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ABSTRACT 
 
The purpose of this research is to find out the significance of the influence of Brand Prestige, 
Utilitarian Value, and Attitude Toward Counterfeit to Brand Image, as well as knowing the role of 
mediation of the Attitude Toward Counterfeit variable on Apple product users. One of marketing 
strategy to foster consumer buying interest is the brand strategy. The consumer's tendency to take 
any action before actually deciding to make a purchase is seen from the side of the brand image. 
The image of a brand is related to attitudes in the form of beliefs and preferences towards a brand. 
The brands of products that have long been known by consumers have become an image and even a 
status symbol for these products. Consumers will tend to buy goods with prestigious brands as 
symbols of social status, wealth, or power they have. The population of this study is all users of 
Apple products, which the exact number is uncertainly known, with the number of samples is 200 
respondents. This research uses structural equation modeling (SEM analysis) with the smartPLS 
application. The results showed Utilitarian Value has a significant positive effect against Attitude 
Toward Counterfeit, then Utilitarian Value and Attitude Toward Counterfeit has a significant 
positive effect on Brand Image, while Brand Prestige does not significantly affect Attitude Toward 
Counterfeit and Brand Image. Meanwhile, on the influence of Utilitarian Value towards Brand 
Image, there is a partial effect of mediation found. 
 
Keywords: Brand Prestige; Utilitarian Value; Attitude Toward Counterfeit; Brand Image 
. 
 
INTRODUTION 

Building a brand image in business is important, a positive brand image has a positive 
influence on purchasing decisions, the higher the brand image created by the company, the level of 
decision making to buy will also increase (Suciningtyas, 2012). According to Kotler and Armstrong 
(2008: 282), marketers must be able to put the brand well in the minds of consumers. Brand Image 
describes the extrinsic nature of the product or service and includes the way in which the brand 
strives to meet the customer's psychological or social needs. 
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The factors that makeup brand image are what benefits consumers get. Consumers who have 
an orientation towards utilitarian values prefer products by putting forward rational reasons (Hanzae 
and Rezaeyeh, 2013). Good quality products or services are a logical reason to be chosen by 
consumers who have an orientation towards utilitarian values so that it also affects the brand image 
of a brand in the eyes of consumers. Image of the brand correlates with attitude in the form of 
consumer confidence and preferences towards a (Sutisna, 2001). A person's attitude in buying a 
product can enhance brand image. According to Santoso (2011), the reason a consumer purchases 
famous branded products is because this purchase can improve their social status or increase their 
pride (prestige). 

Apple products have become very special products compared to other technology products. 
Many companies are trying to rival Apple companies today. Even the closest competitor companies 
like Samsung are still trying to beat sales and high brand image positions compared to Apple. The 
advantage of Apple's own product is that it has a unique and elegant design, and has various types 
of communication gadgets that have been produced, ranging from Macbook, iPhone, iPod, iPad, 
iMac, or Mac mini. 

In building brand image, Apple.Inc focuses on the value of uniqueness compared to the 
price, always innovating, branding strategies in marketing, listening to customer input, and building 
an experience (Fahlevi, 2016). As a high-tech product, Apple has also opened an official service 
center in Indonesia. Its presence makes it easier for users to make improvements to Apple products. 
However, Apple.Inc's company policy does not match what it wants, Apple.inc's corporate income 
slumped where Apple considers Apple's sales decline because Apple users prefer to make 
improvements in unofficial services. This is in line with the theory of utilitarian values according to 
Hanzae and Rezaeyeh (2013), 

This research stems from the controversy over the results of previous studies on brand 
prestige on brand image. Ismail (2015) states that involving customers in the industry and utilizing 
feedback from consumers has a positive effect on brand image. Other research conducted by 
Husnain (2015) suggests that those who have status awareness prefer to buy genuine smartphones 
rather than fake products and do not want the original brand image of mobile phones deluded by 
fake phones. Different results obtained from research conducted by Cademan et al., (2012) states 
that consumers believe that counterfeit products have low quality while original products have high 
quality, but consumers' perceptions of counterfeit products have a negative effect on the original 
product. 

Krishnan et al., (2017) stated that integrity and price-quality inference illustrate a negative 
relationship with attitude, the integrity factor shows a higher impact. Furthermore, research 
conducted by Wang et al., (2005) states that the attitude towards luxury goods if counterfeit 
products are generally profitable, then people will be willing to buy fake products, but if someone 
behaves unfavorably towards fake luxury products then people do not will buy the fake product. 
Another study conducted by Harun et al., (2012) suggested that attitudes toward fake luxury goods 
did not mediate the relationship between personality factors and the intention to buy fake luxury 
goods. 
 
LITERATURE REVIEW 
Theory of Planned Behavior (TPB)  

Theory of Planned Behavior (TPB) explains that a person's intention to perform a behavior 
will determine whether or not the behavior is done. In developing TRA, Ajzen (1980) added a new 
form of perceived behavioral control in the Theory of Planned Behavior (TPB). Huang et al., (2004) 
states that price-quality inference is a variable that has to do with how a consumer's perspective on 
seeing whether a product is fake or genuine is seen from a price perspective. Counterfeiting is 
usually sold at a lower price. The greater the relationship between price-quality (price-quality 
inference) for consumers, the lower the perception of consumers of the quality of pirated products. 
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Brand Prestige and Attitude Toward Counterfeit 

Research conducted by Eastman et al., (1997) in Phau et al., (2009) revealed that the more 
prestigious a brand, consumers will also tend to buy branded products to be used as a reflection of 
their social status. This type of consumer has a goal to seek self-satisfaction, and will try to show 
this through concrete evidence. The fact is obtained that the desire of a consumer to have a branded 
product that emits a symbol to reflect a self-identity will have many implications for their attitude to 
counterfeit products from a luxury branded product (Hoe et al., 2004). As consumers become aware 
of the prestige of a brand, they will have a negative attitude toward counterfeiting luxury branded 
products (Phau et al., 2009). 
H1: Brand Prestige negative effect on Attitude Toward Counterfeit. 
Utilitarian Value and Attitude Toward Counterfeit 

According to the research of Ang et al., (2001) and Phau et al., (2009) states that compared 
to authentic goods, counterfeit goods have lower profits and are consistently a driving force for 
consumers in buying fake products. Meanwhile, according to Yoo and Lee (2009) revealed the 
benefits of the price of goods obtained cheaper than fair prices, but often ignore the benefits of the 
quality that should be. Therefore, the economic benefits offered are an alternative to attitudes 
toward counterfeit products. 
H2: Utilitarian Value positive effect on Attitude Toward Counterfeit. 
Attitude Toward Counterfeit and Brand Image 

Research conducted by Cademan et al., (2012) states that consumers believe that counterfeit 
products have low quality while original products have high quality, but consumers' perceptions of 
counterfeit products have a negative effect on the original product. This means that counterfeit 
products have a negative effect on consumer attitudes about genuine luxury brands as well as on the 
attributes and benefits associated with genuine luxury brands and result in a decrease in luxury 
products due to the presence of counterfeit products circulating in the market. Subsequent research 
according to Stephen et al., (2018) stated that there is no relationship between brand attitude on 
brand awareness and there is no relationship between brand awareness with emotional value on 
purchasing luxury goods. 
H3: Attitude Toward Counterfeit positive effect on brand image. 
Brand Prestige and Brand Image 

Shimp (2014) in Radji (2009) states that one of the attributes/characteristics of a brand 
image is the usage image which is interpreted as an impression given by producers (companies) to 
consumers (users), for example, including the impression of glamor, the impression of confidence, 
and others. Impressive impression of luxurious impression. In a study conducted by Phau et al., 
(2009) also mentioned that one indicator of brand prestige measurement is the luxury of a product. 
H4: Brand Prestige has a positive effect on Brand Image. 
Utilitarian Value and Brand Image 

Utilitarian value is the selection of products efficiently based on rational reasons (Hirschman 
& Holbrook, 1982; Anderson et al., 2012). According to Kim in Kim (2006), utilitarian value has 
two dimensions, namely efficiency and achievement. If a consumer purchases a product based on 
time savings and savings in source of funds (efficiency), and has a goal in finding a product that has 
been planned before (achievement), then the hope is that it can affect the brand trust in consumers. 
H5: Utilitarian Value positive effect on Brand Image. 

Based on the literature review and the relationship between variables so that the empirical 
research model is presented in Figure 1 below. 
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Figure 1. Empirical Research Model 

 
 RESEARCH METHODS 

 The approach in this study uses quantitative methods and includes the type of associative 
research on causality (cause and effect). Quantitative approaches are used to identify all concepts 
that are the objectives of the research (Malhotra, 2005). The population in this study are users of 
Apple products in Indonesia. Determination of the sample with non-probability with purposive 
sampling that is determined the selected sample criteria are Apple users who have used unofficial 
repair services, consumers aged over 21 years, and consumers who have worked. With a maximum 
sample size of 200 samples (Hair et al., 2010), which is the Maximum Likelihood Estimation 
technique or often called MLE, where the number of samples that are said to be good ranges from 
100-200 samples. 
  
 
RESULTS AND DISCUSSION 
 Convergent Validity 

Convergent Validity of the measurement model with reflexive indicators is assessed based 
on the correlation between item scores or component scores estimated with smartPLS software. 
Referring to the criteria set by Ghozali (2008) indicators that have a loading value of less than 0.50 
are removed from the analysis. In this research, a loading factor limit of 0.50 is used. The results of 
processing using PLS are presented in Table 1 below. 
 

Table 1. Outer Loadings (Measurement Model) 
No. Variable Item Outer Loading 

1 
Brand Prestige 

(X1) 

X1.01 0.733 
X1.02 .901 
X1.03 0.877 

2 
Utilitarian Value 

(X2) 

X2.01 0.845 
X2.02 0.787 
X2.03 0.875 
X2.04 0.869 

3 
Attitude Toward Counterfeit 

(Z) 

Z1.01 0.786 
Z1.02 .903 
Z1.03 0.914 
Z1.04 .888 
Z1.05 0.921 
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4 
Brand Image 

(Y) 

Y1.01 0.871 
Y1.02 0.841 
Y1.03 0.562 
Y1.04 .886 
Y1.05 0.797 
Y1.06 0.845 
Y1.07 0.775 
Y1.08 0.713 

 

are the prestigious brands to be the strongest size of this variable because it has the greatest 
outer loading value (0.901). For the Utilitarian Value variable, items that make improvements to 
Apple products in unofficial places, means that they have found the right place to be the strongest 
measure of this variable because it has the greatest outer loading value (0.875). For the Attitude 
Toward Counterfeit variable, items repairing Apple products in unofficial repair locations using 
counterfeit parts are the best choice at this time being the strongest measure of this variable because 
it has the largest outer loading value (0.921). Brand Image Variable, 
Discriminant Validity 

Discriminant validity used to see whether an indicator of a particular latent variable is 
different from other indicators of latent variables so that the indicator is considered feasible to 
explain the latent variable. Discriminant validity is done by comparing the root AVE value for each 
construct with the correlation between constructs with other constructs (between fellow latent 
variables). The results of the discriminant validity test are presented in table 2 below. 
  

Table 2. Discriminant Validity 
Average Variance Extracted Korelasi 

 AVE 
Akar 
AVE 

BP (X1) UV (X2) AC (Z) BI (Y) 

P (X1) .706 0.840 0.840    
V (X2) 0.714 0.845 0.739 0.845   
C (Z) 0.781 .884 .657 0.642 .884  
I (Y) .628 0.793 0.650 0.640 0.723 0.793 

 
 Based on Table 2 it is known that the root of each AVE is greater than 0.50 so it can be 

concluded that the variable used in the study is valid, that is, it meets the discriminant validity 
requirements. 
Composite Reliability 

Variables are said to have high reliability if the composite reliability value is above 0.70. In 
Table 3 the Composite Reliability value is presented. 
  

Table 3. Value Composite Reliability 
Miscellanybell Composite Reliability 

rand Prestige (X1) 0.877 
Utilitarian Value(X2) .909 

ttitude Toward Counterfeit(Z) 0.947 
rand Image(Y) 0.930 
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Table 3 shows that all variables of Brand Prestige, Utilitarian Value, Attitude Toward 
Counterfeit, and Brand Image have met the requirements of composite activity because their values 
are above the recommended number (0.70) which means that all variables have met the reliable 
criteria. 
 
Structural Model Testing (Inner Model) 

Testing the inner model or structural model is done to see the relationship between 
variables, the significance value, and the R-square of the research model. The structural model is 
evaluated using R-square for the dependent variable, t-test, and the significance of the coefficient of 
structural path parameters. Reflexive indicators are used in this study because the indicators of each 
variable are a combination of several expert opinions and findings in previous studies. There are 
requirements that must be met in using SEM-PLS, namely the relationship between indicators and 
variables must be strong (highly correlated). The assessment of the model with PLS starts by 
looking at the R-square for each latent dependent variable. Changes in the R-square value can be 
used to assess the effect of certain exogenous latent variables on endogenous latent variables that 
have substantive effects. Table 4 shows the results of the R-square estimation using SmartPLS. 
  

Table 4. R-Square Values 
Miscellanybell R-Square R-Adjusted Square 

ttitude Toward Counterfeit(Z) 0.419 0.411 
rand Image(Y) .703 .697 

 
 Table 4 shows the value of the R-square Adjusted variable attitude Towards Counterfeit of 

0.411 dan Brand Image of .697. The higher the R-square Adjusted value, the greater the ability of 
exogenous variables these can be explained by endogenous variables so that the better the structural 
equation. For Attitude Toward Counterfeit variable has an R-square Adjusted value of 0.411 which 
means 41.10 percent varianceBrand Prestige, and Utilitarian Value able explain the variable 
Attitude Toward Counterfeit, while the rest is explained by other variables outside the research 
model. VariableBrand Image men have an R-square adjusted value of 0.697which mean 69.70 
percent varianceBrand Prestige, Utilitarian Value, and Attitude Toward Counterfeit able to explain 
brand Image, while the rest is explained by other variables outside the research model. 

Average commonality and the Goodness of Fit Index (GoF index) is known to have a 
relative GoF value of 0.590. This value is obtained using the communality value recommended by 
Fornel and Larcker (in Ghozali & Latan, 2015) of 0.50 and the value average R-squares.697. The 
relative value of GoF of 0.590 states that the structural model is related to influenceUtilitarian 
Value and Brand Prestige on Attitude Toward Counterfeit and Brand Image is a very good 
structural model (fit). 
 
Hypothesis Test 

Testing the research hypothesis by looking at the value of the path coefficient and t-
statistics. Testing the path coefficient according to Hartono in Jogiyanto (2011), a measure of the 
significance of hypothesis support can be used to compare t-table and t-statistics values. If the t-
statistic value is higher than the t-table value, it means that the hypothesis is supported. For a 95 
percent confidence level (alpha 5%), the t-table value for the two-tailed hypothesis is ≥ 1.96. 
Structural model test results can be seen in Figure 2 below. 
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Figure 2. Research Results Path Chart 

  
Path Chart used in testing a hypothesis is the value contained in the result output for inner 

weight. Table 5 showed the estimated output for testing the structural model as shown below. 
 

Table 5. Result For Inner Weights 

Variabel Original 
Sample 

Standard 
Deviation 

T 
Statisticss 

P. 
Values Conclusion 

BP air conditioning -0.071 0.079 0.900 0.368 Rejected 
UV air 
conditioning 0.643 0.042 15.265 0.000 Received 

air conditioning BI 0.692 0.046 14.986 0.000 Received 
BP BI -0.047 0.072 0.653 0.514 Rejected 
UV  BI 0.194 0.053 3.654 0.000 Received 

 
From table 5 above, it is known that the results of the 5 Hypothesis test are known that 3 

hypotheses were accepted and 2 hypotheses were rejected. The research findings reveal the effect of 
Brand Prestige on Attitude Toward Counterfeit showed a significant negative effect. The direction 
of influence between variables in this study is in accordance with the research of Hoe et al., (2004) 
and Phau et al., (2009), but the findings of the influence of variables between Brand Prestige on 
Attitude Toward Counterfeit in this study not significant. These results explain that increasing 
Brand Prestige is not always followed by Attitude Toward Counterfeit the lower, but the impact of 
the increase does not have much meaning in lowering the level Attitude Toward CounterfeitApple 
product users who have used unauthorized Apple product repair services. 

The results of data analysis show Utilitarian Value proven to have a significant positive 
effect on Attitude Toward Counterfeit Apple product users. The higher the level of utilitarian 
Valuesomeone will make them have a high Attitude Toward the Counterfeit of Apple products. 
This finding is in line with the results of research by Bian and Moutinho (2009); Ang et al., (2001); 
Phau et al., (2009); and Yoo and Lee (2009) who stated that utilitarian Valuepositive and significant 
effect on Attitude Toward Counterfeit.  

The results of the data analysis show that the effect of Attitude Toward Counterfeit on 
Brand Image is positive and significant. The results of this study are also in accordance with the 
phenomenon in Apple product users, which can be said in accordance with the conditions faced by 
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respondents in this study. The research findings prove the results of previous studies conducted by 
Husnain (2015) and Cademan et al., (2012). Indicator items of the Attitude Toward Counterfeit 
variable have a significant effect on Brand Image. The results of this study state that counterfeit 
products have a negative effect on consumer attitudes about genuine luxury brands as well as on the 
attributes and benefits associated with genuine luxury brands and result in a decrease in luxury 
products due to the presence of counterfeit products circulating in the market. 

Based on the results of the estimation of structural equation models as in the data analysis, 
that the influence of Brand Prestige on Brand Image is negative and insignificant. Thus these results 
indicate incompatibility with previous research findings such as those conducted by Phau et al., 
(2009). This study also revealed that Brand Prestige cannot directly influence Brand Image. 
Someone who has a high brand prestige doesn't necessarily have a high brand image attitude. 

Furthermore, based on the analysis it can be stated that there is a positive and significant 
direct effect between variables Utilitarian Valuetowards Brand Image. Marked with a positive 
coefficient indicatesUtilitarian Value will lead to an increase in Brand Image Apple product users 
better. Thus, the higher utilitarian Value can influence Brand Image to increase. This is in line with 
research conducted by Matzler et al., (2006) which proves that the utilitarian Valuesignificant effect 
on Brand Image. This result means that it is increasing utilitarian Value, then Brand Image Apple 
product users will also increase. Utilitarian Valueholds a large role in the success of a Brand Image 
of a product, as stated by Hirschman and Holbrook (in Anderson et al., 2012) that Utilitarian Value 
is an efficient product selection based on rational reasons. Thus the hypothesis which 
statesUtilitarian Value significant effect on Brand Image can be accepted. 

Based on the analysis it can be concluded that there is no significant indirect effect between 
Brand Prestige variables on Brand Image through Attitude Toward Counterfeit. Marked with a 
negative coefficient shows that Brand Prestige through Attitude Toward Counterfeit cannot lead to 
a better Brand Image. Likewise, the influence between Brand Prestige and Brand Image is also not 
significant. Thus, high Brand Prestige can not affect Brand Image. Mediation effects (indirect 
effects) were also not found in the effect of the Attitude Toward Counterfeit variable on the effect 
between Brand Prestige on Brand Image. This shows that the higher the Brand Prestige is not able 
to produce a better Brand Image, 

Based on the analysis it can be concluded that there is a significant indirect effect between 
variables Utilitarian Valuetowards Brand Image through Attitude Toward Counterfeit. Marked with 
a positive coefficient indicatesUtilitarian Value through Attitude Toward Counterfeit will lead to a 
better Brand Image. Likewise, the influence between Attitude Toward Counterfeit and Brand Image 
is also significant and positive, as well as affect utilitarian Value which has a significant influence 
on Brand Image. Thus, Attitude Toward Counterfeit which can directly or indirectly affect Brand 
Image. 
 
CONCLUSIONS 
  
(1) Brand Prestige bThe positive effect is not significant on Attitude Toward Counterfeit. This 

means that Brand Prestige has no significant effect on changes in Attitude Toward 
CounterfeitApple product users. 

(2) Utilitarian Value influence positive and significant towards Attitude Toward Counterfeit. This 
means that the higher the Utilitarian Value, the level of Attitude Toward Counterfeit can be 
increased, and vice versa. Attitude Toward Counterfeit has a significant positive effect on 
Brand Image. This shows that the higher level of Attitude Toward CounterfeitApple product 
users, then the Brand Image is also increasing, and vice versa. 

(3) Brand Prestige insignificant effect on Brand Image, meaning that Brand Prestige is only able to 
have a small effect on Brand Image on Apple product users. Brand Image is influenced 
positively and significantly by Utilitarian Value which means that Utilitarian Value is able to 

http://www.ijiset.com/


  IJISET - International Journal of Innovative Science, Engineering & Technology, Vol. 7 Issue 8, August 2020  

ISSN (Online) 2348 – 7968 | Impact Factor (2020) – 6.72 

www.ijiset.com  

252 
 

influence Brand Image significantly. Brand Prestige does not significantly affect Brand Image 
and Attitude Toward Counterfeit is not able to be an intermediate variable between Brand 
Prestige to Brand Image. Brand Image is influenced by Utilitarian Value and Attitude Toward 
Counterfeit functions as an intermediate variable between Utilitarian Value to Brand Image. 

 
MANAGERIAL IMPLICATIONS 

Based on data analysis, the owners and management of electronic store outlets still need to 
improve their Brand Prestige, for example by further popularizing the facilities and benefits of 
Apple product users. This is consistent with the research findings where the Brand Prestige variable 
does not have a significant contribution in forming Attitude Toward Counterfeit and Brand Image 
of Apple product users. 
 
RESEARCH LIMITATIONS 

This research is inseparable from the limitations and weaknesses, where research data comes 
from respondents' perceptions delivered in the form of questionnaire instruments that might affect 
the validity of the results. Respondents' perceptions do not necessarily reflect the real situation and 
will be different if the data obtained by interview. Future studies can add product innovation 
variables and new product development. 
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