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Abstract: The current research explores the counterproductive aspects of charm in the
context of counterfeit cosmetics and the purchasing intention of Bangladeshi undergraduate
students. The study examines four hypotheses: H1) A correlation exists between ostentation
and affordability. H2) A correlation exists between ostentation and psychological
contentment. H3) A correlation exists between psychological contentment and affordability.
H4) There is a correlation between affordability, lack of knowledge, and purchasing
intention.  Data for this study was obtained via an online survey, with a total of 147
participants. All predictions were confirmed, demonstrating a robust correlation between
exhibitionism, affordability, psychological contentment, and purchasing inclination in the
context of counterfeit cosmetics among undergraduate students from Bangladesh. The
results of this study can offer valuable perspectives for domestic and international cosmetic
brands regarding customer perceptions of the market and the determinants that impact their
purchasing, preference, and loyalty choices.
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1. INTRODUCTION

Counterfeit cosmetics are a significant worldwide challenge that undermines consumer
confidence and creates complications for consumers, regulatory bodies, and legal entities [1].
Within the United States, a significant majority, namely 70%, of those who engage in the
consumption of counterfeit goods hold the belief that the presence of these counterfeit products
does not have any influence on the value or prestige associated with the original products [2].
Counterfeiters have adopted advanced methods, such as replicating products, forging
packaging, and utilizing internet channels, in order to maximize earnings and exploit demand
from clients [3]. Consequently, this has led to a rapid proliferation of counterfeit cosmetics,
posing a significant concern. The global cosmetics sector is estimated to have an annual sales
value of around $523 billion, with projections indicating a potential increase to $805 billion by
the year 2022 [4]. The prevalence of counterfeit cosmetics in Bangladesh has become a major
worry, leading officials to warn buyers about the potential health consequences involved with
using these bogus products [5]. According to the Global Islamic Economy Report (2016),
individuals in Bangladesh expended a substantial sum of US$ 2.5 billion primarily on the
acquisition of cosmetic products in 2016 [6]. Counterfeit cosmetics have been identified to
contain hazardous substances such as mercury, lead, and arsenic, leading to skin-related issues
such as irritation and rashes [7]. The proliferation of counterfeit cosmetics is escalating due to
the growing trend of consumers opting for online cosmetic purchases, creating an opportune
environment for criminal exploitation through the illicit trade of counterfeit replicas of popular
cosmetic products [8].

Related Works

Show-Off

The prevalence of an extravagant behaviour culture in Bangladesh can be ascribed to diverse
factors, encompassing sentiments of insecurity, wealth, and luxury, along with existing rites
and traditions [9]. The widely held belief is that ostentation is predominantly driven by feelings
of insecurity [10]. Individuals engage in displays of self-importance as a means to signify their
significance and seek recognition and affirmation from their peers [11]. This phenomenon is
particularly observable among those who perceive themselves as undervalued or marginalized
in society. Presently, Bangladesh is experiencing a burgeoning preoccupation with wealth and
the acquisition of symbols that denote social status [9]. While there is an expectation for
individuals to adhere to a modest and courteous dress code, flaunting wealth or social status in
an ostentatious manner may be viewed as insensitive [12]. Nonetheless, the pervasive influence
of Western society and the widespread impact of social media have contributed to an increasing
acceptance of ostentatious behaviour within the cultural milieu of Bangladesh [13]. The
prevalence of a culture characterized by flamboyant displays in Bangladesh can be linked to
various factors, including feelings of inadequacy, the aspiration to showcase wealth and luxury,
and the influence of Western cultural norms and traditions. The impact of this specific culture
on society can yield both advantageous and detrimental outcomes, as it holds the potential to
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encourage consumerism and superficiality while simultaneously fostering a sense of inclusion
and approval among its adherents.

Mental Satisfaction

Mental satisfaction involves the comprehensive assessment of an individual's overall state of
well-being, encompassing various facets such as emotional well-being, contentment in
interpersonal relationships, achievement of goals, self-perception, and perceived ability to
effectively navigate life's challenges [14]. Improved psychological well-being is correlated
with an increased sense of life satisfaction, characterized by emotional balance, positive
thought patterns, an optimistic perspective, and a clear sense of purpose [15]. Individuals with
elevated levels of life satisfaction often exhibit a diminished likelihood of experiencing
depression and other mental health disorders [16]. In this particular context, the manifestation
of a show-off culture can be perceived as a coping strategy employed by certain individuals to
manage their insecurities and yearning for social acceptance, as they seek to mitigate feelings
of inadequacy and isolation by projecting an embellished self-image through platforms such as
social media or in their everyday interactions, thereby seeking temporary respite through
garnering attention and validation from others [17]. Nonetheless, dependence on a show-off
culture as a means of attaining mental contentment can prove deleterious over time, with
studies indicating that participating in genuine self-expression on social media, as opposed to
projecting an idealized persona, is linked to heightened subjective well-being [18]. The
intricate and multifaceted connection between show-off behavior and mental satisfaction in
Bangladesh suggests that, for certain individuals, show-off culture may function as a coping
mechanism; nevertheless, relying on it for mental contentment can have adverse effects,
emphasizing the importance of authentic self-expression for fostering greater subjective well-
being.

Affordability

Affordability pertains to the condition of being economically accessible, enabling individuals
to make purchases at a cost within their financial means [19]. Within the framework of mental
contentment in Bangladesh, the factor of affordability emerges as influential, given the
widespread prevalence of mental health challenges in the country, compounded by pronounced
stigma, societal taboos, and a dearth of awareness, collectively impeding access to appropriate
care [20] In this particular context, the accessibility of mental health services at an affordable
cost emerges as a pivotal determinant in fostering mental satisfaction, as the affordability of
such services in Bangladesh facilitates individuals' access to care, thereby enhancing their
holistic well-being [21]. Housing affordability poses a substantial challenge in Bangladesh,
particularly for individuals with lower incomes [22]. Experiencing housing-related adversities,
such as inadequate living conditions and housing instability, may be linked to diminished
mental health [23]. Consequently, enhancing the affordability of housing in Bangladesh
becomes a pivotal measure in advancing mental contentment; affordability plays a vital role in
fostering mental satisfaction in the country, as economical mental health services and
accessible housing contribute to improved mental health outcomes through enhanced access to
care and living conditions.
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Purchasing Intentions

Purchasing intention refers to the probability that a consumer will acquire a specific product or
service [24]. It is shaped by a range of factors, encompassing the consumer's needs and desires,
the perceived value associated with the product or service, and the consumer's overall attitude
towards the particular offering [25]. A research investigation carried out in Dhaka, Bangladesh,
revealed that consumers' attitudes toward the acquisition of counterfeit products exerted a
noteworthy influence on their tangible purchasing intentions [26]. In Bangladesh, the cosmetics
market has been identified as having a substantial prevalence of counterfeit products, with an
estimated over 50% of cosmetic items being reported as fraudulent [26]. Consumers in
Bangladesh have conveyed a sense of doubt and lack of confidence in relation to such products,
with the growing population of middle to affluent consumers in the country being an additional
factor influencing consumer perceptions toward cosmetics [5]. A investigation conducted in
Bangladesh has evaluated the role of religiosity on the tendency to buy counterfeit products,
uncovering a significant collaboration between religiosity and attitudes towards obtaining such
products [27]. The inclination to buy counterfeit cosmetics in Bangladesh is influenced by
factors such as consumer attitudes, religiosity, and the growing middle-class humanity. This
highlights the importance for policymakers and marketers to focus on changing consumer
attitudes and perceptions towards these products as a means to tackle the problem of counterfeit
cosmetics.

The principal goal of this study is to investigate the influence of several independent variables,
namely Show-off, Affordability, Mental Satisfaction, and Ignorance, on the dependent
variable, which is Purchasing Intentions. Additionally, this study intends to identify the
underlying relationship among the independent variables.
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Figure 1 Conceptual Framework (Proposed By Authors)
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Hypotheses

H1: There exists a correlation between Show off and Affordability.

H2: There exists a correlation between Show-off and Mental Satisfaction.

H3: There exists a correlation between Mental Satisfaction and Affordability.

H4: There exists a correlation among Affordability, Ignorance and Affordability with
Purchasing Intention.

2. METHODOLOGY

Data Collection and Selection

This study was conducted by administering an online survey on Microsoft Forms using the
purposive sampling method and a quantitative approach. The sampling strategy known as
"purposeful sampling” selects sample components based on the researcher's informed
judgment, rather than relying on randomness [28]. Furthermore, researchers will be persuaded
that use deliberate sampling strategies can lead to substantial reductions in both time and
expense [29]. The study focused on undergraduate students attending both public and private
universities in Bangladesh. A total of 147 students' data was gathered through the utilization of
Microsoft and Google forms. The data collection process involved 31 structured questions and
6 demographic questions. The questionnaire consisted of 31 structured questions, each utilizing
a 5-point Likert Scale. The scale was defined as follows: 1=Strongly Disagree, 2=Disagree,
3=Neutral, 4=Agree, and 5=Strongly Agree.

The survey was administered to a sample of 230 undergraduate students from various public
and private universities in Bangladesh. A total of 177 individuals out of the 230 participants
completed the survey within a three-day period. Ten persons have been disqualified due to their
unfair or untrustworthy responses. The typical age of undergraduate students is approximately
24 years [30]. Therefore, 20 individuals were excluded from the study since they were older
than 24 years. The study achieved a response rate of 76.95%, meeting the minimum criteria of
50% as specified by W. Black & Babin [31].

Analysis Method and Tools

SmartPLS is a software tool that is used to do variance-based structural equation modelling
(SEM) using the partial least squares (PLS) path modelling methodology [32], [33]. Partial
Least Squares (PLS) PLS-SEM, or Structural Equation Modelling, allows for the identification
of key determinants and competitive advantages related to significant dimensions including
customer happiness, loyalty, behavioural intents, and user behaviour [34]. The conceptual
model using the SmartPLS software is as follows,
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Figure 2 Conceptual Model in Smart PLS 3.2.8
3. RESULTS AND FINDINGS

This study examines the intricate terrain of customer buying intentions in the Bangladeshi
market, with a specific emphasis on counterfeit cosmetics. The focus of our research centers
on several crucial elements, including "Purchasing Intention”, "Affordability”, "Show Off",
"Mental Satisfaction”, and "Ignorance".

The variables are intricately intertwined as researchers strive to decipher the elements that
influence consumers to select counterfeit cosmetics instead of authentic ones.  Through
analysing the connections between these variables, the research objective is to acquire a more
profound comprehension of the reasons behind customers' decisions and to illuminate the
distinct dynamics of the Bangladeshi market in relation to the purchasing intention of
counterfeit cosmetics among undergraduate students.
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Figure 3 Conceptual Model generated in Smart PLS including inner and outer model
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Convergent Validity Test

Convergent validity is a form of construct validity that assesses the degree of correlation
between a test and other tests that measure the same construct [35]. In this study, the researchers
employed convergent validity as a means to evaluate the dependability and accuracy of our
survey instrument. Researchers conducted a comparative analysis of the ratings obtained from
our survey and those derived from other well-established metrics pertaining to consumers'
affordability, brand choice, conspicuous consumption, mental well-being, and lack of
knowledge.

Table 1: Reliability and Validity

Cronbach's  rho_ Composite Average Variance

Alpha A Reliability Extracted (AVE)
Affordability osss Ot 0.917 0.625
Ignorance 0.927 0'27 0.942 0.707

Mental 0.71
Satisfaction 0.770 6 0.795 0.895
Purchasing 0gor 08 0.920 0.698
Intentions 8

Show Off 0.761 0'80 0.836 0.532

Within the framework of this study, researchers assess two fundamental elements of reliability.
Initially, researchers examine the reliability of internal consistency. The suggested benchmark
for composite reliability is 0.70 or higher [36]. However, in exploratory study, values ranging
from 0.60 to 0.70 can be considered acceptable. It is important to mention that Cronbach's
alpha is used to evaluate the minimum level of internal consistency, whereas composite
reliability indicates the maximum level [37].

In addition, researchers consider the dependability of each individual indication. In order to
fulfill this requirement, the outer loadings of indicators must exceed 0.70. Indicators with outer
loadings ranging from 0.40 to 0.70 may be removed from the model if their absence leads to
an improvement in both composite reliability and Average Variance Extracted (AVE) beyond
the suggested threshold of 0.50 [38].

Hypotheses Testing

The t-statistic test is utilized to examine the structural model through partial least squares (PLS)
analysis, with the aid of SmartPLS software [39]. The purpose of this test is to evaluate the
immediate impacts within the model, hence ensuring the dependability and accuracy of the
results.
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Table 2: Hypothesis Testing

Hyp Original =~ Sample Standard _— P

othe Sample  Mean  Deviation ;T&?—T—ISE\S/D Valu Decision

Sis (O) (M) (STDEV) es
Show Off ->

H1 Affordability 0.183 0.182 0.040 4.566 0.006 = Supported
Show Off ->

H1  Mental 0.265 0.280 0.058 4.534 0.007  Supported
Satisfaction
Mental

H2  Satisfaction->  0.414 0.436 0.103 4.011 0.007 = Supported
Affordability
Affordability ->

H3  Purchasing 0.457 0.456 0.103 4.412 0.005
Intentions
Show Off ->

H3  Purchasing -0.115 -0.109  0.035 3.257 0.001  Supported
Intentions
Ignorance ->

H3  Purchasing 0.245 0.252 0.067 3.673 0.003
Intentions

Based on the statistical computations presented in Table 5, it can be stated that the variables
Show Off, Affordability, and Mental Satisfaction are all statistically significant. Additionally,
the link hypotheses based on these variables are also found to be correct. The p-value being
less than 0.05 provides evidence to accept all hypotheses [40].

4. CONCLUSIONS

The research report indicates that there is a correlation between show-off behavior and factors
such as affordability, mental satisfaction, and purchasing intention, based on the accepted
hypotheses. The study sought to examine the impact of various independent variables,
including show-off behavior, affordability, mental satisfaction, and ignorance, on the
dependent variable of purchasing intentions for counterfeit cosmetics among undergraduate
students in Bangladesh. The investigation elucidated the fundamental correlation among the
independent variables. The correlation between the showing off counterfeit cosmetics and cost-
effectiveness among undergraduate students in Bangladesh is influenced by social factors,
personal gratification derived from affordability, societal impact on fashion perspectives,
misperceptions about product quality, perceived value for money, reduced brand loyalty
resulting from counterfeiting problems, and a willingness to disregard ethical considerations in
favor of ostentation and financial savings. The correlation between flaunting and mental well-
being in the context of purchasing counterfeit cosmetics among undergraduate students in
Bangladesh is associated with the belief that these products imitate genuineness, providing a
sense of personal gratification by creating the illusion of a favorable transaction or premium
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merchandise. Although there are ethical concerns regarding the adverse effects of counterfeit
production, the drive to show off and achieve mental contentment can override these concerns,
resulting in concessions on quality and significant health hazards in order to satisfy personal
desires and maintain a positive self-perception. There is a correlation between affordability and
mental satisfaction related to the purchase of counterfeit cosmetics among undergraduate
students in Bangladesh. The connection between students opting for counterfeit products
instead of authentic ones is influenced by financial constraints and the psychological attraction
of reduced pricing. This choice compromises on quality and potentially poses health risks, all
in pursuit of personal fulfillment and a favorable self-image. There is a correlation between
financial restrictions, lack of understanding, and the attractiveness of pricing when it comes to
the purchasing intentions of counterfeit cosmetics among undergraduate students in
Bangladesh. The decision to purchase counterfeit products is influenced by factors such as
limited financial resources, lack of understanding, perceived value, and societal values. These
factors can lead to compromises on quality and pose possible health hazards.

The research proposes many areas for future investigation and provides solutions to tackle the
association between show-off behavior and purchasing intentions for counterfeit cosmetics
among undergraduate students in Bangladesh. It is crucial to prioritize educational programs
that enhance knowledge of the hazards linked to counterfeit products and incorporate ethical
issues into the educational curriculum.  Psychological therapies and programs aimed at
empowering consumers can have a significant impact on influencing responsible consumer
behavior.  Longitudinal studies are necessary to monitor changing attitudes, while cross-
cultural studies can offer a more comprehensive insight into the elements that influence
purchasing intentions. Advocating for more stringent government rules, implementing
technical measures for product authentication, fostering partnerships with the industry, and
maintaining ongoing monitoring of consumer trends is essential for cultivating a more
knowledgeable, morally aware, and empowered customer base. These projects have a
collective objective of reducing the adverse effects of ostentatious behavior and encouraging
prudent purchase decisions among undergraduate students in Bangladesh.
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