6eSopévou OTL
N HEAETT €yve povo pila @opd kat dev Slepeuvoloe €AV 0 KATAVOAWTIG EVEPYOVOE TILOTOG OF
WL EMwvupia 1 oL
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KE®AAAIO 3° : BIBAIOTPA®IKH ANAXKOITHXH

Omwg ava@epbnke TAPATIAVW, Ol EVWOELS EMWVULMUING SnuovpyolvTal 0TO MUAAOG TOU
KATAVAAWTY]. AUTEG 0L CUCYETIOELS YwpllovTal TepalTéPw He Bdomn TO (860G TWV CUCKETIOEWV
OV SNULOVPYOUVTAL OTO HUOAG TOU KaTavoAwTh. ‘Otav mpokeltal ywx exclusive brands,
UTLAPXOUV TTOAAG €161 TTOU GUVSEOVTAL WG CUCXETIONOL PE AUTES TIG HAPKES. AgSopévou OTL T
exclusive brands ouvSéovtat pe vPmAég Tiuég kat avwtepn mowdtnta (Turunen & Laaksonen,
2011), ol OUCXETIONOL TNG LAPKAG TIOAVTEAELNG TIPETIEL VAL KATNYOPLOTIOW Ol TTAVW 0€ AUTAL.
Aot gpevvntég (my. Kim et al, 2003; Tong & Hawley, 2009; Chen & Tseng, 2010) €xouv
XPTNOOTIOWOEL SLAQOPETIKA OTOLXElX KATA TN SLApPKEIX TNG «UETPNOM» TNG EMWVULIAG TOV
brand mov pPmOPOUV va XAPAKTNPLOTOVV WG TOAVTEAEIS pe BAOM TOV OPLOUO TIOVL EKOVAV OL
Turunen & Laaksonen (2011).

Toppwva pe toug Kapferer & Bastien (2009) ta moAvuteAn brand eivat el81kd @Tiaypéves yia
LIt CUYKEKPLUEVT] KOLWVWVIKY TAEN KAl OXL yl& OAOUG, YEYOVOG TOU KaBloTd Ta Tpoiovta
QTOKAEIOTIKA Yl €va OUYKEKPLUEVO KOO - oOTOX0. AuTtn 1 “OmMOKAELOTIKOTNTA  E£XEL
Snuovpynoel eva aloBnua KAvomoinong ToU QAVIKELV O GUYKEKPLUEVT]) KOWWVIKY TALN
(Kapferer & Bastien, 2009). To 0Tl amevBUVETAL G Ul CUYKEKPLUEVT] KOLWVWVIKY TAEN €xEL
SMAWBEL amd AAAOVG EPEVVNTEG KL EEAPTATAL ATO TO OTL Ol UAPKEG TIOAVTEAELAG cLVSEoVTAL
Kal HEe GAAa TpoidvTa LVYMANG Katnyoplag OTIwG 1 KOAN @NUN KAL TNV guxaplotnon Tov
TPOGPEPOVV OTOV TEAATN — ayopaoth (Kim et. al, 2003), (Lassar et. al, 1995; Chen & Tseng,
2010), (Lassar et. al, 1995; Pappu et. al., 2005).

Axoun, SNAOVETAL OTL Eva EUTIOPLKO O TIOAVTEAEIQG B TIPETIEL VO £XEL TIEPLOPLOUEVT SLlorvoun
TPOKELPEVOL va eEac@alioel vPMAO emimedo vmnpeowwv (Nueno & Quelch, 1998; Kapferer &
Bastien, 2009), to omoio umopel va ouvdebel pe dAAx emiMESA GLUOXETIOUWY EMWVLHING TIOV
Exouv SnNAwoel AAAoL epeVVNTEG OTIWG TO eimedo eEutmpetnong (Kim et. al,, 2003).

Emopévwg, Ta akdiovba otolyeia umtopovv va Ta&lvounbolv w¢ cUCYETIONOL TNG EMWVUUIAG
evog exclusive brand:

e XuppoAlopol

o AxpiBela

e  YymAn modtnta
o Kadn enpn

e Evyxapiomon

o AflomioTia

e Eftummpéton
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Eav pa emwvupla kata@épel va ouvlebel pe TIG Tapamdvw €VVOLEG, Ol KATAVAAWTEG TOU
brand Ba yivovtat emiong amodektol kot Ba avayvwpifovtatkal Ba Bavpalovtat amd Toug
dAAovg (Dubois & Duquesne, 1993).

ANTIAHIITH IIOIOTHTA MIAY MAPKAY IIOAYTEAEIAY

H avtiinmm) mootnta elvat n avtiAndm Tov TeEAATN YLo T1] GUVOALKT] TTOLOTNTA 1) AVWTEPOTNTA
IOV OUVSEETAL e Eva TTPOIOV 1) Pl vmnpeoia (Aaker, 1991). O TPoGSLOPLOUOG TG AVTIANTITIG
TOLOTNTAG MG HAPKAG TIOAVTEAEIG B TIPETIEL EMOUEVWG VA VAL APKETA TIPOPAVTG, KABWG
emBefatwveTal OTL plX HAPKA TOAUTEAElOG TPEMEL va €xel avwTepn molotnTta (Turunen &
Laaksonen, 2011), vymA6 emimedo eumnpétong (Nueno & Quelsh, 1998; Kapferer & Bastien,
2009) xat éva povadikd oxedLo ov Slac@aAilel TV ToOTNTA KABE CUYKEKPLUEVOL TIPOIOVTOG
(Nueno & Quelsh, 1998; Hellofs & Jacobsen, 1999; Commuri, 2009).

AvuTd ta €N PLag pAPKAG TTOAVTEAELNG UTTOPOVV VO GUYKPLOOVUV LE TN HETPTON TNG AVTIANTITIG
TOLOTNTAG TIOV £YWVE ATIO AAAOULG epevvnTéS (). al, 2005+ Tong & Hawley, 2009) kot TV
aglomotia (Pappu et. al, 2005- Tong & Hawley, 2009), Ta omola emiong tagvopovvral wg
KPLTIPLA TNG AVTIAAUBAVOUEVTG TTOLOTNTAG.

TA IINAXTA IIPOIONTA EITHPEAZOYN TIX TNHYIEX MAPKEY IIOAYTEAEIAY

H avtiAnym ya ta Tpoiovta amopipnong Kol oL EVWOELS EUTOPLKWY CTUATWY KALT] AVTIANTITY
TOLOTNTA TWV EUTOPLKWVY CNUATWV TIOAVTEAELRG gival akplBws To avtiBeto. H BifAoypagpia
UApKETIVYK 8ev €xel eEetaocel TN oxéorn HETALY TWV AMOULUNCEWV KAl TWV QUOEVTIKWYV
EUTIOPLKWV ONUATWY 0€ peydAo Badbud, aAda katd n BAoypagio avayvwpilel Kat ava@Epel
WG TA TAACTA TTPOTIOVTA EXOUVV TN SUVATOTNTA VA KATACTPEPYOUV TNV ATIOKAEICTIKOTNTA KOl
TN HOVASIKOTNTA TOU OUVSEovTal pHe TIG HApKeS ToAvuteAelag (Fournier, 1998; Hellofs &
Jacobsen, 1999, Commuri, 2009).Eav avtd emiBeBaiwdei, mbavotata OBa odnynoel oe
KATAOTPOPIKEG CUVETIELEG VLN TIG LAPKEG TTOAVTEAEIQG.

KATANAAQTIKEY YTAYEIY KAI SYMIIEPIPOPEY TON KATANAAQTON ENANTI
AINOMIMHYEQN INOAYTEAQN ITPOIONTQN MOAAX

Tig teAevtaies Sekaetieg, A0Yyw KAl TV CLUVONKWV TOU KATAVAAWTIONOU GTO TAAICLO TwV
TAYKOOULOTIOMUEVWY SUTIKWOV KUl KATITAALGTIKOV KOW®WVLWY, TA TEPLOTATIKA ‘ATATNG UE
TPOIOVTA ATIOUIUNONG EUTIOPLIKWOV PLPUWV, EWBIKA 0TO XWPO TNG Evduong, TG VTOdnong, Twv
KOAAAUVTIK®OV, TWV AEEGOVAP, TWV XPUOAPLK®V KAl EV YEVEL TNG LOSAC, Elval oLXVO EALVOUEVO.
H amopiunon mpoidviwyv yvwoTtwv olkwv HOSaG 1 EUTIOPIKWV @LPUWV HE EVPELX YKANA
aVTIKEWWEVWY Aapfavel TAéov SleBvelc SLKOTACELS, [LE EMTMTWOES KUPIWG OTNV OLlKOvouia,
KaBws 0 KUKAOG EPYNOLOV CUXVA QPOPA TNV THPAOLKOVOUIX KL TN GUVAPT (POPOATIOPUY
(Balfour 2005).

Ot Cheung and Prendergast (2006) oe peAétn toug o€ deiypa 1152 evnAikwv KATAvOAWTOV
andé to Xovyk Kovyk, ™) Zaykdn kot tnv emapxioa Tovydv tg Kivag aviyvevoav ot
TAELOVOTITA TWV KATAVOAWTWV ‘“TMEPATIK®OV' TIPOTOVTWYV EVvEUoNG NTAV ATOUX PE pHecaia TIPOG
VYnAd sloodnuata, avdpeg kat ocvvnBéotepa yuvaikes, pobwtol epyalopevol kKal Katd To
mAglotov TpLtofadulag ekmaidevong. Ot epeuvnTeg £5el€av T CAPWG LEYXAVTEPT TAON TWV
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YUVALK®OV KATAVOAWTWY VA ayopdlouy TpoiovTa amopuipnong Stonpwy @pueyV, U ELEaoT
otV évduon Kal oTa TPoiovta agecovdp (Todvteg, {WVES, YUOALX K.4L.).

Ot Hoe et al. (2003) oe pla mowotikn épeuvva, pe Selypa 20 KATAVAAWTWV TPOIOVTWYV
QVTLYPAPTNG KOl ATOUIUNONG QUOEVTIK®WV EUTIOPIKWV ETIKETWV KAl @PUHWV, oto Hvwpévo
BaoiAglo, amavtnoav, He THPATANGLO TPOTO, 0€ EEATOULKEVUEVEG GUVEVTEVEELG. Ol ATTAVTIOELS
QTOTUTIWVOUV AVAYAUPA OTL OL KATAVUAAWTEG TIPOTLLOVV TNV AYOPd PONVOTEPWV ATIOULUTCEWY
EMWVUHW®V QPHOV 0§ ‘VTTOKATACTATO  piag embupiag yix BabOTepn KOWWVIKY avayvwplon,
KaBw¢ kal plo emAoyn ywr T Slapop@won pag eMMAAOTNG TOVTOTNTAG Kol HE €va
TOATIOTIKO LTTOBaBpPO OV Ba EVTUTIWOLALEL TOV KOLVWVIKO TIEP(YLPO.

Ot Leisen and Nill (2001), o€ ¢pevva toug o€ Selypa 144 @oitntwv, otig HITA, katédei&av ™
ovvdeon TG Sudbeong yia KATAVAAWOTN TPOIOVTWY TIOTNG QAVTLYPAPNG AVTIOTOWV
auBeVTIKWV (YuaAld nAlov Kal poAdYLa) HE TNV EMPPON ATIO TO KOWWVIKO TepBdAiov. BEéBaua,
oto Selypa katadelymmke kol pio SIOTAKTIKOTNTA YlX KATAVAAWON TETOLWV TAPAVOUWY
TPOIOVTWV WG TPOG T Slakivnom, WLaiTepa 6TV TEPITTWON TIOV UTOPEL VA UTIPYAV VOULKES
KOl OLKOVOULKEG OUVETIELEG.

Ot Yoo and Lee (2005) mpoéfnoav o€ pia ouykpltikn perétn oe detypa 500 kat 320 avtiotorya
olttwv amd v Kopéa, avedptnta amd 1o edv NTavV ayopaoTes Kal mOavol ayopaoTEg
TPOIOVTWV EVOLAPEPOVTOG, €(TE YVNOLWV/avBevTikwy eite amopymoewv. Ta mpoidvta avta
NTAV YVWOTEG PIPUEG O TOAVTEG OTN Ml OpASA KAl TNV AAAN VTTOSUATA, POUXA, YUOALX
NALOV KL XPUOA@IKA. ZTNV £pEVVA EEETAGTNKE 1) TTPOBEON Yl ayopd evog auBevTikoU 1) €VOG
TPoiovTog amouiunons. Katadelytnke 0TL 0l KATAVOAWTES, O€ YEVIKEG YPAUUES, TIPOTILOVCAV
TNV Ayopd TwV AUOEVTIKWV EVAVTL TWV TPOIOVTWV ATOUIUNONG EKTOG €AV TO EVPOG TNG TLUNG
HETAED TOU PALVOUEVIKA (510U TIPOIOVTOG, AVBEVTIKOU Kal U1, NTAV UEYAAN. ZUVETIWG 1] TN
NTAV €Vag ONUAVTIKOG TaPAYOVTAS TAp®WONoNG ylad ayopd TPOIOVTIWY ATOUIUNoNG, €V,
avtiBeta, 1 TPOTEPN euTEPla ayopds (Slwv TPOIOVTWY, Gpa 1 TIOLOTNTA AUTWV, dev Emalle
OTUAVTIKO pOAO.

IXETIKA HE TNV TAPAUETPO TNG TOLOTNTAG TWV UM QUOEVTIKWV TPOIOVTWV aToUiunons, n
TPOTEPN SLATIOTWOT TNG OXETIKA IKAVOTIOWTIKNG TIOLOTTAS ATIO TIPOTYOULEVEG AYOPES, OTIWG
KOl 1 €AKUOTIKI] EUPAVION QUTWV OAAA KAl 0 OUVSLACUOG XOUNANG TLUNG-EAKUVOTIKNG
ELPAVIONG-TILOTHG AVTLYPAPNG TIOAVTEAWY E8WV, AULEAVEL TNV ETTAVAYOPAE 1) AYOPA TETOLWY
TPOIOVTWV. EMITA£0V, 0L (581G HEAETEG KATAYPAQOUV TNV TIPOCGSOKIA APKETWV KATAVAAWTWV VA
€lval KATOXOL TIOAVTEAWV TPOIOVTWY £0TW KAl PALVOUEVIKA (WG TIOTWV AVTLYPAP®OV TWV
aUBEVTIK®OV) 0AAG pE eTapkr TOLOTNTA Kol mpootty T (Augusto de Matos et al., 2007;
Commuri, 2009; Penz and Stottinger, 2008; Prendergast et al,, 2002).

H mepimtwon ¢ mpoTeEPNS EUTELPIAG AyopdS U auOEVTIKWY TIPOIOVTWY, UTOPEL va yiveTal
amod ocvviBela 1 amd KavoToinon e taon emavayopds (Augusto de Matos et al., 2007) 1 amd
TPOTIUNOT OTIGC XAUNAOTEPEG TIUEG KOL TI LKAVOTIOMTIKEG EVOAANKTIKEG TIPOOTITIKESG
ATOKTNONG €VOG APKOVVTOG EAKUCTIKOU, TIOLOTIKOU KAl (PALVOUEVIKA TIOAVTEAOVUG TPOIOVTOG,
Tapopoov pe Ta avtiotolya aubevtika (Pueschel et al, 2017). H opowdtnta &vog pm
auBevTikoV Kal evOG aVBEVTIKOU TTOAVTEAOUG TIPOIOVTOG UTOPEL va avaTTuEeEL cuvaloOquata
BeTiknG amokplong otov mBavo ayopaotn (Davidson et al, 2017) kat va mpoodwoel pilo
vmepadia 0To TPOidV amopiunong. O KATAVOUAWTNG EAKVETAL ATTO TNV EUPAVLIOT] KoL SLAKELTAL
EVUEVWG WOTE v TOV K&vel va TtpoBel og ayopd (Bian et al., 2016). MaAloTta, oL KATAVAAWTES
ouvnBwg ayvoouv 11 B€touv oe Sevtepn poipa TN AELTOLPYKOTNTA 1 XPNOUOTNTA TWV
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mpoidvtwv autwv (Teah et al., 2015) evavtt TG aloONTIKNG TOUG, 1 OTOlX TOUG EVTUTIWOLALEL
Kol TouG amodnpwvel yia v ayopd (Kim and Karpova, 2010).

BéBata 1 avaokOTnomn avadelkvUeL Kat AAAEG OUAVTIKEG TITUXEG OTIWG 1) 0K 0y, SeSouévou
O0TL 1 Sadikaoia Tapaywyns, EPTOPIov aAAd Kol ayopds TPoldvTwy amopiunong ocuvséetal,
EKOVOLN 1) AKOUOLA, PE VA TAEYUA TTAPAVOUWY KAL TIHPATUTIWV OTACEWY KAl CUUTIEPLPOPWV.
EK TOV avwTEépw TTUXWV UTOPEL VA AVOKUTITEL Pia NOIKN) CUVEVOXT] TWV KATAVAAWT®V. AUTH
edpaletal, oLUEWVA pe TN OXETIKN BAoypapia, oy emBupia TWV KATAVAAWTWOV Vo
QTOKTNOOUV, VA XPTOLUOTIOMOoUV 1] va Slavepouv (0€ OLKEI TIPOOWTA) €V YVWOEL TOUG
TPOIOVTA ATOUIUNONG KAl AVTLYPAPNG AVTIOTOLXWV QUOEVTIKWOV PE EMUPAVEIS ETIKETEG Kol
@IPUEG IOV TIPOCTATEVOVTAL VOULKA ATIO EVOEIEELG/ETIKETEG AVOEVTIKOTITAG KL TIVEVUATIKWYV
Sikatwpdtwy (Bian and Veloutsou, 2007; Penz and Stottinger, 2008;Bian and Moutinho, 2009;
Commuri, 2009).

H ovvdeon akpfws Twv NOIKWVY SLAOTAGEWVY [E TN CUVEVOXT TOU KATAVUAWTN SLAUOP@®OVEL
uloe otaBepn KOl EVHEVI] KATAVAAWTIKN] CUUTEPLPOPA ATIOKTNONG KAl AyopdS TPOIOVTWY
amopiunong moAvteAwyv eldwv kat @puwv (Wilcox et al., 2009; Vitell et al., 2001). Zxetikn
UEAETN KATESELEE OTL Ol TPAYUATIOTEG KATAVOAWTEG EXOUV ALYOTEPEG NOIKEG AVAOTOAES Yl
Mmuata un NOKNG 1N MUPATUTING KATAVAAWTIKIG CUUTIEPLPOPAS OE avTIBEON HE TOUG
18eaAloTég katavaAwTéS (Dubinsky et al., 2005).

Emiong, oe aAleg épeuves kataypaenke OTL 11 aicBnomn ‘cvAdoywotnTtag emmpedlel TOV
KATAVAAWTY] o€ Babpd Tov UI0OETEl KATAVOAWTIKEG OTACELS EUVOIKEG, OXETIKA UE TNV
QTMOKTNON U QUOEVTIKWVY TPOIOVTWY avtlypa@ng. Ot KATaVOAWTES EU@OPOVVTAL ATO pia
otdon etk mpog TN ‘Stavoun’ N To ‘Stapolpacud’ EONVOTEPWY KoL XPNOTIKWV ayabwv pe
Tovg ovpumoAiteg Toug (Husted, 2000).

Mia GAAn taom elvat o Méoviopds’ kat 1 ovvdeon NG OTAONG AUTHG e TN Sabeon ywx
KATAVAAWGOT) TIPOTOVTWY TOAVTEAELNG, CUXVE SATTAVNPWY, AVEEAPTNTA ATIO TNV AVOEVTIKOTNTA
TOUG. AUTI 1 NSOVIKI] KOl UTAPECKT CUUTIEPLPOPA UTIOPEL VA ATTOTEAEL pia TTapwONnom ylax v
ApoT 1 TOV HETPLACUO OPLOUEVWV NBIKWV AVACTOAW®Y TIPLV TNV AYOPA TELPATIKWY TIPOTOVTWY
(Eisend and Schuchert-Guler, 2006; Gentry et al., 2006; Penz and Stottinger, 2008).

ZOUE@LTN pe Tov Ndovioud eivat 1 T@on ™S avakaAvyme kat tov Paiuatog yla To véo, To
KOLVOUPYLO, TO KALVOTOUO. AUTO, CUXVA, OL KATAVAAWTEG TO BPIOKOVY 0€ TTPOTIOVTA ATIOUIUNOT|G,
OVTAG YAUNAOTEPA OTNV TIUN ATIO TA AUOEVTIKA, 0€ TIOAAQ OXESLA 1) EKSOXEG 1} ETMAOYEG KAL O
avénuévn Sabeootnta. Ol ayopaoTEG KAVOTOLOUV TapGAANAd Kol TO aioBnua Tng
TIEPLEPYELAG KAL TNG EYYEVOUS TOUG TGOS Y Slepevivnon kol elpapatiopd (Rishi and Mehra,
2017).

Avt 1 eova, Tov NSOVIOTH KATAVAAWTY, SEV ival adLd@opn UE TNV EIKOVA TOV AVEBATUEVOL
‘KOWVWVIKOU TIPo@IA’ Tov emBupoOVV va TPOAYOUV 1 va €EWTEPIKEVOLV 0L, GLVNOWG,
XOAUNAOTEPOV ELCOSNUATOS AYOPACTEG TIPOIOVTWV ATIOUIUNONG AVTIOTOLXWV TIOAVTEAWY ELSWV.
[Ipokettal yw pia aloBnomn autd-kavooinong amo To TPoiov, pia AUTOTPAYUATWOT) HECH ATIO
TN XP1OM KAL TNV ETISELEN TIPOIOVTWV UE EUPOVT) TNV ETIKETA NG @ipuag. Elval, cOp@wva e ta
OLVALCONUATA TWV KATAVOAWTWV, MUl E€IKOVIKY) KOWWVIKI TAUTOTNTA, pia aiobnomn tovu
‘avikely’ o pla avotepn kowwvikn tadn kat katnyopia (Eastman and Eastman, 2011).
[TpOKeELTAL YIX KATAVOAWTEG TIOV ETMSEIKVUOUV EQUTOVG 6TOUG AAAOUG, TTPOAYOVTHG T OETIKA 1)
To 0PEAN NG amoktnong mpoottwv mpoiovtwy (Eisend et al., 2017) ta omola avuPwvouv o
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KOLWVWVIKO TIPO@IA pe pkpo kootog, (Davidson et al, 2017). Zxetikn peAetn €8eige OTL oL
KATAVAAWTEG IOV ATTOPEVYOUV TNV KATAVAAWOT) U1 QUOEVTIKWOV TIPOIOVTWV Ao onG Exouv
UEYQAAUTEPT QUTOTEMO(ONOT, €vtovoTepn avTANYmM TNG TPOCWTIKNG TOUG EMITUXING KOl
VYNAOTEPO KOWVWVIKA avayvwplopevo otatous (Bloch et al. 1993). Elvar axplfwg avt 1
emSIwen Yy dvodo oy tepapyia TG Kowmwviag, amoKTnong ekovag, ceBacpov Kot VTTIOANYNG
oV wWOel 6TO EVPOG TETOLWV KATAVOAWTIKWV TpoTipnoewv (Eastman et al. 1997).

AMeg €pevveg Stepeuvovv  BablTepeg OPEIS TETOWV KATAVOAWTIKWY GCUUTEPLPOPWV.
Eppavidouv pla tdom yl Slampoowmiky] aAAnAemiSpact, pio avayvwplon ToU KOWWVIKOU
Toug TepLyvpov. 'ETol, ol KATavaAwTéG TETOWWV TPOIOVTWV TEVOUV va ATOKTOUV ayadd,
KUPIWG YVWOTWV EUTIOPIKWOV ONUATWY, E0TW PN CVOEVTIKWY, 6TO TAXIOL0 £VOG TPOTIOU (WG
IOV AVAUEVETAL VA ETILSOKIPAZETAL 1] AKOUT KAl va BaupaleTal amo OlKOYEVELX, CUYYEVEIG Kol
@ovg (Sharma and Chan, 2017). e autd Ta GTOUA Ol AVTIOPACELS TOV TEPLyVPOL eival
UEYAAVTEPNG ALAG TTAPAYOVTAG KATAVAAWONG ATO TNV VALK KoL XpnoTikn a&ia Tov (§lov Tov
mpoidovtog (Mason, 2001) 8ikd OTAV TIPOEPYOVTAL €K KOWWVIK®OV OHASWV OTwG 1 Tapéa
ouvvounAtkwv (Lee and Yoo 2009).

Ot Basu, M, et al. (2015) Siepevivnoav TOuG TAPAYOVTEG EMNPEACHOV NG TPOOEONG TWV
KATAVAAWT®WV YIX AyopA Un qUOEVTIKWV TPOIOVIWV ATOUIUN 0T G avTIoTO WV TOAVTEAWY. Me
™ xpnon g pebBddov g attoroynuévng Spaong{Theory of Reasoned Action (TRA)}
aviyvevoav Ta KVITPpA KAl TIG CUUTIEPLPOPLIKEG KATAVUAWTIKEG TAoels. [Ipokettal yux €8L
TIAPAYOVTESG, TNV KOLWVWVIKY TTAPOTPLUVOT/ETLPPOT], TNV TIPOCWTILKY EVXAPIGTNOTN, TNV ATOULKN
Bewpnon kat avtiinym Twv Tpaypdtwyv, TV afla 1 vmepala Tov TPOIOVTOG, ™M
voupo@poouvn/agociwon oe pia @ippa (Brand loyalty) kat v mapapetpo tng nOkng
deovtoAoyiag. Ot epevvnTEG SAMIOTWOAV OTL 1] KOWWVIKI] EMSPAOT KAL QVAyV@PLOT KoL 1)
guKalplot  ATMOKTNONG TPOOILTWV OAAA  QALWVOUEVIKA TOAVTEAWV €8wv Ntav ot Vo
OTUAVTIKOTEPOL TTAPAYOVTES WONONG YA TTPOTIUNOT TETOLAG KATAVAAWTLIKNG CUUTIEPLPOPAS.

Ot Moon, et al. (2018), oe épevva oto Ilakiotdv, oe Setypa 331 @oirtntwv 18-30 etwy,
€CETAOAV TIG KATAVAAWTIKEG aVTIMPELS TIPOTIUNONG U aubevtikwv ayabwv évduong kot
UTIOSNONG HECW TOL povTéAou Stimulus-organism-response (S-0-R), dnAadn g Siepgvvnong
™G altiag S1Eyepong Kal MPOOBEONG AYopAS TOU KATAVOAWTY KABWG KAl T OUCYETLON TNG
OXEOMNG  OAVTIKELUEVOU-KOWVWVIKOU  TEPLBAAAOVTOG KAl  PUYXOAOYIKNG/OUVALOOMNUATIKNG
avtidpaong. Bpébnke 6Tl 0 MSoOVIOUAG, WG KATAVAAWTIKY) CUUTEPLPOPA, NTAV Kuplapxog
TAPAYOVTAG GE OXECN UE TNV TPAYUATIKY XPNOLUOTNTA TOV TTPOIOVTOG.

BéBawa, oe dAAeg €pevveg, Aaufavetal LTTOYN KL 1) TPOOWTILKN AVTIANYM KAl yvwon Twv (lwv
TWV KATAVOAWTOV YLO TNV KATAVAAWOT TETowwV ayabwv. ESw vmeloépyovtal Ta 18ewdn tou
TEPBAAAOVTOG avaTPOPNG Kol EKTAISELONG TOV €V TEAEL SLAPOPPWVOLV TNV TPOCWTILKN
Bewpnon, TNV TPOCWTIKOTNTA KAl TA TIOTEVW OKOUN Kol OE OXECT UE TNV KATOAVOAWTIKN
ovumepupopd (Haque et al. 2009;Bian and Moutinho, 2011).

H yvwon mAnpo@oplwv ywr to TPoiov eival pla TTuxn TG TMPOCWTIKNG avTiAnymg Tovu
KATAVAAWT] yl& To TPOIOVTA amopiumons avtiotoywv aubevtikwv @puwv (Hanzaee
and Ghafelehbashi, 2012). EmmAov, otv Tepimtwon mov 8ev UTTAPXEL CaPNG SLAKPLON
avBevtikoV Kal pn mPOoiOVTOG, TOTE 0 KATAVAAWTNG TEVEL Kal AOY®w TLUNG, VX TTPOTIUA TO UN
aUBEVTIKO aKOUT Kal pe eMlyvwon TG katwtepng molotntag (Maldonado and Hume, 2005).
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Ot xatavadwTeég VYMAGTEPWY €l00dNUATWY, ocuVNBWG Bewpovv Ta PN aLBeVTIKA €6 WG
vmokataotata (Nia and Zaichkowsky, 2000), evwy 1 mAsloym@ia TwV KATAVAAWTWY, ACYXETWS
ELOOONUATOG, avayvwpilel OTL 1 €lKOVA TOU TPOIOVTOG EMNPEAEL TN YVWUN TOUG ylX TNV
TOLOTNTA TOV (IKAVOTIOMTIKN ELPAVION= KOAT] TIOLOTNTA) KAl KAT EMEKTACT YL TNV alar KAt
™v alomiotia Ttov (Cretu and Brodie, 2005). O cupuBfaopdg IKavoTOMTIKNG TIOLOTNTAS Kal
TPOGLTOV KOGTOUG SNULOVPYEL OTOUG KATAVOAWTEG TNV ETlyvwo piag vmepadiag oto Tpoiov
Kal €Tol wBoUVTaL OTNV ATMOKTNON U QUOEVTIKWV OAAQ HE ETIKETA @IPHAG TOAUTEAEING
mpoidvtwv (Phau and Dix, 2009;Ang et al., 2001).

Mia akoun onpavtikn Staotaon elvat n N kat 1 €0vToAoyla TV KATAVOAWTWY KAL TO TTWG
aQUTA T MEYEBN TOUG emmnpedlouv 11 OXL OTNV TPOTIUNON TEPATWV Kol [T GUOEVTIKWYV
TPOIOVTWY, YVwpllovTag, TapdAAnAa, OTL ETALPIEG (NMULWOVOVTAL OLKOVOULKA KOl TIVEVUATIKA
Sikatwpata mapafidlovtal Oplopéveg peAETeg £8elav OTL TA ATOUA ME OELOTIPETELN Kol
auénuévn ovuveldnomn Telvouv va pn TPOTIHOUV TEPATIKA KOl U1 aubevTikA TpoilovTay,
Bewpwvtag TéToleg TIPAels wg Ok AavBaopéves (Phau and Teah, 2009; Penz and Stottinger,
2008).

Y& quto To TAAiolo, TEAOG, POAO YLA TNV ATOTPOTI AYOPAS [N QUOEVTIKWV TPOIOVTWY, TEPA
Ao TNV TTUXN NS NOWKNG 0TAONS Kal SE0VTOAOYING, TEVEL va £XEL KAL 1] TPOOKOAAN O O€ Pl
OUYKEKPLUEV @lppa moAutedwv eldwv. H epmiotoolvn otnv modotTa, 1 Slopovikn
LKOVOTIO (1O, 1] CUVEXTG KAL ETMTAVUANTITIKY] KATAVOAWTIKY TIPOTIUNOT KAl 1] Aypa@T S€opevon
o€ pla @ippa kat ota TPoidvta ¢, Slapop@wvouy pia otabepd OeTikn 0TAOTN KAl TTPOTiUNON
Tov KatavoaAwtn (Liu and Wang, 2008).

AITIOTIMHYH ANAYKOIIHYHY THY BIBAIOI'PAPIAY

OMw¢ ava@épdnke TAPATAVW, TA XAPAKTNPLIOTIKA TWV TAPATIOMUEVWY TIPOIOVIWY KoL TWV
YVNIolwv TPOoIOVTWY ToAUTEAElOG elval evtedws avtiBeta petadd Toug Ol ATOULUNOELS
oLVSEOVTAL PE YOUNAT] TIOLOTNTA KOl XAUNAEG TIUEG KL TIPOOPEPOVTAL O€ P EVPEIX AyOpd, EVWD
T yviiola Tpoiovta ouvvééovtat pe vPmAN ToldTNTA Kat VPNAEG TIUEG KL TIPOCPEPOVTAL OE
OUYKEKPLUEVT Kol OXL EVPELX ayopd.

ZOUPE®VA LE TA 00N LEAETNOUUE, T TAXOTA EUTIOPLKA OT)UATA TIOAVTEAEIOG KATACTPEPOLVY TNV
KATAOTOON TWV YVNOLWV EUTOPIKWY ONUATWY KAl OUUPBAAAOLV OTNV ATWAEW NG
QATOKAELOTIKOTNTAG OAAQ KAl TNG HOVASIKOTNTAG QUTWV TWV EUTIOPIKWOV ONUATWY, OTIWG YlA
TAPASELYLAX OTO VA KATACTPEYEL TOUG GUOXETIOUOVG LLE TA EUTIOPLKACT|LOTA KAL TNV AVTIANTITN
TOLOTNTA TWV EUTOPLIKWV ONUATWV TTIOAVTEAEIQG.

['la va uTIop£0OVE VO KATAVOT) GOV E TN OTACT] TWV KATAVOAWTWV OXETIKA LE TIG ATIOULUTOELS
TwV el8wv ToAuTeAeiag ToOU gpevva aut 1 SatpPn, SnuovpynOnke TO TMAPAKATW
EPWTNUATOAOYLO, TO OTOI0 polpAoTNKe Kol amavtiOnke amd 1.500 &topa, TV OTOIWV TIS
ATAVTNOELS BAOT) ATIOTEAECUATWY, O AVOAVGOVLE TTAPAKATW.
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KE®AAAIO 4° : EPEYNA T1A TIZ XTASEIE TON KATANAAQTQN

Onw¢ avagépBnke otig mponyovpeveg evotnteg, to CBBE eivat n Baowkn Bewpntikn évvola
Tov e€etdleTal g autn TN StatpPr. LoT600, HOVO V0 AT TIG TECTEPLS KATNYOPIEG QUTNG TNG
EVVOLOG ) TAV EQAPUOCLIEG 0TI TAPOVOA HETATTUXLXKY Statpfn. Ot SVo katnyopieg oL omoleg
dev avadvbnkav mepattépw Ntav to Brand Associations kat to Perceived Quality. Autég ot
Katnyopieg e€etdlouvv TN yevikn avtiinym pag papkag. Emiong, mpaypatomoumnke pia
BBAoypa@ikn avackoTnon Twv ZuoxeTiopwv Avtilapfavopevng Iowdtntag kat Epmopikwv
INUATWV IOV GUVEEETAL UE HAPKEGTIOAVTEAELXG.

Ta akdéAovBa otolyela TPOoaSloPIoTNKAV WG AVTIANTITI TIOLOTNTA MLOG EMWVUHING TTOAVTEAE(XG
: avOEKTIKO, afLOTILOTO KOl TOLOTIKO KAl TPOGSOPploTNKAV WG CUCXETIOELS ETTWVUIIAG ULAG
HapkKag moAvteAeiag, ocUUPBOAX KATAOTAOMG, KOAN @NuUn, akplpo, emimedo efummpetnong,
TPOIOVTA VPYNANG KATNYOPIaG KAL UTIEPTPAVELXG.

Avutd ta oTo el TPOGSLOPIOTNKAV EMOUEVWG WG SEIKTEG TNG TEAATELAKNG A (OG TNGEMWVUHING
evog exclusive brand.

EPEYNHTIKH ITPOYEITIYH

YTmapyxovv 800 TUTOL EPEVVNTIKNG TIPOCEYYLONG OL OTIO{OL E(VAL 1) ATIAYWYLKN KL 1] EMAYWYLKY)
TIG 0ToleG B €EENY1|COVE TAPAKATW KAl ETMELTA Bt AVAAVGOVE TA ATIOTEAEGUATA TNG LEAETTG.

H emaywyxn Tpooéyylon ava@EPeTal otV EPEVVA IOV TTAPOVOLALEL TN OXEOT UETAEY TWV NoN
VTIAPXOVOWYV BEWPLOV KAL TNG TTPAYUATIKOTNTAG. AUTO oNUAivel OTL TO SNAWWIEVO BewpnTIKO
TAQLOL0 EAEYXETAUL HECW EUTIEIPLIKWV TAPATNPNICEWV KAL EPEVVWV OTIS OTOlEG 1 Bewpla eite
emBefalwvetal eite avabewpeltal.

TNV EMAywYLKN TPocEyylon ol Bewpleg elval amoTeAéopata KoL GUUTEPACUATA TIOV
TIPOEPXOVTAL ATIO TIAPATPNOELS XWPIS OUWS TN BoNOELX TWV VTIAPXOVOWV BEWPLOV TTIOV OTN
OLVEXELX YivovTal VEEG KaBLEpWUEVES BEWPILEG.

v mapovoa SaTpn emMAEXONKE N amAywYlKN TPOCEYylon A0Yw TOU OTL GTOXOG TNG

Slatpng Ntav va amavtnoel o€ vtoBéoelg mov Paciovtal otn Bewpia ™G BALOYpapiag TTov
UEAETNONKE.

1103 OTIKH EPEYNA

H mocotikn nuébodog mapovolalel To EUTELPLKO VALKO 0€ aplOpoVs KAl OTATIOTIKA [E OTOXO TNV
Tapovoiacn oTolyelwy yla TV eExywyn YEVIKOV CUUTEPACUATWY. AUTOG 0 TUTIOG peBOSov
DewpPEITAl IO «EMOTNUOVIKOG» KBS elval To SounUEVOG KAl EAEYXOULEVOG LE OTOXO TN
Stepevivnon Alywv peTafANTwV aAA& og peydro aplbpd epwtBévtwv (Bryman & Bell, 2005;
Christensen et. al,, 2010).
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2ZXEAIAYMOXY THY EPEYNAY

0 oxedlaoudg NG €PEVVAG ElvaL EVX EKPPACHEVO 1 U1 AOYLKO OXESL0 OTIOU T EUTELPLKA
SeSopéva oUVSEOVTAL [IE TOV EPEVVNTIKO OKOTIO, IOV EMITPETEL TNV €AY WYT) CUUTEPACUATWV.
YTmdpyxouv 600 TUTIOL EPELVNTIKOV OXESLAGHOU, O SLEPELYNTIKOG KAL O CUUTIEPACHUATIKOG, Kol
TULPLALOVV € SLAPOPETIKOVG TUTIOVG £PEVVAG AVAAOYX LE TOV XAPAKTNPA TG,

0 opLoTIKOG OXESLAONOG EpELVAG UTTOPEl v xwploTel g V0 SLa@OpPETIKA EpELVNTIKG emiTeda,
TNV TEPLYPAPLK] KAL TNV alTlwdn €peuva, 11 oTtola Snpovpyel Tpla SLQOPETIKA EPEVVITIKA
oxedla, Ta omola Ba &nynBovv mepalTEpw.

O oxedlaouog SlEPELUVNTIKNG EPELVAG XPNOLUOTOLEITAL KATA TNV aval)Tnon YEVIKWV
TPOBANUATWY KAl XPNOLUOTIOLEITAL TILO CUXVA O€ TOWEIS OTIOV VTIAP)EL EAAeLYM NG €pevvag. O
oXeSLATUOG TNG SLEPEVVITIKNG EPELVAG VAL TIOAD EVEAIKTOG KAL GUXVA ASOUNTI) IOV TALPLALEL
O€ TIOLOTIKEG HEAETEG.

Tuxvad TO QTOTEAEOUA WG OLEPELVNTIKNG £PEVVAG THPAYEL OMNUAVTIKEG Kol «BabléEg»
TANPO@OPIES Y €va CUYKEKPLUEVO TIPOPRANUA avTl va TOPAYEL ATAVINOELS O €V YEVIKO
TPOFANUa (Bryman & Bell, 2005).

2TPATHI'IKEY THY EPEYNAY

Yoppwva pe tov Yin (Yin, R. (2007),Fallstudier) mpoodiopilovtal Tévte SLa@OPETIKES
EPEVVNTIKEG OTPATNYIKES : TO TElpANA, 1) £€pEVVA, 1) apXeELaKT] avaAvon, N Iotopla kat 1 peAET
TePIMTWONG.

Ot SLaopég peTadl TV OTPATNYIKWV AUTWV &V Elval TTAVTA TIPOQAVEIS KL ETOUEVWS Elval
8U0oK0A0 Vo SNAWOEL 0€ TTOLEG KATAOTACELS EVUL TIPOTLUOTEPT] ULX OTPATN YLK OE CUYKPLON UE
GAAN.

Tpelg petafAntég mpémel va Aapfavovtal VITOYN KAT& Tov KABopLoUd TwV GTPATNYIKWOV TTOU
elvat:

o TLel8ovug elvat 1 epevVNTIKY EPWTNON
o EAV 0 EPELVNTNG XPELALETAL VA EAEYEEL TA CUUTIEPLPOPIKA YEYOVOTA TNGEPELVAG
o eqv 1 €pevva epAapufavel eotiaon og ovyypova yeyovota (Yin, 2007)

STPATIQTIKH XXOAH EYEATTIAQN - TTOAYTEXNEIO KPHTHX 2024
27



«KatavadwTIKEG OTACELS ATTEVAVTL € ATTOULUN OELG TIOAUTEAWY TIPOIOVTWY HOSAG»
MuionAidouv AAeEavSpa

KE®AAAIO 59 : ANAAYZIH TOQN AIIOTEAEEMATQN TOY

EPQTHMATOAOTIOY
EIXATOI'H

Baolopevn o€ 0Aeg TIG BBALOYPAPIKEG AVAPOPES TTIOU HEAETTOQ, TIPOXWPTOA TNV Snpovpyla
TOV EPWTNUATOAOY(OV TO oTtolo Tapovolaletal otnv mapaypa@o 4.1. Na onpewwbel, Twg To
TAPAKATW EPWTNUATOAOYIO OTIWG AVEPEPA KAl THPATIAVW SATUTIWONKE oTNV ayyAlKn
YAWGOoQ, KaBw¢ amavtOnke Oxt LOvo atmo EAANVES AAAG KAt attd avBpwToug TG aAA0SATNG.

To epwTNUATOAOYL0 «oTONKE» PEOoW TNG TTAATPOPUAS Tov Google Forms kat polpdotnke péow
TWV TAATEOPUWV KOWWVIKNG SikTVwong. Ta tpoocwmikd deSopéva Sev €xouv yvwoTtomoinbel

TAPA LOVO TO PUAO KAL TO NAIKIAKO QACUA XWPIG AUTO VA EIVOL CUYKEKPLIEVO.

KOINO EPOQTHOENTQON

Kata xOplo Adyo, n évvola g Hodag, a@opd KUplws TO YUVALKEID KOO XWPIG OUWS auTo va
QTOKAE(EL ATIO TO KASPO TWV ATMAVINOCEWVY KAl TOV AVTPLKO TANOUOHO. ZTA ATOTEAECUATA TOU
OUYKEKPLUEVOU EPWTNUATOAOYIOU KATL TETOO uUmopel va  yivel Sakpltd Adyw NG
LKOVOTIO W TIKNG CUUHETOXTG TWV AVTPWV OTIWE KAL PAIVETAL GTO TIAPAKATW YPAPTUA :

Gender

Male

To nAklakd @dopa To 0moio acyoAelTAl KUPIWG HE TOV KOOUO TNG HOSAG Kol KUPIWG UE TA
emwvupa brands, 6a pmopovoaue va ToUUE WG elval To kKoo NAkiag 35 €wg 54 kabwg
UTOPOVUE VA KATHVONOOUUE TIWG To emwvuua brands xpewdlovtal kKol To KATAAANAO
OLKOVOLKO VTIOBabpo Yl va TIPOXwPNOEL KATIOLOG GE UL AyOPA TIOAVTEAEIQG IOV KATA KUPLO
AGYO0 KOLVO - 6TOXO0G E(VAL OL TIPOAVAPEPOUEVESG NALKIEG.
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Age

55-64

25-34

45-54

AdYw TOUL OTL TO EPWTNUATOAOYLO HOLPAOTNKE Péow TwV social media kat ot ak6AovBol Kot
@0l OTIG KOWWVIKEG TAATPOPUEG AVIKOUV OTNV €AANVIKI] KOW®VIA, TO TOCO0TO TwV
eEPpWTNOEVTWV va SLevkpwioTel Twg etvat 100% €AANVEG TTOAITEG KoL 0TO PEYXAVTEPO TTOGOOTO
aviikouv otnv poBoAoyikny Babuida Tov €TOLOV ELCOSNUATOG TOUG TIOU KUMKIVETAL KATW
35.000 xlAlddwv gvpw.

| Annual Income

Les than §25,000
198%

@ Caucasian/\White

@ African American / Black
@ Asian / Pacific Islander
@ Hispanic

@ Other

$50,001 - $100,000

$25,0001- $50,000

To M0600TO TWV EPWTNOEVTWY TTIOU AVIIKOUV OTNV TAVETIOTNULOKY EKTALSEVTIKY) KATAPTLON
elval apkeTd peydro kabwg ayyilet to 75,4% , omote KataAafaivoue TwG To KOWO TO 0Tolo
EXEL ATIVTNOEL YVWPIJEL APKETA KAAX TOV KOGHO TOU «ETLXELPE(V» Kl UTOpPEl va Swoel
ATAVTNOELS YVWPL{oVTAG TL «TIAEL VA TIEL 0 OPOG KATIOUIUNOM» KAl TL AVTIKTUTIO £XEL AUTO GTOV
ETILYELPTLATIKO KOG 0.

duoikd, dev UTTOPOVIE VA ATIOKAEIGOVUE TO YEYOVOG TNG TIPOOWTILKNG AToYng Tov kabe éva
IOV (0WG va SLAPEPEL LLE TOVG VOLOUG TG ETILXELPNUATIKOTNTAG.

Education

High School graduate
5.8%

Ph. D graduate
188%

Univercity graduate
75,4%
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ETAXEIY TQN KATANAAQTQN AIIENANTI XE EIIONYMA IIPOIONTA

TNV €pWTNOMN YA TO TTOCOL ATO TOUG EPWTNOEVTES elval SlaTeBEPEVOL VA ayOpAGOUV KATIOLO
TAAOTO TPOIOV KATOLAG HAPKAG TOAUTEAElNG OTWG Yl Tapddetypa Louis Vuitton, Prada,
Ferragamo kot dAAa, To 80% amavinoe mwg elval Statebepuévo va tpofel o€ pia TéETolx ayopd
KaBwG 1 0IKOVOULKN TOUG KATAOTAOT 8€V UTOPEl var avTamokplOel 0TV T TwV auBeVTIKWV
TIOAVTEAWV TIPOIOVTWV.

EKTOG autoV O0UwG, TToAAOL a0 TOUG EPWTNOEVTEG ONUEIWTAV TIWG TA TIOAVTEAY TtpoiovTa Sev
elvat avaykn va opilovtal wg auBeVTIKA, KABWGS Pla TOAVTA YA TTapadetypa, Sev xpelaletal va
elval avBevtikn av €xel akplBws to (6o oxESl0 yla va molpe TwG TPoodidel oTUA otV
EKAOTOTE ELLPAVLOT).

duowkd, vmpéav kal epwTNOEVTES oL oTtoloL SV ATEKAELOAV KATIOLX AXyopd €VOG TTOAVTEAOVG
TPOIOVTOG, CNUELWVOVTAS OHWS WS Ba ayopdoouv Eva KaAO Kal SLorXpOVIKO KOUUATL KATIOLX
OTLYUn pé€oa ota Xpovia kabwg BEAovy va emevdioouy o€ KATL TETOO0 KaBapd Kol Hovo yia
TPOCWTILKT) TOUG EVXAPLOTNOT KAl OXL YLot KATIOLOV GAAOV AGYO.

How much are you willing to purchase any of the following
Counterfeit Luxury Brands? (Prada and Louis Vuitton for lux...

Unlikely

Very Likely

Likely

Neutral

Apketol amod TOLG epWTNOEVTEG onuelwoav TIwG £X0UV Kol MAXOTEG OAAX KOl QUOEVTIKEG
UAPKEG TIOAVTEAWV TIPOTOVTWV KL QUTO YlATL €lTe eMEVOLOAV KATIOLX OTLYUT) 0€ KATolo brand
Yl TTPOCWTILKY TOUG EVXAPLOTNON, ELTE YIATL TO EAafav wG SwpPo o€ EEXWPLOTEG OTIYUEG OTIWG
yla TApASELY X KATIOLA ATTOQOLTN 0T, YAUOT ATIOKTN oM TtadLov.

[IpaypatomomOnke o éAeyxog Chi-Square ywx va afloloyn0ei n oxéon petatv @uiov kat Have
you ever purchased any Counterfeit Luxury Brand.
YTapxel onuavtikny oxéon Petald twv dVo petaBintwy, X2(1, N=1499) = 4.54, p =.033"
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«Katavadwtikég 6TAOELG ATTEVAVTL O ATIOULUN OELG TIOAVTEAWY TPOIOVTWV HOSHG»
MuyomAidov AAeEavSpa

Have you ever purchased any Counterfeit Luxury Brand?

No
13,6%

Yes

Have you ever purchased any Genuine Luxury Brand ?

No
18,0%

Yes
82,0%

AvuTO 6UWwG Sev TOUG EUTOSIEL VA £(OVV GTNV KATOXN TOUG KL ATOULUNOELS KaBwGTo Bewpolv
TOAVTEAELQ VAL €XOUV GTNV KATOXN TOUG TOGO akplfd Tpoiovta pe PAOTN T €LGOSNUATIKA
KPLTIPLA 0AAQ KL TIG TIPOOWTILKESG TOUG aVTIANWELS KUpPIwG.

Have you ever owned any Counterfeit Luxury Brands? Have you ever owned any Genuine Luxury Brands?

Apxetol KaTavaAwTég, BewPOUV WG KAAVTEPA Vo EMEVOVOELS XPNUATA O KATL TOAU TILO
avaykailo Tapd oe éva TOAVTEAEG TIPOIOV TO OTO(0 OTO WEAAOV UTOPEL VO TIAKPOUCLACEL UN
avaoTpEPIUn @Bopd Kal va «TAve Yapéva» tooa xpnpata. Emiong, moAdol amd autolg
BewpoVV oTATAAN TNV AYOPA& TIOAVTEA®WV TPOIOVTWY EAV AUTO TOUG PEPEL aTn SVOKOAN B€om
Va1 LTTOPOoUV VA avTAToKPLBoUV oTa amapaitnta kat kadnuepvd toug €oda.

Abdyw TV NUEPWV TIOV {OVE, OPLOUEVESG POPES CAV KATAVAAWTES AKOUA KAL 0TI TIPOCWTILKES
ayop£G, TOPEVOUAOTE CUUP®WVA KL JE TNV KO YVOun, SnAadny av ot emAoyég pag yivouv
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«Katavadwtikég 6TAOELG ATTEVAVTL O ATIOULUN OELG TIOAVTEAWY TPOIOVTWV HOSHG»
MuyomAidov AAeEavSpa

QAPECTEG 1] KATAVONTESG LE BAOT TIG AVAYKES Kl T BEAW HOG OTOVG OLKEIOUG PG, ZTNV EPWTNOM
AoLTTOV Yl To €dv dev Ba aydpale KATOOG TAACTE TPOIOVTA oV TOTEVE OTL 1] OLKOYEVELA KOL
oL @AoL Ba NTav «aToYoNTEVUEVOLY Hall TOUV AOY®W TOU OTL KAVEL KAKO OTNV EKACTOTE ETALPEL
KOl TN «{MULOVEL OLKOVOULKA, TO TIOCOOTO TOU 66,2% amavtnoav Tws Sla@wvouv Kabeta pe
ulo TETOlX ETTAOYT).

| would not purchase counterfeit products if | thought my family :
and friends would be disappointed in me.

agree

neutral disagree

strongly disagree

2TAYEIY TON KATANAAQTON I'IA TIY OIKONOMIKEY EIIITOYEIY IIPOY TIX
ENIXEIPHYEIY

Tlyovpa, 1 ayopd AMOUUNOCEWV YLA KATOLOUG TIOU YVWPI(OUV TOUG VOUOUG TNGAYOPAS,
OTNUALIVELT) «<KATAGTPOPT)» TWV KOAOGOWV TWV EMWVUUWV brand.

Me Baon To EpWTNUATOAOYLO0 0TO OTol0 BAcioTNKe 1| MAPOVOA EPELVA, TIPOKVTITOUV UEPLKA
EVOLAPEPOVTA CUUTIEPAC AT TA OTIOLX KOl B aV(PEPOVLE.

Kata kown mAsloymeia, ol TEPLOGOTEPOL EPWTWEVOL, OE TTOCOCTO TIoU Eemepvael To 70%
Selyvouv va unv cuPE®WVOVUV 0TO OTL TA TAACTA TPOIOVTA BAATITOUV KATA TOAD TIG ETALPELES
OV Kataokevalouvv Ta ovBeviikd Tpoidvta. Avtd elvat S0okodo va katavonbel wg
AQTAVTNON AV KATOLOG YVwpPilel TOV KOOUO TOU «ETIXEIPEIV» KL TI§ ETLMTWOELS TOU
ETLPEPOVTAL OTOV KOGUO ULag vyLoUs Blounxaviog.

[IpaypatomomOnke plax povotmapayovtikny avaivon ANOVA ylx va cuykplBel n emidpaon tov
@VAov oV afloAdoynon oxetika pe People who buy counterfeit products are committing a
crime..

H povomapayovtikr avaivon ANOVA amokdAvPe OTL UTTAPXEL WO OTATIOTIKA OTHAVTIKY
Staopa otnv agloAdoynon oxetikd pe People who buy counterfeit products are committing a
crime petagh TovAdxlotov §vo opddwyv (F(1, 1497) = 19.523, p=.001).

People who buy counterfeit products are committing a crime.

agree

neutral

disagree

strongly disagree
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Amé v dAAN mAsvpA OpWG Tapovotdletat kat Eva 20%, TOCOGTO APKETA UEYAAO, IOV UEVEL
ov8£TEPO TPOG TNV OKEYM yla TO TL cupfaivel oTnv eTapeia - KOAOGCO TIOU SelYVEL VO PHEVEL
QUETOXT YIX TO TL EMMTWOELS B EMUPEPEL AUTO GTNV (S TNV ETALPEIN AL KL KAT ETTEKTAOT)
OTNV TAYKOO LK OLKOVOUIX TNG Y0P,

To mapddofo OpwWG OV TPOKVTITEL, ATO TNV EPEVVA TNV OTOlA UEAETANE, ElVAL TIWG KATA €va
pueydAo mocootd mov Eemepvd to 50%, Ol KATAVAAWTEG AKOMA KAL AV TILOTEVOUV TIWG
Snuovpyeitat mMPOPANUa oMV ayopd Twv HeEYGAwvV brands péow Ttwv pn aubeviikwv
TPOIOVTWYV, VTTOOTNPIJOVV TIWG OL PHEYAAES ETALPELEG OTIWG Yl Ttapddetypua 1 Louis Vuitton, 1)
Agatha, n Cartier Sev pmopouv va €pBouv oe T0G0 SUGKOAT OLKOVOWUIKY] KATAOTAOY WOTE VA
KAeloovv KaBwG €xouv To S1KO TOUG KOO — 0TOXO HE TO AVAAOYO XPMUATIKO LTTORaBpo Tov
VTOA0YI{OUV KAL TNV TOLOTNTA AAAG KL TNV TOCOTNTA TAUTOXPOVA Kal Sev {NULwVOVTAL ElTE
AYOPACOUV VA aUOEVTIKO KOUUATL €lTe TApATAVW KaBwg 1 eTatpeia Ba emw@eAnBel KoL amo
™mv Sl o Tov ekaotoTe celebrity aAAd Ba umopel va kivnBel dveta kat oTnv ayopd A0yw
TWV HEYAAWV KAL CUXVWOV XY0PWV TOU AVAAOYOL KOLVOU — GTOXOU TIOV £XEL ETUAEEEL €5 apXNS.

Bdom ¢ amoymg autig, HTTOPOoVHE VU TIOUE KoL VX KATAVOT)OOUUE TIWG TA TAXOTA TIPolovTa
KOl Ol QTOMUNOELS 8V PUTTopoVV v amoBappUvouy KAvoTopeg emevOVOELS Kal TN Snpovpyla
v éva emwvupo brand , kabwg o emixelpnuatiag mov Ba emevdvoel oe katL akplfo, Ba
OTOXEVOEL KAL OTO KATAAANAO KowvO. BEBala, Eva apkeTd HEYAAO TTOGOOTO PEVEL OVSETEPO OTO
OKETTIKO aUTO.

Counterfeit products hurt the companies that manufacture the
genuine product.

strongly disagree

agree

neutral

disagree

ZUUTIEPACUATIKA, UE BAOT TIS ATIAVTNOELS IOV £8waoav ot 1.500 epwTNOEVTEG, KATAAYOUUE GTO
OUUTIEPACUA TIWE VUL UEV 1) TIWANON TAACTWV TPOIOVTWY €lval évag TpoTog emibeons o€
UEYAAES ETILXELPTOELS AAAX 1) AYOPA TWV ATIOULUNOEWY SEV UTOPEL VA ATIOSUVAUWOEL, OTIWS OAX
Selyvouy, TNV emPpPoN KAl TNV EMBPAON TWV HEYAAWV ETLXEPNOEWV TWV EMWVVUWV brands
TPOG TO KOLVO — GTOXO TIOU £XOLV SNULOVPYNOEL KAL ATTEVOVVOVTUL GTOXEVUEVA.

Counterfeit products hurt the world economy t())our:jt%rf_elié_products discourage investment in innovation and
rand building.

strongly disagree

agree

strongly disagree

agree
neutral 5

disagree

neutral

disagree
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«KatavaAwTIKEG OTACELS ATIEVAVTL O ATIOULUTOELS TIOAVTEAWY TIPOIOVTWY HOSAG»
MuiyoamAiSov AAeEavépa

Buying fake products is a way of attacking big business

neutral
18,5%

438%
strongly agree
03%

strongly disagree

disagree
49,1%
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KE®AAAIO 60 : ANAAYZH CHI- SQUARED TEST & ANOVA

CHI SQUARED TEST
['a va ovpe TV oxéon PeTA&) TOLOTIKWV HETABANTWY XPNOLUOTOLOVUE TOV €AgyX0 ToV chi-
squared. Ztov éAeyyxo chi-squared opi(fovTal ol TAPAKAT®W VTIOOETELG:

e Ho: Asv umapyet oxeon petafAntg (gender, age, education, annual income) o€ oxéon pe
TIG EPWTINOELS OL OTIOLEG WG aTavtnon opilovtat pe YES/NO.

e H1: Ymapxel oxéomn petafAntg (gender, age, education, annual income) o€ oxéon pe
TIG EPWTNOELS 0L 0TIoleG WG amavtnomn opilovtal pe YES/NO.

e Emimedo onpavtikotntag a: 5%

TNV oUVEXELR, TTAPOVCLAlOVTaL TA ATOTEAEoUATA amo TNV avaAvor Chi — Squared test 6Twg
aUTA TIpoEkLPaY HEGW TOU AoyLopikoV SPSS (BA. tapdaptnua B)

[Tapatnpwvtag Aomov TI TAPAKATW OUCXETIOELS UETAPANTWV HE TIG EPWTNOELS TOU
AVOPEPOVTAL, KATAAT)YOULE OTO CUUTIEPACUA OTL aToppITTETAL 1) UNdevikn voBeon Ho kabwg
p-TiN < o ZUVETWG, 0€ EMITMESO ONUAVTIKOTNTAG 5% UTAPXEL OTATIOTIKY ONUAVTIKY OXEOM
HETAED OAWV TWV EPWTNOEWV KAl LETABANTWV.

2t oxéon peta€d nAkiag kat ¢ epwtnong «Have you ever purchased any Counterfeit
Luxury Brand?» o€ eminedo onpavtikdtntag 5% UTTApYEL OTATIOTIKN ONUAVTLKY] OYXECT OTIWG
Kal otnv oxéon upetald ekmaidevong kat ¢ epwtnong «Have you ever owned any
Counterfeit Luxury Brands?» .

YTapxel OpwG Ha SL@OPETIKN TEPIMTWOoNn ot oxéon HeTald @LAoL (gender) kat Tng
epwtnong «Have you ever owned any Counterfeit Luxury Brands?» 01ov TpokUTITEL TWG:

p= 0,335 > 0,05 emopuévwe Sev amoppintetal 1 Ho kat o€ emimedo onuavtikotntag 5% Sev
UTLAPXELOTATIOTIKN ONUAVTIKY OXE0T METAEY (PUAOL KL EPWTNONG.
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EAEXOY TTESTTI'IAAYO ANEEAPTHTA AEITMATA

0 €\eyxog t Y 8V0 aveEdpTnTa Selypata eival Evag oTATIOTIKOS EAEYX0G VTIODETEWY YIX Vi
SOUE av Ol HECEG TIUEG TWV AVTIOTOLXWV TANOLVOUWV elval (0€G 1) SLALPOPETIKES. Te qUTN TNV
evoTnTa, BEAovpE va SOUE otV 0L AVEPES KL OL YUVAIKEG EXOUV TIAPOHOLEG 1] SLUPOPETIKEG HECES
TIUEG WG TIPOG TLG 8 EPWTIOEL.

OL TpoUTOBETELS YIO TNV EQAPIOYT) TOV EAEYXOL ElvaL:

o N KATAVOUN Twv TANBUOU®WVY va elval KAVOVIKN] amd TOUG OTOloUG TIPOEPXOVTAL TA
Selypata. Xtnv mepimtwon mov ta Selypata eivar peydia (N>30), n mpolmoOeon Tng
KOVOVIKOTNTAG SeV elval amapaltntn

o T Selypata va eival avTITPOCWTEVTIKA KAL AVEEAPTNTA
o oL mAnBuopol amd Toug oToloug emeAéynoav Ta  Selypata va  €Xouv (OEG
SLKULAVOEL.

H mpoiumobeom autn eAéyxetal pe Tov EAeyxo tou Levene. Ztov éAeyyo Tov Levene 1 pundevikn
vm6Beomn Ho etvat 6Tt ot Stakvpavoelg Twv dVo TAnBvouwy eivat ioeg. H evaAdaktiky vtobeon
H1 elvar 01l ot Stakvpavoelg elvatl SLa@oOPETIKEG. TNV TePIMTWON Tov amoppiPovpe TNV
undevikn vmoBeon TG LGOTNTAG TNG SLKKVHAVOTG, YIX VX EAEYEOVHE AV Ol PECEG TIUEG TWV
avEPWV KL YUVALKWV €lval (0EG 1) SLUQOPETIKES, XPNOLUOTIOLOVUE TOV EVAAAAKTIKO €AyX0 t Yl
AVIOEG SLAUKVLAVOEL.

[l Tov éAeyyo t yla SVo avetaptnta Selypata, opi{ovtal oL Tapakatw VTOOETELG:

o Ho : Aev umtapyel Sla@opa TIg HEGES TIUES WG TIPOG TIG 8 EpWTNOELS LETAEY TV
avépwv Kol yuvalkwv (gender)

o H1 : Ymapyxel Sta@opd TIG HECEG TIUEG WG TIPOG TIG 8 EPWTNOELS UETAED TWV
avépwv Kal yuvakwv (gender)

o Emimedo onpavtikémtag o : a= 5%

ZTNV OLVEXELQ, TTAPOVCLAJOVTAL TA ATTOTEAECUATA ATIO TNV AVAAUOT) TOU €AEYXOU t OTIWG AVTA
TpogkLav HEGw TOV AoylopukoVL SPSS (BA. mapaptnua A).

Me Bdon Ta amoTeAéopata, THPATNPOVUE OTL YIX TIS 5 epwTnoelg 6mws "People who buy
counterfeit products are committing a crime"”, "People who sell counterfeit products are
committing a crime”, "Selling counterfeit products is a way of attacking big business”, "Buying
fake products is a way of attacking big business" kat "I would not purchase counterfeit
products if I thought my family and friends would be disappointed in me", itox0eL 1 l0OTHTA TNG
SloTopds ooV amd Tov €Aeyxo Ttou Levene €youvpe p>0.05 kat £tol dgv PmopovpE va
amoppiovpe N undevikn VOOeON OXETIKA HE TNV LoOTNTA NG SlaoTopas. Katd cuvémela 1
mpoUmobeo TG 0OTTAG NG SKOTOPAS  IKAvOoTOlElTal. Mmopovpue Aowmov  va
XPNOLUOTIO)COVE TA ATIOTEAECUATA YL (0EG SIAKVUAVOELS IOV TTAPOUCLALOVTAL TNV TIPWTH

YPOAUUY TOU TiVaKa.

['a Tig mapamavw epwoelg xovpe p<0.05 kat dpa amoppimtovpe v undevikn vmobeon Y
wwotTNTa péowv TWwv. Katd ouvvémeln ol pEoEg TIUEG TWV avEpWV KAl YUVALK®WV Elval
SLLPOPETIKEG WG TIPOG TIG 5 epwTNOELG. Me dAAa Adyla Ol PECEG TILEG TWV YUVALKWV gival
UEYAAVTEPEG ATIO TIG HECESG TLUEG TWV AVIPWV WG TIPOG TIG 4 EPWTNOELS EKTOG ATIO TNV EPWTNOM
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"I would not purchase counterfeit products if I thought my family and friends would be
disappointed in me" mov Vel avtioTpo@a.

['a Tig vmoAomeg Tpelg epwtnoelg 0mws ot "Counterfeit products hurt the companies that
manufacture the genuine product”, "Counterfeit products hurt the world economy" kat
"Counterfeit products discourage investment in innovation and brand building",
STIIOTWVOVE ATO TA ATMOTEAECUATA TOU TAPAPTHHATOG OTL Sev LoYVEL M LOOTNTA TNG
SlaoTopds  a@ov amod Tov €Aeyxo tou Levene €yovpe p<0.05 Kol £€ToL AMOPPITTOUVHE TN
uUNSevikn VTOBECoT OXETIKA PE TNV LOOTNTA TG SlacTopds. Katd ocuvémela n mpolmobeon g
0OTNTAG TNG SlaoTopds Sev Ikavomoleltat. MTopoUpe AOLTOV va XPTOLLOTIOCOVUE T
ATMOTEAEOUATA Yl GAVIoES SLAKUUAVOELS TIou mapovotalovtal otnv Se0TEPN YPAUUY TOU
VKA.

['a v epwtnon "Counterfeit products hurt the companies that manufacture the genuine
product”, éxovpe p<0.05 kat apa amoppimrovpe ™ undevikn vmobeon. Kata ocuvémela, n péon
TIUN TWV YUVALK®OV VL HEYOXAVTEPT] ATIO TNV MEOT TN TwV avdpwv. ['a Tig vtéAoteg §vo
epwoelg 0mws "Counterfeit products hurt the world economy” kat "Counterfeit products
discourage investment in innovation and brand building" €¢xouvpe p>0.05 kat dpa dev pmopovpe
va amoppiPouvpe T UndeviK] VTOOEOT OXETIKA HE TNV LOOTNTA TwV HEowV TIUWV. Katd
OUVETIELN, AVOPEG KAL YUVIKEG EXOVV TIAPOHOLEG HECES TIUEG WG TIPOG TIG 2 AUTESG EPWTIOELG.

ANAAYYH ANOVA

H Avaivon AwxOpavong 1 Avalvon Awomopds — elval WA OTOTIOTIK UEB0SOG
TELPAUATIKOV OXESLHOUOV, KATA TNV OTIOLa, TIPAYUATOTIOLEITHL EAEYXOG VTTOOEGEWVY UE OTOXO VX
aVIYVELBOVV EAV VTIAPYOLV SLAPOPES OTIG HECES TILEG TIEPLOCOTEPWV ATIO SV0 TTANBUCUWV.

OL mpolmoBéoelg mov Ba ypelaoTel va LOYYUOLV Yl VA UTOPECOUUE VU EQAPUOCOVUE TNV
avaAvon Slakvpavong, eivat ol €ENG :

o M KATovou TwV TANBUGU®VY VA VL KAVOVIKT aTtd TOUG 0TIO(0VG TIPOEPXOVTAL TA
Setypata (PA. Hapaptnua TI'). Tty Tepintwon mov ta Seiypata eivar peydia (N>30), 1
TPOUTOOEDT TNG KAVOVIKOTNTAS SEV elval amapaitn

o To Selypata va eival QvTITTPOCWTEVTIKA

o OL TP AT PN OELS AVEEAPTNTEG LETAEY TOUG

o oL TAnOBuopol amd Toug omolovg emeAéynoav Ta Selypata va €xouvv TV iSla
Stakvpavon

['a v avaivon ANOVA, opilovtat oL THpaKATw VTTODEGELG:

o Ho: Asv vmapxel Sla@opd TIG PECEG TIUEG WG TIPOG TIG 8 EPWTNOELS TWV
avtioTtolywv TAnBuouwv (age, education, annual income)

o H1: Ymapyel touAdxlotov U0 UECEG TIUEG WG TPOG TIC 8 EPWTNOELS TWV
avtioTtoywv TAnBuouwv (age, education, annual income) SL@OPETIKEG HETAEY TOVG.

o Emimedo onpavtikémtag o : a= 5%

ItV ovvéxela, mapovotdlovtal ta amoteAéopata amd TNV avaiven ANOVA 6mweg auta
mpogkLPav HEGW TOL AoylopkoV SPSS (BA. mapaptnua IN).
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[Tapatnpwvtag OTL TI§ TEPLOCOTEPEG TEPLTTTWOELS 1) P-TIUN €lval HIKPOTEPT TOU o Kol Apa
amoppimtovpe ™ undevikn vmobeon, dnAadn vmdpxouvv SV0 TOVAAXIOTOV HECEG TIUEG TWV
aVTIoTOL( WV TANOLVOUWV YL TIG 8 EPWTNOELS VA SLAUPEPOUV PETAED TOVG.

ITNV CUVEXELX TIPAYUATOTIOMOAUE EAEYXO TOAAXATIAWV oLYKploewv Ttou Bonferonni ywx 6o
epwnoelg omws “Counterfeit products discourage investment in innovation and brand
building” kot “Counterfeit products hurt the companies that manufacture the genuine product”
yla va §oUHE TIOLEG lval oL HECEG TIUEG TIOV SLAPEPOVV ONUAVTIKA HETAED TOUG WG TPOG TIG
HETABANTES LGOS UATOG KAl EMITESOV eKTTAISELONG.

Ta amotedéopata ToU €AEyXOV TOAAATAWY GUYKPIOEWV YA TIG SV0 TAPATIAV®W EPWTNOELS
TAPOVOLAlOVTAL OTO TAPAPTNHA A.

Tuykekpéva, ya tnv epwtnon «Counterfeit products hurt the companies that manufacture
the genuine product» w¢ TPOG TO €GOSNUA TAPATNPOVHE ATMO TA AMOTEAECUATH OTL
OMNUAVTIKEG SLPOpPES o€ eTIMESO oNUAVTIKOTNTAG 5% €Youpe HETAED TWV ATOUWVY HE EL0OSN A
<25.000 kat atoépwyv pe eloc6dnpa peta&d $50,001 - $100,000 kabwg MiONG KAL TWV ATOUWV HE
eloddnua $25,0001- $50,000 kot atopwv pe eloodnua $50,001 - $100,000. Avtd onuaivel 6TL
Yl QUTEG TIG KATNYOPIEG ELCOSNUATWY TAPATNPOVVTAL SLAPOPETIKEG CUUTIEPLPOPES WG TIPOG
™mv epwtnon «Counterfeit products hurt the companies that manufacture the genuine
product».

Emiong, yia v Sl epwtnon wg mpog To emimedo ekmaidevong mapatnpolpe amd TA
ATOTEAECUATA OTL OTUAVTIKES SLOpPEG o€ eMMeS0 onUAVTIKOTNTAS 5% €xoupe PeTAy Tov
TTuxiov kal Tov S18akTopikov. AuTd onuaivel OTL Ta dToua pe TTuxio Slakpilvovtal amd Ta
ATOMA PE SIBAKTOPLKO.

Ma v epwton «Counterfeit products discourage investment in innovation and brand
building» w¢ TPog To £L0OSNUA TAPATNPOVUE ATO TA ATMOTEAETUATA OTL UTIAPYOVV OT|LAVTIKESG
Slpopég oe emimedo onpavTikOTNTAS 5% peTady TV atdopwy pe eloodnua <25000 kat Twv
atouwyV pe eloddnua $25,0001- $50,000, Twv atdépwv pe eloddnua <25000 Kot TwV ATOUWY LE
elo08nua $50,001 - $100,000 kaBwG KAl TwV ATOPWV pe e1.00Snua $25,0001- $50,000 kot Twv
atopwv pe elod6dnua $50,001 - $100,000.

Emiong, yia v Sl epwtnon wg mpo¢ To emimedo ekmaibevong mapatnpolue amd Ta
ATOTEAEGUATA OTL UTIAPYOLV OTLUAVTIKEG SLAOPES O€ ETITESO ONUAVTIKOTNTAS 5% peTady Tovu
Avkeiov kat Tou S18akTopLKoU KaBwG Kal TOU TITUXIOV Kal TOU SI8AKTOPLKOV.
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LYMIIEPAXMATA

Kpivovtag ek Twv avotépw BALOYpa@IK®V SeS0UEVWY, KOL EPUNVEVOVTAG TA EPEVVITIKA LG
SeSopEVA ONUELWVOVE OPKETEG OUYKAIOELG KL EAAXIOTEG ATIOKAIOELS O OX£0T HE TA 00X
ava@epnkav otn BBALOYpa@iK) avaokdmnorn, o MAEWdSa avtioToywy, pe TN 8K Mg,
EPELVWV. L€ OXEOMN HE TO Selypa Kol Ta SNUOYPAPIKA OTOLXEIQ TTAPATPOVIE OTL TO YUVALKELO
@VAo (Cheung and Prendergast,2006) eival TO EMIKPATECTEPO WG TPOG TNV ETISEEN
KATAVAAWTIKWOV CUUTIEPLPOPWV TPOTIUNONG U aubevTikwy Tpoiovtwv. BERata, n nAkiokn
OMada ™G UEAETNG paG lval 1 péon NAkia 35-64 evwd ApPKETEG UEAETEG GTNV AVACKOTINON
eotiaoav oe @oltntég 18-30 etwv (Moon, et al.,, 2018;Leisen and Nill, 2001; Yoo and Lee 2005).

INUElwTEOV OTL 3/4 EpWTWUEVOVG TOV SElYUATOG HAG TITAV KATOXOL TIAVETILO T ULAKOV TITAOL
omovdwv. Baowkn Swagopomoinon elvar 0tL To Selypa pog €0TioE 08 ATOHA HEOCWV KAL
XOAUNAOTEPWV ELCOSNUATWY, EVW OPLOUEVEG EPEVVEG OTNV AVAOKOTNOT CUUTEPLEAX BV KoL Ta
vymAotepa elcodnpuata (Nia and Zaichkowsky, 2000;Liu and Wang, 2008).

H woavomomtikn yvwon mepl Twv NOIK®OV KAl EUTOPIKWY AVTIKTUTIWV NG Slakivnong un
AQUOEVTIKWV TPOIOVTWY NTAV APKETA LVPYNAN 0TO Selypa PAG, OTIWG KUl O APKETEG UEAETEG TNG
avaokomnons (Hanzaee and Ghafelehbashi, 2012;Phau and Teah, 2009; Penz and Stottinger,
2008).

ZXETIKA WPE TIG TIPOTIUNOELS TWV KATAVOAWTWV KAL TA KIvTpa OV TOUG wBolv va ayopalouv
€l8MN amopiunong kat pun aUBEVTIKA, TIOTA AVTIYPA@A EMWVUHWY ETIKETWV KAL (O LPUWV, 1 TIUT
NTav €vag onuavtikog mapayovtas (80% tou Selypatog) OTwG Kol 0€ APKETEG EPEVVEG OTNV
avaokomnon (Maldonado and Hume, 2005; Phau and Dix, 2009;Ang et al., 2001; Yoo and Lee,
2005;Augusto de Matos et al., 2007; Commuri, 2009; Penz and Stottinger, 2008; Prendergast et
al., 2002; Pueschel et al., 2017).

Mia ToapdAANAN amAvVINon yiad TouG AOYOUG TPOTIUNONG TETOWWV ayabwv, €K UEPOUG TOU
Selypatog pag, mepav TG XAUNANG TIUNG, NTAV 1 OHoLdTNTA TOU oxeSiov TOL pn avBevTIKOV
TPOIOVTOG PE TO AVTIOTOLXO AUOEVTIKO OTWG ATAVTATUL AAAWGCTE KL OE PUEYAAO HEPOG TWV
gepevvwVv oto BLBAoypa@iko pepog (Augusto de Matos et al.,, 2007; Commuri, 2009; Penz and
Stottinger, 2008; Prendergast et al., 2002 ; Pueschel et al., 2017;Bian et al.,, 2016; Kim and
Karpova, 2010;Davidson et al., 2017).

BéBaila to peyaAltepo pépog tov Selypatog (82%) mOL AmMAVTNOE OTL KATEXEL KOl AUOEVTIKA
Kal apa o akpl3a moAuTeAn €idn, mépa amd pn aUOEVTIKA, €0TIACE OTO KOUUATL NG
TPOOWTIKNG LKAVOTIOMONG KoL €UXAPIOTNONG TAPAYOVTAG TIOU OTOVTATHL KL OTNV
aQVOOKOTNOT oAA& ouvdedpevog ekel povo pe ta pn avbevtika mpoiovta (Eastman and
Eastman, 2011; Basu, M,, et al.,, 2015).

ApkeTol KATAVOAWTEG, TPOKPLVAY TN XPNOLUOTNTA TOU @ONVOTEPOL TPOIOVTOG TAPA TNV
ToLOTNTA Kot VPNAT TLU TOU aUBEVTIKOV €V Ol KATAVOAWTES, O€ €PEVVA TNG AVACKOTNONG,
ouvvBw¢ ayvoovv 1 BEtouv oe SeVTEPN polpaA TN AEITOUPYIKOTNTA 1) XPNOWOTNTA TWV
TPOIOVTWYV AUTWV WG KPLTHPLA Yix TNV ayopd Tous (Teah et al.,, 2015).

Ol KaTavaAwTEG TOU SelyHATOG OTIS TIPOOWTIKEG AyOopEG € ONUAVTIKO Babud €dwoav
BapVTnTa 0TO VO YIVOUV OPECTEG Ol KATAVOAWTIKEG TOUG EMAOYEG OTOVUG OLKEIOVG KAL (PIAOVG
TOUG €0IKA OoTNV mePIMTWOo™n Tov autol B MTAV «aTmOoyonTEVHEVOL Uall TOUG ATO TNV
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TPOKANON OKOVOULKNG {nuiag otnv ekdotote etapeia (66,2%). H kowwvikn avayvwplon 1
amodoxn N emPBpdfevon 1 vmOANYN ek TOL TEPLYUPOL EVAL ONUAVTIKOG TIAPAYOVTOG
TapwONONG AYOpPAS €K TWV KATAVHAWTWV U QUOEVTIKWV TIPOIOVTWVY, OTWE ATAVTATAL O
mAelada epevvwv (Sharma and Chan, 2017;Lee and Yoo 2009;Hoe et al., 2003).

TéAog, pe Bdaomn TIG MOAVEG OIKOVOULKEG (NULEG OTIG ETIXEPNOELS HE TA AUOEVTIKA TTOAVTEAN
€L8M amod TNV Ayopd ATOULUCEWY QUTWY, TIAV® AT To 70% TWV KATAVAAWTWOV TOL SElYHATOS
Selyvouv va pnv cup@wvovv. H avaokomnon opwg £5el8e mwe Eva HEPOG KATAVOAWTWY OVTWG
evotepviletal TNV NOKN deovtoAoyia Kal EXeL EMYVWON TOV TAPATUTIOV TG EUTIOPLKNG AVUTIG
Spaotnpomrtag (Eisend and Schuchert-Guler, 2006; Gentry et al., 2006; Penz and Stottinger,
2008; Phau and Teah, 2009).

Y& YEVIKEG YPOUUEG 1) TAOM YL KOWWVIKN aVEALEN KL 1) AUEOT) OUOYETLON TNG EMISEENS
KATAVAAWOTNG PPU®V KUl EMWVUHWY ETIKETWY, AVEEAPTNTA ATO TNV AQUOEVTIKOTNTA TwWV
TPOIOVTWV AUTWYV, E(VAL KOWVOG TOTIOG 0TI KATAVAAWTIKEG TIPOTIUNOELS KAL TAOELS TOGO TWV
KATAVAAWTWV OTIG £EPEVVES TNG AVAOKOTINOTG 000 KL 0T SIKA HOG VpUaTa. AUTH 1) TAoN
elval lowg M mo evlla@épovoa AOYw NG EUTAOKNG KAl GAAWV EMOTNUWV OTWG TNG
Puxoroylag kat TG KowwvioAoyiag Adyw NG VTEPPOALKNG CUUTEPIANYMG TNG YVWUNG TWV
AAAWV IOV AVTAVAKAATOL 0 KATAVOUAWTIKY CUUTEPLPOPA. ESw onpavtikn elval  TapapeTpog
TOU NSOVIOUOU Kal (0WG TNG AUTAPECKELAG OTI GUYXPOVI] KATAVOAWTIKY KOW®VIA, TAOT TV
KaAAlepyeltal, Kata v amoyn pag, kot amd ta MME pe emikevtpo Ta SikTua KOWWVIKNG
SIKTOWOTG.

H xowwvikny avayvwplon Kot 1 emSOKIUaoia, ao@oA®S, TPAKTIKA 6 onpaivel Kal avodo
KOLVWVIKT 1] OVOLXOTIKY] BEATIWOT TNG TPOCWTIKOTNTAG AAAG HOVO i PUXOAOYIKTY) avATAoT 1
wa Tpookalpn eMPBeRaiwon TOV EYW WG KATAVAAWTIKOU VTTOKELUEVOU.

AMN pla TapApeTpog Tov XpNeL TEPALTEPW EPUNVELAG KAL TIPOGOXNS EIVAL OL HELWUEVES NOIKES
AVOOTOAEG OPLOUEVWV KATAVOAWT®V TIOU €V YVWOEL TOUG TIPOTIHOVV TpoidvTa eEamatnong,
A0y TNG ATIOUIUNONG TWV AVTIOTOLXWV AUOEVTIKWYV, KAl AOY® TNG UELWHUEVNG TIUNG TOUG. AUTO
Selyvel va unv ayyilet éva onpavtiko pépog (50-70%) tou Selypatog aAAd Kot Eva OUAVTIKO
UEPOG TWV KATAVOAWTWY, OXL OLWS TAELOYNPLKO, O€ £PEVVEG TG avaokOTnonG. BéBala, xwpls
va SikaloAoyeltal pla TETola TAoT, WG TMAPAYOVTES EMEPOVV 1) OLKOVOULKI] OTEVOTNTA 1] TO
VTEPROAIKO VOGS TWV AUOEVTIK®WV TIPOIOVTWY, EISIKA Yl TOUG UIKPOUECHIOUG OE AYOPAOTIKN
SUvaun KatavaAwTEg, Tov wOoVV Eva HEPOG TWV TTIOALTWV GE TETOLEG ETIAOYES.
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INIAPAPTHMA A

Na onpelwBel, TwWG TO TAPAKATW EPWTNUATOAOYLO SLATUTIWONKE GTNV AYYALKN

YAWOOoQ, KABwG amavTiOnNKe Kal amd EAANVES Kol Ao avOpwToug TG aAA0SATNG.

«Consumer attitudes towards counterfeit luxury fashion
products»

Gender

Male
Female

Age

18-24
25-34
35-44
45-54
55-64
65+

Ethnicity

Caucasian/White
African American / Black
Asian / Pacific Islander
Hispanic

Other

Annual Income

Les than $25,000
$25,001 - $50,000
$50,001 - $100,000
> $100,000

Education

No high school degree
High School graduate
Univercity graduate
Ph. D graduate
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How much are you willing to purchase any of the following Counterfeit Luxury
Brands? for example (Prada and Louis Vuitton for luxury handbags, Salvatore
Ferragamo and Gucci for designer shoes, DKNY, Prada, and Calvin Klein for
apparel, Gucci and Chanel for sunglasses, Agatha, Cartier, and Tiffany for jewelry)
(from “very unlikely” to “very likely”)

1 very unlikely
2 unlikely

3 neutral

4 likely

5 very likely

How much are you willing to purchase any of the following Genuine Luxury
Brands? for example (Gucci and Chanel for sunglasses, Agatha, Cartier, and Tiffany
for jewelry) (from “very unlikely” to “very likely”)

1 very unlikely
2 unlikely

3 neutral

4 likely

5 very likely

Have you ever purchased any Counterfeit Luxury Brand? ? for example (Prada and
Louis Vuitton for luxury handbags, Salvatore Ferragamo and Gucci for designer
shoes,) (purchase experience)

Yes
No

Have you ever purchased any Genuine Luxury Brand ? for example (Agatha,
Cartier, and Tiffany for jewelry) (purchase experience)

Yes
No

Have you ever owned any Counterfeit Luxury Brands? for example (Salvatore
Ferragamo and Gucci for designer shoes, Cartier, and Tiffany for jewelry)
(ownership experience)

Yes
No

Have you ever owned any Genuine Luxury Brands? for example (Ferragamo and
Gucci for designer shoes, DKNY, Prada, and Calvin Klein for apparel, Gucci and
Chanel for sunglasses) (ownership experience)

Yes
No
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I would not purchase counterfeit products if I thought my family and friends would
be disappointed in me. (from strongly disagree to strongly agree)

1 strongly disagree
2 disagree

3 neutral

4 agree

5 strongly agree

People who buy counterfeit products are committing a crime. (from strongly
disagree to strongly agree)

1 strongly disagree
2 disagree

3 neutral

4 agree

5 strongly agree

People who sell counterfeit products are committing a crime. (from strongly
disagree to strongly agree)

1 strongly disagree
2 disagree

3 neutral

4 agree

5 strongly agree

Counterfeit products hurt the companies that manufacture the genuine product.
(from strongly disagree to strongly agree)

1 strongly disagree
2 disagree

3 neutral

4 agree

5 strongly agree

Counterfeit products hurt the world economy. (from strongly disagree to strongly
agree)

1 strongly disagree
2 disagree

3 neutral

4 agree

5 strongly agree
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Counterfeit products discourage investment in innovation and brand building.
(from strongly disagree to strongly agree)

1 strongly disagree
2 disagree

3 neutral

4 agree

5 strongly agree

Selling counterfeit products is a way of attacking big business (from strongly
disagree to strongly agree)

1 strongly disagree
2 disagree

3 neutral

4 agree

5 strongly agree

Buying fake products is a way of attacking big business (from strongly disagree to
strongly agree)

1 strongly disagree
2 disagree

3 neutral

4 agree

5 strongly agree

YXTPATIOTIKH XXOAH EYEAITIAQN - IIOAYTEXNEIO KPHTHX 2023

52



IIAPAPTHMA B
Chi-Square Tests

ZTOUC TapaAKATw TIVAKES TAPOVTLA{OVTX 0L TIVAKES S1AdTAVPWITC 1)
SumAn¢ 10680V kat oL Tivakeg eEA£yyov Tov X?

Gender * Have you ever purchased any Counterfeit Luxury
Brand? Crosstabulation

Count
Have you ever purchased any
Counterfeit Luxury Brand?
No Yes Total
Gender Male 69 543 612
Fermale 134 753 887
Total 203 1296 1499
Chi-Square Tests
Asymptotic
Significance (2-  Exact Sig. (2- Exact Sig. (1-
Value df sided) sided) sided)
Pearson Chi-Square 4,543a 1 ,033
Continuity Correction® 4,222 1 ,040
Likelihood Ratio 4,625 1 ,032
Fisher's Exact Test ,038 ,019
N of Valid Cases 1499

a. 0 cells (0,0%) have expected count less than 5. The minimum expected count is 82,88.

b. Computed only for a 2x2 table
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Gender * Have you ever purchased any Genuine Luxury Brand

? Crosstabulation

Count
Have you ever purchased any
Genuine Luxury Brand ?
No Yes Total

Gender Male 157 455 612

Fermale 112 775 887
Total 269 1230 1499
Chi-Square Tests

Asymptotic
Significance (2-  Exact Sig. (2- Exact Sig. (1-
Value df sided) sided) sided)

Pearson Chi-Square 41,734 1 <.001
Continuity Correctionb 40,854 1 <.001
Likelihood Ratio 41,044 1 <.001
Fisher's Exact Test <.001 <.001
N of Valid Cases 1499

a. 0 cells (0,0%) have expected count less than 5. The minimum expected count is 109,83.

b. Computed only for a 2x2 table

Gender * Have you ever owned any Counterfeit Luxury Brands?

Crosstabulation
Count
Have you ever owned any
Counterfeit Luxury Brands?
No Yes Total

Gender Male 100 512 612

Fermale 162 725 887
Total 262 1237 1499
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Chi-Square Tests

Asymptotic
Significance (2-  Exact Sig. (2- Exact Sig. (1-
Value df sided) sided) sided)
Pearson Chi-Square ,929a 1 ,335
Continuity Correctionb ,801 1 ,371
Likelihood Ratio ,935 1 ,334
Fisher's Exact Test ,368 ,186
N of Valid Cases 1499
a. 0 cells (0,0%) have expected count less than 5. The minimum expected count is 106,97.
Gender * Have you ever owned any Genuine Luxury Brands?
Crosstabulation
Count
Have you ever owned any Genuine
Luxury Brands?
No Yes Total
Gender Male 222 390 612
Fermale 221 666 887
Total 443 1056 1499
b. Computed only for a 2x2 table
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Chi-Square Tests

Asymptotic
Significance  Exact Sig. (2- Exact Sig. (1-
Value df (2-sided) sided) sided)

Pearson Chi-Square 22,444 1 <.001
Continuity 21,901 1 <.001
Correctionb
Likelihood Ratio 22,246 1 <.001
Fisher's Exact Test <.001 <.001
N of Valid Cases 1499

a. 0 cells (0,0%) have expected count less than 5. The minimum expected count is 180,86.

b. Computed only for a 2x2 table

Age * Have you ever purchased any Counterfeit Luxury
Brand? Crosstabulation

Count
Have you ever purchased any
Counterfeit Luxury Brand?
No Yes Total
Age 18-24 34 178 212
25-34 12 161 173
35-44 0 520 520
45-54 101 367 468
55-64 56 70 126
Total 203 1296 1499
Chi-Square Tests
Asymptotic
Significance (2-
Value df sided)
Pearson Chi-Square 217,6222 4 <.001
Likelihood Ratio 253,747 4 <.001
N of Valid Cases 1499

a. 0 cells (0,0%) have expected count less than 5. The minimum
expected count is 17,06.
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Age * Have you ever purchased any Genuine Luxury Brand ?

Count
Have you ever purchased any
Genuine Luxury Brand ?
No Yes Total
Age 18-24 104 108 212
25-34 35 138 173
35-44 70 450 520
45-54 46 422 468
55-64 14 112 126
Total 269 1230 1499
Chi-Square Tests
Asymptotic
Significance (2-
Value df sided)
Pearson Chi-Square 172,000 4 <.001
Likelihood Ratio 143,164 4 <.001
N of Valid Cases 1499

a. 0 cells (0,0%) have expected count less than 5. The minimum
expected count is 22,61.

Age * Have you ever owned any Counterfeit Luxury Brands?

Count
Have you ever owned any
Counterfeit Luxury Brands?
No Yes Total

Age 18-24 34 178 212

25-34 26 147 173

35-44 30 490 520

45-54 97 371 468

55-64 75 51 126
Total 262 1237 1499
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Chi-Square Tests

Asymptotic
Significance (2-
Value df sided)
Pearson Chi-Square 208,311a 4 <.001
Likelihood Ratio 179,011 4 <.001

N of Valid Cases 1499

a. 0 cells (0,0%) have expected count less than 5. The minimum
expected count is 22,02.

Age * Have you ever purchased any Counterfeit Luxury Brand?

Count
Have you ever purchased any a
Counterfeit Luxury Brand?
No Yes Total
Age  18-24 34 178 212 0
25-34 12 161 173
35-44 0 520 520
45-54 101 367 468
55-64 56 70 126
Total 203 1296 1499 ¢
. (
Chi-Square Tests 0
Asymptotic ,
Significance (2- 0
Value df sided) %
Pearson Chi-Square 217,6222 4 <.001 )
Likelihood Ratio 253,747 4 <.001
N of Valid Cases 1499 h
a

ve expected count less than 5. The minimumexpected count is
17,06.

Education * Have you ever purchased any Counterfeit Luxury Brand?

Count
Have you ever purchased any
Counterfeit Luxury Brand?
No Yes Total

Education High School graduate 35 52 87

Univercity graduate 80 1051 1131

Ph. D graduate 88 193 281
Total 203 1296 1499
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Chi-Square Tests

Asymptotic
Significance (2-
Value df sided)
Pearson Chi-Square 169,168 2 <.001
Likelihood Ratio 144,286 2 <.001
N of Valid Cases 1499

a. 0 cells (0,0%) have expected count less than 5. The minimum

expected count is 11,78.

Education * Have you ever purchased any Genuine Luxury Brand ?

Count

Have you ever purchased any
Genuine Luxury Brand ?

No Yes Total

Education High School graduate 51 36 87

Univercity graduate 195 936 1131

Ph. D graduate 23 258 281
Total 269 1230 1499
Chi-Square Tests

Asymptotic
Significance (2-
Value df sided)

Pearson Chi-Square 116,312a 2 <.001
Likelihood Ratio 93,718 2 <.001
N of Valid Cases 1499

a. 0 cells (0,0%) have expected count less than 5. The minimum

expected count is 15,61.

YXTPATIOTIKH XXOAH EYEAIIIAQN - ITOAYTEXNEIO KPHTHX 2023

59



Education * Have you ever owned any Counterfeit Luxury Brands?

Count

Have you ever owned any
Counterfeit Luxury Brands?

No Yes Total
Education High School graduate 35 52 87
Univercity graduate 139 992 1131
Ph. D graduate 88 193 281
Total 262 1237 1499
Chi-Square Tests
Asymptotic
Significance (2-
Value df sided)
Pearson Chi-Square 89,6402 2 <.001
Likelihood Ratio 79,668 2 <.001
N of Valid Cases 1499
a. 0 cells (0,0%) have expected count less than 5. The minimum
expected count is 15,21.
Education * Have you ever owned any Genuine Luxury Brands?
Count
Have you ever owned any Genuine
Luxury Brands?
No Yes Total
Education High School graduate 69 18 87
Univercity graduate 325 806 1131
Ph. D graduate 49 232 281
Total 443 1056 1499
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Chi-Square Tests

Asymptotic
Significance (2-
Value df sided)
Pearson Chi-Square 123,6332 2 <.001
Likelihood Ratio 114,421 2 <.001

N of Valid Cases 1499

a. 0 cells (0,0%) have expected count less than 5. The minimum
expected count is 25,71.

Annual Income * Have you ever purchased any Counterfeit Luxury Brand?

Count
Have you ever purchased any
Counterfeit Luxury Brand?
No Yes Total

Annual Income Les than $25,000 50 246 296

$25,0001- $50,000 64 1023 1087

$50,001 - $100,000 89 27 116
Total 203 1296 1499
Chi-Square Tests

Asymptotic
Significance (2-
Value df sided)

Pearson Chi-Square 452,731a 2 <.001
Likelihood Ratio 307,475 2 <.001

N of Valid Cases 1499

a. 0 cells (0,0%) have expected count less than 5. The minimum
expected count is 15,71.
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Annual Income * Have you ever purchased any Genuine Luxury Brand ?

Count

Have you ever purchased any

Genuine Luxury Brand ?

No Yes Total

Annual Income Les than $25,000 135 161 296

$25,0001- $50,000 134 953 1087

$50,001 - $100,000 0 116 116
Total 269 1230 1499
Chi-Square Tests

Asymptotic
Significance (2-
Value df sided)

Pearson Chi-Square 202,493a 2 <.001
Likelihood Ratio 190,920 2 <.001
N of Valid Cases 1499

a. 0 cells (0,0%) have expected count less than 5. The minimum

expected count is 20,82.

Annual Income * Have you ever owned any Counterfeit Luxury Brands?

Count

Have you ever owned any

Counterfeit Luxury Brands?

No Yes Total
Annual Income Les than $25,000 50 246 296
$25,0001- $50,000 123 964 1087
$50,001 - $100,000 89 27 116
Total 262 1237 1499
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Chi-Square Tests

Asymptotic
Significance (2-
Value df sided)
Pearson Chi-Square 310,990a 2 <.001
Likelihood Ratio 226,938 2 <.001
N of Valid Cases 1499

a. 0 cells (0,0%) have expected count less than 5. The minimum

expected count is 20,27.

Annual Income * Have you ever owned any Genuine Luxury Brands?

Count
Have you ever owned any Genuine
Luxury Brands?
No Yes Total
Annual Income Les than $25,000 173 123 296
$25,0001- $50,000 256 831 1087
$50,001 - $100,000 14 102 116
Total 443 1056 1499
Chi-Square Tests
Asymptotic
Significance (2-
Value df sided)
Pearson Chi-Square 154,5302 <.001
Likelihood Ratio 145,896 <.001
N of Valid Cases 1499

a. 0 cells (0,0%) have expected count less than 5. The minimum

expected count is 34,28.
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[TAPAPTHMA T

Kavoviki Katavou) Twv TIH®V Yix TNV avdAvon ANOVA

[Ipwv Vv e@appoyn ™ peb6dov ANOVA e€etdoape va SOUHE TNV KAVOVIKOTNTA
TV TWOV yw 1§ 8 petaPfAntés. M v e&étaon g KavovikOTnTag
XPNOLUOTIOU)CUUE TO LOTOYPAUUA KOl OTA TAPAKATW SlaypAppata @aivovtal Ta
LOTOYPAUHATA Y TIG 8 HETAPANTEG. ATIO TA SLYPAUUATA TTAPATNPTIOAUE OTL TA
TIEPLOCOTEPA EXOVV EAAPPWS LK KAVOVIKI KATAVOUT 1] AAALWG TElVvouv va £xouv
LIt KAVOVIKT] KATOVOouN, €KTOG amd eva dnAadt), to histogram (7) mou €xel pa
Ao& katavoun TPog T Se€Ld. ZUVETWG, TIPAYUATOTIOUOALE TOV EAEYX0 anova Kol
vy TS 8 petafAnTtég mapoAa mov 1 petafAnt "I would not purchase counterfeit
products if I thought my family and friends would be disappointed in me" §ev
LKOVOTIOLEL TNV KAVOVIKO T TA TWV TLLWV TNG Y& AOYOUS TTANPOTNHTAS".

Fia v petaBfAnty mouv 8ev IKAvOTOlEl TNV KAVOVIKOTNTA, Oa TpEmel va
xpnowomomn0Oet o éAeyxos Kruskal-Wallis avti yia tov éAeyxo ANOVA.

HISTOGRAM (1)

Selling counterfeit products is a way of attacking big business

400 -
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HISTOGRAM (2)

Counterfeit products discourage investment in innovation and brand buildii

600 -

=
€ 400-
0

200~

Rating
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HISTOGRAM (3)

Counterfeit products hurt the world economy
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HISTOGRAM (4)

Counterfeit products hurt the companies that manufacture the genuine pro¢
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People who sell counterfeit products are committing a crime
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HISTOGRAM (6)

People who buy counterfeit products are committing a crime
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4
[
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HISTOGRAM (7)

: purchase counterfeit products if I thought my family and friends would be di
1000 -

Rating
HISTOGRAM (8)

Buying fake products is a way of attacking big business
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Avdivon ANOVA

ZTOUC TapaAKATW TIVAKES TAPOVGLAJOVTA Ol TIVAKES TWV UETWV TIUWV &
4 4 Ié Ié Ié
TUMKWY antokAloswv kat ot tivake¢ ANOVA avaAvon¢ Staomopac.

Descriptives
95% Confidence Interval
for Mean
Std. Std. Lower Upper Minimu
N Mean Deviation Error Bound Bound m
People who buy 18- 212 1,99 , 754 ,052 1,89 2,09 1
counterfeit products 24
are committing a 25- 173 2,13 ,597 ,045 2,04 2,22 1
crime. 34
35- 520 1,91 ,649 ,028 1,85 1,96 1
44
45- 468 2,13 ,814 ,038 2,05 2,20 1
54
55- 126 2,48 ,927 ,083 2,32 2,65 1
64
Total 1499 2,06 , 756 ,020 2,02 2,10
People who sell 18- 212 2,07 ,751 ,052 1,96 2,17
counterfeit products 24
are committing a 25- 173 2,18 ,674 ,051 2,08 2,29 1
crime 34
35- 520 1,88 ,629 ,028 1,83 1,94 1
44
45- 468 2,24 ,878 ,041 2,16 2,32 1
54
55- 126 2,52 ,883 ,079 2,37 2,68 1
64
Total 1499 2,11 ,782 ,020 2,07 2,15
Counterfeit products 18- 212 2,18 ,628 ,043 2,09 2,26
hurt the companies 24
that manufacture the 25- 173 2,58 ,560 ,043 2,50 2,67 2
genuine product. 34
35- 520 2,27 ,679 ,030 2,21 2,33 1
44
45- 468 2,51 ,813 ,038 2,44 2,58 1
54
55- 126 3,01 ,544 ,048 2,91 3,10 2
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Counterfeit products
hurt the world
economy

Counterfeit products
discourage
investment in
innovation and brand
building.

Selling counterfeit
products is a way of
attacking big
business

Buying fake products
is a way of attacking
big business

Total

Total
18-

25-
34
35-
44
45-
54
55-
64
Total
18-

25-
34
35-
44
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1499
212

173

520

468

126

1499
212

173

520

468

126

1499
212

173

520

468

126

1499
212

173

520

2,43
2,18

2,36

2,21

2,43

3,12

2,37
2,19

2,45

2,25

2,44

2,97

2,38
2,05

2,18

1,81

2,16

2,33

2,04
2,04

2,21

1,78

,730
,628

, 763

,754

,783

,882

,799
,635

,773

724

, 770

,579

,749
,683

,626

, 714

,939

,867

,810
,694

,640

,713

,019
,043

,058

,033

,036

,079

,021
,044

,059

,032

,036

,052

,019
,047

,048

,031

,043

,077

,021
,048

,049

,031

2,39
2,09

2,25

2,14

2,35

2,96

2,33
2,11

2,33

2,19

2,37

2,87

2,35
1,96

2,09

1,75

2,07

2,18

2,00
1,94

2,11

1,72

2,47
2,26

2,48

2,27

2,50

3,27

2,41
2,28

2,57

2,31

2,51

3,07

2,42
2,14

2,27

1,88

2,24

2,49

2,08
2,13

2,30

1,85
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45- 468 2,15 ,946 ,044 2,06 2,23
54
55- 126 2,22 ,962 ,086 2,05 2,39
64
Total 1499 2,02 ,824 ,021 1,98 2,06
[ would not purchase 18- 212 1,34 ,666 ,046 1,25 1,43
counterfeit products 24
if I thought my family 5. 173 1,53 782,059 1,41 1,64
and friends would be 34
disappointed inme. 35 520 127 471,021 1,23 1,31
44
45- 468 1,60 ,875 ,040 1,53 1,68
54
55- 126 1,85 ,859 ,076 1,70 2,00
64
Total 1499 1,46 , 737 ,019 1,43 1,50
Descriptives
Maximum

People who buy counterfeit products are committinga 18-24

crime.

25-34
35-44
45-54
55-64
Total

People who sell counterfeit products are committinga 18-24

crime

Counterfeit products hurt the companies that
manufacture the genuine product.

Counterfeit products hurt the world economy

25-34
35-44
45-54
55-64
Total

18-24
25-34
35-44
45-54
55-64
Total

18-24
25-34
35-44
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45-54
55-64
Total
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Counterfeit products discourage investment in

innovation and brand building.

18-24
25-34
35-44
45-54
55-64
Total

Selling counterfeit products is a way of attacking big 18-24

business

25-34
35-44
45-54
55-64
Total

Buying fake products is a way of attacking big business 18-24

25-34
35-44
45-54
55-64
Total

[ would not purchase counterfeit products if I thought 18-24
my family and friends would be disappointed in me. 25-34

35-44
45-54
55-64
Total

AW A W W WU s T WA W RS s W RS RsssWw

ANOVA
Sum of Squares df Mean Square F

People who buy counterfeit Between Groups 38,879 4 9,720 17,783
products are committinga  Within Groups 816,596 1494 ,547
crime.

Total 855,476 1498
People who sell counterfeit Between Groups 57,460 4 14,365 24,973
products are committinga  Within Groups 859,378 1494 ,575
crime

Total 916,838 1498
Counterfeit products hurt Between Groups 75,356 4 18,839 38,962
the companies that Within Groups 722,385 1494 ,484
manufacture the genuine
product. Total 797,741 1498
Counterfeit products hurt Between Groups 93,838 4 23,459 40,668
the world economy Within Groups 861,826 1494 ,577
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discourage investment in

Within Groups
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Total 955,664 1498
Counterfeit products Between Groups 61,817 4 15,454 29,645
discourage investmentin  Within Groups 778,851 1494 ,521
innovation and brand
building. Total 840,668 1498
Selling counterfeit products Between Groups 47,205 4 11,801 18,829
is a way of attacking big Within Groups 936,393 1494 ,627
business
Total 983,598 1498
Buying fake products is a Between Groups 47,496 4 11,874 18,289
way of attacking big Within Groups 969,981 1494 ,649
business
Total 1017,477 1498
[ would not purchase Between Groups 50,861 4 12,715 24,868
counterfeit products if [ Within Groups 763,908 1494 ,511
thought my family and
friends would be Total 814,769 1498
disappointed in me.
ANOVA
Sig.
People who buy counterfeit Between Groups <.001
products are committinga  Within Groups
crime.
Total
People who sell counterfeit Between Groups <.001
products are committinga  Within Groups
crime
Total
Counterfeit products hurt  Between Groups <.001
the companies that Within Groups
manufacture the genuine
product. Total
Counterfeit products hurt ~ Between Groups <.001
the world economy Within Groups
Total
Counterfeit products Between Groups <.001
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innovation and brand Total

building.
Selling counterfeit products Between Groups <.001
is a way of attacking big Within Groups
business
Total
Buying fake products is a Between Groups <.001
way of attacking big Within Groups
business
Total
[ would not purchase Between Groups <.001
counterfeit products if [ Within Groups
thought my family and
friends would be Total
disappointed in me.
Descriptives
N Mean Std. Deviation Std. Error
People who buy counterfeit High School graduate 87 2,02 ,610 ,065
products are committinga  Univercity graduate 1131 2,00 ,721 ,021
crime. Ph. D graduate 281 2,31 ,878 ,052
Total 1499 2,06 , 756 ,020
People who sell counterfeit High School graduate 87 2,09 ,603 ,065
products are committinga  Univercity graduate 1131 2,03 , 742 ,022
crime Ph. D graduate 281 2,44 ,897 ,054
Total 1499 2,11 ,782 ,020
Counterfeit products hurt High School graduate 87 2,46 ,696 ,075
the companies that Univercity graduate 1131 2,38 ,722 ,021
manufacture the genuine Ph. D graduate 281 2,63 ,740 ,044
product. Total 1499 2,43 ,730 ,019
Counterfeit products hurt High School graduate 87 2,29 ,455 ,049
the world economy Univercity graduate 1131 2,32 ,781 ,023
Ph. D graduate 281 2,58 911 ,054
Total 1499 2,37 ,799 ,021
Counterfeit products High School graduate 87 2,26 ,444 ,048
discourage investment in Univercity graduate 1131 2,34 ,760 ,023
innovation and brand Ph. D graduate 281 2,60 ,745 ,044
building. Total 1499 2,38 749 019
Selling counterfeit products High School graduate 87 2,32 ,856 ,092
is a way of attacking big Univercity graduate 1131 1,93 ,788 ,023
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business Ph. D graduate 281 241 ,756 ,045
Total 1499 2,04 ,810 ,021
Buying fake products is a High School graduate 87 2,29 ,888 ,095
way of attacking big Univercity graduate 1131 1,90 ,812 ,024
business Ph. D graduate 281 2,41 ,707 ,042
Total 1499 2,02 ,824 ,021
[ would not purchase High School graduate 87 2,03 ,895 ,096
counterfeit products if I Univercity graduate 1131 1,38 ,676 ,020
thought my family and Ph. D graduate 281 1,63 815 ,049
friends would be Total 1499 1,46 737 019
disappointed in me.
Descriptives
95% Confidence Interval for Mean
Lower Bound Upper Bound  Minimum
People who buy counterfeit High School graduate 1,89 2,15 1
products are committinga  Univercity graduate 1,96 2,04 1
crime. Ph. D graduate 2,20 2,41 1
Total 2,02 2,10 1
People who sell counterfeit High School graduate 1,96 2,22 1
products are committinga  Univercity graduate 1,99 2,07 1
crime Ph. D graduate 2,34 2,55 1
Total 2,07 2,15 1
Counterfeit products hurt High School graduate 2,31 2,61 2
the companies that Univercity graduate 2,34 2,42 1
manufacture the genuine Ph. D graduate 2,54 2,72 1
product. Total 2,39 2,47 1
Counterfeit products hurt High School graduate 2,19 2,38 2
the world economy Univercity graduate 2,27 2,36 1
Ph. D graduate 2,47 2,68 1
Total 2,33 2,41 1
Counterfeit products High School graduate 2,17 2,36 2
discourage investmentin  Univercity graduate 2,30 2,38 1
innovation and brand Ph. D graduate 2,51 2,69 1
building. Total 2,35 2,42 1
Selling counterfeit products High School graduate 2,14 2,50 1
is a way of attacking big Univercity graduate 1,88 1,97 1
business Ph. D graduate 2,32 2,50 1
Total 2,00 2,08 1
Buying fake products is a High School graduate 2,10 2,48 1
way of attacking big Univercity graduate 1,85 1,95 1
business Ph. D graduate 2,33 2,49 2
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Total 1,98 2,06 1
[ would not purchase High School graduate 1,84 2,23 1
counterfeit products if | Univercity graduate 1,34 1,42 1
thought my family and Ph. D graduate 1,53 1,72 1
friends would be Total 1,43 1,50 1
disappointed in me.
Descriptives

Maximum

People who buy counterfeit High School graduate 3
products are committinga  Univercity graduate 4
crime. Ph. D graduate 4

Total 4
People who sell counterfeit High School graduate 3
products are committinga  Univercity graduate 4
crime Ph. D graduate 4

Total 4
Counterfeit products hurt ~ High School graduate 4
the companies that Univercity graduate 4
manufacture the genuine Ph. D graduate 4
product. Total 4
Counterfeit products hurt ~ High School graduate 3
the world economy Univercity graduate 4

Ph. D graduate 5

Total 5
Counterfeit products High School graduate 3
discourage investment in Univercity graduate 4
innovation and brand Ph. D graduate 4
building. Total 4
Selling counterfeit products High School graduate 4
is a way of attacking big Univercity graduate 4
business Ph. D graduate 4

Total 4
Buying fake products is a High School graduate 4
way of attacking big Univercity graduate 5
business Ph. D graduate 4

Total 5
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[ would not purchase High School graduate 3
counterfeit products if I Univercity graduate 4
thought my family and Ph. D graduate 3
friends would be Total 4
disappointed in me.
ANOVA
Sum of Mean
Squares df Square F

People who buy Between 20,850 2 10,425 18,686
counterfeit products are Groups
committing a crime. Within Groups 834,626 1496 ,558

Total 855,476 1498
People who sell Between 38,255 2 19,128 32,569
counterfeit products are Groups
committing a crime Within Groups 878,583 1496 ,587

Total 916,838 1498
Counterfeit products Between 14,107 2 7,053 13,465
hurt the companies that Groups
manufacture the genuine Within Groups 783,634 1496 ,524
product.

Total 797,741 1498
Counterfeit products Between 15,469 2 7,735 12,307
hurt the world economy Groups

Within Groups 940,195 1496 ,628

Total 955,664 1498
Counterfeit products Between 16,247 2 8,123 14,741
discourage investment  Groups
in innovation and brand Within Groups 824,422 1496 ,551
building.

Total 840,668 1498
Selling counterfeit Between 59,765 2 29,883 48,390
products is a way of Groups
attacking big business  Within Groups 923,833 1496 ,618

Total 983,598 1498
Buying fake products is a Between 64,816 2 32,408 50,892
way of attacking big Groups
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business Within Groups 952,661 1496 ,637
Total 1017,477 1498
[ would not purchase Between 43,831 2 21,915 42,527
counterfeit products if I Groups
thought my family and ~ Within Groups 770,938 1496 ,515
friends would be
disappointed in me. Total 814,769 1498
ANOVA
Sig.

People who buy counterfeit Between Groups <.001
products are committinga  Within Groups
crime.

Total
People who sell counterfeit Between Groups <.001
products are committinga  Within Groups
crime

Total
Counterfeit products hurt  Between Groups <.001
the companies that Within Groups
manufacture the genuine
product. Total
Counterfeit products hurt  Between Groups <.001
the world economy Within Groups

Total
Counterfeit products Between Groups <.001
discourage investment in Within Groups
innovation and brand
building. Total
Selling counterfeit products Between Groups <.001
is a way of attacking big Within Groups
business

Total
Buying fake products is a Between Groups <.001
way of attacking big Within Groups
business

Total
[ would not purchase Between Groups <.001

counterfeit products if I

Within Groups
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thought my family and Total
friends would be
disappointed in me.

Descriptives

N Mean Std. Deviation Std. Error

People who buy counterfeit Les than $25,000 296 1,96 ,560 ,033
products are committinga  $25,0001- $50,000 1087 2,01 ,737 ,022
crime. $50,001 - $100,000 116 2,81 ,941 ,087

Total 1499 2,06 ,756 ,020
People who sell counterfeit Les than $25,000 296 2,17 773 ,045
products are committinga  $25,0001- $50,000 1087 2,01 ,713 ,022
crime $50,001 - $100,000 116 2,90 ,954 ,089

Total 1499 2,11 ,782 ,020
Counterfeit products hurt  Les than $25,000 296 2,32 ,765 ,044
the companies that $25,0001- $50,000 1087 2,39 ,689 ,021
manufacture the genuine  $50,001 - $100,000 116 3,05 720 ,067
product. Total 1499 2,43 730 019
Counterfeit products hurt Les than $25,000 296 2,18 ,797 ,046
the world economy $25,0001- $50,000 1087 2,33 , 719 ,022

$50,001 - $100,000 116 3,22 ,985 ,091

Total 1499 2,37 , 799 ,021
Counterfeit products Les than $25,000 296 2,22 ,796 ,046
discourage investmentin  $25,0001- $50,000 1087 2,35 ,700 ,021
innovation and brand $50,001 - $100,000 116 3,09 ,685 064
building. Total 1499 2,38 749 019
Selling counterfeit products Les than $25,000 296 2,16 ,734 ,043
is a way of attacking big $25,0001- $50,000 1087 1,92 , 767 ,023
business $50,001 - $100,000 116 2,84 ,891 ,083

Total 1499 2,04 ,810 ,021
Buying fake products is a Les than $25,000 296 2,11 ,768 ,045
way of attacking big $25,0001- $50,000 1087 1,90 ,780 ,024
business $50,001 - $100,000 116 2,89 ,821 ,076

Total 1499 2,02 ,824 ,021
[ would not purchase Les than $25,000 296 1,61 ,943 ,055
counterfeit products if I $25,0001- $50,000 1087 1,33 ,597 ,018
thought my family and $50,001 - $100,000 116 2,33 ,682 ,063
friends would be Total 1499 1,46 737 019
disappointed in me.

78
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Descriptives

95% Confidence Interval for Mean

Minimum

Lower Bound Upper Bound

People who buy counterfeit Les than $25,000 1,90 2,03
products are committinga  $25,0001- $50,000 1,96 2,05
crime. $50,001 - $100,000 2,64 2,98

Total 2,02 2,10
People who sell counterfeit Les than $25,000 2,08 2,26
products are committinga  $25,0001- $50,000 1,97 2,05
crime $50,001 - $100,000 2,72 3,07

Total 2,07 2,15
Counterfeit products hurt  Les than $25,000 2,24 2,41
the companies that $25,0001- $50,000 2,35 2,44
manufacture the genuine $50,001 - $100,000 2,92 3,18
product. Total 2,39 2,47
Counterfeit products hurt  Les than $25,000 2,09 2,27
the world economy $25,0001- $50,000 2,28 2,37

$50,001 - $100,000 3,03 3,40

Total 2,33 2,41
Counterfeit products Les than $25,000 2,13 2,31
discourage investment in $25,0001- $50,000 2,31 2,39
innovation and brand $50,001 - $100,000 2,97 3,22
building. Total 2,35 2,42
Selling counterfeit products Les than $25,000 2,07 2,24
is a way of attacking big $25,0001- $50,000 1,88 1,97
business $50,001 - $100,000 2,68 3,01

Total 2,00 2,08
Buying fake products is a Les than $25,000 2,03 2,20
way of attacking big $25,0001- $50,000 1,85 1,95
business $50,001 - $100,000 2,74 3,04

Total 1,98 2,06
[ would not purchase Les than $25,000 1,50 1,72
counterfeit products if I $25,0001- $50,000 1,30 1,37
thought my family and $50,001 - $100,000 2,20 2,45
friends would be Total 1,43 1,50

disappointed in me.
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Descriptives

Maximum

People who buy counterfeit Les than $25,000

products are committinga  $25,0001- $50,000

crime. $50,001 - $100,000
Total

People who sell counterfeit Les than $25,000

products are committinga  $25,0001- $50,000

crime $50,001 - $100,000
Total

Counterfeit products hurt  Les than $25,000

the companies that $25,0001- $50,000

manufacture the genuine $50,001 - $100,000

product. Total

Counterfeit products hurt  Les than $25,000

the world economy $25,0001- $50,000
$50,001 - $100,000
Total

Counterfeit products Les than $25,000

discourage investment in $25,0001-$50,000

innovation and brand $50,001 - $100,000

building. Total

Selling counterfeit products Les than $25,000
is a way of attacking big $25,0001- $50,000

RS R &) e ) R R R R = = = A T 2 B e RS

business $50,001 - $100,000
Total

Buying fake products is a Les than $25,000

way of attacking big $25,0001- $50,000

business $50,001 - $100,000
Total

[ would not purchase Les than $25,000

counterfeit products if [ $25,0001- $50,000

thought my family and $50,001 - $100,000

friends would be Total

disappointed in me.
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ANOVA

Sum of Mean
Squares df Square F

People who buy Between 71,116 2 35,558 67,819
counterfeit products Groups
are committing a Within 784,360 1496 ,524
crime. Groups

Total 855,476 1498
People who sell Between 83,958 2 41,979 75,402
counterfeit products Groups
are committing a Within 832,879 1496 ,557
crime Groups

Total 916,838 1498
Counterfeit products Between 49,498 2 24,749 49,481
hurt the companies  Groups
that manufacture the Within 748,244 1496 ,500
genuine product. Groups

Total 797,741 1498
Counterfeit products Between 95,828 2 47,914 83,364
hurt the world Groups
economy Within 859,836 1496 ,575

Groups

Total 955,664 1498
Counterfeit products Between 67,639 2 33,820 65,449
discourage Groups
investment in Within 773,029 1496 ,517
innovation and brand Groups
building. Total 840,668 1498
Selling counterfeit Between 94,031 2 47,016 79,067
products is away of  Groups
attacking big Within 889,567 1496 ,595
business Groups

Total 983,598 1498
Buying fake products Between 105,769 2 52,885 86,777
is a way of attacking Groups
big business Within 911,708 1496 ,609

Groups

Total 1017,477 1498
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[ would not purchase Between 112,123 2 56,062 119,360
counterfeit products Groups

if I thought my family Within 702,645 1496 470
and friends would be Groups
disappointed in me.  Total 814,769 1498
ANOVA
Sig.

People who buy counterfeit Between Groups <.001
products are committinga  Within Groups
crime.

Total
People who sell counterfeit Between Groups <.001
products are committinga  Within Groups
crime

Total
Counterfeit products hurt  Between Groups <.001
the companies that Within Groups
manufacture the genuine
product. Total
Counterfeit products hurt  Between Groups <.001
the world economy Within Groups

Total
Counterfeit products Between Groups <.001

discourage investment in Within Groups
innovation and brand

building. Total
Selling counterfeit products Between Groups <.001
is a way of attacking big Within Groups
business
Total
Buying fake products is a Between Groups <.001
way of attacking big Within Groups
business
Total
[ would not purchase Between Groups <.001
counterfeit products if Within Groups
thought my family and
Total

friends would be
disappointed in me.
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Descriptives

N Mean Std. Deviation Std. Error
How much are you willing to 18-24 212 4,18 933 ,064
purchase any of the 25-34 173 3,73 ,806 ,061
following Counterfeit 35-44 520 4,03 655 1029
Luxury Brands? (Prada and 45-54 468 3,55 973 ,045
Louis Vuitton for luxury 55-64 126 326 850 076
handbags, Salvatore Total 1499 3,80 885 023
Ferragamo and Gucci for
designer shoes, DKNY)
How much are you willing to 18-24 212 3,25 1,144 ,079
purchase any of the 25-34 173 3,38 1,074 ,082
following Genuine Luxury  35.44 520 3,82 1626 027
Brands? (Prada and Louis 45-54 468 3,84 ,893 ,041
Vuitton for luxury handbags, cc ¢4 126 428 993 088
Salvatore Ferragamo and Total 1499 373 928 024
Gucci for designer shoes,
DKNY)
Descriptives

95% Confidence Interval for Mean

Lower Bound Upper Bound Minimum Maximum

How much are you willing to 18-24 4,06 4,31 2 5
purchase any of the 25-34 3,61 3,86 2 5
following Counterfeit 35-44 3,97 4,08 3 5
Luxury Brands? (Pradaand 4554 3,46 3,64 1 5
Louis Vuitton for luxury 55-64 3,11 3,41 2 5
handbags, Salvatore Total 376 385 1 5
Ferragamo and Gucci for

designer shoes, DKNY)

How much are you willing to 18-24 3,10 3,41 1 5
purchase any of the 25-34 3,21 3,54 1 5
following Genuine Luxury  35.44 3,76 3,87 3 5
Brands? (Prada and Louis 45-54 3,75 3,92 1 5
Vuitton for luxury handbags, 55-64 410 445 1 5
Salvatore Ferragamo and Total 368 378 1 5

Gucci for designer shoes,
DKNY)
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ANOVA

Sum of Mean

Squares df Square F
How much are you Between 123,759 4 30,940 44,006
willing to purchase any Groups
of the following

Within Groups 1050,396 1494

Counterfeit Luxury

Brands? (Pradaand  Total 1174,155 1498

Louis Vuitton for luxury
handbags, Salvatore

Ferragamo and Gucci

for designer shoes,

DKNY)

How much are you Between
willing to purchase any Groups
of the following

116,579

Within Groups 1174,077 1494

Genuine Luxury

Brands? (Pradaand Total 1290,655 1498

Louis Vuitton for luxury
handbags, Salvatore
Ferragamo and Gucci
for designer shoes,
DKNY)

,703

29,145 37,086

,786

ANOVA

Sig.

How much are you willing to Between Groups
purchase any of the Within Groups
following Counterfeit

Luxury Brands? (Pradaand Total

Louis Vuitton for luxury

handbags, Salvatore

Ferragamo and Gucci for

designer shoes, DKNY)

How much are you willing to Between Groups
purchase any of the Within Groups
following Genuine Luxury
Brands? (Prada and Louis
Vuitton for luxury handbags,
Salvatore Ferragamo and
Gucci for designer shoes,
DKNY)

Total

<.001

<.001
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Descriptives

Std.

N Mean Deviation  Std. Error
How much are you High School 87 397 1,393 ,149
willing to purchase any of graduate
the following Counterfeit Univercity graduate 1131 3,92 ,804 ,024
Luxury Brands? (Prada  ph. D graduate 281 3,28 ,809 ,048
st Lo VB ie: g5 1499 3,80 885 023
luxury handbags,
Salvatore Ferragamo and
Gucci for designer shoes,
DKNY)
How much are you High School 87 2,05 1,011 ,108
willing to purchase any of graduate
the following Genuine  Univercity graduate 1131 3,76 ,785 ,023
Luxury Brands? (Prada  ph, D graduate 281 4,13 874 ,052
and Louis Vuitton for Total 1499 3,73 1928 024
luxury handbags,

Salvatore Ferragamo and
Gucci for designer shoes,

DKNY)
Descriptives

95% Confidence Interval for

Mean

Lower Bound Upper Bound Minimum
How much are you High School 3,67 4,26 1
willing to purchase any graduate
of the following Univercity graduate 3,87 3,96 1
Counterfeit Luxury Ph. D graduate 3,19 3,38 2
Brands? (Prada and Total 3,76 3,85 1
Louis Vuitton for luxury
handbags, Salvatore
Ferragamo and Gucci for
designer shoes, DKNY)
How much are you High School 1,83 2,26 1
willing to purchase any graduate
of the following Genuine Univercity graduate 3,72 3,81 1
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Luxury Brands? (Prada  Ph. D graduate
and Louis Vuitton for Total

luxury handbags,

Salvatore Ferragamo

and Gucci for designer

shoes, DKNY)

4,03 4,23
3,68 3,78

Descriptives

Maximum

How much are you willing to High School graduate
purchase any of the Univercity graduate

Ph. D graduate
Luxury Brands? (Pradaand g¢a1

following Counterfeit

Louis Vuitton for luxury

handbags, Salvatore

Ferragamo and Gucci for

designer shoes, DKNY)

How much are you willing to High School graduate
purchase any of the Univercity graduate
following Genuine Luxury  ph, D graduate
Brands? (Prada and Louis  Tgtal

Vuitton for luxury handbags,

Salvatore Ferragamo and

Gucci for designer shoes,

DKNY)

5

5
5
5

U1 U1 U1 s

ANOVA

Sum of
Squares

Mean
df Square F

How much are you Between 92,681
willing to purchase Groups

any of the following  Within 1081,474
Counterfeit Luxury  Groups

Brands? (Pradaand  Tgtq] 1174,155
Louis Vuitton for

luxury handbags,

Salvatore Ferragamo

and Gucci for

designer shoes,

DKNY)

How much are you Between 293,167
willing to purchase Groups

2 46,341 64,103

1496 ,723

1498

2 146,584 219,841
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any of the following  Within 997,488 1496
Genuine Luxury Groups

Brands? (Pradaand  Total 1290,655 1498
Louis Vuitton for

luxury handbags,

Salvatore Ferragamo

and Gucci for

designer shoes,

DKNY)

,667

ANOVA
Sig.

How much are you willing to Between Groups <.001
purchase any of the Within Groups

following Counterfeit

Luxury Brands? (Pradaand Total

Louis Vuitton for luxury

handbags, Salvatore

Ferragamo and Gucci for

designer shoes, DKNY)

How much are you willing to Between Groups <.001
purchase any of the Within Groups

following Genuine Luxury

Brands? (Prada and Louis  Total

Vuitton for luxury handbags,

Salvatore Ferragamo and

Gucci for designer shoes,

DKNY)

Descriptives

Mean

Std.
Deviation

Std.
Error

How much are you Les than $25,000
willing to purchase any $25,0001-

of the following $50,000
Counterfeit Luxury $50,001 -
Brands? (Prada and $100,000

Louis Vuitton for luxury mTq¢q]

handbags, Salvatore

Ferragamo and Gucci for

designer shoes, DKNY)

How much are you Les than $25,000
willing to purchase any $25,0001-
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1087

116

1499

296
1087

3,90
3,87

2,87

3,80

2,99
3,80

1,210
, 722

,764

,885

1,204
,685

,070
,022

,071

,023

,070
,021
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of the following Genuine $50,000
Luxury Brands? (Prada $50,001 -
and Louis Vuitton for $100,000
luxury handbags, Total
Salvatore Ferragamo

and Gucci for designer

shoes, DKNY)

116 5,00

1499 3,73

,000

,928

,000

,024

Descriptives

95% Confidence Interval for Mean

Lower Bound Upper Bound  Minimum
How much are you willing to Les than $25,000 3,76 4,04 1
purchase any of the $25,0001- $50,000 3,83 3,92 2
following Counterfeit $50,001 - $100,000 2,73 3,01 2
Luxury Brands? (Pradaand g¢a1 376 3.85 1
Louis Vuitton for luxury
handbags, Salvatore
Ferragamo and Gucci for
designer shoes, DKNY)
How much are you willing to Les than $25,000 2,86 3,13 1
purchase any of the $25,0001- $50,000 3,76 3,84 1
following Genuine Luxury  $50,001 - $100,000 5,00 5,00 5
Brands? (Prada and Louis  Tgtal 3,68 3,78 1

Vuitton for luxury handbags,
Salvatore Ferragamo and
Gucci for designer shoes,
DKNY)

Descriptives

Maximum
How much are you willing to Les than $25,000 5
purchase any of the $25,0001- $50,000 5
following Counterfeit $50,001 - $100,000 5
Luxury Brands? (Pradaand 4] 5
Louis Vuitton for luxury
handbags, Salvatore
Ferragamo and Gucci for
designer shoes, DKNY)
How much are you willing to Les than $25,000 5
purchase any of the $25,0001- $50,000 5
following Genuine Luxury  ¢50,001 - $100,000 5
Brands? (Pradaand Louis  Tq¢q) 5
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Vuitton for luxury handbags,
Salvatore Ferragamo and
Gucci for designer shoes,

DKNY)
ANOVA
Sum of Mean
Squares df Square F
How much are you Between 109,202 2 54,601 76,701
willing to purchase Groups
any of the following ~ Within 1064,952 1496 ,712
Counterfeit Luxury Groups
Brands? (Pradaand  Total 1174,155 1498
Louis Vuitton for
luxury handbags,
Salvatore Ferragamo
and Gucci for designer
shoes, DKNY)
How much are you Between 352,601 2 176,300 281,162
willing to purchase Groups
any of the following  Within 938,055 1496 ,627
Genuine Luxury Groups
Brands? (Pradaand  Tota 1290,655 1498
Louis Vuitton for
luxury handbags,
Salvatore Ferragamo
and Gucci for designer
shoes, DKNY)
ANOVA
Sig.
How much are you willing to Between Groups <.001
purchase any of the following Within Groups
Counterfeit Luxury Brands? (Prada
and Louis Vuitton for luxury Total
handbags, Salvatore Ferragamo and
Gucci for designer shoes, DKNY)
How much are you willing to Between Groups <.001

purchase any of the following
Genuine Luxury Brands? (Prada
and Louis Vuitton for luxury
handbags, Salvatore Ferragamo and
Gucci for designer shoes, DKNY)

Within Groups

Total
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INAPAPTHMA A

Post Hoc Tests
Multiple Comparisons
Bonferroni
Mean 959% Confidence Interval
(D Difference (I- Lower Upper
Dependent Variable Age  (]) Age N Std. Error  Sig. Bound Bound
Counterfeit products 18-24 25-34 -,405" ,071 <.001 -,60 -,20
hurt the companies that 35-44 -,094 ,057 ,979 -25 07
manufacture the genuine 45-54 -331* 058 <001 -49 .17
product. 55-64 -829° 078 <001 -1,05 .61
25-34 18-24 ,405* ,071 <.001 ,20 ,60
35-44 ,311* ,061 <.001 ,14 ,48
45-54 ,073 ,062 1,000 -10 ,25
55-64 -,424" ,081 <.001 -,65 -,20
35-44 18-24 ,094 ,057 ,979 -,07 ,25
25-34 -311* ,061 <.001 -,48 -14
45-54 -,238* ,044 <.001 -,36 .11
55-64 -,735* ,069 <.001 -,93 -,54
45-54 18-24 ,331* ,058 <.001 17 ,49
25-34 -073 ,062 1,000 -,25 ,10
35-44 ,238* ,044 <.001 11 ,36
55-64 -497* ,070 <.001 -,69 -,30
55-64 18-24 ,829* ,078 <.001 ,61 1,05
25-34 ,A424* ,081 <.001 ,20 ,65
35-44 , 735" ,069 <.001 ,54 ,93
45-54 ,497* ,070 <.001 ,30 ,69
Counterfeit products 18-24 25-34 -257* ,074 ,005 -47 -,05
discourage investment 35-44 -,059 ,059 1,000 .22 11
in innovation and brand 45-54 -,243" ,060 <001 -41 -,07
building. 55-64 775" 081 <001 -1,00 .55
25-34 18-24 ,257* ,074 ,005 ,05 47
35-44 ,199* ,063 ,017 ,02 ,38
45-54 ,015 ,064 1,000 -,17 ,20
55-64 -517* ,085 <.001 -,76 -,28
35-44 18-24 ,059 ,059 1,000 .11 22
25-34 -,199* ,063 ,017 -,38 -,02
45-54 -,184* ,046 <.001 .31 -,05
55-64 -716* ,072 <.001 -,92 -,51
45-54 18-24 ,243* ,060 <.001 ,07 41
25-34 -015 ,064 1,000 -,20 17
35-44 ,184* ,046 <.001 ,05 31
55-64 -,532* ,072 <.001 - 74 -,33
55-64 18-24 ,775* ,081 <.001 ,55 1,00
25-34 ,517* ,085 <.001 ,28 ,76
35-44 ,716* ,072 <.001 ,51 ,92
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45-54 ,532* ,072 <.001 ,33
*. The mean difference is significant at the 0.05 level.
Post Hoc Tests
Multiple Comparisons
Bonferroni
Mean Difference
Dependent Variable (I) Annual Income  (J) Annual Income (I-) Std. Error
Counterfeit products hurt  Les than $25,000 $25,0001- $50,000 -070 ,046
the companies that $50,001 - $100,000 -, 727" ,077
manufacture the genuine $25,0001- $50,000 Les than $25,000 ,070 ,046
product. $50,001 - $100,000 -657" ,069
$50,001 - $100,000 Les than $25,000 J727* ,077
$25,0001- $50,000 ,657* ,069
Counterfeit products Les than $25,000 $25,0001- $50,000 -,134* ,047
discourage investment in $50,001 - $100,000 -,875* ,079
innovation and brand $25,0001- $50,000  Les than $25,000 ,134° ,047
building. $50,001 - $100,000 742" ,070
$50,001 - $100,000 Les than $25,000 ,875* ,079
$25,0001- $50,000 ,742* ,070
Multiple Comparisons
Bonferroni
95%
Confidence
Interval
Dependent Variable (I) Annual Income  (J) Annual Income Sig. Lower Bound
Counterfeit products hurt  Les than $25,000 $25,0001- $50,000 ,388 -18
the companies that $50,001 - $100,000 <.001 -91
manufacture the genuine  §250001- $50,000 Les than $25,000 ,388 -,04
product. $50,001 - $100,000 <001 .82
$50,001 - $100,000 Les than $25,000 <.001 ,54
$25,0001- $50,000 <.001 ,49
Counterfeit products Les than $25,000 $25,0001- $50,000 ,014 -,25
discourage investment in $50,001 - $100,000 <.001 -1,06
innovation and brand $25,0001- $50,000  Les than $25,000 ,014 ,02
building. $50,001 - $100,000 <001 91
$50,001 - $100,000 Les than $25,000 <.001 ,69
$25,0001- $50,000 <.001 ,57
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Multiple Comparisons

Bonferroni
95%
Confidence
Interval
Dependent Variable (I) Annual Income  (J) Annual Income Upper Bound
Counterfeit products hurt  Les than $25,000 $25,0001- $50,000 ,04
the companies that $50,001 - $100,000 -,54
manufacture the genuine $25,0001- $50,000 Les than $25,000 ,18
product. $50,001 - $100,000 49
$50,001 - $100,000 Les than $25,000 ,91
$25,0001- $50,000 ,82
Counterfeit products Les than $25,000 $25,0001- $50,000 -,02
discourage investment in $50,001 - $100,000 -,69
innovation and brand $25,0001- $50,000  Les than $25,000 25
building. $50,001 - $100,000 .57
$50,001 - $100,000 Les than $25,000 1,06
$25,0001- $50,000 ,91

*, The mean difference is significant at the 0.05 level.

Post Hoc Tests
Multiple Comparisons
Bonferroni
Mean Difference

Dependent Variable (I) Education (J) Education (I-) Std. Error
Counterfeit products hurt ~ High School graduate Univercity graduate ,080 ,081
the companies that Ph. D graduate -170 ,089
manufacture the genuine Univercity graduate ~ High School graduate -,080 ,081
product. Ph. D graduate -250° 048

Ph. D graduate High School graduate ,170 ,089

Univercity graduate , 250" ,048

Counterfeit products High School graduate Univercity graduate -076 ,083
discourage investment in Ph. D graduate -,333" ,001
innovation and brand Univercity graduate ~ High School graduate ,076 ,083
building. Ph. D graduate - 257" ,049

Ph. D graduate High School graduate ,333" ,091

Univercity graduate , 257" ,049
Multiple Comparisons
Bonferroni
95%
Confidence
Interval

Dependent Variable (I) Education (J) Education Sig. Lower Bound
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Counterfeit products hurt  High School graduate Univercity graduate ,970 .11
the companies that Ph. D graduate ,167 -38
manufacture the genuine  ynjvercity graduate  High School graduate ,970 -27
product. Ph. D graduate <001 .37
Ph. D graduate High School graduate , 167 -,04
Univercity graduate <.001 ,13
Counterfeit products High School graduate Univercity graduate 1,000 -,27
discourage investment in Ph. D graduate <.001 -55
innovation and brand Univercity graduate ~ High School graduate 1,000 -12
building. Ph. D graduate <001 .38
Ph. D graduate High School graduate <.001 12
Univercity graduate <.001 ,14
Multiple Comparisons
Bonferroni
95%
Confidence
Interval
Dependent Variable (I) Education (J) Education Upper Bound
Counterfeit products hurt ~ High School graduate  Univercity graduate ,27
the companies that Ph. D graduate ,04
manufacture the genuine Univercity graduate ~ High School graduate 11
product. Ph. D graduate -13
Ph. D graduate High School graduate ,38
Univercity graduate ,37
Counterfeit products High School graduate  Univercity graduate ,12
discourage investment in Ph. D graduate -12
innovation and brand Univercity graduate ~ High School graduate ,27
building. Ph. D graduate - 14
Ph. D graduate High School graduate ,55
Univercity graduate ,38

*, The mean difference is significant at the 0.05 level.
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Group Statistics

Std. Error

Gender N Mean  Deviation Mean
People who buy Male 612 1,96 71 ,031
counterfeit products Fermal 887 2,13 737 ,025
are committing a e
crime.
People who sell Male 612 2,02 ,815 ,033
counterfeit products  Fermal 887 2,17 , 754 ,025
are committing a e
crime
Counterfeit products  Male 612 2,38 , 795 ,032
hurt the companies Fermal 887 2,47 ,679 ,023
that manufacture the e
genuine product.
Counterfeit products  Male 612 2,33 ,897 ,036
hurt the world Fermal 887 2,39 723 ,024
economy e
Counterfeit products  Male 612 2,35 ,828 ,033
discourage investment Fermal 887 2,41 ,689 ,023
in innovation and e
brand building.
Selling counterfeit Male 612 1,90 , 796 ,032
products is away of  Fermal 887 2,14 ,807 ,027
attacking big business e
Buying fake products Male 612 1,87 ,780 ,032
is a way of attacking  Fermal 887 2,12 ,838 ,028
big business e
| would not purchase Male 612 1,51 127 ,029
counterfeit products if Fermal 887 1,43 , 743 ,025
| thought my family e

and friends would be
disappointed in me.
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Independent Samples Test
Levene's Test for Equality of

Variances t-test for Equality of Means
95% Confidence Interval of the
Significance Difference
One-Sided Two-Sided Mean Std. Error
F Sig. t df p p Difference Difference Lower Upper
People who buy Equal variances assumed ,208 ,648 -4,419 1497 <.001 <.001 -,174 ,039 -,252 -,097
counterfeit products are  Equal variances not -4,383 1275,496 <.001 <.001 -,174 ,040 -,252 -,096
committing a crime. assumed
People who sell Equal variances assumed 1,837 ,175 -3,599 1497 <.001 <.001 -,147 ,041 -,228 -,067
counterfeit products are  Equal variances not -3,548 1245,871 <.001 <.001 -,147 ,042 -,229 -,066
committing a crime assumed
Counterfeit products hurt Equal variances assumed 18,972 <.001 -2,246 1497 ,012 ,025 -,086 ,038 -,161 -,011
the companies that Equal variances not -2,183 1175,638 ,015 ,029 -,086 ,039 -,163 -,009
manufacture the genuine assumed
product.
Counterfeit products hurt Equal variances assumed 19,980 <.001 -1,364 1497 ,086 ,173 -,057 ,042 -,140 ,025
the world economy Equal variances not -1,312 1125,226 ,095 ,190 -,057 ,044 -,143 ,028
assumed
Counterfeit products Equal variances assumed 30,618 <.001 -1,485 1497 ,069 ,138 -,058 ,039 -,136 ,019
discourage investment in  Equal variances not -1,436 1152,181 ,076 ,151 -,058 ,041 -,138 ,021
innovation and brand assumed
building.
Selling counterfeit Equal variances assumed 1,161 ,281 -5,600 1497 <.001 <.001 -,236 ,042 -,319 -,153
products is a way of Equal variances not -5,614 1325,124 <.001 <.001 -,236 ,042 -,319 -,154
attacking big business assumed
Buying fake products is a Equal variances assumed 2,458 ,117 -5,895 1497 <.001 <.001 -,252 ,043 -,336 -,168
way of attacking big Equal variances not -5,974 1372,338 <.001 <.001 -,252 ,042 -,335 -,170
business assumed
| would not purchase Equal variances assumed 1,740 ,187 2,230 1497 ,013 ,026 ,086 ,039 ,010 ,162
counterfeit products if | Equal variances not 2,239 1332,096 ,013 ,025 ,086 ,039 ,011 ,162
thought my family and assumed
friends would be
disappointed in me.
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