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Introduction: Counterfeit household products may expose consumers to social, performance,
psychological, and prosecution-related risks that can influence purchasing decisions. However,
evidence on how these perceived risks relate to purchase intention among millennial mothers in the
Philippine context remains limited.

Objective: This study examined the associations between perceived social, performance,
psychological, and prosecution risks and purchase intention toward counterfeit household products
among millennial mothers in selected localities of the 1st District of Sultan Kudarat, Philippines.

Methods:A cross-sectional descriptive-correlational design was employed with 385 millennial
mothers aged 29—44 years. Respondents were proportionately allocated across localities based on
household population shares. Data were collected using adapted five-point Likert scales based on
Koay (2018) and Ting et al. (2016) and analyzed using a generalized linear model (GLM).

Results: Respondents reported high social risk (M = 4.13), performance risk (M = 4.28), and
psychological risk (M = 3.83), moderate prosecution risk (M = 2.79), and low purchase intention (M
= 1.88). Social risk (8 = —0.089, exp(B) = 0.915, p = .015) and psychological risk (3 = —0.083, exp(B)
= 0.920, p < .001) were significantly and negatively associated with purchase intention. Performance
risk (B = —0.029, p = .352) and prosecution risk (3 = —0.016, p = .312) were not significant.
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Counterfeit products ate unauthorized imitations of branded goods that may infringe
intellectual-property rights and mislead consumers regarding origin or authenticity (Malik et al., 2020;
Bian et al,, 2023). Counterfeit consumption extends beyond luxury products and may include utilitarian
goods used in everyday household settings. This distinction is important because clothing, cleaning
supplies, personal-care products, kitchenware, food, and pharmaceuticals differ substantially in safety
consequences, regulation, visibility, and purchasing motivation.

For this study, ‘counterfeit household products’ refers to products that respondents understood
to imitate or misrepresent genuine branded products. The study concerns perceived or self-identified
counterfeit purchases rather than independently authenticated counterfeit status. Therefore, responses
may partly reflect products perceived as fake, imitation, substandard, or counterfeit. Prior counterfeit
research has frequently examined luxury or symbolic goods, while less attention has been given to
heterogeneous utilitarian products used in households (Koay, 2018; Elsantil & Bedair, 2022). Knowingly
choosing a counterfeit product should also be distinguished from unknowingly receiving one because
risk perceptions and behavioral intentions may differ when consumers are aware of the product’s status
(Bian et al., 2023). The present study measures self-reported purchase intention and reported product
categories; it does not measure actual future purchases.

The study focuses on millennial mothers aged 29—44 years residing in selected localities in the
1st District of Sultan Kudarat. Mothers were selected as the population of interest because the research
specifically sought to understand household-product purchasing perceptions within this group. The
study does not assume that mothers are universally the primary household decision-makers or that the
same purchasing role applies across all families. The age restriction defines the study population rather
than establishing that millennials possess greater purchasing power than all other age groups.

The study is grounded principally in Perceived Risk Theory, which conceptualizes consumer
choice as involving uncertainty and possible negative consequences (Bauer, 1960), and is interpreted
alongside the Theory of Planned Behavior, which distinguishes behavioral intention from actual behavior
and emphasizes attitudes, subjective norms, and perceived behavioral control (Ajzen, 1991; Ajzen, 2020).
The four measured dimensions—social, performance, psychological, and prosecution risk—were
adapted from prior counterfeit-consumption research (Koay, 2018). Other potentially relevant
dimensions, including financial, physical/safety, ptivacy, and time risk, wetre outside the operational scope
of the adopted model and are acknowledged as omitted factors rather than assumed to be unimportant.

Social risk concerns anticipated negative evaluation or loss of social standing associated with
counterfeit consumption. Performance risk concerns the possibility that a counterfeit product will not
function or perform as expected. Psychological risk concerns internal discomfort, anxiety, tension, guilt,
or dissonance associated with the purchase. Prosecution risk concerns perceived legal consequences
associated with purchasing or using counterfeit goods. Social risk may conceptually overlap with the
subjective-norm component of the Theory of Planned Behavior, whereas psychological risk reflects
internal emotional responses; the constructs are therefore treated as related but conceptually distinct.

Evidence concerning these relationships in provincial Philippine communities remains limited.
The present study therefore provides contextual evidence among sampled mothers in Sultan Kudarat
rather than claiming to represent all Filipino mothers or all counterfeit-product consumers. Official
Philippine evidence concerning counterfeit seizures and intellectual-property enforcement provides
additional context for the local problem (Intellectual Property Office of the Philippines, 2022, 2024).

The study aimed to describe respondents’ demogtraphic characteristics; identify the category of
counterfeit household product most commonly reported; assess perceived social, performance,
psychological, and prosecution risks; assess purchase-intention scores; and determine whether the four
perceived-risk dimensions were statistically associated with purchase intention.
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2.1. Research Design

This study employed a cross-sectional descriptive-correlational design. The descriptive
component summarized respondents’ demographic characteristics, reported counterfeit-product
categories, perceived-risk scores, and purchase-intention scores. The correlational component examined
adjusted statistical associations between the four perceived-risk dimensions and purchase intention.
Because the data were collected at one point in time without experimental manipulation or temporal
sequencing, the design does not establish causal effects.

2.2. Respondents and Sampling Procedure

The target sample size of 385 respondents was determined using Cochran’s formula based on a
95% confidence level, a 5% margin of error, and an assumed proportion (p) of .50. The study
respondents comprised 385 millennial mothers aged 29-44 years residing in Isulan, Lambayong,
President Quirino, and Tacurong City in the 1st District of Sultan Kudarat. Eligibility criteria required
being a mother within the target age range and residing in one of the selected localities. This age
restriction defines the target population and limits generalizability to mothers outside this range.
Proportionate geographic quota sampling was employed to distribute the sample. The 385 respondents
were allocated across Isulan, Lambayong, President Quirino, and Tacurong City based on their relative
household population shares from official Philippine Statistics Authority data.

2.3. Research Instruments

An adapted questionnaire was used. Part I recorded age, employment status, educational
attainment, and the respondent-reported category of counterfeit household product. Part II measured
social, performance, psychological, and prosecution risks using items adapted from Koay (2018). Part 111
measured the construct labeled purchase intention using items adapted from Ting et al. (2016). All
substantive items used a five-point Likert scale from 1 (Strongly Disagree) to 5 (Strongly Agree). The
questionnaire underwent expert content validation and pilot testing before full administration. Reported
Cronbach’s alpha values were 0.866 for social risk, 0.922 for performance risk, 0.871 for psychological
risk, 0.854 for prosecution risk, and 0.924 for the purchase-intention composite.

2.4. Data Collection and Analysis

Institutional and ethical clearance was secured through the College Research Coordinator (CRC)
Office and approved by the USM Research Ethics Committee (USM-RECO) on September 23, 2025.
Informed consent was obtained from all participants, and participation was voluntary. Data were
encoded and analyzed using IBM SPSS Statistics. Frequencies, percentages, means, and standard
deviations were used to summarize respondent characteristics, counterfeit-product categories, perceived
risks, and purchase-intention scores. A generalized linear model (GLM) with a Gamma distribution and
log link was employed to examine the adjusted associations between social, performance, psychological,
and prosecution risks and purchase intention. The model was specified as:

\log[E(PI)] = \beta_0 + \beta_1(SR) + \beta_2(PMR) + \beta_3(PSYR) + \beta_4(PCR)

where Pl denotes purchase intention; SR, social risk; PMR, performance risk; PSYR,
psychological risk; and PCR, prosecution risk. Bo represents the intercept, while 8i1—f4 represent the
corresponding regression coefficients. The Gamma—log specification was selected based on the positive
skewness of the outcome. Exponentiated coefficients, exp(B), were interpreted as multiplicative changes
in expected purchase intention for a one-unit increase in each predictor, holding other predictors
constant. Values above 1 indicate higher expected purchase intention, whereas values below 1 indicate
lower expected purchase intention. Statistical significance was evaluated at o = .05, with p < .05
indicating a statistically significant association. Findings were interpreted as associations rather than
causal effects. Potential limitations of self-reported data, including common-method vatiance,
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social-desirability bias, recall error, and underreporting, were considered in interpreting the results. Exact
p values, confidence intervals, and model diagnostics were reported based on the verified GLM output.

2.5 Ethical Considerations

Participation was voluntary and informed consent was obtained before data collection.
Respondents were informed of the study purpose, their rights, and their ability to withdraw without
penalty. Confidential handling of responses and compliance with the Data Privacy Act of 2012 (Republic
Act No. 10173) were strictly observed throughout the study.

3.1. Socio-demographic Profile of the Respondents

Table 1 presents the demographic profile of the 385 respondents based on age, employment
status, educational attainment, and the common counterfeit home essentials they purchase. In terms of
age, the largest group of respondents were those aged 35-39 years old, with 178 respondents (46.2%),
followed by 40—44 years old with 120 respondents (31.2%), and 29—34 years old with 87 respondents
(22.6%). This indicates that most respondents are mothers in their mid-30s to early 40s. For
employment status, 164 respondents (42.6%) were unemployed, followed by 119 self-employed
respondents (30.9%), 55 full-time employees (14.3%), and 47 part-time workers (12.2%). These figures
describe employment status only and do not establish respondents’ income level or financial constraints.
In educational attainment, 172 respondents (44.7%) were high school graduates, followed by 75 college
graduates (19.5%), 62 high school undergraduates (16.1%), 47 elementary graduates (12.2%), and 29
college undergraduates (7.5%). The reported counterfeit household-product categories totaled 385
responses: clothes (128; 33.2%), cleaning supplies (72; 18.7%), personal-care items (72; 18.7%),
kitchenware (65; 16.9%), food (36; 9.4%), and pharmaceuticals (12; 3.1%). Because the frequencies total
exactly the number of respondents, the table is presented as a single-category response.

Table 1. Demographic profile of the respondents.

Variable n %
Age
29-34 years old 87 22.6
35-39 years old 178 46.2
40-44 years old 120 31.2
Employment Status
Unemployed 164 42.6
Self-employed 119 30.9
Part-time 47 12.2
Full-time 55 14.3
Educational Attainment
Elementary graduate 47 12.2
High school undergraduate 62 16.1
High school graduate 172 44.7
College undergraduate 29 7.5
College graduate 75 19.5
Common Counterfeit Home Essentials Purchased
Clothes 128 33.2
Cleaning supplies 72 18.7
Personal care items 72 18.7
Kitchenware 65 16.9
Food 36 9.4

Pharmaceuticals 12 3.1
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3.2. Perceived social risks associated with purchasing counterfeit home essenttals.

Table 2 presents perceived social risk. The overall mean was 4.13 (SD = 0.52), interpreted as
Agree. Respondents therefore tended to endorse concerns involving embarrassment, guilt, loss of
respect, and judgment in social situations. This pattern is broadly consistent with
counterfeit-consumption research linking social evaluation and self-concept to consumer responses
(Malik et al., 2020; Xu & Sutunyarak, 2024).

The highest item mean was 4.26 (SD = 0.74), interpreted as Strongly Agree, corresponding to
the item on avoiding counterfeit items during special occasions to prevent public judgment. This result
indicates strong agreement with that specific statement, aligning with Pillai et al. (2022), who observed
that consumers actively avoid counterfeit products in settings where reputation and social impression
management are prominent.

The item measuring guilt yielded a mean of 4.04 (SD = 0.72), interpreted as Agree. This
observation aligns with Qin (2024), who noted that consumers experience internal conflict and concern

about social evaluation when evaluating counterfeit purchases.

Table 2. Perceived social risks associated with purchasing counterfeit home essentials.

Statement Weighted Standard Qualitative
Mean Deviation Description

1. Feeling embarrassed if others discover they are using 4.18 0.76 Agtee
counterfeit items.
2. TFeeling guilty after purchasing counterfeit home 4.04 0.72 Agtree
essentials.
3. Belief that people may lose respect if they use 4.06 0.86 Agree
counterfeit items.
4. Avoiding counterfeit items in special occasions to 4.26 0.74 Strongly
prevent judgment. Agree
Sub-Mean 4.13 0.52 Agree

Note: Weighted-mean interpretations: 4.21-5.00 = Strongly Agree; 3.41—4.20 = Agree; 2.61-3.40 = Neither Agree
nor Disagree; 1.81-2.60 = Disagree; 1.00-1.80 = Strongly Disagree.

3.3. Perceived performance risks associated with purchasing counterfett home essentials.

Table 3 presents perceived performance risk. The overall mean was 4.28 (SD = 0.60), which
falls within the study’s Strongly Agree interval. Respondents strongly endorsed concerns that counterfeit
household products may fail to work like genuine products, lack expected functions, or have low quality.
This pattern is consistent with established literature highlighting consumer apprehension regarding
substandard manufacturing and functional deficiencies in counterfeit goods (Koay, 2018; Organisation
for Economic Co-operation and Development [OECD], 2022).

The highest performance-risk item mean was 4.41 (SD = 0.68), interpreted as Strongly Agree,
corresponding to the statement that counterfeit household products may fail to work like the original.
This reflects a high level of perceived functional risk, aligning with observations by Yao et al. (2023) and
Pentz et al. (2020) regarding consumer distrust in the operational reliability of non-genuine items. The
item addressing general low quality yielded a mean of 4.19 (SD = 0.73), interpreted as Agree. This
tinding demonstrates substantial descriptive concern regarding product quality and durability (Pentz et
al., 2020).
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Table 3. Perceived performance risks associated with purchasing counterfeit home essentials.

Statement Weighted Standard Qualitative
Mean Deviation Description
1. Counterfeit home essentials will fail to work — 4.41 0.68 Strongly Agree

like the original one.

2. Counterfeit home essentials do not have all the  4.28 0.62 Strongly Agree
functions of the original products.

3. Quality of counterfeit home essentials is low. 4.19 0.73 Agtee

Sub-Mean 4.28 0.60 Strongly Agree

Note: Weighted-mean interpretations: 4.21-5.00 = Strongly Agree; 3.41-4.20 = Agree; 2.61-3.40 = Neither Agree
nor Disagree; 1.81-2.60 = Disagree; 1.00—1.80 = Strongly Disagree.

3.4. Perceived Psychological Risks Associated with Purchasing Counterfeit Home Essentials

Table 4 presents the descriptive results for perceived psychological risk. The overall subscale
mean was 3.83 (SD = 0.89), interpreted as Agree. Respondents generally endorsed psychological
discomfort, anxiety, and internal tension associated with considering or purchasing counterfeit
household products. This pattern is conceptually consistent with psychological-risk and
cognitive-dissonance perspectives in counterfeit-consumption literature, where awareness of potential
quality, safety, or social drawbacks conflicts with purchase behavior (Li, 2020; Malik et al., 2020; Pillai et
al., 2022).

The highest item mean within this three-item scale was 3.97 (SD = 0.97), interpreted as Agree,
for psychological discomfort (Malik et al., 2020). While this item received the highest descriptive rating
among the psychological indicators, it is interpreted as a descriptive pattern rather than a primary latent
mechanism, as item-level effect sizes were not formally compared. The tension item yielded the lowest
mean within the subscale (M = 3.72, SD = 1.05) while remaining within the Agree interpretation
interval (Pentz et al., 2020).

Table 4. Perceived psychological risks associated with purchasing counterfeit home essentials.

Statement Weighted Standard Qualitative
Mean Deviation Description
1.Feeling psychologically uncomfortable when purchasing counterfeit 3.97 97 Agree
home essentials.
2. Feeling of unwanted anxiety when purchasing counterfeit home 3.79 .99 Agree
essentials.
3. Experiencing unnecessary tension when purchasing counterfeit home 3.72 1.05 Agree
essentials.
Overall Mean 3.83 .89 Agree

Note: Weighted-mean interpretations: 4.21-5.00 = Strongly Agree; 3.41—4.20 = Agree; 2.61-3.40 = Neither Agree
nor Disagree; 1.81-2.60 = Disagree; 1.00—1.80 = Strongly Disagree.

3.J. Perceived Prosecution Risks Associated with Purchasing Counterfeit Home Essentials

Table 5 presents the descriptive results for perceived prosecution risk. The overall subscale
mean was 2.79 (SD = 1.12), interpreted as Neither Agree nor Disagree. This score reflects uncertainty
or neutrality regarding legal consequences associated with purchasing counterfeit home essentials
(Bumanglag, 2022; Kammel, 2023; Tanwar et al., 2023). In accordance with the study's quantitative
framework, this result is interpreted strictly as neutral endorsement, without inferring unmeasured
structural factors such as local law enforcement visibility or public awareness. The item measuring
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perceived detection risk yielded a mean of 2.85 (SD = 1.36), remaining within the neutral interpretation
interval (Neither Agree nor Disagree).

Substantive interpretation of this item is alighed with general neutral sentiment, while
comparative literature demonstrates that consumer perception of prosecution risk often varies
depending on the legal context and target demographic (Koay, 2018; Tanwar et al., 2023). The item
addressing severe legal consequences (such as formal legal sanctions) yielded a mean of 2.6 (SD = 1.30).
Under the established interval cutoffs (2.61-3.40), this value falls within the Neither Agree nor Disagree
scale interpretation rather than disagreement. Respondents therefore expressed general neutrality
concerning severe legal outcomes. Consistent with cross-sectional descriptive boundaries, this finding
describes reported item-level sentiment without asserting that legal considerations are entirely absent
from consumer decision-making,

Table 5. Perceived Prosecution Risks Associated with Purchasing Counterfeit Home Essentials

Statement Weighted Mean Standard Qualitative Description
Deviation

1. Purchasing counterfeit home essentials 2.89 1.25 Neither Agree nor
may result in fines or penalties. Disagree

2. Using counterfeit home essentials may 2.63 1.30 Neither Agree nor
lead to arrest or imprisonment. Disagree

3. I may be punished according to laws and 2.85 1.36 Neither Agree nor
regulations. Disagree

Overall Mean 2.79 112 Neither Agree nor
Disagree

Note: Weighted-mean interpretations: 4.21-5.00 = Strongly Agree; 3.41—4.20 = Agree; 2.61-3.40 = Neither Agree
nor Disagree; 1.81-2.60 = Disagree; 1.00—1.80 = Strongly Disagree.

3.6. Purchase Intentions Toward Counterfeit Household Products

Table 6 presents the descriptive results for the construct labeled purchase intention. The overall
subscale mean was 1.88 (SD = 0.64), interpreted as Disagree, indicating generally low endorsement
across the scale items. This finding is conceptually consistent with consumer research where unfavorable

risk evaluations and negative product attitudes correspond to lower purchase consideration (Ajzen,
2020; Pillai et al., 2022).

Because the adapted scale incorporates items addressing reported purchasing behavior,
recommendations, word-of-mouth, and retail channels alongside purchase choice, the composite
construct is interpreted cautiously as a broad indicator of non-genuine product acceptance prior to
structural verification of scale unidimensionality. The highest item mean within the scale was 2.00 (SD =
0.93), interpreted as Disagree, for considering counterfeit household products as a purchase choice. This
item aligns most directly with purchase consideration and reflects consistently low endorsement of
counterfeit purchasing within the sample (Pillai et al., 2022).

The lowest item mean was 1.73 (SD = 0.80), interpreted as Disagree, for the statement
regarding purchasing counterfeit household products from night matkets, shopping malls, or
supermarkets. This item addresses reported retail source and purchasing location rather than prospective
purchase intent (Alhabash et al.,, 2023; Malik et al., 2020). Consistent with cross-sectional descriptive
boundaries, this item measures reported venue-specific purchasing without differentiating between
limited physical availability, intentional avoidance, non-recognition of non-genuine items, ot social
desirability bias in self-reporting.
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Table 6. Purchase-intention item responses concerning counterfeit household products.

Statement Weighted Mean  Standard Deviation  Qualitative Description
1. Counterfeit home essentials are 2.00 .93 Disagree
considered a choice when buying
something
2. Counterfeit home essentials are 1.91 .76 Disagree
being purchased.
3. Counterfeit home essentials are 1.87 .83 Disagree
recommended to friends and
relatives
4. Favorable things are said about 1.90 .84 Disagree

counterfeit home essentials.

5. Counterfeit home essentials are 1.73 .80 Disagree
bought from  night markets,

shopping malls, or supermarkets.

Overall Mean 1.88 .64 Disagree

Note: Weighted-mean interpretations: 4.21-5.00 = Strongly Agree; 3.41—4.20 = Agree; 2.61-3.40 = Neither Agree
nor Disagree; 1.81-2.60 = Disagree; 1.00—1.80 = Strongly Disagree.

3.7. Associations Between Perceived Risks and Purchase Intention

The reported generalized linear model used a Gamma distribution with a log link to examine
adjusted associations between the four perceived-risk dimensions and purchase-intention scores.
Because the outcome is a bounded composite detived from Likert-type items, the Gamma specification
should be retained only after the original dataset confirms a strictly positive, appropriately skewed
distribution and diagnostics support the model over plausible alternatives. The analysis is interpreted as
predictive/associational rather than causal. The submitted manuscript reports an overall model p < .001
together with F = 14.757, R? = 0.134, adjusted R* = 0.125, AIC = 595.824, BIC = 619.544, deviance =
31.442, Pearson y* = 38.765, and mean VIF = 1.28. These statistics should not be combined unless they
are demonstrably generated by the same verified model. The original output should identify the
omnibus test, degrees of freedom, dispersion parameter, exact goodness-of-fit statistics, and the exact
type/formula of any pseudo-R?. Conventional R? and adjusted R? should be removed if they came from
a different linear-regression procedure. Table 7 Summarizes only coefficient values already reported in
the submitted manuscript. In a Gamma-log GLM, exp(B) represents the multiplicative change in the
expected outcome for a one-unit increase in a predictor, holding other variables constant. The table
remains incomplete until the original GLM output supplies standard errors, Wald or likelihood-ratio
statistics, degrees of freedom, and 95% confidence intervals.

Social risk was negatively and statistically significantly associated with purchase intention in the
reported model (8 = -0.089, exp(B) = 0.915, p = .015). Holding the other predictors constant, the
reported exponentiated coefficient corresponds to an estimated 8.5% lower expected purchase-intention
score for a one-unit increase in social risk (Malik et al., 2020; Xu & Satunyarak, 2024). This is an
adjusted association, not evidence that social disapproval caused lower purchasing intention.
Psychological risk was negatively and statistically significantly associated with purchase intention in the
reported model (B = -0.083, exp(B) = 0.920, p <.001). Holding other predictors constant, the reported
exponentiated coefficient corresponds to an estimated 8.0% lower expected purchase-intention score
for a one-unit increase in psychological risk (Li, 2020; Pentz et al., 2020). The results do not label
psychological risk as the ‘strongest’ predictor because statistical significance and raw coefficients alone
do not establish comparative substantive importance. Performance risk was not statistically significant in
the reported model (3 = -0.029, exp(B) = 0.971, p = .352). The coefficient corresponds to an estimated
2.9% lower expected purchase-intention score per one-unit increase, but the study did not obtain
sufficient statistical evidence of an adjusted association at o« = .05 (Koay, 2018; OECD, 2022). This does
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not prove that performance risk has no practical influence. Prosecution risk was also not statistically
significant in the reported model (8 = -0.016, exp(B) = 0.984, p = .312). The point estimate corresponds
to an estimated 1.6% lower expected purchase-intention score per one-unit increase, but the study did
not obtain sufficient statistical evidence of an adjusted association at a = .05 (Bumanglag, 2022;
Kammel, 2023; Tanwar et al., 2023). Explanations involving enforcement visibility or normalization of
counterfeit purchasing remain possible interpretations rather than measured findings.

In the reported model, social and psychological risk were negatively and statistically significantly
associated with purchase-intention scores, whereas performance and prosecution risk were not
statistically significant after adjustment for the other predictors. These findings are compatible with
theoretical perspectives emphasizing social evaluation and internal attitudes in behavioral intention
(Ajzen, 1991; Bauer, 1960), but they do not establish causation. If the approximately 13%
explanatory-power value is verified as an appropriate pseudo-R?, substantial variation remains associated
with unmeasured factors such as income, price sensitivity, product availability, prior behavior, counterfeit
knowledge, authenticity judgments, attitudes, subjective norms, moral obligation, and perceived
behavioral control.

Table 7. Reported Gamma-log GLM coefficient summary (provisional; verify against original output).

Predictor g exp(B) P
Social risk -0.089 0.915 .015
Psychological risk -0.083 0.920 <.001
Performance risk -0.029 0.971 352
Prosecution risk -0.016 0.984 312

Note: Complete the final model table from the original GLM output by adding standard error, Wald or
likelihood-ratio statistic, degrees of freedom, and 95% confidence interval for 3 or exp(B). Verify the
omnibus/model-fit statistics and identify any pseudo-R? by name and formula.

Respondents reported high endorsement of social and psychological risk and very high
endorsement of performance risk, while prosecution-risk responses wetre neutral/uncertain under the
stated scale cutoffs. The purchase-intention composite was low overall, although the conceptual
coherence of that composite requires further measurement verification. In the reported adjusted model,
social risk and psychological risk were negatively and statistically significantly associated with
purchase-intention scores; performance and prosecution risk were not statistically significant. These
results apply to the sampled mothers and measured constructs and should not be interpreted as causal
evidence. Nonsignificant coefficients do not establish that product performance or legal concerns are
practically unimportant.

Consumer-protection communication should emphasize how consumers can verify product
authenticity, recognize trusted distribution channels, and obtain reliable safety information. Particular
attention may be warranted for categories with potential health or safety consequences, including food,
pharmaceuticals, personal-care products, and cleaning supplies. Local governments, consumer agencies,
online platforms, retailers, and brand owners may consider strengthening authenticity information and
reporting mechanisms; however, these are policy implications rather than effects directly tested by this
study. Future research should separately examine product categories and include price sensitivity,
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income, availability, prior counterfeit purchasing, counterfeit knowledge, authenticity perception,
subjective norms, moral obligation, and perceived behavioral control.

The study has several limitations. First, its cross-sectional design identifies associations at one
point in time and cannot establish temporal order or causation. Second, purchase intention and
perceived risks were self-reported in the same survey session, creating potential common-method
variance, recall error, social-desirability bias, and underreporting because counterfeit purchasing may be
socially or legally sensitive. Third, counterfeit status was not independently authenticated in the
submitted materials, so respondents may have classified generic, imitation, low-quality, or allegedly
counterfeit products as counterfeit. Fourth, the adapted scales originated largely in counterfeit-luxury
contexts and were applied to heterogeneous household products, while construct-validity evidence
beyond internal consistency is limited and the pilot sample was small. Fifth, the sampling frame and
exact respondent-selection procedure are insufficiently documented, creating possible selection bias.
Sixth, the sample was restricted to millennial mothers aged 29—44 years in selected Sultan Kudarat
localities and should not be generalized to all mothers, consumers, or regions. Seventh, product
categories varied substantially in safety, regulation, visibility, and motivation. Eighth, potentially
important socioeconomic and behavioral covariates were not measured. Finally, if the approximately
13% explanatory-power statistic is confirmed as an appropriate pseudo-R?, most variation in purchase
intention remains unexplained by the four measured risk dimensions.
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