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Abstract

The circulation of counterfeit food within South Africa’s mixed formal—-informal retail
system poses a growing public-health and consumer-protection threat, with the
Gauteng province reporting over 200 food-borne iliness cases and more than 10
child fatalities in Johannesburg city in 2024 (Mphaga et al., 2024). These events have
prompted national urgency, culminating in the President declaring counterfeit food a
national security concern (RSA Presidency, 2024). Beyond its human toll, counterfeit
food fuels the wider illicit-goods economy, generating financial leakages, weakening
tax collection, eroding intellectual-property protections, and undermining confidence
in the food-system governance (Boatemaa etal., 2019; Khader, 2023; Lamont,
2024).

While enforcement responses have largely targeted the supply side interventions—
through raids, seizures, and the shutdown of illicit operations—limited attention has
been paid to the demand-side behavioural mechanisms shaping consumer decisions
at the direct point of purchase (Mphaga etal., 2024) resulting in an imbalanced
approach to addressing the circulation and consumption of counterfeit food in South
Africa. Existing scholarship emphasises the need to understand how Consumer
Food Safety Awareness (CFSA) informs consumer behaviour, especially in
affordability-constrained mixed-market environments marked by inconsistent

institutional oversight (Boatemaa et al., 2019; Onyeaka et al., 2022).

Against this backdrop, the present study examined how CFSA shapes risk
perceptions, PMT appraisals, attitudes, and willingness to buy counterfeit food
among Johannesburg consumers in the LSM 4-8 segment. Critically, the study offers
a novel theoretical contribution through the application of an integrated Protection
Motivation Theory (PMT)-Theory of Reasoned Action (TRA) framework to
counterfeit food. This integrated approach enabled the testing of a sequential
behavioural pathway to explain consumer decision making in affordability
constrained mixed market environment using a quantitative cross-sectional design
(n = 372) and Partial Least Squares-Structural Equation Modelling (PLS-SEM).



The findings from the study demonstrate that CFSA functions as an active
behavioural antecedent, elevating perceived severity and reducing response
barriers. These PMT appraisals shaped attitudes in opposite directions, and attitude
emerged as the strongest predictor of willingness to buy, mediating both appraisals.
This shows that awareness alone is insufficient; behavioural change requires both

heightened risk perceptions and feasible avoidance pathways.

The study thus extends PMT-TRA theory into a new domain and offers practical
recommendations and guidance for strengthening CFSA, reducing response
barriers, and promoting avoidance-oriented attitudes to curb counterfeit-food

circulation and consumption in South Africa and Global South markets.
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Chapter 1: Presenting the Research Problem

1.1 Introduction

South Africa’s food system is facing an escalating crisis marked by the widespread
circulation of counterfeit food products, which has resulted in serious public-health
consequences and, in some cases, fatalities among vulnerable groups, including
children (Mphaga et al., 2024). In this study, counterfeit food refers to any food
product intentionally adulterated, altered, or misrepresented for financial gain. These
practices include ingredient substitution, misbranding, falsified expiry dates,
tampered packaging, and the use of unsafe or undeclared additives—actions that
undermine food integrity and expose consumers to significant health risks (Kendall
et al., 2018; Onyeaka et al., 2022; Spink et al., 2013).

Within this national crisis, Johannesburg, located in Gauteng Province, has emerged
as a critical hotspot for the circulation of counterfeit foods, recording some of the
country’s most concerning incidents of food-related illness and reported fatalities
(Mphaga et al., 2024). The city’s mixed retail ecosystem—spanning formal
supermarkets, informal convenience stores, spaza shops, and dense street-vendor
networks—creates conditions in which counterfeit foods circulate widely and often

remain undetected at the point of purchase (Mphaga et al., 2024).

The urgency of the issue intensified in November 2024 when the President of South
Africa formally declared counterfeit food a national security concern. This declaration
signalled the severity, societal impact, and multi-sectoral relevance of the problem
(Presidency of South Africa, 2024). Despite increased national attention, limited
understanding persists regarding why consumers—particularly those facing
affordability pressures—continue to purchase counterfeit foods. Scholars have
suggested that elevating research on Consumer Food Safety Awareness (CFSA)
may help curb the circulation of counterfeit food by influencing how consumers
recognise and interpret food-safety risks and authenticity cues in everyday

purchasing decisions (Boatemaa et al., 2019; Onyeaka et al., 2022).
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However, existing research remains insufficient because CFSA is often treated
merely as passive background knowledge or a hygiene-related construct (Ergonil,
2013; Ovca, Jevdnik & Raspor, 2014), rather than as an active behavioural
antecedent capable of triggering cognitive risk appraisal and shaping purchasing

decisions (Boatemaa et al., 2019; Onyeaka et al., 2022).

This perspective fails to capture CFSA’s potential role in activating cognitive, social,
and attitudinal processes that influence risky consumer behaviour.This conceptual
gap limits both theoretical development and practical intervention design, particularly
in affordability-constrained, mixed-retail environments such as Johannesburg
(Mphaga et al., 2024). By reconceptualising CFSA as an initiating behavioural
mechanism within an integrated Protection Motivation Theory—Theory of Reasoned
Action (PMT-TRA) framework, this study addresses a critical void in understanding
why consumers continue to purchase counterfeit foods despite being aware of the

associated health risks (Boatemaa et al., 2019; Onyeaka et al., 2022).

In doing so, the study provides a theoretically grounded and contextually relevant
explanation of risk-based cognition and offers practical insights urgently needed to

protect vulnerable households.

Building on this insight, the study applies two well-established consumer-behaviour
theories—Protection Motivation Theory (PMT) and the Theory of Reasoned Action
(TRA)—to explain how CFSA shapes consumer decision-making within the
emerging research domain of counterfeit food (Zhu et al., 2022). CFSA is theorised
to strengthen consumers’ ability to identify food-safety cues, thereby elevating risk
perceptions through two PMT-derived cognitive appraisal processes: perceived
severity (judgements about the seriousness of potential harm) and response barriers
(practical limitations that hinder avoidance, particularly in affordability-constrained
markets) (Rogers, 1975; Zhu, 2022).These cognitive appraisals are then theorised
to shape consumer attitudes, which in turn influence willingness to purchase
counterfeit foods under the TRA (Ajzen & Fishbein, 1980; Zhu, 2022).

14



The key theoretical contribution of this study lies in reconceptualising CFSA as an
active behavioural antecedent that initiates cognitive risk evaluation, shapes
attitudes, and influences behavioural intentions in counterfeit-food purchasing
contexts. The study advances a theoretically grounded, dual-pathway sequential
consumer-behavioural framework under the integrated PMT—TRA architecture,
capturing the interplay of risk-based cognition, attitudinal evaluation, and behavioural
intention in high-risk consumer decision-making. This integration has not previously
been applied to counterfeit-food research in affordability-constrained urban markets
(Zhu, 2022; Mphaga et al., 2024).

Figure 1.1 below illustrates this dual-pathway behavioural model, which is further
elaborated in Chapter 2. In this framework, CFSA acts as the initiating behavioural
driver that activates two PMT-based cognitive appraisals—perceived severity and

response barriers.

These appraisals subsequently shape consumer attitudes within the TRA evaluative
stage, ultimately influencing willingness to buy counterfeit foods (Ajzen & Fishbein,
1980). In this way, the model captures how risk cognition, attitudinal assessment,
and behavioural intention unfold sequentially within Johannesburg’s mixed formal—

informal retail ecosystem.

Risk Perceptions

Consumer Food

operationalised Attitudes Willingness to
Safety Awareness <k i<al
(CFSA) as risk Appraisals (TRA) Buy (TRA)
under PMT
Behavioural R :
Antecedent Integration of the
Driver PMT-TRA theory

Figure 1.1: Integrated PMT-TRA sequential behavioural model

Source: Adapted Zhu et al. (2022).

15



The remainder of this chapter provides the contextual background, outlines the
significance of the problem, identifies the research gap and research problem, presents

the research aim, and concludes with the structure of the research report.

1.2 Background

Counterfeit food involves intentional deception through practices such as ingredient
substitution, adulteration, manipulated expiry dates, and imitative packaging
(Mphaga et al., 2024; Spink et al., 2013). These actions compromise nutritional value
and can expose consumers to hazardous substances, posing both acute and long-
term health risks (Mphaga et al., 2024; Spink et al., 2013). Although global
instruments such as the Codex Alimentarius establish standards to protect
consumers, support fair trade, and guide industry practices, their effectiveness
ultimately depends on the governance capacity, regulatory coordination, and

enforcement strength of individual countries (FAO & WHO, n.d.).

In South Africa, these global standards encounter a food safety landscape
characterised by fragmented oversight, inconsistent enforcement, and growing trust
deficits—particularly within informal retail settings, where monitoring remains limited
(Mphaga et al., 2024; UCT News, 2018). These governance challenges intersect with
persistent socioeconomic pressures, including high poverty levels, sustained
unemployment, and widening inequality (Statistics South Africa, 2024). The
convergence of weak regulatory control and socioeconomic vulnerability creates

fertile conditions for counterfeit food to circulate widely and undetected.

These socioeconomic pressures directly shape consumer purchasing behaviour. As
of 2025, South Africa’s official unemployment rate stood at 31.9%, while
approximately five million households experienced food insecurity—of which 8%
faced severe and 19.7% moderate to severe food insecurity (Statistics South Africa,
2025). Under these constraints, affordability often supersedes safety considerations,
making low priced counterfeit foods appear more attractive despite their health risks
(Boatemaa etal.,2019; Mphaga etal.,2024). This dynamic underscores how

structural economic vulnerability heightens reliance on potentially unsafe products.

The public health consequences of this exposure became particularly evident in
2024, when Gauteng recorded over 200 food poisoning cases and 10 child fatalities
linked to suspected adulterated snacks (MedicalBrief, 2024; News24, 2024).
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These tragic incidents not only highlighted the severity and immediacy of the risks
associated with counterfeit food but also underscored the disproportionate
vulnerability of low-income households with limited ability to discern or avoid unsafe
products. Figure 1.2 below illustrates the scale of these incidents, as documented by
the Juta Medical Brief.

JUTA
MEDICAL BRIEF

HOME FOCUS  TALKING POINTS NEWS RESEARCH AFRICA PEOPLE  ARCHIVE ~ SUBSCRIBE

Food poisoning kills 10 Gauteng children
this year

Figure 1.2: Gauteng 2024 food-poisoning fatality summary

Source:https://www.medicalbrief.co.za/food-poisoning-kills-10-gauteng-children-

this-year/

Beyond its health implications, counterfeit food forms part of South Africa’s broader
illicit goods economy, contributing to substantial economic losses through reduced
tax revenue, brand erosion, and weakened confidence in national food systems and
public oversight (Khader, 2023; Lamont, 2024).

Ongoing law enforcement actions—including multimillion rand seizures and the
shutdown of illicit operations across Gauteng, KwaZulu Natal, and the Western
Cape—demonstrate both the scale and sophistication of the counterfeit food trade
(Mphaga et al., 2024). Yet while these supply side interventions are necessary, they
remain insufficient without understanding the behavioural drivers sustaining

consumer demand.
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This challenge is particularly pronounced in Johannesburg’s mixed retail ecosystem,
where formal and informal outlets operate side by side. In these environments,
consumers regularly encounter genuine and counterfeit items within the same
purchasing spaces, while affordability pressures, weak enforcement visibility, and
low trust in authenticity cues complicate safe decision making (Boatemaa
etal., 2019; Mphaga etal., 2024). In such contexts, understanding how awareness
translates into behaviour becomes essential for designing effective demand side
interventions capable of complementing enforcement efforts and reducing counterfeit

food exposure among vulnerable households.

1.3 Significance of the study

1.3.1 Government and policy

In consideration of South Africa’s regulatory oversight challenges, enforcement
initiatives alone are not sufficient in combating the scourge of counterfeit food and
cannot reach every point of sale, particularly in informal markets (Mphaga et
al.,2024). As such this study seeks to adopt a consumer-centred approach that
strengthens CFSA, which can support clearer risk communication, improve
authenticity cues at point of purchase, and enable targeted community education.
These demand-side levers are intended to complement regulatory action rather than

replace it (Boatemaa et al., 2019; Onyeaka et al., 2022)

1.3.2 Public health and vulnerable communities

The counterfeit food incidents of 2024 revealed that unsafe products threaten entire
communities, not just children (Mphaga et al.,2024). As such by improving CFSA
over vulnerable communities, this study seeks to offer a practical means for reducing
preventable illness and promoting safer purchasing behaviour in vulnerable

communities (Mphaga et al., 2024; Boatema et al.,2019).
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1.3.3 Business and industry

Counterfeit food undermines legitimate firms by eroding consumer trust and
distorting competition (Mphaga et al.,2024; Boatema et al., 2019; Onyeaka et
al.,2022).

Insights from this study can inform packaging innovation, authentication and
traceability solutions, and consumer facing communication that reduces demand for
suspect items and redirects demand to verified brands (Khader, 2023;
Lamont, 2024).

1.3.4 Contribution to academic theory

Existing food safety research commonly treats CFSA as informational knowledge or
a background variable, associated primarily with food hygiene or general consumer
awareness (Ergondl, 2013; Ovca et al., 2014). This study extends the theory by
repositioning CFSA as an active behavioural antecedent that activates cognitive risk
appraisal processes—specifically perceived severity and response barriers—which
subsequently shape attitudes and willingness to buy counterfeit foods underpinned
by the integrated PMT-TRA model (Zhu et al.,2022).

As such CFSA, is treated as an initiating behaviour driver within consumer decision
and purchase making within mixed formal informal retail channels in urban markets.
The integrated PMT—TRA sequence provides a coherent, behavioural explanation

suited to affordability pressured markets (Zhu et al.,2022).

1.3.5 Relevance and transferability to other markets

South Africa’s combination of economic stress, mixed retail structures, and
governance constraints is shared by many urban markets across the Global
South(Boatemaa etal.,2019; Onyeaka et al.,2022; World Bank, 2024). The
behavioural framework advanced here—centred on CFSA and the PMT-TRA
sequence—should therefore be transferable to similar affordability-constrained
environments (Boatemaa et al., 2019; World Bank, 2024).
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1.4 Research Gap

Despite heightened national concern, there is limited empirical evidence that traces
how CFSA influences PMT appraisals, how those appraisals shape attitudes, and
how attitudes determine willingness to buy counterfeit food under affordability

pressure.

Prior studies rarely apply the combined PMT—TRA pathway to counterfeit food and
often treat CFSA as a background variable rather than a behavioural driver (Ndofirepi
etal., 2022; Zhu, 2022). This gap contributes to generic interventions that are not

tailored to the decision dynamics in vulnerable communities.

1.5 Research Problem

While the consumption of counterfeit food poses significant and immediate health
risks—particularly within Johannesburg’s low income, mixed retail communities—
there remains limited understanding of the behavioural mechanisms that drive
consumers to purchase such products despite being aware of their potential dangers.
Existing studies seldom trace how Consumer Food Safety Awareness (CFSA)
shapes cognitive appraisals within the Protection Motivation Theory (PMT), how
these appraisals influence attitudes within the Theory of Reasoned Action (TRA), or
how affordability pressures limit consumers’ ability to avoid counterfeit products
(Boatemaa et al., 2019; Mphaga et al., 2024).

In the absence of such an integrated behavioural model, existing interventions have
largely remained generic and supply side focused—centred on government
enforcement activities and the seizure of counterfeit goods from manufacturers and
distributors—rather than addressing demand side influences such as the consumer
facing cognitive and evaluative processes that underpin real world purchasing
decisions. This imbalance has prevented the development of a comprehensive, end
to end, system level approach capable of meaningfully reducing the circulation and

consumption of counterfeit food.
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The core research problem addressed in this study therefore lies on the demand
side, specifically the lack of a theoretically grounded, context specific explanation of
how CFSA activates risk appraisal, shapes attitude formation, and ultimately
influences willingness to buy counterfeit food among vulnerable consumers in
Johannesburg. These communities routinely purchase food in environments where

authentic and counterfeit products coexist (Mphaga et al., 2024).

Yet limited insight into how CFSA informs consumers’ risk evaluations, how those
evaluations translate into attitudes, and how attitudes subsequently guide
behavioural intentions has constrained the development of precise, targeted
interventions capable of reducing counterfeit food consumption at the point of
purchase. Consequently, Johannesburg’s most vulnerable communities continue to
face disproportionate exposure to counterfeit food related health risks (Boatemaa
etal., 2019; Mphaga et al., 2024).

1.6 Research Aim

This study aims to examine how Consumer Food Safety Awareness influences risk
perceptions—operationalised as perceived severity and response barriers from
PMT—how these perceptions shape consumer attitudes toward counterfeit food, and
how these attitudes influence consumers’ willingness to buy these products. The
focus is on adults (18 years and older) living in vulnerable communities in
Johannesburg who purchase food in mixed formal and informal retail environments.
The study adapts the integrated PMT-TRA model to the specific domain of
counterfeit-food decision-making (Ajzen & Fishbein, 1980; Rogers, 1975; Zhu, 2022).
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1.7 Research Report Structure
The remainder of this report is organised as follows:
Chapter 2: Literature Review

Provides theoretical and empirical insights into counterfeit food, Consumer Food
Safety Awareness, risk perceptions which are operationalised under the PMT
appraisals as perceived severity and response barriers, attitudes, behavioural
intentions, and the integrated PMT—TRA framework. The chapter concludes by

presenting the conceptual literature model guiding the study.
Chapter 3: Research Question and Hypothesis

Outlines the overarching research question, presents the conceptual model, and
formulates hypotheses reflecting the sequential relationships among CFSA,

perceived severity, response barriers, attitudes, and willingness to buy.
Chapter 4: Research Methodology

Describes the research design, target population, sampling strategy, measurement
instruments, data collection procedures, and analysis techniques. It also covers

reliability, validity, ethics, and methodological limitations.
Chapter 5: Results

Presents descriptive statistics, confirms the measurement model, and provides

structural model outputs, including direct, and mediated relationships.
Chapter 6: Discussion of Findings

Interprets findings relative to the literature, explains theoretical and practical
implications, and discusses how affordability pressures and retail structures shape

behavioural outcomes.
Chapter 7: Conclusion and Recommendations

Summarises the study’s findings, draws conclusions, outlines policy, business, and
public health recommendations, study limitations and identifies avenues for future

research.
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Chapter 2: Literature Review

2.1 Introduction

This chapter establishes the theoretical foundation for examining how Consumer
Food Safety Awareness (CFSA) influences risk perceptions, consumer attitudes, and
behavioural intention, operationalised as willingness to buy counterfeit food, within
Johannesburg’s affordability constrained, mixed formal—informal retail environment.
Building directly on the contextual problem outlined in Chapter 1, the chapter adopts
a selective and integrative approach to theory development, focusing on behavioural
mechanisms that are most relevant to decision making under economic and

institutional constraint.

The chapter is anchored in an integrated Protection Motivation Theory—Theory of
Reasoned Action (PMT—TRA) framework, which provides a coherent explanation of
how food safety awareness is translated into consumer behaviour. Protection
Motivation Theory (PMT) is used to explain why consumers experience motivation to
avoid counterfeit food, through cognitive appraisals of health risk and feasibility
(Rogers, 1975); In contrast, the Theory of Reasoned Action (TRA) explains how this
motivation is converted into evaluative judgement and behavioural intention (Ajzen
& Fishbein, 1980). The integration of these two theories addresses key limitations in
their standalone application and offers a more complete explanation of consumer

behaviour in affordability pressured mixed retail contexts (Zhu et al., 2022).

Accordingly, the literature review proceeds in a structured and logical manner
unpacking the study’s theoretical framework and then unpacking the study’s core
constructs. First, PMT is defined and critically examined, with specific justification for
prioritising perceived severity as a threat appraisal and response barriers as a coping
appraisal in the context of counterfeit food. Second, TRA is defined and reviewed,
with emphasis placed on consumer attitude and willingness to buy as the most
proximate and behaviourally relevant constructs. Third, the chapter integrates PMT
and TRA into a dual pathway framework, establishing this integration as the central
theoretical underpinning of the study and positioning its novelty within the counterfeit
food literature. The chapter then unpacks the core constructs—CFSA, consumer risk
perceptions, attitudes, and willingness to buy—clarifying their roles and

interrelationships within the integrated framework.
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The chapter concludes with a synthesis of key theoretical gaps and contributions,
providing a clear conceptual bridge to Chapter 3, where the integrated PMT-TRA
framework is operationalised into a testable conceptual model and research

hypotheses.

2.2 Protection Motivation Theory (PMT): Definition and

Core Mechanics

The Protection Motivation Theory (PMT) explains why and when individuals adopt
protective behaviours in response to perceived health threats (Rogers, 1975).
Originally developed to wunderstand responses to fear appeals and risk
communication, PMT proposes that behavioural responses are shaped through a
process of cognitive appraisal rather than emotional reaction alone (Rogers, 1975;
Ballaa & Hagger, 2025).

PMT distinguishes between two interconnected risk appraisal processes that
together explain why individuals engage in protective behaviour (Rogers, 1975;
Ballaa & Hagger, 2025). Threat appraisal involves assessing the seriousness of
potential harm (perceived severity) and the likelihood of being personally affected
(perceived vulnerability). Whilst, coping appraisal evaluates the feasibility of
avoidance by considering whether protective action will be effective (response
efficacy), whether one feels capable of taking such action (self-efficacy), and whether
(response barriers)—such as cost, access, or convenience—limit the ability to act
(Rogers, 1975; Ballaa & Hagger, 2025). Within this dual-process system, protection
motivation emerges when a threat is judged to be serious and avoidance is evaluated
as feasible (Rogers, 1975; Ballaa & Hagger, 2025).In affordability-constrained
markets, however, response barriers often reduce coping appraisal even when
perceived severity is high, making PMT’s combined appraisal structure particularly

relevant for counterfeit-food decision-making in Johannesburg (Zhu et al.,2022).

Protection motivation is thus strengthened when individuals perceive a threat as
serious, believe that avoidance or protective action is effective, and judge such action

to be feasible within their circumstances (Rogers, 1975; Ballaa & Hagger, 2025).
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2.2.1 Applications of PMT in Food Safety and Counterfeit

Consumption

The PMT has been widely applied in food safety research to explain how consumers
respond to contamination alerts, unsafe food products, and food-borne illness risks
(Rahnama & Somogyi, 2020; Zhu et al., 2022). Empirical studies consistently show
that when consumers perceive health risks as serious and believe that protective
action is feasible, they are more likely to engage in precautionary behaviours
(Rahnama & Somogyi, 2020; Zhu et al., 2022).

These behaviours include avoiding unsafe food products, carefully reading labels,
checking expiry dates, and actively seeking food safety information before purchase
(Rahnama & Somogyi, 2020; Zhu etal.,, 2022). Meta-analytic evidence further
confirms that perceived severity of harm and coping feasibility are among the
strongest and most reliable predictors of protective behaviour in food consumption
contexts (Zhu et al., 2022; Ballaa & Hagger, 2025).

PMT is particularly relevant in food-related decision-making because the
consequences of unsafe consumption are direct, physiological, and potentially
severe, often resulting in immediate health effects rather than delayed or abstract
harm (Boatemaa et al., 2019; Onyeaka et al., 2022). Unlike many other consumption
risks, food-related harm poses tangible threats to personal health and well-being,
making cognitive evaluation of risk central to everyday purchasing decisions (Nardi
etal., 2020; Rahnama & Somogyi, 2020). As a result, PMT has proven effective in
explaining consumer behaviour in situations where protective decisions must be
made at the point of purchase, frequently under conditions of uncertainty, limited

information, and time pressure (Zhu et al., 2022).

In counterfeit consumption research, PMT has similarly been shown to explain
avoidance behaviour when health or quality risks are salient (Pueschel etal., 2017;
Rahnama & Somogyi, 2020). However, much of the existing literature is
concentrated in developed-country settings and focuses primarily on
non-consumable counterfeit goods, such as luxury apparel or electronics. In these
contexts, affordability pressures are generally lower and access to legitimate
alternatives is less constrained, making the translation of risk awareness into

avoidance behaviour more direct (Jiang et al., 2018; Ndofirepi et al., 2022).
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Stronger institutional safeguards and clearer authenticity signals further support this
process (Nardi etal., 2020).By contrast, in affordability-constrained markets, PMT
processes are frequently moderated by economic necessity and structural
constraints. Even when consumers recognise counterfeit food as risky, protective
behaviour may be weakened by practical impediments such as price differentials,
limited access to trusted retailers, and uncertainty in identifying authentic products
within mixed formal—informal retail environments (Boatemaa etal., 2019; Onyeaka
etal., 2022).

These contextual conditions highlight the criticality of applying the PMT across
developing-country urban food systems contexts, where risk appraisal must coexist

with persistent affordability pressures and food insecurity (Mphaga et al., 2024).

2.2.2 Why Perceived Severity and Response Barriers are most

relevant for this Study

Although PMT includes several threat and coping appraisal components, this study
focuses specifically on perceived severity for threat appraisals and response barriers
for coping appraisals because these constructs are the most influential in shaping
consumer behaviour in affordability constrained urban food systems (Ballaa &
Hagger, 2025; Zhu etal., 2022). In contexts such as Johannesburg, consumers
frequently face price—safety trade-offs at the point of purchase, making these two

appraisals particularly salient (Mphaga et al.,2024).

Perceived severity reflects whether the potential health consequences of consuming
counterfeit food are judged to be sufficiently serious to justify avoiding cheaper or
more accessible options (Rahnama & Somogyi, 2020; Zhu etal., 2022). When
severity is perceived as high, avoidance behaviour becomes cognitively legitimate,
even under conditions of financial constraint (Nardi etal., 2020; Boatemaa etal.,
2019). In this way, severity functions as a key trigger for protection motivation in food

safety decisions involving physiological risk.
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Response barriers, in contrast, capture whether avoidance is perceived as practically
achievable. Such barriers include price differences between legitimate and
counterfeit food, limited access to trusted retailers, uncertainty in identifying authentic
products, and competing household resource demands (Boatemaa etal., 2019;
Ndofirepi etal., 2022). In affordability pressured environments, response barriers
often determine whether risk awareness translates into protective behaviour, as
consumers may recognise health risks but continue purchasing counterfeit food
when safer alternatives are perceived as unaffordable or inaccessible (Onyeaka
etal., 2022).

Other PMT constructs, including perceived vulnerability, response efficacy, and self-
efficacy, remain theoretically important (Ballaa & Hagger, 2025). However, in the
present context, their behavioural influence is largely captured through severity
judgements and feasibility assessments. Perceptions of vulnerability are often
implicit when risk severity is high, while beliefs about efficacy and confidence in
action are closely intertwined with evaluations of response barriers in resource

constrained settings (Zhu et al., 2022; Rahnama & Somogyi, 2020).

Focusing on perceived severity and response barriers therefore preserves
theoretical and analytical clarity while maintaining strong alignment with the study’s
empirical design and the realities of decision making under affordability pressure,
food insecurity, and mixed retail exposure (Ballaa & Hagger, 2025; Mphaga etal.,
2024).

Figure 2.1, below, presents a graphical summary of the PMT framework applied in
this study, illustrating how perceived severity and response barriers function as the
central cognitive appraisals shaping protection motivation in counterfeit food
contexts. In Johannesburg’'s affordability pressed mixed retail environment,
consumers often recognise the seriousness of counterfeit food risks, yet their ability
to avoid these risks depends on whether response barriers—such as high prices for
authentic goods, weak enforcement visibility, or uncertainty in identifying genuine

products—are perceived as surmountable (Mphaga et al.,2024).

The model therefore reflects a sequential logic: CFSA elevates risk recognition,
which increases severity appraisal; response barriers then determine whether this

recognition translates into protection motivation.
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These appraisals together shape consumers’ subsequent attitudes within the PMT—
TRA sequence, making the PMT diagram foundational to the behavioural pathway
developed in this chapter (Zhu et al.,2022).

Protection Motivation Theory

(PMT), (Rogers, 1975).

Threat Appriasals Coping Appriasals
Percieved Severity (PS) Response Barriers (RB)

Figure 2.1: PMT framework for counterfeit-food risks

Source: Adapted from Rogers (1975).

2.2.3 Limitations of PMT when used in isolation

Despite its strengths in explaining how consumers recognise health risks, PMT, has
important limitations when applied on its own, particularly in affordability constrained
and mixed retail environments (Ballaa & Hagger, 2025; Zhu etal., 2022). PMT is
primarily an individual cognitive framework and does not explicitly explain how risk
appraisals are translated into behavioural intention or actual purchasing behaviour
(Rahnama & Somogyi, 2020; Ballaa & Hagger, 2025). While the theory clarifies why
consumers may become motivated to protect themselves, it provides limited insight

into how this motivation results in a decision to act.

In counterfeit food contexts, this limitation is especially evident. Consumers operating
in mixed formal-informal food systems may recognise serious health risks
associated with counterfeit food yet continue purchasing such products when
avoidance is perceived as unaffordable, impractical, or inconvenient (Boatemaa
etal., 2019; Onyeaka etal., 2022; Mphaga et al., 2024). In these settings, behaviour
is influenced not only by risk appraisal but also by evaluative judgement, habitual
purchasing patterns, and value seeking heuristics shaped by economic necessity

and constrained choice (Jiang et al., 2018; Ndofirepi et al., 2022).
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PMT also offers limited insight into social and normative influences, which can
normalise risky purchasing behaviour in affordability pressured communities
(Ndofirepi et al., 2022; Kendall et al., 2018).

As a result, PMT alone cannot fully explain the observed gap between risk
recognition and continued purchase behaviour in many developing country urban
food systems (Boatemaa et al., 2019; Zhu et al., 2022).

To address this gap, PMT requires integration with a theory that captures the attitude
formation and behavioural intentional stages within consumer decision making. This
role is fulfilled by the Theory of Reasoned Action (TRA), which is discussed in the

next section.

2.3 Theory of Reasoned Action (TRA): Definition and Core

Mechanics

The Theory of Reasoned Action (TRA) explains how attitudes and subjective norms
shape behavioural intention, which in turn predicts action (Ajzen & Fishbein, 1980).
Central to TRA is the assumption that most human actions are deliberate and
reasoned, rather than automatic. According to the theory, behavioural intention is the
most immediate predictor of action and reflects an individual’s readiness to perform

a behaviour when the opportunity arises (Ajzen & Fishbein, 1980).

Behavioural intention is shaped by two key factors: attitude towards the behaviour
and subjective norms. Attitude towards the behaviour reflects an individual’s overall
evaluation of performing a specific action, ranging from favourable to unfavourable
(Ajzen & Fishbein, 1980). This evaluation is formed through beliefs about the likely
outcomes of the behaviour and the value attached to those outcomes. When the
perceived benefits of an action outweigh its perceived costs, attitudes are more likely
to be positive, increasing behavioural intention (Ajzen & Fishbein, 1980; Jiang et al.,
2018).

Subjective norms capture the perceived social pressure to perform or avoid a
behaviour, arising from the expectations of significant referent groups such as family

members, peers, or community networks (Ajzen & Fishbein, 1980).
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Within consumer contexts, these evaluative and normative influences converge to
shape consumers’ willingness to buy, which represents a practical expression of
behavioural intention. In affordability-constrained settings, willingness to buy
therefore reflects how consumers translate attitudes and social expectations into
purchase readiness, providing a clear and measurable link between evaluation and
behaviour (Ndofirepi et al., 2022).

2.3.1 Applications in Counterfeit goods and Developing
Country Contexts

The Theory of Reasoned Action (TRA) has been widely applied in counterfeit goods
research, where consumer attitudes and permissive social norms have consistently
been shown to predict purchase intention, particularly in price-sensitive markets
(Jiang etal., 2018; Ndofirepi et al., 2022). When counterfeit products are perceived
as offering acceptable value relative to their price, favourable attitudes are more likely
to develop, increasing consumers’ willingness to purchase despite ethical, legal, or

quality concerns commonly associated with counterfeit consumption.

Within developing-country contexts, TRA has proved especially useful in explaining
how affordability pressures, convenience, and local market practices shape
consumer intentions. In many such settings, counterfeit purchasing becomes socially
tolerated when it aligns with household budget constraints or established informal
trading norms (Ndofirepi et al., 2022). TRA helps clarify how behavioural intention is
shaped not only by individual evaluation, but also by shared understandings of what

is considered acceptable, necessary, or unavoidable within a community.

Importantly, TRA-based studies also show that intention to purchase counterfeit
goods often persists even when consumers are aware of potential risks, provided
that their overall evaluation of the behaviour remains favourable (Ndofirepi et
al.,2022). This highlights the central role of attitude formation in mediating the
relationship between awareness and behaviour in price-constrained environments
(Jiang etal., 2018).
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2.3.2 Why Attitude and Willingness to Buy are most relevant for
this Study?

In this study, attitudes and willingness to buy are modelled as separate, sequential
constructs. Attitudes represent the consumer's evaluative judgement about
purchasing counterfeit food after considering risks, price, and access, consistent with
the Theory of Reasoned Action, which positions attitude as the primary determinant
of behavioural intention (Ajzen & Fishbein, 1980). This distinction is well supported
in counterfeit-consumption research, where attitudes have been found to directly
influence intention, particularly in markets where price—value trade-offs dominate
decision-making (Jiang etal., 2018; Ndofirepi etal.,2022). Willingness to buy, in
contrast, represents the consumer’s behavioural intention to purchase when the
opportunity arises and reflects TRA’s conceptualisation of intention as distinct from
its attitudinal antecedent (Ajzen & Fishbein, 1980).

Separating these constructs is theoretically appropriate because intention is not
simply an extension of attitude; rather, it is a downstream evaluative outcome that
incorporates immediate environmental pressures and situational constraints (Zhu
etal., 2022). In affordability-constrained markets, consumers may hold relatively
favourable or unfavourable attitudes toward counterfeit food but still revise their
willingness to buy at the point of choice due to budget limitations, product availability,
or access to more trusted outlets—a pattern consistently documented in counterfeit
and high-risk product research (Ndofirepi etal., 2022; Pueschel etal.,2017). This
separation also reflects behavioural-modelling best practice (Ajzen & Fishbein, 1980;
Jiang et al., 2018).

Why is Subjective Norms not included in the study?

Although subjective norms are part of the TRA, this study does not include them in
the final model for three key reasons. First, research in affordability-pressed
environments shows that attitudes usually have the strongest influence on a person’s
intention to buy, especially when people must balance risk and price. In these
situations, social pressure (subjective norms) often plays a smaller role unless
someone already holds very negative attitudes toward the behaviour (Ndofirepi
etal., 2022).
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Second, in mixed retail environments—where formal and informal food sellers
operate together—people’s perceptions of social norms are often shaped by their
own attitudes (Ndofirepi et al., 2022; Kendall et al., 2018).

For example, community conversations and peer experiences influence how
acceptable it feels to buy cheaper but riskier products. Because norms and attitudes
can overlap in this way, including both in the model may create confusion and overlap

on results.

Finally, the research in counterfeit consumption shows that subjective norms exert
weaker influence when decisions are driven by necessity, constrained budgets, and
survival based trade-offs—conditions typical in low-income urban markets (Ndofirepi
etal., 2022; Pueschel etal., 2017). Because this study focuses on the cognitive and
evaluative mechanisms of risky food purchase decisions, subjective norms are
acknowledged but excluded to maintain theoretical clarity, avoid redundancy and
keep the analysis focused to the most relevant consumer behavioural mechanisms
within the integrated PMT-TRA model.

Figure 2.2, below, is a graphical illustration of how TRA is applied within this study
by highlighting two key constructs: consumer attitudes and willingness to buy.
Attitudes represent the evaluative assessment of purchasing counterfeit food after
weighing risks, affordability, and expected outcomes (Ajzen & Fishbein, 1980).
Willingness to buy reflects the consumer’s behavioural intention—the readiness to
act on that evaluation when faced with an actual purchase opportunity (Ajzen &
Fishbein, 1980).

Within Johannesburg’s affordability constrained market, these two constructs are
closely interlinked: attitudes respond to cognitive risk appraisals triggered by CFSA,
and willingness to buy communicates how those evaluations translate into real world

purchase readiness under price pressure and mixed retail exposure.
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Figure 2.2, therefore captures TRA’s role in translating risk-based cognition into

purchase intention within the integrated model.

Theory of Reasoned Action (TRA),
(Ajzen & Fishbein, 1980).

Willingness to

Attitudes
buy

Figure 2.2: TRA application to counterfeit-food behaviour

Source: Adapted from Ajzen and Fishbein (1980).

2.3.3 Limitations of the TRA when used in isolation

Despite the TRA usefulness in explaining how evaluations are translated into
behavioural intention, the TRA has important limitations when applied on its own to
counterfeit food consumption. Most notably, TRA does not specify how risk
perceptions are formed nor why individuals become motivated to protect themselves
(Ajzen & Fishbein, 1980; Ndofirepi etal., 2022). Instead, the theory assumes that
attitudes already exist and focuses primarily on how these attitudes and social

influences shape intention.

This limitation is particularly significant in counterfeit food contexts, where the
potential for physiological harm introduces a level of risk that precedes evaluative
judgement. In such cases, consumers must first recognise and cognitively appraise
health threats and risks before forming attitudes towards purchasing behaviour. TRA
alone cannot explain this initial risk appraisal process, making it insufficient for
understanding how protective motivation emerges in response to food safety threats
(Boatemaa et al., 2019; Onyeaka et al., 2022).
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Furthermore, much of the existing TRA based literature on counterfeit consumption
focuses on non-consumable goods, such as luxury apparel or electronics, where

risks are primarily financial, symbolic, or reputational (Jiang etal., 2018).

This limits the direct transferability of TRA findings to counterfeit food markets, where
health risks are immediate and potentially severe. In affordability constrained and
mixed retail environments, consumers may recognise health risks yet continue
purchasing counterfeit food if such behaviour is evaluated as necessary or

unavoidable under prevailing economic conditions (Ndofirepi et al., 2022).

As such, while the TRA provides a strong framework for explaining the evaluative
and intentional stages of consumer decision-making, it requires integration with a
risk appraisal framework to fully capture consumers behaviour and purchase

decision making choices in counterfeit food markets.

This role is fulfilled by PMT, which explains how health risks are cognitively appraised
prior to attitude formation, thereby complementing TRA (Zhu et al.,2022). Together,
these theories provide the basis for the use of the integrated PMT—-TRA framework

used in this study, which is introduced and developed in the following section.

2.4 Why Theoretical Integration Is Necessary for this
study: The application of the integrated PMT-TRA Dual

Pathway Framework

The integration of Protection Motivation Theory (PMT) and the Theory of Reasoned
Action (TRA) is necessary because neither theory alone can fully explain consumer
behaviour in counterfeit-food markets (Zhu etal., 2022). PMT clarifies why
consumers become motivated to avoid risk by focusing on how they appraise health
threats and the feasibility of avoiding them (Rogers, 1975). TRA then explains how
this motivation is converted into evaluative judgements and behavioural intention,
including whether consumers are willing to buy a product once they have formed an
attitude toward it (Ajzen & Fishbein, 1980).
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In affordability-constrained and mixed retail environments, consumer
decision-making is shaped by both cognitive and practical considerations. People
must first judge how serious counterfeit-food risks are and whether avoiding those

risks is feasible.

They must then evaluate whether avoidance aligns with their economic realities,
such as limited budgets and inconsistent access to trusted retailers. The integrated
PMT-TRA framework captures this full process by linking threat and coping
appraisals to attitudes, thereby creating a clearer and more complete explanation of
how purchase intentions form in real-world settings (Zhu etal., 2022; Ndofirepi
etal., 2022).

By combining PMT and TRA, the study accounts for both risk cognition and
evaluative choice, each shaped by affordability pressures and fragmented
governance in urban food systems. PMT explains how CFSA activates key
appraisals—perceived severity and response barriers—while TRA explains how
these appraisals influence attitudes, which then determine willingness to buy. This
sequence reflects the realities of purchasing decisions in contexts where price
sensitivity, uneven access, and limited regulatory trust heavily influence behaviour
(Rogers, 1975; Ajzen & Fishbein, 1980; Zhu et al., 2022).

This integrated behavioural dual pathway sequence is captured below in Figure 2.3
which summarises this integrated framework. Figure 2.3 depicts the full integrated
PMT-TRA sequence and visually anchors the study’s theoretical model. It shows
CFSA operating as the initiating behavioural antecedent, activating perceived
severity and response barriers under PMT. These cognitive appraisals then shape
consumer attitudes within the TRA evaluative stage, which directly determine
willingness to buy (Rogers, 1975; Ajzen & Fishbein, 1980; Zhu etal., 2022). The
figure therefore demonstrates how awareness-driven cognition flows through
appraisal and evaluation into behavioural intention, reflecting both the conceptual
logic of the study and the lived realities of Johannesburg’s affordability-pressed,

mixed-retail environment.
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Integrated PMT-TRA
Framework
(Zhu et al.,2022)

PMT Theory ’ \ TRA Theory

(Rogers, 1975). (Ajzen & Fishbein, 1980).
PMT Appraisals
Threat Appraisal
Perceived Severity (PS) -
Willingness
fc°';su':‘etr Attitudes o0 buy
00d sate
! (ATT) counterfeit
awareness foods
(CFSA) Coping Appraisal (WTB)
Response Barriers (RB)
Initiating
Behavioural
antecedent

Figure 2.3: Integrated PMT-TRA sequential conceptual pathway

Source: Adapted from Zhu et al. (2022).
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2.4.1 Novelty of this study and Application of integrated PMT-

TRA framework in counterfeit foods

This study makes a distinct theoretical contribution by offering an integrated
explanation of how consumers make decisions about counterfeit food in affordability
constrained urban markets. While previous studies have used Protection Motivation
Theory (PMT) to explain how people appraise health risks, and the Theory of
Reasoned Action (TRA) to explain attitudes and purchase intention, these theories
have usually been applied separately. By combining them, this study explains both
how protection motivation develops and how it is translated into behavioural
intention, addressing the limitations of using either theory on its own (Ajzen
& Fishbein, 1980; Ballaa & Hagger, 2025; Zhu et al., 2022).

A key contribution lies in how the study reconceptualises Consumer Food Safety
Awareness (CFSA). Instead of viewing CFSA as general knowledge or simple
hygiene practice, the study treats it as an active behavioural driver. CFSA is
positioned as the starting point that triggers consumers’ cognitive risk appraisals,
which then shape their attitudes and ultimately influence their willingness to buy
counterfeit food. This extends existing CFSA research into the domain of decision
making under real world constraints (Ergonul, 2013; Kendall etal.,2018; Nardi
etal., 2020).

The study also advances theory by highlighting response barriers as a central coping
appraisal within PMT, and by confirming attitude as the mechanism through which
risk appraisals influence intention. This is particularly important in affordability
pressured environments where practical feasibility—such as price and access—
often determines whether risk awareness leads to avoidance (Rahnama
& Somogyi, 2020; Ndofirepi etal.,2022). Together, these contributions extend
behavioural theory into the under examined context of consumable counterfeit food
in urban African markets and show how an integrated PMT-TRA framework helps
explain behaviour in settings shaped by mixed retail systems, low institutional trust,
and persistent affordability pressure (Boatemaa et al., 2019; Onyeaka etal., 2022;
Mphaga et al., 2024).
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With the theoretical framework now established, the next section turns to the core
constructs that underpin this study. It introduces and defines Consumer Food Safety
Awareness (CFSA), Risk Perceptions, Attitudes, and Willingness to Buy, and
explains how each construct is conceptually positioned and functions within the
integrated PMT—TRA framework.

2.5 Core Constructs for This Study

2.5.1 Consumer Food Safety Awareness (CFSA)

Consumer Food Safety Awareness (CFSA) refers to the knowledge, discernment,
and practices that help consumers recognise safety and authenticity cues and act
protectively at the point of purchase (Ergonul, 2013; Ovca etal., 2014). In contexts
where regulatory oversight is weak and food-safety communication is inconsistent—
such as many parts of South Africa—CFSA becomes especially important. Under
these conditions, the responsibility for managing food-safety risks shifts toward
consumers, who rely on their own judgement to compensate for limited institutional

protection (Boatemaa et al., 2019; Onyeaka et al., 2022; Mphaga et al., 2024).

Within the integrated PMT-TRA framework, CFSA acts as the starting point that
shapes consumers’ cognitive risk appraisals by heightening perceptions of severity
and lowering perceived response barriers through better recognition and greater
confidence in protective action (Boatemaa etal., 2019; Onyeaka etal., 2022; Zhu
etal., 2022). Although global evidence shows that initiatives such as improved
labelling and community-based education can strengthen food-safety practices,
affordability pressures in urban developing-country markets often make it difficult for
awareness alone to translate into safer behavioural choices (Boatemaa et al., 2019;
Onyeaka et al., 2022).

To address this gap, the present study conceptualises CFSA as a multidimensional
construct that includes authenticity discernment, risk recognition, and confidence in
taking protective action. This approach strengthens its relevance for urban food
systems where consumers must make decisions under price pressure, variable

access, and inconsistent regulation (Kendall et al., 2018; Nardi et al., 2020).
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2.5.2 Consumer Attitude (TRA)

Within the Theory of Reasoned Action (TRA), consumer attitudes represent an
individual’s overall evaluation of whether purchasing counterfeit food is acceptable
or unacceptable (Ajzen & Fishbein, 1980). Attitudes are formed by weighing the
expected benefits, costs, and risks of the behaviour, making them a central
determinant of behavioural intention. In counterfeit-goods research, favourable
attitudes toward counterfeit products consistently predict a higher intention to
purchase, especially when price savings are attractive and perceived benefits
outweigh concerns about quality or legitimacy (Jiang etal.,2018; Ndofirepi
etal., 2022).

Counterfeit food, however, introduces health-related risk, which makes attitude
formation more complex. When consumers believe that counterfeit food poses
serious health dangers and that safer alternatives are accessible, their attitudes
generally become negative, reducing their likelihood of purchasing such products
(Boatemaa etal., 2019; Kendall etal.,2018). These negative attitudes are often

strengthened when households prioritise food safety and family wellbeing.

Within the integrated PMT—TRA framework used in this study, Consumer Food
Safety Awareness (CFSA) shapes the cognitive risk appraisals that inform attitudes.
These attitudes then directly influence willingness to buy, acting as the immediate
evaluative filter through which consumers balance safety concerns, affordability
pressures, and access constraints in mixed retail environments (Ndofirepi
etal., 2022).

2.5.3 Willingness to Buy (TRA intention)

Within the Theory of Reasoned Action (TRA), willingness to buy represents the
consumer’s behavioural intention—their readiness to purchase counterfeit food when
an opportunity arises (Ajzen & Fishbein, 1980). As the final stage in the evaluative
process, willingness to buy reflects how consumers translate their attitudes into
action. In affordability constrained environments, this intention is shaped by how
people resolve price—safety trade offs at the moment of choice, particularly when
cheaper counterfeit items appear more accessible than safer alternatives (Ndofirepi
etal., 2022).
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Research on counterfeit products consistently shows that when consumers hold
favourable attitudes toward counterfeits—often driven by affordability, availability, or
perceived value—they are more likely to express a strong willingness to buy (Jiang
etal., 2018; Ndofirepi etal.,2022). However, counterfeit food introduces health
related risk, which can lower willingness to buy when consumers believe the
consequences of consumption may be harmful or when food safety is prioritised
within households (Boatemaa et al., 2019; Kendall et al., 2018).

In the integrated PMT—TRA framework, willingness to buy is directly shaped by
attitudes formed through cognitive risk appraisals activated by Consumer Food
Safety Awareness (CFSA). As such, willingness to buy captures how consumers
balance safety concerns, affordability pressures, and everyday purchasing realities

in mixed retail environments.

2.6 Construct Alignment and Theoretical Contributions

This section clarifies how the core constructs of the study—Consumer Food Safety
Awareness (CFSA), consumer risk perceptions, consumer attitudes, and willingness

to buy—are positioned and aligned within the integrated PMT—TRA framework.

Table 2.1 , below , summarises how this construct-level alignment is grounded in
existing literature and situates the present study within the broader food safety and
counterfeit consumption research landscape and specifies how the present study
addresses those gaps by modelling a sequential pathway from awareness to
intention in affordability constrained urban markets (Ajzen & Fishbein, 1980;
Boatemaa et al., 2019; Zhu et al., 2022).
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Table 2.1: Construct alignment, gaps, and contributions

Core Construct

Consumer
Food
Safety
Awareness
(CFSA)

Consumer
Risk
Perceptions

Consumer
Attitudes

Willingness
to Buy
(Behavioural
Intention)

How the Construct Is
Treated in Existing
Literature

Identified Gap

in Literature

Primarily conceptualised as

food hygiene knowledge or CFSA rarely modelled as a
safe handling practices, behavioural antecedent
often detached from influencing risk appraisal,
behavioural decision-making attitudes, or intention at the
(Ergdnul, 2013; Ovca etal., point of purchase.

2014).

Examined mainly within food
safety literature as general
risk awareness, or within
counterfeit research as
functional or social risk for
non-consumables (Zhu
etal., 2022; Pueschel etal.,
2017).

Widely used in counterfeit Attitudes often
goods research to predict without explicit
purchase intention, health-risk appraisal,
particularly in price-sensitive especially for consumable
contexts (Jiang etal., 2018; counterfeits with physiological
Ndofirepi et al., 2022). risks.

Commonly measured as

Limited focus on physiological
risk of counterfeit food and
weak integration with
evaluative  decision-making
models.

examined
linkage to

purchase  intention  in Limited  theorisation  of
counterfeit research, often wﬂ:mgness fto buy as tthel
detached from upstream outcomeé oOf a sequentia

risk-evaluation process in food

cognitive processes
9 P contexts.

(Ndofirepi etal., 2022).
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How the Present Study

Addresses the Gap

Repositions CFSA as an initiating
behavioural  antecedent that
activates PMT threat and coping
appraisals, shaping downstream
attitudes and willingness to buy
within the integrated PMT-TRA
framework.

Specifies risk perception
operationalised through PMT
threat (perceived severity) and
coping (response barriers)
appraisals, positioning risk
perceptions as the cognitive bridge
between CFSA and attitudes.

Positions attitude as the evaluative
mechanism within TRA through
which PMT-based risk appraisals
are translated into behavioural
intention.

Operationalises willingness to buy
as the behavioural intention
outcome of the integrated PMT—
TRA pathway, reflecting real-world
decision-making under
affordability constraints.



2.7 Conclusion of the Literature Review

This chapter has established the theoretical foundation for the study by integrating
key perspectives from food safety and consumer behaviour literature. Using the
integrated PMT-TRA framework, it clarified how Consumer Food Safety Awareness
(CFSA) operates as the initiating behavioural antecedent that triggers PMT based
risk appraisals, which in turn shape consumer attitudes and ultimately determine

willingness to buy.

The review also highlighted the main gaps in existing scholarship and demonstrated
how the present study contributes by modelling awareness, risk appraisal, attitude
formation, and behavioural intention as part of a coherent sequential process rather
than as isolated influences. This sequence reflects the combined role of cognitive

appraisal and evaluative judgement within the integrated PMT—TRA pathway.

Building on this foundation, Chapter 3 advances the study by presenting the
overarching research question and translating the core constructs into a conceptual
model grounded in the integrated PMT—TRA logic. This includes the dual pathway
sequence—CFSA — PMT appraisals — Attitude — Willingness to Buy—followed by
the development of testable hypotheses. In doing so, the study moves from
theoretical development to empirical investigation, providing a structured basis for

examining the relationships identified in this chapter.
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Chapter 3: Research Question and Hypotheses

3.1 Introduction

This chapter builds on the integrated PMT—TRA framework developed in Chapter 2
by translating the theoretical foundations into an empirical research pathway. The
chapter presents the overarching research question, introduces the empirical
conceptual model, and formulates the hypotheses that will be tested in Chapter 4.
Consistent with the behavioural logic established earlier, the focus is on
understanding how Consumer Food Safety Awareness (CFSA) activates risk
appraisals under Protection Motivation Theory (PMT), how these appraisals shape
attitudes under the Theory of Reasoned Action (TRA), and how these attitudes
determine  willingness to buy counterfeit food in Johannesburg’'s

affordability-constrained, mixed retail environment (Zhu et al., 2022).

3.2 Research Question
The overarching research question guiding this study is stated as follows:

To what extent does urban South African consumers’ awareness of food safety
influence their risk perceptions, attitudes, and willingness to purchase counterfeit

food products?

This question reflects the sequential PMT-TRA process outlined in Chapter 2. CFSA
is theorised to activate PMT’s threat and coping appraisals—perceived severity and
response barriers—which together represent consumers’ cognitive assessment of
counterfeit-food risks. These appraisals are then expected to shape evaluative
attitudes under TRA, which ultimately determine willingness to buy counterfeit food
as behavioural intention (Ajzen & Fishbein, 1980; Rogers, 1975; Zhu et al., 2022).

The research question is also rooted in the contextual realities discussed in
Chapter1, including Johannesburg’s mixed retail ecosystem, widespread
affordability pressure, and uneven institutional oversight, all of which heighten
exposure to counterfeit food-related risks (Boatemaa etal.,2019; Mphaga
etal., 2024).
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3.3 Empirical Conceptual Model

The empirical conceptual model used to test the integrated PMT—-TRA framework
and the operationalisation of the study’s core constructs, as developed in Chapter 2,
is presented in Figure 3.1. This model proposes that CFSA influences perceived
severity and response barriers—PMT’s threat and coping appraisals. These
appraisals form the cognitive stage of decision-making and are expected to shape
consumer attitudes, which serve as the proximal driver of willingness to buy within
TRA. In this sequence, attitudes represent the evaluative filter through which
consumers weigh risk against affordability and access constraints in their daily
food-purchasing decisions (Ajzen & Fishbein, 1980; Zhu et al., 2022).

Integrated
PMT - TRA Model
(Zhu et al., 2022)

PMT Theory ‘ \ TRA Theory

(Rogers, 1975) (Ajzen & Fishbein, 1980)

PMT Risk Appraisals

Threat Appraisal

\x\ Perceived Severity (PS) A/g,a
2 (%
o S
Consumer Attitude WT;":: oss
Yy
food safety (ATT) (WTB)
awareness Coping A isal H5 (_) counterfeit
(CFSA) oping Appraisa foods
H3-H4
' A\
H1,b () Response Barriers (RB) \}\,L\‘o \
Initiating
Behavioural
antecedent

Figure 3.1: Empirical Conceptual Model

Source: Adapted from Zhu et al. (2022).
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3.4 Hypothesis Development

3.4.1 Consumer Food Safety Awareness influences PMT’s

threat and coping appraisals (H1a—H1b)

As established in Chapter 2, Consumer Food Safety Awareness (CFSA) is
positioned as an initiating behavioural antecedent that shapes how consumers
interpret food safety and authenticity cues at the point of purchase, particularly in
low-trust, affordability-constrained environments such as Johannesburg’s mixed
formal-informal food system (Mphaga et al.,2024). Through CFSA, consumers
attend to cues such as expiry dates, packaging integrity, and unusually low-price

signals, which inform their assessment of counterfeit food risks (Kendall et al., 2018).

When CFSA is high, consumers are more likely to recognise the potential health
consequences of counterfeit food, thereby heightening perceived severity. At the
same time, increased awareness enhances consumers’ confidence in identifying and
avoiding suspicious products, which is expected to reduce perceived response
barriers, even under conditions of affordability pressure (Rahnama & Somogyi,
2020).

Conversely, when CFSA is low, consumers may underestimate risk severity and
overestimate barriers related to cost, convenience, or social norms, weakening
protection motivation and increasing the likelihood of risky purchasing behaviour
(Nardi et al., 2020; Zhu et al., 2022).

Based on this logic, higher levels of CFSA are expected to be positively associated
with perceived severity where (+) explains the positive relationship and negatively
associated with response barriers, where the (-) sign depicts the negative

relationship.
Accordingly, the following hypotheses are proposed:

H1a (+): Higher levels of Consumer Food Safety Awareness are positively

associated with perceived severity of counterfeit food risks.

H1b (-): Higher levels of Consumer Food Safety Awareness are negatively

associated with perceived response barriers toward counterfeit food risks.
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These hypotheses operationalise the first stage of the research question by
specifying how CFSA influences consumer risk perceptions through PMT-based
appraisal processes, consistent with the behavioural positioning of CFSA established
in Chapter 2.

3.4.2 PMT appraisals shape consumer attitudes within TRA
theory (H2a-H2b)

Within the integrated PMT-TRA framework, risk appraisals function as the
immediate cognitive inputs into attitude formation. Specifically, consumers’
assessments of the seriousness of harm associated with counterfeit food (Perceived
Severity) and the feasibility of avoidance (Response Barriers) are expected to shape

their overall evaluative stance toward purchasing such products (Zhu et al.,2022).

When counterfeit food is perceived as posing serious health risks with a heightened
perceived severity, consumers are more likely to evaluate its purchase negatively
and cognitively frame the purchase as dangerous, resulting in avoidance-oriented
attitudes (Zhu et al.,2022). In contrast, when response barriers are perceived as
high—such as higher prices, limited access to trusted retailers, time constraints,
habitual purchasing patterns, or socially accepted practices—avoidance may be
evaluated as impractical or costly. Under these conditions, consumers may develop
more permissive attitudes toward counterfeit food despite awareness of potential
risks (Rahnama & Somogyi, 2020; Ballaa & Hagger, 2025).

As established in Chapter 2, this balance between threat appraisal and coping
feasibility is particularly salient in affordability-constrained and mixed retail
environments, where consumers must continuously negotiate trade-offs between

safety and price.

Where perceived severity outweighs response barriers, attitudes are expected to
shift toward avoidance. Conversely, when response barriers dominate, permissive

attitudes may persist even in the presence of risk knowledge (Zhu et al., 2022).
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As such Perceived Severity and Response Barriers are expected to exert opposing
influences on attitudes toward counterfeit food. Accordingly, higher perceived
severity is theorised to strengthen unfavourable (avoidance-oriented) attitudes
toward counterfeit food, thereby increasing resistance to purchase (Rahnama &
Somogyi, 2020; Zhu et al., 2022). In contrast, higher perceived response barriers are
theorised to weaken avoidance-oriented attitudes by making safer alternatives
appear impractical or costly, which can reduce resistance to purchase despite

awareness of risk (Rahnama & Somogyi, 2020; Zhu et al., 2022).

Based on this theoretical logic, Perceived severity is expected to exert a positive
influence on avoidance-oriented attitudes, while response barriers are expected to
exert a negative influence on such attitudes, reflecting opposing effects on evaluative
judgement within the TRA framework (Zhu et al., 2022).

Accordingly, the following hypotheses are proposed:

HZ2a (+): Perceived severity positively influences attitudes toward avoiding counterfeit
food.

H2b (-): Response barriers negatively influence attitudes toward avoiding counterfeit
food.

These hypotheses operationalise the second component of the research question,
namely how consumer risk perceptions influence attitudes, while preserving the
theoretically grounded sequence from cognition (PMT) to evaluation (TRA). In doing
so, they align with prior empirical research demonstrating the central role of attitudes
in shaping behavioural intentions within price-sensitive and counterfeit consumption
contexts (Jiang et al., 2018; Ndofirepi et al., 2022).

Having established the direct effects of CFSA and PMT appraisals, the next cluster
of Hypothesis examines the indirect mediation effects on whether these relationships

operate through the evaluative mechanism of attitude.
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3.4.3 Attitude mediates the effects of PMT appraisals on
willingness to buy (H3-H4)

Within the integrated PMT-TRA sequence, attitudes function as the evaluative
mechanism through which cognitive appraisals are translated into behavioural
intention (Zhu et al., 2022). When perceived severity is high, consumers are likely to
form avoidance-oriented attitudes, which subsequently reduce their willingness to
buy counterfeit food. In contrast, when response barriers are high—such as limited
access to trusted retailers, affordability constraints, or convenience pressures—
avoidance becomes less feasible, weakening avoidance-oriented attitudes and

indirectly increasing willingness to buy (Ballaa & Hagger, 2025; Zhu et al., 2022).

These mediation effects help explain how PMT-based cognition is channelled
through TRA'’s evaluative stage, clarifying the psychological processes that convert
risk appraisal into intention. Rather than assuming a direct link between awareness,
appraisal, and behaviour, testing these mediated paths reveals the extent to which
protection-motivated cognition influences purchasing intention through attitudes (Zhu
etal., 2022). This also provides empirical validation for the integrated PMT-TRA
framework, where PMT accounts for motivational drivers and TRA accounts for
intention formation (Ballaa & Hagger, 2025; Zhu et al., 2022).

Accordingly, the following mediation hypotheses are proposed:

H3: Attitude mediates the effect of perceived severity on willingness to buy

counterfeit food.

H4: Attitude mediates the effect of response barriers on willingness to buy counterfeit
food.

Together, these hypotheses examine how risk and coping appraisals are translated
into behavioural intention through attitudes, offering a theoretically grounded
explanation of counterfeit-food purchasing behaviour in Johannesburg’'s
affordability-constrained and food-insecure communities (Boatemaa etal., 2019;
Mphaga et al., 2024).
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3.4.4 Attitudes as a predictor of behavioural intention through

consumers’ willingness to buy counterfeit food (H5)

Consistent with the Theory of Reasoned Action (TRA), attitude is specified in this
study as the proximal determinant of behavioural intention (Jiang etal., 2018;
Ndofirepi etal., 2022). Within affordability constrained environments, such as
Johannesburg’s mixed retail context, consumer attitudes play a decisive role in
shaping purchasing behaviour (Ndofirepi etal., 2022). As established in Chapter 2,
attitudes toward counterfeit food are formed through prior risk appraisal and
protection motivation, where consumers weigh perceived health risks against the

feasibility of avoidance under everyday purchasing constraints (Zhu et al.,2022).

When consumers hold negative (avoidance oriented) attitudes toward counterfeit
food—shaped by heightened perceptions of risk severity and manageable response
barriers—they are less likely to express willingness to buy (Zhu et al.,2022).
Conversely, when attitudes toward counterfeit food are more permissive, willingness
to purchase is expected to persist even in the presence of recognised risks (Zhu et
al.,2022).

In line with the theoretical positioning adopted in this study, attitude is prioritised as
the primary driver of willingness to buy (Jiang et al., 2018; Ndofirepi et al., 2022). This
focus reflects the study’s emphasis on individual evaluative judgement as the most
immediate and behaviourally relevant predictor of intention within affordability
pressured purchasing environments, as justified in Chapter2. As such, it is
hypothesised that unfavourable attitudes toward a behaviour directly reduce
behavioural intention—a relationship consistently observed in counterfeit
consumption contexts within the TRA where negative evaluations of risk and
acceptability lower willingness to buy (Ajzen & Fishbein, 1980; Ndofirepi et al., 2022;
Zhu etal., 2022).

Accordingly, the following hypothesis is proposed:

H5 (-): Consumer attitudes toward counterfeit food negatively predict willingness to

buy counterfeit food products.
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This hypothesis completes the integrated PMT-TRA framework by linking evaluative
judgement to behavioural intention—the final stage of the decision-making process
introduced in Chapter1 and theoretically developed in Chapter2 (Kendall
etal., 2018; Onyeaka et al., 2022). In doing so, H5 provides a coherent endpoint to
the dual-path sequential model, showing how awareness triggers risk appraisal, how
appraisal shapes attitudes, and how these attitudes ultimately determine willingness

to buy counterfeit food as a behavioural intention.

3.5 Alignment of Research Question to Hypothesis testing
and Integrated PMT-TRA framework

The hypotheses developed in this chapter map directly onto the research question
and align with the PMT—TRA theoretical sequence. Table 3.1 summarises how each
hypothesis corresponds to the cognitive, evaluative, and intentional stages of the

model, ensuring theoretical coherence and analytical clarity for empirical testing.

Table 3.1: Hypotheses aligned to research question

Hypotheses Theoretical Explanation Alignment to Research Question

How Consumer Food Safety Awareness (CFSA)

activates PMT’'s threat and coping appraisal Examine the influence and extent of
H1a - H1b processes, shaping consumer risk perceptions Consumer Food Safety Awareness on risk

(Ergdnul, 2013; Rahnama & Somogyi, 2020; Zhu et perceptions.

al., 2022).

The _extent_ to- which PMT threa’f and - coping Assess how risk perceptions through PMT
appraisals influence consumer attitudes toward

counterfeit food (Ballaa & Hagger, 2025; Rahnama &
Somogyi, 2020; Jiang et al., 2018).

H2a — H2b appraisal processes shape attitude within

the Theory of Reasoned Action.

Whether consumer attitudes mediate the relationship Test the mediating role of attitude in
H3 - H4 between risk perceptions and willingness to purchase translating risk cognition into behavioural
counterfeit food (Zhu et al., 2022). intention as willingness to buy.

How consumer attitudes predict willingness to Evaluates the predictive power of
H5 purchase counterfeit food under TRA (Jiang et al., consumer attitudes on willingness to buy
2018; Ndofirepi et al., 2022). counterfeit food.
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This alignment ensures that every arrow in Figure 3.1 is theoretically justified,
problem-relevant to Johannesburg’s affordability context, aligned to the overarching

research question and empirically testable in Chapter 4.

3.6 Chapter Conclusion

This chapter presented the research question, empirical conceptual model, and
hypothesis set (H1-H5) that together operationalise the integrated PMT-TRA
framework. Each hypothesis cluster is grounded in theory and contextualised within
Johannesburg’s affordability pressured food environment, maintaining clear
continuity with Chapters1 and2. Chapter4 now outlines the methodological

approach for empirically testing these hypotheses.
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Chapter 4: Research Methodology

4.1 Introduction

This chapter outlines the methodological approach used to empirically test the
integrated Protection Motivation Theory—Theory of Reasoned Action (PMT-TRA)
framework developed in Chapter 2 and translated into hypotheses in Chapter 3. In
line with the contextual realities described in Chapter 1, the study examines how
Consumer Food Safety Awareness (CFSA), PMT-based risk appraisals (Perceived
Severity and Response Barriers), attitudes, and willingness to buy counterfeit food
can be measured and analysed within Johannesburg’s affordability-constrained,

mixed retail environment.

A quantitative, cross-sectional research design was selected to assess the dual
pathway sequential process of consumer food safety awareness — PMT risk
appraisal — attitude — willingness to buy. SPSS was used exclusively for descriptive
statistics, while SmartPLS handled all reliability, validity, measurement-model,
structural-model, and mediation analyses, consistent with best practice for
variance-based structural equation modelling. This chapter explains the research
design, sampling, measurement instrument, data-gathering procedures, and
analytical strategy, ensuring coherence with the theoretical foundations and

hypotheses outlined earlier.
4.2 Research Design

4.2.1 Purpose of the Research Design

This study adopts an explanatory research design, aimed at testing
theoretically-derived causal pathways within the integrated PMT-TRA behavioural
model. The research design is intended to test the directional and mediated
relationships outlined in Chapter 3. The PMT-TRA model proposes that CFSA acts
as the initiating antecedent that influences PMT’s threat and coping appraisals—
Perceived Severity and Response Barriers—which in turn shape consumer attitudes

and ultimately affect willingness to buy counterfeit food (Zhu et al., 2022).
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4.2.2 Research Philosophy

A positivist philosophy was adopted because the study aims to test theory-driven
hypotheses using structured, quantifiable measures. Positivism supports objective
measurement, statistical inference, and replicable analysis—qualities well suited to
the PMT-TRA behavioural framework (Saunders & Lewis, 2012; Zhu etal., 2022).
Positivism is appropriate because the study seeks to quantify relationships that are
not easily observable through self-reported data alone and must be statistically
inferred within affordability-constrained contexts where behavioural drivers manifest

through structured cognitive appraisal mechanisms.

4.2.3 Research Approach

A deductive research approach was adopted because this study begins with
established theoretical propositions and then tests their validity within
Johannesburg’s affordability-constrained, mixed-retail context. Deduction follows a
top-down logic: it starts with theory, formulates hypotheses based on that theory, and
then gathers empirical data to evaluate whether the predicted relationships hold
(Saunders & Lewis, 2012).

In this study, the integrated PMT—TRA framework developed in Chapter 2 provided
the theoretical foundation from which the hypotheses in Chapter 3 were derived.
Specifically, PMT proposes that risk-related threat appraisal (perceived severity) and
coping appraisal (response barriers) are activated by Consumer Food Safety
Awareness (CFSA), while TRA posits that these appraisals shape attitudes, which

then determine willingness to buy.

These theoretical postulates formed the basis for the directional and mediated
hypotheses tested empirically. The deductive approach is therefore well suited to this
research, as it allows for the systematic evaluation of whether the PMT-TRA
pathways—in which CFSA — PMT appraisals — attitude — willingness to buy—
operate as predicted within the real-world conditions of Johannesburg’s mixed
formal—informal food environment. Through this top-down logic, the study moves
from theory to observation, validating whether established behavioural mechanisms
apply to the unique socio-economic constraints that shape counterfeit-food

purchasing behaviour.
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4.2.4 Research Strategy

The study employed a self-administered electronic survey on Google Forms, which
was distributed through electronic mail (e-mail) as well as a social media platform,
WhatsApp, to reach a diverse urban Johannesburg consumer segments efficiently,
enabling self-completed surveys, reduced interviewer bias, cost effectiveness,
responded convenience and facilitated coverage of Johannesburg consumers
exposure to counterfeit food in mixed formal and informal retail channels (Pather,
2018; Zhu et al., 2022).

4.2.5 Methodological Choice

The study employed a mono-method quantitative survey. This entailed a structured
electronic questionnaire with 5-point Likert rating scales (1 =strongly disagree;
5=strongly agree) enabled efficient data collection across Johannesburg’s
dispersed and diverse consumer base. This design is well established in behavioural
research examining attitudes, appraisal mechanisms, and purchasing intentions
(Ndofirepi et al., 2022; Charlebois et al., 2016; Saunders & Lewis, 2012).

4.2.6 Time Horizon

A cross-sectional time horizon was adopted, capturing a single snapshot of
consumer awareness, cognitive risk appraisal, attitudes, and willingness to buy at a
specific point in time (Saunders & Lewis, 2012). This design aligns with the real-world
purchasing conditions described in Chapter 1, where consumers make immediate

affordability—safety trade-offs when selecting food products.

Overall feasibility and representativeness were supported by an initial five-week data
collection period designed to preserve statistical power and maintain quota integrity.
To mitigate attrition during data cleaning, the fieldwork window was extended by one
additional week, on request by the research supervisor, resulting in a six-week

collection phase (Faulet al., 2009).

Throughout this period, weekly quality checks and recruitment dashboards were
used to track response rates, demographic balance, and LSM quotas, thereby

safeguarding data integrity and reducing the risk of sampling bias.

54



4.3 Proposed Methodological Approach

4.3.1 Target Population

4.3.1.1 Research Setting

The study was conducted in Johannesburg city, a metropolitan environment
characterised by high food retail density, fragmented regulatory oversight, and a
significant presence of counterfeit consumables across both formal supermarkets
and informal township retailers such as spaza shops and street vendors (Mphaga et
al., 2024). This setting mirrors the risk environment described in Chapters 1 and 2,
where affordability constraints and mixed retail channels increase consumer

exposure to counterfeit food products (Mphaga et al., 2024; Boatemaa et al., 2019).

4.3.1.2 Why the Study Segmented Consumers in Johannesburg

To ensure contextual accuracy and methodological rigour, the study used the Living
Standards Measure (LSM) as the primary consumer segmentation tool. The LSM
tool was developed by the South African Audience Research Foundation (SAARF),
the LSM system remains the most widely used segmentation tool in South African
consumer and market research because it provides a multidimensional portrait of
socio-economic status, going beyond income to include ownership of key household
assets—such as refrigerators, televisions, and smartphones—as well as education
levels, typically ranging from matric (Grade 12) to various forms of tertiary education,
and indicators of urbanisation and infrastructure access, including the availability of

piped water, electricity, and transport networks (Ntloedibe & Ngqinani, 2020).

These variables offered a comprehensive and nuanced proxy for understanding
affordability constraints, consumption patterns, and overall consumer lifestyles within
the South African context (Ntloedibe & Ngqginani, 2020).
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The LSM system categorises households into ten bands (LSM 1-10):

LSM 1-4: Rural/peri urban households; limited services; low education; income
R1,363—R3,138 (Ntloedibe & Ngginani, 2020).

LSM 5-7: Lower middle income urban households; matric/some tertiary; income
R4,165-R11,263 (Ntloedibe & Ngginani, 2020).

LSM 8-10: Higher income urban households; tertiary educated; income R13,210—
R32,521+ (Ntloedibe & Ngqginani, 2020).

Specifically, why was LSM 4-8 considered for this research?

The study focused on consumers within LSM 4—8 because this segment represents
a substantial proportion of Johannesburg’s urban population and reflects the
socio-economic conditions most strongly associated with exposure to counterfeit
food. Households in these bands typically earn between R3,138 and R13,210 per
month, possess at least a matric qualification, and shop regularly across both formal
and informal retail channels—precisely where counterfeit and substandard food
products are most prevalent due to affordability pressures and uneven regulatory
enforcement (Mphaga et al., 2024; Boatemaa et al., 2019). As a result, consumers in
LSM 4-8 experience the highest frequency of interaction with mixed-market
environments and therefore constitute the demographic most likely to encounter and

potentially purchase counterfeit foods.

By contrast, although LSM 1-3 consumers also face counterfeit-food risks, their
purchasing patterns are more structurally constrained and less consistently tied to
the mixed formal—-informal retail ecosystem that this study seeks to analyse. Their
interaction with these retail channels is less predictable and less comparable to the
behavioural conditions under examination, which would have weakened model
sensitivity and distorted cross-construct comparisons within the PMT-TRA

framework (Onyeaka et al., 2022).

Furthermore, from a behavioural standpoint, LSM 4-8 consumers display
decision-making patterns that align closely with the cognitive and attitudinal

mechanisms captured in the PMT-TRA model.
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Prior research shows that individuals within this segment rely heavily on price—quality
heuristics, brand familiarity, and affordability trade-offs when making food
purchases—factors directly relevant to understanding how awareness, risk
appraisal, and attitudes influence willingness to buy counterfeit foods (Ndofirepi
etal., 2022). These behavioural characteristics make LSM 4-8 the most analytically
meaningful population for examining the study’s theoretical model, as the same
cognitive shortcuts and socio-economic constraints directly shape risk appraisal,
coping appraisal, attitude formation, and behavioural intention. Consequently, this
segment provides ideal conditions for empirically testing the model’s proposed

pathways.

This segment is also highly relevant from a policy and intervention standpoint.
National food safety efforts by government agencies, Non-Governmental
Organisations (NGOs), and regulatory bodies are frequently directed at lower to
middle income households, who bear a disproportionate burden of counterfeit and
substandard food risks (Onyeaka, et al., 2022). Focusing on LSM 4-8 therefore

enhances the practical relevance and translational value of the study’s findings.

Finally, restricting the sample to LSM 4-8 ensured methodological feasibility and
analytical precision. Higher income consumers (LSM 9-10) are generally insulated
from informal channel risks, while lower income groups (LSM 1-3) often lack the
digital access required for participation in a self-administered online survey.
Concentrating on the middle bands avoided both ceiling and floor effects, supported
high quality data collection, and aligned with national consumption trends indicating
that approximately 90% of South Africans spend below R10,000 per month
(Eighty20, 2024). Gauteng province and in particular the city of Johannesburg—also
records the highest household consumption expenditure and fastest population
growth nationally, further reinforcing the relevance of this socio-economic bracket
(Statistics South Africa, 2023).

Taken together, these considerations make LSM 4-8 the most behaviourally,
contextually, and methodologically appropriate segment for empirically examining
how CFSA influences PMT appraisals, attitudes, and willingness to purchase
counterfeit food within the integrated PMT-TRA framework.
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4.3.2 Unit of Analysis

The unit of analysis for this study was defined as the individual consumer residing
within the City of Johannesburg who falls within the LSM 4-8 bracket, is 18 years or
older, holds a minimum of a Grade 12 (matric) qualification, and purchases food

through both formal and informal retail channels.

Figure 4.1 below illustrates this unit of analysis, depicting the LSM 4—-8 consumer
segment operating within Johannesburg’s mixed retail ecosystem. This segment
reflects affordability constrained consumers with moderate access to services and
assets, situated in high exposure retail environments where counterfeit food

circulation is most prevalent.

Target Consumer: LSM 4-8

GENDER AGE INCOME
- m Typically ranging from:
@ @ B R3.138 to R13,210
18 years
Female. Male and above EDUCATION
‘ Minimum matric
RE,:I;AIL CHANNEL vl (Grade 12)
. Formal and informal
HOUSEHOLD APPLIANCES
SERVICES . Retrigerator,
‘* Piped water. Electricity ' Colour TV,
Smartphone
LOCATION
Johannesburg City

Figure 4.1: Unit of Analysis

Source: Authors Own.
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To ensure triangulation, data validity, and alignment with the LSM 4-8 criteria, the
study applied additional screening measures consistent with the guidelines of
Ntloedibe and Ngqinani (2020). A minimum Grade 12 educational level was included
to ensure adequate cognitive comprehension of the survey instrument, while access
to basic services—such as electricity and water—was cross-checked through the
presence of essential household electronic devices, including a colour television,
refrigerator, and smartphone. These checks ensured full conformity with the LSM 4—

8 classification requirements (Ntloedibe & Ngginani, 2020).

4.3.3 Sampling Method and Size

A non-probability purposive sampling method was used, reinforced by quota controls
for LSM 4-8, gender, age categories (18-24; 25-35; 36+), and city of Johannesburg
location, to ensure that the final sample reflected the characteristics of the population
most vulnerable to counterfeit food exposure (Saunders & Lewis, 2012). The study
targeted approximately 400 respondents, a decision that was shaped not only by
theoretical requirements for mediation and latent path modelling but also by
benchmarks from prior empirical work using similar behavioural constructs in
developing country contexts, for example, Kendall et al. (2018) investigated food
fraud in China using 850 respondents, Zhu et al. (2022) analysed 676 participants to
model food safety risk, Jiang et al. (2018) surveyed 575 respondents while examining
counterfeit related attitudes in Pakistan, and Ndofirepi et al. (2022) assessed

counterfeit product evaluations in South Africa using 381 respondents.

Taken together, these studies demonstrate that sample sizes between 350 and 900
are typically required to achieve stable model estimation, adequate power for indirect
effect testing, and generalisable behavioural insights within counterfeit or risk related
domains. Informed by this pattern, the target of 400 respondents provided an
analytically robust midpoint—large enough to support structural equation modelling
and mediation analysis, yet practical within the constraints of purposive sampling and

LSM based quota enforcement.
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To maintain representativeness throughout data collection, weekly quota monitoring
and a planned one week fieldwork extension were implemented to correct
imbalances and offset data cleaning losses, thereby safeguarding the statistical
reliability and validity of the final dataset (Faul et al., 2009).

4.3.4 Measurement Instrument

4.3.4.1 Form and Scale

The measurement instrument was a self-administered, electronic survey
questionnaire which deployed a 5-point Likert scale items with 1 equating to strongly
disagree and 5 equating to strongly agree (Charlebois et al., 2016; Ndofirepi et al.,
2022).

The survey was designed to ensure that all information shared by respondents
remained private, confidential, and anonymous, with only combined aggregate
results reported to be assessed with the primary data stored on password protected
online Google Drive Sheet (Pather, 2018).

Participation was emphasised as voluntary, and respondents were informed that they
could withdraw at any time without penalty (Pather, 2018; Ndofirepi et al., 2022). The
questionnaire was intentionally kept short and easy to complete, requiring no more
than five minutes. By completing the survey, respondents consented to take part in
the research, which aimed to benefit both individuals and their communities by
contributing to safer food choices, informing public health and consumer protection

policies, whilst advancing relevant academic knowledge.

The instrument began with a concise introduction that outlined the purpose of the
study, the estimated completion time (five minutes), and provided contact details for

both the researcher and the academic supervisor (Pather, 2018).
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4.3.4.2 Development and Sources

The development of the measurement instrument was anchored in established,
validated scales, which were systematically adapted to the counterfeit food context

of Johannesburg’s mixed formal and informal retail channels.

This ensured that each construct within the integrated PMT-TRA framework was
operationalised using items that were both theoretically grounded and contextually
relevant to LSM 4-8 consumers navigating affordability constraints, food safety

uncertainty, and variability in product authenticity.
Consumer Food Safety Awareness (CFSA)

CFSA was measured using items adapted from validated food safety awareness
research (Ergénal, 2013; Ovca et al., 2014). These items captured consumers’ ability
to identify authenticity and safety cues, such as checking expiry dates, reading
labels, recognising packaging anomalies, and avoiding poorly labelled products.
Such cues are widely emphasised in counterfeit food environments, where

consumers rely on observable signals to judge product legitimacy.
Example items included: “| know how to check if food is safe to eat.”
Perceived Severity (PMT Threat Appraisal)

Following Protection Motivation Theory, Perceived Severity captured consumers’
beliefs about the seriousness of health consequences associated with consuming
counterfeit food. Items were adapted from prior PMT-based risk perception research
(Rahnama & Somogyi, 2020; Ballaa & Hagger, 2025), reflecting respondents’
evaluations of illness risk, potential harm, and the seriousness of consequences if

counterfeit food is consumed.
An example item included: “Eating counterfeit food could cause serious harm.”
Response Barriers (PMT Coping Appraisal)

Response Barriers reflected contextual obstacles that make avoiding counterfeit food
difficult, particularly within affordability-constrained and mixed retail environments.
Items captured barriers such as inability to afford original products, difficulty

distinguishing genuine from fake items, and practical access limitations. These items
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were adapted from coping-appraisal components used in PMT research (Ballaa &
Hagger, 2025; Rahnama & Somogyi, 2020).

An example item included: “| consume counterfeit food products because | cannot

afford originals.”
Attitude (TRA Evaluative Component)

Attitude toward counterfeit food consumption was measured using items adapted
from Yoo and Lee (2009), Dodds et al. (1991), and Ndofirepi et al. (2022). These
scales capture how consumers feel or evaluate the idea of consuming counterfeit
products. Although the original items express positive emotions—such as enjoyment,
pride, or bragging—within this study they are interpreted as reverse-indicative
measures. This means that low agreement with these items reflects a negative or
avoidance-oriented attitude, while higher agreement indicates a more favourable

view of counterfeit food.

This approach aligns with the TRA, where attitude represents an evaluative
judgement about a behaviour, and with the way attitude is conceptualised in Chapter

3 as an outcome shaped by PMT-based appraisals of severity and coping barriers.

For example, for the item “I boast and brag about eating counterfeit food”, a response
of 5 (strongly agree) indicates a favourable attitude toward counterfeit food, while a

response of 1 (strongly disagree) indicates a strong avoidance-oriented attitude.
Willingness to Buy (Behavioural Intention)

Willingness to Buy, reflecting behavioural intention, was measured using a multi-item
purchase intention scale widely employed in price—value and counterfeit
consumption studies (Dodds et al., 1991; Ndofirepi et al., 2022). ltems assess
respondents’ likelihood, willingness, and probability of purchasing counterfeit food
under affordability and accessibility conditions typical of Johannesburg’'s mixed retail

environment.

An example of an item included: “I would buy counterfeit food if it was cheaper than

original food products.”
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Table 4.1, below presents a summary of the items and examples of where the

specific scales were adapted from per construct.

Table 4.1: Measurement constructs, items, and sources

Construct

Example Measurement Item
(Likert Scale: 1 representing strongly
disagree; 5 representing strongly agree)

Adapted Source(s)

Consumer Food
Safety Awareness
(CFSA)

“I know how to check if food is safe to eat.”
“l check expiry dates before buying food.”

Ergonal (2013); Ovca
et al. (2014)

PMT Perceived severity  “Eating counterfeit food could cause Ballaa & Hagger
Threat serious harm.” (2025); Rahnama &
Appraisal Somogyi (2020)
PMT Response barriers  “l consume counterfeit food products Ballaa & Hagger
Coping because | cannot afford originals.” (2025); Rahnama &
Appraisal Somogyi (2020)
TRA Consumer Attitudes “l boast and brag about eating counterfeit Yoo and Lee (2009);
food.” Dodds et al.(1991);
“| feel proud about eating counterfeit food.”  Ndofirepi et al.(2022)
TRA Willingness to Buy  “l would buy counterfeit food if it was

cheaper than original food products.”
“I would buy counterfeit food if it is easier to
get that than original food products.”

Yoo and Lee (2009);
Dodds et al.(1991);
Ndofirepi et al.(2022)

Although all items were measured using a 5 point Likert scale for consistency and

respondent ease, the underlying scales differ slightly across constructs because they

were adapted from multiple validated sources rather than a single instrument.

Each construct—CFSA, Perceived Severity, Response Barriers, Attitude, and

Willingness to Buy—originates from distinct theoretical traditions (food safety

awareness research, PMT, TRA, and counterfeit consumption studies), and

therefore required context appropriate adaptation to ensure conceptual accuracy and

behavioural

environment.

relevance within Johannesburg’s mixed formal—informal
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4.3.5 Data-Gathering Process

4.3.5.1 Ethical Clearance and Formal Agency Agreements

Ethical clearance was obtained from the University of Pretoria’s Gordon Institute of
Business Science (GIBS) Ethics Committee before commencing any data collection
activities. The study was approved in accordance with institutional ethical
requirements and the MBA Greenbook guidelines, ensuring that all procedures
adhered to established standards of participant protection, informed consent,
confidentiality, and responsible data management (Pather, 2018). Data collection

commenced only after the committee’s formal approval was granted.

In addition to institutional clearance, the researcher entered into formal written
agreements with two established consumer research agencies that are based in
Johannesburg who had reach and consumer databases of respondents within the
LSM 4-8 band, these agencies where: Anka Insights (Pty) Ltd and Masutane (Pty)
Ltd. The two agencies consented to provided ethical access to their databases purely
for research purposes in line with GIBS ethics procedures. The agencies’
commitment to distribute the electronic survey link to their verified database on behalf

of the researcher.

No financial incentives were offered to participants in line with the GIBS MBA
Greenbook guidelines. Instead, the research survey emphasised the societal value
of the study, namely the research study’s potential contribution to improving food
safety awareness, protecting vulnerable households from counterfeit food products,

and strengthening consumer protection efforts in Johannesburg communities.

Participation was voluntary and anonymous, and confidential with the data stored on
an encrypted digital Google drive, accessible only to the researcher and supervisor,

with no personally identifiable information collected from respondents.

4.3.5.2 Pilot Study

Following ethical clearance, a pilot study was conducted to evaluate the clarity,
readability, flow, and usability of the electronic survey questionnaire. A minimum of
20 respondents participated in the pilot through a secure Google Forms link shared
via WhatsApp. This approach ensured accessibility, reduced participant burden, and

reflected the intended mode of administration for the main study (Pather, 2018).
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The pilot served as a quality assurance step, focusing on: overall item clarity and
grammatical correctness, the logical sequencing of questions, the usability of the
Google Forms interface, the time required to complete the survey, and preliminary

reliability indicators such as the Cronbach’s alpha.

Feedback from respondents was systematically reviewed, leading to minor
refinements in wording, item ordering, and instructions. These adjustments
strengthened content validity, enhanced the instrument’s internal consistency. The

updated instrument was then finalised for the main data collection phase.

4.3.5.3 Main Study Data Gathering Process

he main data collection phase was conducted over a six-week period, following
completion of the pilot and incorporation of final adjustments. The survey was
distributed electronically via Google Forms, using WhatsApp links disseminated
through the two partner consumer research agencies. This method ensured broad
accessibility across Johannesburg’s LSM 4-8 communities, many of whom rely on

mobile based communication channels.

Recruitment was supported through the agencies verified consumer databases,
ensuring that respondents met the study’s inclusion criteria. Targeting precision was
further strengthened through a two stage LSM verification process embedded within

the questionnaire:

Stage 1, which encompassed asset and services verification included, participants
reporting their access to electricity, water, internet, and key household appliances

such as a refrigerator, television and or smartphone.

Stage 2, which encompassed demographic proxies, where, respondents provided
suburb or township location, occupation, income bracket, and highest level of

education information.

Triangulation across these indicators ensured correct classification of participants
into LSM 4-8, eliminating cases with inconsistent or contradictory responses such
as reporting ownership of multiple electricity dependent appliances while indicating

no electricity access.
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Throughout the six weeks, weekly response dashboards on Google Forms enabled
the researcher to monitor quotas, flag anomalies, and ensure adequate
representation across LSM bands, gender groups, and age categories. By the 7th of
December 2025, a total of 420 responses had been collected, which exceeded the
target sample size for structured statistical modelling and mediation testing. This
dataset was subsequently cleaned, filtered and prepared for analysis, as reported in
Chapter 5.

4.3.6 Analytical Approach and Quality Controls

The analysis of the primary data followed a multistage statistical strategy designed
to ensure methodological rigour, theoretical alignment with the integrated PMT-TRA
framework, and empirical robustness suitable for hypothesis testing (Zhu et al.,
2022). Descriptive analysis was conducted using IBM SPSS Statistics Software
whilst all reliability, validity and regression-based modelling, was completed using
SmartPLS Software through Partial Least Squares Structural Equation Modelling
(PLS-SEM) for latent variable structural equation modelling (Zhu et al., 2022). This
dual software approach enabled both variable level and construct level examination

of the theoretical pathways as postulated in Chapter 3.

Consistent with best practice in behavioural research, the analytical process began
with data preparation and transformation, followed by descriptive statistics, reliability
and validity testing, inferential multivariate regressions, and finally structural equation
modelling with mediation analysis (Zhu et al., 2022). This sequencing ensured that
the analysis remained logically anchored in the study’s conceptual model by
empirically operationalising the pathway in which CFSA influences PMT threat and
coping appraisals, which in turn shape attitudes and subsequently inform willingness

to purchase counterfeit food.
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4.3.6.1 Descriptive Statistical Analysis

The first stage of analysis involved generating descriptive statistics to provide a clear
overview of the sample profile and establish baseline conditions for subsequent
hypothesis testing (Pather, 2018).

These statistics summarised: the demographic variables (age, gender, education,
employment, suburb or township), socioeconomic classification based on the LSM
4-8 screening indicators and construct means and standard deviations for CFSA,
PMT appraisals of Perceived Severity and Response Barriers, attitudes, and

willingness to buy.

This descriptive profiling served two critical methodological purposes: transparency
and sample characterisation, enabling readers to contextualise the study population
in line with Johannesburg’s mixed retail food environment as well as subgroup
comparability, ensuring that LSM segments exhibited sufficient variability and

representation to support inferential analysis and preserve external validity.

4.3.6.2 Reliability, Validity and Diagnostic Testing

Before testing the study’s hypotheses, several statistical checks were carried out to
make sure the data and measurement tools were reliable, valid, and appropriate for
further analysis. These steps followed well established guidelines from behavioural
research and PLS SEM methodology (Hair et al., 2022; Henseler et al., 2015; Dijkstra
& Henseler, 2015). The purpose of these checks was to confirm that the constructs
measured what they were intended to measure before proceeding with the structural

modelling.

Reliability was examined first. Using SmartPLS, Cronbach’s alpha was calculated to
ensure that items within each construct were consistent, with 0.70 used as the
minimum benchmark for acceptability (Nunnally & Bernstein, 1994; Saunders &
Lewis, 2012). Additional reliability indicators—Composite Reliability (CR) and
rho_A—were used to strengthen this assessment, as these are well suited to PLS

SEM'’s variance based approach (Dijkstra & Henseler, 2015; Hair et al., 2022).
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Validity testing then confirmed whether the measurement model accurately captured
each concept. Convergent validity was checked by ensuring that items meaningfully
represented their underlying construct, using thresholds such as an Average
Variance Extracted (AVE) of 0.50 or higher and CR above 0.70 (Fornell & Larcker,
1981; Hair et al., 2022). Discriminant validity was assessed using the Heterotrait—
Monotrait Ratio (HTMT), where values below 0.85 (strict) or 0.90 (acceptable)

showed that constructs were clearly distinct from one another (Henseler et al., 2015).

SmartPLS, was also used to check whether the data met basic assumptions for
multivariate analysis. This included reviewing normality (through skewness, kurtosis,
and Q-Q plots), checking for equal variance of residuals, and confirming linearity
between variables (Saunders & Lewis, 2012). Multicollinearity was assessed by
examining Variance Inflation Factors (VIF), where values below 5 were accepted with
a stricter VIF threshold below 3.3 applied to rule out any potential common method
bias (Kock, 2015; Hair et al., 2022). Once all these reliability, validity, and diagnostic
checks were satisfied, the study proceeded with hypothesis testing using SmartPLS

structural equation modelling.

4.3.6.3 Direct Structural Regression Modelling using PLS-SEM
(SmartPLS)

To examine direct predictive effects, multivariate regression analysis was employed.
This approach is appropriate for estimating the direction, magnitude, and statistical
significance of the relationships between Consumer Food Safety Awareness (CFSA)
, PMT threat and coping appraisals, as well as for modelling how these appraisals
shape attitudes and willingness to buy within the Theory of Reasoned Action (TRA)

under controlled assumptions (Zhu et al., 2022).

Given that the conceptual framework comprises multiple latent constructs, dual
pathway sequential model, and indirect (mediated) effects, Partial Least Squares
Structural Equation Modelling (PLS-SEM) was subsequently applied using a
bootstrapping procedure (Zhu et al., 2022). PLS-SEM is widely recommended for
analysing complex behavioural models and is particularly well suited to non-normal
social science data and predictive research objectives (Zhu et al., 2022; Hair et al.,
2022; Henseler et al., 2015).
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The structural model estimated the hypothesised relationships specified in Table 4.2,

enabling simultaneous evaluation of direct effects within the integrated PMT-TRA

framework.

Table 4.2: Direct paths for structural model (Smart PLS)

Path

CFSA — Perceived Severity

Hypotheses

H1a

Description

Higher levels of Consumer Food Safety Awareness are
positively associated with perceived severity of counterfeit
food risks. (Ergénal, 2013; Ovca et al., 2014).

CFSA — Response Barries

H1b

Higher levels of Consumer Food Safety Awareness are
negatively associated with response barriers towards
counterfeit food risks (Ballaa & Hagger, 2025; Rahnama &
Somogyi, 2020).

Perceived Severity — Attitude

H2a

Perceived severity positively influences attitude towards
avoiding counterfeit food (Ballaa & Hagger, 2025; Rahnama
& Somogyi,2020).

Response Barriers — Attitude

H2b

Response barriers negatively influence attitudes towards
avoiding counterfeit food (Rahnama & Somogyi,2020;
Zanetta et al., 2022).

Attitude — Willingness to Buy

H5

Attitudes predict willingness to buy counterfeit food (Jiang et
al., 2018; Ndofirepi et al., 2022

A bias corrected bootstrapping procedure with 5,000 resamples was used to assess

the significance of the structural paths, following recommended PLS SEM guidelines

(Hair et al., 2022). Bootstrapping creates repeated samples from the data, allowing

stable estimation of path coefficients (B), t values, p values, confidence intervals, and

effect sizes (f?) without relying on the assumption of normality.

This makes the results more reliable, particularly for both direct and indirect

(mediated) relationships, and reflects current best practice guidance in PLS SEM
(Becker et al., 2023; Hair et al., 2022).
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To evaluate the overall quality of the structural model, several key diagnostics were
examined. These included the Standardised Root Mean Square Residual (SRMR) to
assess approximate model fit and the coefficient of determination (R?) to determine
how much variance in each dependent construct was explained by the model (Hair
et al., 2022; Ringle, Wende, & Becker, 2022).

Together, these indicators helped confirm that the model demonstrated acceptable
fit, meaningful explanatory power, and adequate predictive performance. This
ensured that the analysis remained aligned with the PMT-TRA framework and

consistent with established PLS SEM methodological standards.

4.3.6.4 Indirect latent constructs through Mediation Analysis
(SmartPLS)

Mediation analysis, which assessed the indirect effects among latent constructs, was
conducted using SmartPLS to provide a robust and reliable evaluation of the indirect
relationships specified within the integrated PMT—TRA framework. This mediation
analysis followed recommended SmartPLS procedures, providing robust estimates
of indirect effects using bias-corrected bootstrapping (Becker et al., 2023; Hair et al.,
2022).

The structural model estimated the hypothesised indirect pathways, as outlined in
Table 4.3, enabling a systematic examination of the mediating role of consumer
attitudes in transmitting the effects of PMT threat and coping appraisals on
behavioural intention, as reflected in consumers’ willingness to buy counterfeit food

products

Table 4.3: Indirect mediation paths (SmartPLS)

Path Hypotheses Description

Perceived Severity (Threat H3 Attitude mediates the effect of perceived severity on
appraisal) — Attitudes — willingness to buy counterfeit food (Zhu et al., 2022).
Willingness to Buy

Response Barriers (Coping H4 Attitude mediates the effect of response barriers on

Appraisals) — Attitudes —
Willingness to Buy

willingness to buy counterfeit food (Zhu et al., 2022).
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In SmartPLS, the model tested whether attitudes acted as a mediator between
Perceived Severity as a PMT, threat appraisal, and Response barrier, coping
appraisals, on consumers’ willingness to buy counterfeit food (H3—H4). These
indirect effects were evaluated using bias corrected bootstrapped confidence
intervals, a recommended approach that does not rely on the assumption of normality
and offers more accurate estimates of mediation effects (Becker et al., 2023; Hair et
al., 2022).

4.4 Limitations

This study is subject to several methodological limitations that should be considered
when interpreting the findings. First, the cross-sectional research design restricts the
ability to infer causality, meaning that the relationships identified reflect associations
rather than definitive cause and effect mechanisms (Dosman et al., 2001; Ndofirepi
etal., 2022). Longitudinal or experimental studies would allow future research to
track behavioural changes over time or manipulate authenticity cues in controlled
environments to more rigorously assess consumer responses (Rahnama & Somogyi,
2020). Second, the study relies on self-reported data, particularly regarding income
and purchasing behaviour, which may be affected by social desirability and recall
bias (Dosman et al., 2001).

Although the use of anonymity, LSM based triangulation, and internal consistency
checks helped mitigate these risks, such biases cannot be eliminated. Future work
could therefore benefit from mixed method designs that combine quantitative surveys
with qualitative interviews to validate sensitive responses and provide deeper

contextual insight.

A further limitation relates to the assumption that consumers can reliably identify
counterfeit food products. Prior research indicates that deceptive counterfeits often
make it difficult for typical consumers to distinguish between genuine and non-
genuine products (Ndofirepi et al., 2022; Jiang et al., 2018; Spink etal., 2013).

As a result, this study captures perceived authenticity rather than objectively verified
authenticity, which may influence risk perception and attitudinal measures.
Experimental design or laboratory-based verification methods could strengthen
future research by assessing whether individuals can cognitively and visually

differentiate deceptive from non-deceptive counterfeit food.
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Finally, the study does not examine the brand level consequences of counterfeit food
circulation, including the effects on consumer trust, brand loyalty, and intellectual
property protection. Future studies should explore these dynamics to better
understand how counterfeit products impact legitimate brands and the broader

functioning of formal food supply chains (Ndofirepi et al., 2022).

4.5 Chapter Conclusion

This chapter presented a methodologically rigorous and contextually grounded
research design aligned with the conceptual and theoretical foundations established
in Chapters 1, 2, and 3. It detailed the quantitative, cross-sectional approach used to
examine the integrated PMT-TRA sequential pathway, operationalised through
study’s constructs central to the study’s hypotheses particularly : Consumer Food
Safety Awareness (CFSA), PMT risk Appraisals of both Perceived Severity for threat
appraisals and Response Barriers for coping appraisals as well as Attitudes, and

Willingness to Buy.

The chapter outlined the development and operationalisation of each construct, the
design and piloting of a validated survey instrument, and the ethical procedures
followed to obtain clearance and secure research agency partnerships. It further
described the sampling strategy, including the rationale for focusing on
Johannesburg’s LSM 4-8 consumers, a segment most exposed to

affordability-driven risk and counterfeit food circulation.

To ensure analytical rigour, the chapter detailed the quality-assurance procedures
applied during data collection, cleaning, and verification, as well as the dual-phase
analytical strategy and testing procedure combining IBM SPSS software for
descriptive assessments and SmartPLS software for reliability and validity analysis
with the application of PLS-SEM software for the full measurement and structural
model evaluation, including mediation testing. This ensured that the study’s
methodological choices were directly aligned with the theoretical dual path way
sequencing of :CFSA — PMT appraisals — Attitude — Willingness to Buy, which

was outlined in empirical conceptual model of figure 3.1 in Chapter 3.
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The next chapter, Chapter 5, presents the findings arising from this methodological
framework. It reports the descriptive statistics, measurement model results, structural
path estimates, and mediation effects, thereby addressing the overarching research
question and providing a robust empirical test of hypotheses H1-HS5 consistent with

GIBS scholarly standards.
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Chapter 5: Research Findings

5.1 Introduction

This chapter presents the empirical findings derived from a structured survey of
Johannesburg consumers within LSM 4-8. Building directly on the methodology
outlined in Chapter 4, the analysis progresses from descriptive statistics to
evaluations of measurement reliability and validity, before examining the
hypothesised structural relationships and mediation mechanisms embedded in the

integrated PMT TRA conceptual framework.

Consistent with the study’s golden thread, the results demonstrate how Consumer
Food Safety Awareness (CFSA) shapes risk perceptions operationalised through the
(Protection Motivation Theory) PMT risk appraisals of Perceived Severity and
Response Barriers (Nardi et al., 2020; Rahnama & Somogyi, 2020). These
PMT-based cognitive risk evaluations subsequently influence consumers’ attitudes
and behavioural expectations within the (Theory of Reasoned Action) TRA
framework (Jiang et al., 2018; Ndofirepi et al., 2022). In turn, these attitudinal
evaluations translate into consumers’ willingness to purchase counterfeit food
products, particularly within affordability-constrained and mixed-channel market

environments where counterfeit food commonly circulates (Zhu et al., 2022).

The chapter is structured as follows. It begins with a profile of the sample
demographics, followed by an assessment of the measurement model to establish
construct reliability and validity. The structural model results are then presented to
evaluate support for the proposed hypotheses, after which mediation effects aligned
to the integrated PMT TRA framework are examined. The chapter concludes with a
synthesis of the key findings and their alignment with the conceptual model and

overarching research question.
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5.2 Sample Demographic Description and Respondent

Profile

A total of 420 survey responses were initially received during the data collection
period. In line with the data filtering procedures outlined in Chapter 4, including
triangulation checks and cross verification of demographic indicators. The dataset
was systematically screened to ensure that all retained cases met the LSM 4-8
classification requirements. These procedures also confirmed that respondents
resided in Gauteng province and specifically within the City of Johannesburg, as
required for the study’s target population. Cases that did not meet the LSM criteria,
lacked exposure to mixed retail channels, contained inconsistent or contradictory

information, or were incomplete or unreliable were removed.

After applying these eligibility filters, 372 valid responses were retained for analysis,
representing 89% of the original sample. The final dataset thus reflects a robust,
demographically coherent, and contextually appropriate sample of Johannesburg'’s

LSM 4-8 consumers most likely to be exposed and susceptible to counterfeit food.

5.2.1 Respondent Location Profile

In line with the study’s sampling requirements, all respondents were required to be
residents of Gauteng province, and specifically residents in Johannesburg City. This
ensured alignment with the study’s contextual focus on urban, affordability

constrained environments most exposed to counterfeit food circulation.

The figure 5.1, below presents the top ten suburbs and townships represented in the
final dataset, illustrating the geographical concentration of respondents across

Johannesburg.
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Top 10 Areas (Johannesburg) - Treemap of 282 responses (75%)

Alexander Highlands North
12 (3%) 9 (2%)

Johannesburg CBD Tembisa Yeoville Cosmo City
24 (6%) 19 (5%) 18 (5%) 14 (4%)

Soweto
167 (45%)

Figure 5.1: Top Johannesburg residential areas (sample, n=372)

The distribution of respondents is notably concentrated in Soweto, which accounts
for 167 respondents (45%). This prominence reflects both the intentional recruitment
focus and the documented vulnerability of the residents of Soweto township
communities to counterfeit food products, as highlighted by Mphaga et al. (2024).
Other areas represented in meaningful proportions—such as Johannesburg CBD
(24; 6%), Tembisa (19; 5%), Yeoville (18; 5%), Cosmo City (14; 4%), Alexander (12;
3%), Highlands North (9; 2%), Roodepoort (7; 2%), Randburg (6; 2%), and Edenvale
(6; 2%)—also reflect communities where mixed retail channels and affordability

pressures elevate exposure to substandard or counterfeit food products.

Collectively, these top ten locations account for 282 respondents, representing 75%
of the valid sample. The remaining respondents are distributed across a wider range
of suburbs and townships within Johannesburg. A full breakdown of all areas is

provided in Appendix C.

76



5.2.2 Demographic and Socio-economic Characteristics of

Respondents

The demographic and socio-economic characteristics of the Johannesburg’s LSM 4—
8 consumers who participated in the study are neatly summarised in Figure 5.2

below.

Sample Demographic (n=372)

a b 7 W

Gender Age Services Monthly spend on food
Female: 232 (62%) 18-20yrs: 10 (3%) Electricity + less than R1000: 30 (8%)
Male: 141 (37%) 21-35yrs: 171 (46%) Water + 279 (75%) R1000 - R3000: 215 (58%)
Other: 1 (0.3%) 35yrs (<) : 193 (52%) Intenet R3001 - R6000: 101 (27%)
>R6001 28 (7%)
L = .
Education Employment Household assets Take home Pay
Grade 12: 171 (46%) Employed: 236 (63%) Prefer not to say 75 (20%)
Diploma: 81 (22%) Self Employed: 59 (16%) Fridge +TV + Less than R3000 60 (16%)
Degree: 49 (13%) Unemployed: 60 (16%) Smartphone 284 (76%) R3000 - R13500 144 (39%)
Postgraduate Student: 19 (5%) >R13501 95 (25%)
Degree: 32(95)
Other: 41 (11%)

Figure 5.2: Respondent demographic and socioeconomic profile

The demographic profile reflects a participant group broadly consistent with the
socio-economic realities of Johannesburg’s lower- to middle-income households.
Gender distribution is skewed towards females, who represent 232 respondents
(62%), followed by males at 141 (37%), with a very small proportion identifying as

other or non-binary.

The age profile similarly aligns with an adult, economically active population, with the
majority aged 21-35 years (171; 46%) and 36 years and above (193; 52%), while
younger adults aged 18—20 years constitute only 10 respondents (3%).
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Education levels show that Grade 12 (matric) remains the most common
qualification, reported by 171 respondents (46%), followed by diplomas (81; 22%),
degrees (49; 13%), and postgraduate qualifications (32; 9%). A further 41
respondents (11%) indicated other forms of educational attainment. These figures
reflect the mixed but generally moderate education levels typically associated with

LSM 4—-8 consumer households.

The employment profile mirrors the socio-economic composition of this segment: 236
respondents (63%) reported being employed, 59 (16%) self-employed, and 60 (16%)
unemployed, with 19 respondents (5%) identifying as students. Together, these
indicators point to a population navigating varying degrees of economic security and
vulnerability—factors that are directly relevant to affordability-driven decision-making

in food purchasing contexts.

Monthly expenditure patterns further illustrate affordability pressures. The majority of
respondents (215; 58%) reported spending between R1,000 and R3,000 on food
each month, while 101 respondents (27%) spent R3,001-R6,000, and smaller
proportions spent less than R1,000 (30; 8%) or more than R6,000 (28; 7%). These

figures underscore the constrained purchasing power typical of this segment.

Similarly, take-home pay distributions confirm the economic positioning of the
sample: 95 respondents (25%) reported earnings above R13,500, while 144
respondents (39%) earned between R3,000 and R13,500. A further 60 respondents
(16%) earned less than R3,000, and 75 respondents (20%) preferred not to disclose
their income. These patterns highlight the diversity of income levels that are typically
reflected within the LSM 4-8, reinforcing the relevance of affordability considerations

in food safety behaviour.

Verification of LSM 4-8 eligibility was based on access to services and asset
ownership. The majority had reliable access to essential household services—
electricity, piped water, and internet—reported by 279 respondents (75%). Asset
ownership patterns further confirmed alignment with LSM criteria, with 284
respondents (76%) owning a combination of a refrigerator, television, smartphone,
and microwave. These indicators collectively validate the appropriateness of the

recruitment strategy and confirm the socio-economic positioning of the sample.
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Overall, the demographic and socio-economic characteristics captured here present
a coherent and contextually relevant representation of Johannesburg’s LSM 4-8
consumers, reinforcing the suitability of the sample for examining the behavioural

pathways—awareness, appraisal, attitudes, and intention—central to this study.

5.2.3 Retail Channel Behaviour

Figure 5.3 below illustrates respondents’ food purchase behaviour, highlighting both
their primary shopping locations and their engagement with informal retail channels.
This visual distinction provides contextual clarity on the dual retail channel dynamics

that shape consumer exposure to counterfeit food risks.

Respondent Shopping Behaviour

Where do you mostly purchase your groceries from?

e o or n @ o O 72 responses
Big s:aza Strdeet Tax‘: Have you purchased
eOnenmariefs s i = food in the past month (1 9%)
Formal retail such as informal retail from a Spaza Shop, )
(Shoprite, Pick n Pay, Spar, Checkers) Street V;:::; or Taxi
Yes
3 6 5 responses 7 responses 3 00 responses
7 2%
(o]
A - (81%)

Figure 5.3: Formal-informal food-purchase channels

The figure 5.3, shows that big supermarkets dominate as the primary shopping
location, with 365 respondents (98%) reporting that they mostly buy food from formal
retail chains such as Shoprite, Spar, Pick n’ Pay, Checkers, and Boxer. In contrast,
only 7 respondents (2%) indicated spaza shops or street vendors as their main

source of food purchases.
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However, despite this strong reliance on supermarkets, informal purchasing remains
highly prevalent. A large majority—300 respondents (81%)—reported buying food
from spaza shops, street vendors, or taxi ranks at least once in the past month, while
only 72 respondents (19%) had not engaged in such purchases. This dual-channel
behaviour underscores the complexity of consumer exposure to counterfeit food
products in Johannesburg’s mixed retail environment, where affordability pressures

and convenience often drive informal transactions.

5.3 Descriptive Statistics of Latent Constructs

This section presents the descriptive profile of the key latent constructs underpinning
the analysis within the integrated PMT—TRA framework. The study examines how
consumer food safety awareness shapes risk perceptions via threat and coping
appraisals (PMT), and how these appraisals influence attitudes and, ultimately,

willingness to purchase counterfeit food (TRA).

Consistent with the analytical sequence in Section 5.1 and the sample criteria in
Section 5.2, Section 5.3 reports measures of central tendency and dispersion for five
focal constructs that advance the study’s objectives and inform the subsequent
inferential work: Consumer Food Safety Awareness (CSFA), Perceived Severity
(PS), Response Barriers (RB), Attitudes towards Counterfeit Food (ATT), and
Willingness to Buy (WTB).

These descriptive statistics provide an empirical baseline for evaluating the
measurement model’s reliability and validity (Section 5.4), and for interpreting the
structural relationships and hypothesis tests in Sections 5.5 and 5.6 in a coherent,
theory consistent sequence. The descriptive statistical results are reported as
modes, means, and standard deviations. All items were measured on a five-point

Likert scale where 1 equates to strongly disagree and 5 equates to strongly agree.
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5.3.1 Construct Means and Standard Deviations

Table 5.1, below, presents the sample means and standard deviations for the latent
constructs particularly Consumer Food Safety Awareness (CFSA), Perceived
Severity (PS), Response Barriers (RB), Attitude (ATT) and Willingness to Buy (WTB).
These statistics were calculated based on the eligible Johannesburg sample n=372,
within a 5-point Likert scale where 1 is a score for strongly disagree and 5 is a score

for strongly agree.

Table 5.1: Descriptive statistics for latent constructs

Items in Sample size Standard
Construct measurement (n) Mean (M)| heviation (SD)
scale
8 372 4.03

Consumer Food Safety Awareness

+
(CSFA) *0.65

Perceived Severity (PS) 7 372 417 +0.78
Response Barriers (RB) 5 372 1.99 10.89
Attitude toward Counterfeit Food (ATT) 4 372 1.88 +0.70
Willingness to Buy (WTB) 7 372 1.89 +0.79

The descriptive statistics in Table 5.1 above, provide an overview of respondents’
positioning across the key constructs underpinning the integrated PMT-TRA

framework.

Respondents reported high levels of Consumer Food Safety Awareness (CSFA; M
=4.03, SD =0.65), suggesting that practices such as checking expiry dates, reading
food labels, and attending to product safety cues are widely observed within the
sample. In parallel, Perceived Severity of consuming counterfeit food is also high
(PS; M =4.17, SD = +0.78), indicating a strong recognition of the potential health
consequences associated with the consumption of counterfeit food products. The
relatively modest standard deviations for both of these constructs suggest that food

safety awareness and perceptions of harm are broadly shared across the sample.

By contrast, Response Barriers are reported at lower levels (RB; M = 1.99, SD =
10.89), indicating that factors such as lower prices, convenience, or ease of access

to counterfeit food are not, on average, strongly endorsed.
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While some variation is evident, the overall level of perceived barriers remains
relatively subdued within the sample. Consistent with these patterns, constructs
aligned with the TRA display similarly low central tendencies. Attitude scores reflect
evaluative orientation toward counterfeit food. Because the scale uses positively
framed items, lower scores represent stronger avoidance-oriented attitudes, while

higher scores indicate more favourable attitudes.

As such attitudes scores toward counterfeit food are predominantly unfavourable
(ATT; M = 1.88, SD = £0.70), suggesting limited positive evaluation or affective
appeal associated with counterfeit food consumption. Likewise, Willingness To Buy
counterfeit food is also low (WTB; M = 1.89, SD = +0.79), indicating that respondents

generally do not report a strong inclination to purchase such products.

Taken together, the means and standard deviations depict a coherent descriptive
profile that is conceptually aligned with the PMT-TRA framework outlined in
Chapters 1 and 2. High levels of awareness and perceived severity correspond with
low attitudinal favourability and limited purchase willingness, while response barriers

remain comparatively constrained.

Importantly, at this descriptive stage, these results do not imply relationships or
effects between constructs but instead establish the baseline distribution and
orientation of PMT and TRA related variables within the sample. These observed
patterns provide the necessary contextual foundation for the inferential analyses that
follow, where the hypothesised structural relationships between awareness, risk

appraisals, attitudes, and behavioural intentions are formally tested.

5.4 Reliability and Validity Assessments (Measurement
Model)

Prior to evaluating the hypothesised structural relationships, the measurement model
was assessed to confirm the reliability and validity of the latent constructs used in
the analysis. This step is essential to ensure that the indicators provide sound
representations of the underlying theoretical constructs, thereby supporting

meaningful interpretation of the structural model results (Hair et al., 2022).
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In line with the analytical sequence outlined in Chapter 4, the assessment focused
on internal consistency reliability, convergent validity, discriminant validity, and
collinearity diagnostics. All constructs were specified as reflective, consistent with

their theoretical conceptualisation within the integrated PMT-TRA framework.

5.4.1 Internal Consistency Reliability

Internal consistency reliability was evaluated using Cronbach’s alpha (a), composite
reliability (pc), and Dijkstra—Henseler's rho (pa), with values of 0.70 or above
indicating satisfactory reliability for established scales (Nunnally & Bernstein, 1994;
Hair etal., 2022). As summarised in Table 5.2 below, all constructs exceeded the

recommended thresholds, indicating strong internal consistency.

Table 5.2: Construct internal consistency reliability

Cronbach’s Alpha (a) m Composite Reliability (rho.)

ATT 0.858 0.860 0.904
CSFA 0.845 0.851 0.883
PS 0.712 0.714 0.802
RB 0.853 0.903 0.895
WTB 0.936 0.939 0.948

5.4.2 Convergent Validity

Convergent validity was assessed using the Average Variance Extracted (AVE), with
values of 0.50 or above indicating that a construct explains at least half of the
variance in its indicators (Fornell & Larcker, 1981). As reported in Table 5.3, AVE
values for all constructs exceeded this threshold, with the exception of Perceived
Severity. Given its satisfactory composite reliability and central theoretical role within
the PMT component of the model, Perceived Severity was retained, consistent with

established guidance for theoretically important constructs (Hair et al., 2022).

Table 5.3: Convergent Validity (Average Variance Extracted)

ATT 0.702
CSFA 0.520
PS 0.367
RB 0.638
WTB 0.725
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5.4.3 Discriminant Validity

Discriminant validity was examined using the Heterotrait—Monotrait ratio (HTMT). All
HTMT values were below the conservative threshold of 0.90, indicating adequate
discriminant validity and confirming that the constructs are empirically distinct
(Henseler etal.,2015). This supports the conceptual separation between PMT

appraisal constructs and TRA based attitudinal and behavioural outcomes.

Table 5.4: Discriminant Validity Assessments (HTMT ratios)

| oo Joosea ] ps | ke | we
CSFA 0.454

om0 0736
SR o0 oo o
0.824 0.555 0.833 0.855

5.4.4 Collinearity Diagnostics

Potential multicollinearity was assessed using inner variance inflation factors (VIFs).
All VIF values were below the recommended threshold of 3.3, indicating that
collinearity is not a concern and that parameter estimates are stable (Hair

etal., 2022; Kock, 2015). Full collinearity diagnostics are reported in Appendix C.

5.4.5 Summary of Measurement Model Assessment

Overall, the measurement model satisfies established criteria for reliability and
validity. The constructs demonstrate adequate internal consistency, convergent
validity, discriminant validity, and acceptable levels of collinearity, confirming that the
measurement model provides a robust foundation for structural model evaluation and

hypothesis testing.
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5.5 Structural Model Results: Hypothesis Testing
(Direct Effects)

Following confirmation of measurement model adequacy, this section presents the
results of the structural model assessment. The analysis examines the explanatory
power, model fit and the statistical significance of the hypothesised relationships
between constructs underpinned by the empirical conceptual model in Chapter 3 and

theoretical integrated PMT-TRA framework in Chapter 2.

5.5.1 Model Fit and Explanatory Power

The model’s explanatory power was evaluated using the coefficient of determination
(R? and adjusted R?), which indicates the proportion of variance in each dependent
construct explained by its predictor constructs (Chin, 1998; Hair et al., 2022). Table

5.5 below outlines the R? and adjusted R? for each of the latent construct.

Table 5.5: Variance explained (R? and adjusted R?)

Dependent Construct “ Adjusted R?

Attitudes towards Counterfeit Food (ATT) 0.614 0.611
Perceived Severity (PS) 0.327 0.326
Response Barriers (RB) 0.171 0.169
Willingness to Buy (WTB) 0.730 0.727

The adjusted R? value for Attitudes towards Counterfeit Food (ATT) is 0.611,
indicating that 61.1% of the variation in respondents’ attitudes is explained by
Consumer Food Safety Awareness (CFSA) and the two PMT appraisal constructs.
In practical terms, this means that for Johannesburg’s LSM 4—8 consumers, attitudes
toward counterfeit food are strongly shaped by how severe they perceive the risks to
be and how feasible they believe avoidance is in their everyday purchasing

environments.

The explanatory power for Perceived Severity (PS) is more moderate (adjusted R? =
0.326), suggesting that while CFSA meaningfully increases respondents’ recognition
of harm, other contextual influences—such as lived experiences, community
narratives, or exposure to food-safety incidents—also contribute to how serious they

judge counterfeit-food risks to be.
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The lower explanatory power for Response Barriers (RB) (adjusted R? = 0.169)
indicates that perceived feasibility of avoidance among respondents is only partly
shaped by awareness; external constraints such as affordability pressure,
inconsistent retail access, and product availability continue to play a substantial role
in whether consumers feel they can avoid counterfeit food. The strongest explanatory

power emerges for Willingness to Buy (WTB), with an adjusted R? of 0.727.

This means that nearly three-quarters of the variance in respondents’ purchase
intention is accounted for by their attitudes, their risk perceptions, and their level of
food-safety awareness—highlighting that, in this context, willingness to buy
counterfeit food is heavily determined by how consumers think about risk and how
they evaluate counterfeit products within affordability-constrained purchasing

situations.

Collectively, these results indicate that behavioural outcomes among
Johannesburg’s LSM 4-8 consumers are strongly shaped by the cognitive and
evaluative mechanisms embedded in the PMT-TRA framework, confirming the
centrality of risk appraisal and attitude formation in driving counterfeit-food

decision-making in mixed-retail environments.

The overall model fit was further assessed using the Standardised Root Mean
Square Residual (SRMR), which provides an indication of how closely the
relationships predicted by the structural model correspond with those observed in

the empirical data (Henseler etal., 2015).

The use of SRMR is regarded as best practice in Partial Least Squares Structural
Equation Modelling (PLS-SEM) for evaluating overall model adequacy (Henseler
etal., 2015). Based on the reported SRMR values, the model fit was considered
adequate and acceptable, and therefore suitable for subsequent hypothesis testing.

The detailed SRMR results are presented in Appendix C.

In addition to model fit, the structural model was further evaluated in terms of its
predictive capability and the relative importance of its predictors. Predictive
relevance was assessed using the Q?predict statistic, which indicates whether the
model is able to meaningfully predict the dependent constructs beyond what would
be expected (Hair et al., 2022).
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Effect sizes were examined using Cohen’s f2, which shows how much each predictor
construct variable contributes to explaining the variation in the outcome variables
(Hair etal.,2022). Taken together, these results indicate that the model
demonstrates an acceptable fit, meaningful predictive relevance, and substantively
important predictor effects. The full details of the Q%predict and f? results are provided

in Appendix C.

5.5.2 Direct Structural Paths Aligned to Hypothesis Clusters

The hypothesised direct effects were tested using bootstrapped path coefficients
obtained through the PLS SEM estimation procedure. Consistent with recommended
PLS SEM reporting practices, statistical significance was evaluated using
standardised path coefficients (B), t values, p values, and 95% bootstrapped
confidence intervals, which provide robust inference without reliance on distributional
assumptions (Hair etal., 2022; Henseler etal., 2015). The results corresponding to
each hypothesised relationship are summarised in Table 5.6 and are presented in

detail in the following sections.

Table 5.6: Direct effects (bootstrapped coefficients)

0
Hypothesis Structural Path n 95% CI (Lower) (glfp/;g_l)

CSFA — PS 0.572 13.561 <.001 0.477 0.644
H1b CSFA — RB -0.413 8.056 <.001 —-0.508 -0.304
H2a PS — ATT —-0.293 5.712 <.001 —-0.388 -0.186
H2b RB — ATT 0.574 11.966 <.001 0.480 0.668
H5 ATT - WTB 0.228 3.499 <.001 0.106 0.363

The below presents and overview on the specific, hypothesis and conditions for

which the hypothesis are supported or rejected.
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Hypothesis H1a, stated that: Higher levels of Consumer Food Safety Awareness
(CFSA) are positively associated with Perceived Severity (PS) of counterfeit food

risks.

The structural model results indicate a positive and statistically significant effect of
Consumer Food Safety Awareness on Perceived Severity (3=0.572, t=13.561,
p <.001, 95% CI [0.477, 0.644]). The estimated standardised coefficient is positive
and of strong magnitude (B> 0.50), indicating that increases in Consumer Food
Safety Awareness are associated with corresponding increases in perceived severity
of food safety risks related to counterfeit food products (Cohen, 1988; Hair etal.,
2022). The associated t value substantially exceeds conventional critical values,
indicating that the estimated effect is statistically stable and precisely estimated (Hair
etal., 2022). The p value below the 0.001 threshold confirms statistical significance
at a very stringent level (Hair etal.,, 2022). Additionally, the 95% bootstrapped
confidence interval does not include zero, offering further support for the robustness
and reliability of the estimated coefficient (Henseler etal., 2015). On this basis,

Hypothesis H1a is supported.

Hypothesis H1b, stated that: Higher levels of Consumer Food Safety Awareness
(CFSA) are negatively associated with Response Barriers (RB) towards counterfeit

food risks.

The results indicate a negative and statistically significant effect of Consumer Food
Safety Awareness on Response Barriers (3 =-0.413, t=8.056, p <.001, 95% CI [-
0.508, —0.304]). The standardised coefficient is negative and of moderate to strong
magnitude, indicating that increases in Consumer Food Safety Awareness are
associated with corresponding reductions in Response Barriers (Cohen, 1988; Hair
etal., 2022). The t value substantially exceeds accepted significance thresholds,
demonstrating that the estimated effect is statistically stable (Hair etal., 2022). The
p value confirms statistical significance at a very stringent level. The 95% confidence
interval excludes zero, further confirming the robustness and precision of the
estimated relationship (Henseler etal., 2015). Accordingly, Hypothesis H1b is
supported.
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Hypothesis H2a proposed that: Perceived Severity (PS) positively influences

consumer Attitude (ATT) towards avoiding counterfeit food.

The estimated path from Perceived Severity to Attitude is negative and statistically
significant (3 =-0.293, t=5.712, p <.001, 95% CI [-0.388, —0.186]). The magnitude
of this coefficient indicates a moderate inverse association between the constructs
(Cohen, 1988). The t-value demonstrates that the effect is precisely and reliably
estimated, while the p-value confirms statistical significance at the conventional 0.05
threshold (Hair et al., 2022). In addition, the 95% confidence interval does not include
zero, further validating the stability and robustness of the estimated effect (Henseler
etal., 2015).

Importantly, the negative sign of the coefficient aligns with the reverse-indicative
structure of the attitude scale used in this study. Given that the attitude scale items
are positively framed including enjoyment and pride, higher scores reflect more
favourable attitudes toward counterfeit food, while lower scores reflect
avoidance-oriented attitudes. Therefore, the negative coefficient indicates that higher
perceived severity is associated with lower agreement with the positively framed
attitude items toward counterfeit food—that is, stronger avoidance-oriented attitudes.
This directional interpretation is consistent with the hypothesised relationship in H2a.

On this basis, Hypothesis H2a is supported.

Hypothesis H2b stated that: Response Barriers (RB) negatively influence Attitude

(ATT) towards avoiding counterfeit food.

The estimated path from Response Barriers to Attitude is positive and statistically
significant (8 =0.574, t=11.966, p <.001, 95% CI [0.480, 0.668]). The size of this
coefficient indicates a strong association between the constructs (Cohen, 1988). The
large t-value reflects a precise and stable estimate, while the p-value confirms
statistical significance at the 0.05 level (Hair etal., 2022). Furthermore, the 95%
bootstrapped confidence interval does not include zero, reinforcing the robustness
and reliability of this estimated effect (Henseler etal., 2015).
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In consideration of the attitude scale as highlighted in this study being
reverse-indicative—with higher attitude scores representing more favourable
attitudes toward counterfeit food and lower scores representing stronger
avoidance-oriented attitudes—the positive Beta (B) coefficient is theoretically
consistent with Hypothesis H2b. Specifically, as Response Barriers increase such as
affordability constraints or difficulty accessing genuine products, respondents show
greater agreement with the positively framed attitude scale items toward counterfeit

goods.

This corresponds to less avoidance-oriented attitudes that respondents would have
to counterfeit goods. In more simpler terms, when respondents find it more difficult
to avoid counterfeit food, their attitude towards avoiding counterfeit food decreases.
As such the directional pattern aligns with the hypothesised effect that higher
Response Barriers negatively influence Attitude to avoid counterfeit food. On this

basis, Hypothesis H2b is supported.

Hypothesis H5, stated that: Attitudes (ATT) towards counterfeit food negatively
predicts Willingness to Buy (WTB) counterfeit food products.

The results indicate a positive and statistically significant relationship between
Attitude and Willingness to Buy (3 =0.228, t = 3.499, p <.001, 95% CI [0.106, 0.363]).
The magnitude of the coefficient reflects a modest but meaningful effect size (Cohen,
1988). The t value exceeds conventional significance thresholds, indicating that the
estimate is reliably different from zero, while the p value confirms statistical
significance at the 95% confidence interval (Hair etal., [HG4.1]2022). The
confidence interval does not include zero, further supporting the stability of the
estimated relationship (Henseler etal., 2015). Given the operationalisation of the
attitude construct, the direction of the relationship is consistent with the hypothesis

specification. Consequently, Hypothesis H5 is supported.

The above results indicate that all hypothesised direct relationships examined in this
section are statistically significant and supported when evaluated against the

operationalisation of the constructs and the specified significance criteria.

90



Table 5.7 below, presents a summary and outcome of all the direct hypothesis testing

analysis outcomes.

Table 5.7: Direct hypothesis test outcomes

Path Hypotheses Description Decision

CFSA__’ _ H1a Higher levels of Consumer Food Safety Awareness are positively | Supported

Perceived Severity associated with Perceived Severity of counterfeit food risks.
(Ergénul, 2013; Ovca et al., 2014).

CFSA — H1b Higher levels of Consumer Food Safety Awareness are negatively Supported

Response Barries associated with Response Barriers towards counterfeit food risks
(Ballaa & Hagger, 2025; Rahnama & Somogyi, 2020).

Perceived Severity H2a Perceived severity positively influences Attitude towards avoiding Supported

— Attitude counterfeit food (Ballaa & Hagger, 2025; Rahnama &
Somogyi,2020).

Response Barriers H2b Response barriers negatively influence Attitude towards avoiding Supported

— Attitude counterfeit food (Rahnama & Somogyi,2020; Zhu et al., 2022).

Attitude — H5 Attitude towards counterfeit food negatively predict Willingness to Supported

Willingness to Buy Buy counterfeit food products (Jiang et al., 2018; Ndofirepi et al.,
2022).

5.6 Mediation Analysis (Indirect Effects)

Following the assessment of direct structural relationships in Section 5.5, mediation
analysis was conducted to examine whether Attitude functions as an intervening
mechanism through which Perceived Severity and Response Barriers influence
Willingness to Buy counterfeit food. Mediation effects were evaluated using
bootstrapped indirect effects within the PLS SEM framework, which allows for robust
inference without reliance on normality assumptions. Statistical significance of
mediation was assessed based on standardised indirect effect coefficients (B), t

values, p values, and 95% bootstrapped confidence intervals.

5.6.1 Specific Indirect Effects

Table 5.8 presents the results of the specific indirect effects analysis. Each indirect
effect represents the combined influence of a predictor variable on the outcome
variable through the proposed mediating construct (Attitude). Evidence of mediation
is established when the indirect effect is statistically significant, and the

corresponding 95% bootstrap confidence interval does not include zero.
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Table 5.8: Indirect effects (bootstrapped coefficients)

B (Indirect t- 95% CI

Hypothesis Indirect Path Effect) t-value | p-value (Lower)
PS - ATT —- WTB -0.067 2.876 : -0.122

H4 RB — ATT —- WTB 0.131 3.544 <.001 0.0064

In this study, the mediation hypotheses focus on indirect paths linking Perceived
Severity and Response Barriers to Willingness to Buy via Attitude (Zhu et al., 2022).
The reported (B ) coefficients reflect the magnitude and direction of these indirect
relationships, while the t values and p values indicate the statistical precision of the
estimates. The confidence intervals provide an additional robustness check for

mediation effects.

Hypothesis H3 stated that: Attitudes mediate the relationship between Perceived

Severity and Willingness to Buy counterfeit food.

The specific indirect effect from Perceived Severity to Willingness to Buy through
Attitude is statistically significant (8 =-0.067, t=2.876, p=.004), with a 95%
bootstrapped confidence interval ranging from —0.122 to —0.029. Because the
interval does not include zero and the p-value is below the conventional 0.05

threshold, the indirect effect is considered robust and statistically meaningful.

Importantly, the negative sign of the indirect effect aligns with the reverse-indicative
structure of the attitude scale used in this study. Higher perceived severity leads to
lower agreement with positively framed attitude items, which corresponds to stronger
avoidance-oriented attitudes. Stronger avoidance-oriented attitudes, in turn, are
associated with reduced willingness to buy counterfeit food. As such, these patterns
confirm that Attitude functions as a mediating mechanism through which perceived
severity influences consumers’ willingness to buy counterfeit food. Therefore,
Hypothesis H3 is supported.
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Hypothesis H4 stated that: Attitudes mediate the relationship between Response

Barriers and Willingness to Buy counterfeit food.

The indirect effect from Response Barriers to Willingness to Buy via Attitude is
positive and statistically significant (B=0.131, t=3.544, p<.001), with a 95%
bootstrapped confidence interval of [0.064, 0.210]. The confidence interval excludes
zero, and the p-value is well below 0.05, providing strong statistical evidence for a
meaningful mediating effect. Given the reverse-indicative design of the attitude scale,
the positive indirect effect can be interpreted as follows, higher response barriers
lead to greater agreement with positively framed attitude items, indicating less
avoidance-oriented attitudes. Less avoidance-oriented attitudes then translate into
higher willingness to buy counterfeit food. This pattern is fully consistent with the
theoretical logic underpinning H4: when consumers face more barriers to avoiding
counterfeit food, they become more accommodating in their attitudes, which
increases their intention to purchase such products. Accordingly, Hypothesis H4 is

supported.

Table 5.9 below presents a summary and the outcomes of all the indirect hypothesis

testing analyses.

Table 5.9: Mediation hypothesis test outcomes

Path Hypotheses  Description Decision
Attitudes — Perceived Severity H3 Attitude mediates the effect of Perceived | Supported
(Threat appraisal) — Severity on Wilingness To Buy
Willingness to Buy counterfeit food (Zhu et al., 2022).

Attitudes — Response Barriers H4 Attitude mediates the effect of Response | Supported
(Coping Appraisals) — Barriers on Wilingness To Buy
Willingness to Buy counterfeit food (Zhu et al., 2022).
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5.7 Conclusion of Results Chapter

This chapter presented the empirical findings of the study, progressing systematically
from descriptive analysis through measurement model validation and the evaluation
of overall structural model adequacy, before examining the direct and indirect
hypothesis tests. The results were reported in alignment with the empirical
conceptual framework developed in Chapter 3 and the statistical procedures outlined
in Chapter4 and were grounded within the integrated PMT-TRA framework
described in Chapter 2.

The descriptive analysis indicated that the Johannesburg consumer sample
exhibited high levels of Consumer Food Safety Awareness and Perceived Severity,
alongside comparatively low levels of Response Barriers, unfavourable or
avoidance-oriented Attitudes, and low Willingness to Buy counterfeit food. These
patterns provided a coherent empirical baseline and demonstrated sufficient

variability within the key constructs to justify subsequent inferential analysis.

The evaluation of the measurement and structural models confirmed acceptable
reliability, validity, model fit, predictive relevance, and significant predictor effects,

with no evidence of problematic collinearity.

While the structural model results demonstrated strong explanatory power for the
key behavioural outcomes, particularly Willingness to Buy and Attitude towards
Counterfeit Food, while the PMT appraisal constructs exhibited more moderate but
meaningful levels of explained variance. All hypothesised direct relationships tested
were statistically significant and supported when evaluated against the

operationalisation of the constructs.

Mediation analysis further revealed that Attitude plays a significant mediating role in
transmitting the effects of both Perceived Severity and Response Barriers to

Willingness to Buy.
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The figure 5.4, below, presents a graphical summation of all the supported direct and

indirect hypothesis directional pathways, within the integrated PMT-TRA framework.

Integrated
PMT - TRA Model
(Zhu et al., 2022)

PMT Theory ‘ \ TRA Theory

(Rogers, 1975) (Ajzen & Fishbein, 1980)
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Figure 5.4: Validated PMT-TRA structural model

Source: Adapted from Zhu et al. (2022)

The next chapter builds on these results by interpreting their theoretical significance,
situating the findings within the broader academic literature, answering the
overarching research question, and discussing their implications for consumers,
communities, policymakers, businesses, and the food industry more broadly,

particularly within affordability-constrained, mixed-retail food environments.
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Chapter 6: Discussion of Results

6.1 Introduction

This chapter discusses and interprets the empirical findings presented in Chapter 5

in order to answer the study’s overarching research question:

To what extent does urban South African consumers’ awareness of food safety
influence their risk perceptions, attitudes and willingness to buy counterfeit food

products?

While Chapter 5 established which hypothesised relationships within the integrated
Protection Motivation Theory—Theory of Reasoned Action (PMT-TRA) framework
were statistically supported, the purpose of this chapter is to explain what these
findings mean, why certain relationships are stronger than others, and how the
results align with, extend, or refine existing literature. To orient the reader early, it is
important to acknowledge the headline empirical story emerging from the results: the
strongest relationships were those linking Consumer Food Safety Awareness
(CFSA) to the two PMT appraisal constructs, alongside the particularly powerful
influence of response barriers on attitudes. Attitude itself emerged as the most
decisive predictor of willingness to buy, while the absence of a direct CFSA—intention
pathway—and the strong mediating role of attitudes—were especially noteworthy,
reinforcing the centrality of evaluative judgement within the PMT—TRA behavioural

sequence.

Particular attention is given to understanding why these relationships matter within
Johannesburg’s mixed retail environment, which is characterised by affordability
constraints, the coexistence of formal and informal food channels, and the persistent

circulation of counterfeit food.

Consistent with the golden thread developed across Chapters 1 to 3, the discussion
follows the sequential logic of the integrated PMT-TRA framework. It begins by
examining Consumer Food Safety Awareness (CFSA) as a behavioural antecedent
that activates PMT cognitive threat and coping risk appraisals, interpreted through
Perceived Severity and Response Barriers under affordability pressure, which then
influence consumer attitudes as the proximal mechanism through which consumers'

willingness to buy counterfeit food is formed as a behavioural intention.
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Throughout the chapter, the findings are positioned in direct conversation with prior
studies by explicitly identifying where the results confirm, extend, or refine existing
theoretical knowledge. The discussion also explains why patterns observed in this
study may differ from those reported in developed-country or high-trust food systems,
given South Africa’s affordability pressures, fragmented regulatory oversight, and
documented food-borne ilinesses and fatalities linked to counterfeit food. In doing so,
this chapter provides a conceptual bridge between the empirical evidence reported

in Chapter 5 and the conclusions and recommendations advanced in Chapter 7.

6.2 Consumer Food Safety Awareness as a Behavioural

Antecedent in Counterfeit Food Avoidance

A central argument advanced in this study is that Consumer Food Safety Awareness
(CFSA) functions as a behavioural antecedent, rather than a passive informational
construct, particularly within affordability-constrained and governance-fragile food
systems. The empirical findings presented in Chapter 5 provide strong support for
this proposition, demonstrating that CFSA significantly influences key Protection
Motivation Theory (PMT) appraisal processes—specifically perceived severity and
response barriers. These patterns directly support Hypothesis H1a (“Higher levels of
Consumer Food Safety Awareness are positively associated with perceived severity
of counterfeit-food risks”) and Hypothesis H1b (“Higher levels of Consumer Food
Safety Awareness are negatively associated with perceived response barriers
toward counterfeit-food risks”), confirming that CFSA plays an activating cognitive

role at the beginning of the behavioural sequence.

The results show that higher levels of CFSA are associated with significantly higher
perceived severity of counterfeit-food risks, alongside significantly lower perceived
response barriers to avoidance. Together, these patterns indicate that awareness
simultaneously heightens concern about potential harm and strengthens consumers’
beliefs that protective action is feasible. In PMT terms, CFSA reinforces both threat
appraisal and coping appraisal, enabling consumers to view avoidance behaviours—
such as rejecting unusually cheap products or scrutinising packaging cues—as
achievable despite persistent affordability pressure and food insecurity (Mphaga et
al., 2024).

97



Positioned against the existing literature, the positive relationship between CFSA and
perceived severity confirms prior food-safety research, which consistently shows that
increased awareness heightens health-risk salience and strengthens threat
appraisal, particularly in contexts where food-safety violations are visible or publicly
reported (Ergdnil, 2013; Nardi etal,2020; Zanetta etal.,2022). In the
Johannesburg context, repeated media coverage of food-borne illnesses and
fatalities associated with suspected counterfeit products appears to amplify this
effect, enabling CFSA to operate as a cognitive lens through which consumers

interpret risk signals in everyday purchasing situations (Mphaga et al., 2024).

Importantly, this study goes beyond merely confirming established relationships.
Much of the existing literature operationalises food-safety awareness narrowly—
often as hygiene knowledge or general information exposure—and tends to treat
awareness as a background or control variable rather than a behavioural driver
(Ergdnal, 2013; Ovca etal.,2014; Onyeaka etal.,2022). Rather than implying
complete novelty, the present findings extend and contextualise this body of work by
empirically demonstrating that CFSA actively shapes both threat and coping

appraisals within affordability-pressed, low-trust food systems.

This positions CFSA as a more meaningful behavioural mechanism than previously
recognised in the counterfeit-food domain, where such a role has rarely been
specified empirically. Furthermore, several studies conducted in developed-country
contexts implicitly assume that heightened awareness translates relatively directly
into safer behaviour due to strong regulatory oversight and high institutional trust
(Nardi etal.,2020). The findings of this study refine that assumption. Within
Johannesburg’s mixed formal—informal retail environment—characterised by uneven
enforcement and persistent affordability constraints—awareness does not eliminate
economic trade-offs. Instead, CFSA reconfigures how those trade-offs are
cognitively evaluated by strengthening risk salience and reducing perceived
feasibility barriers, even when financial pressure and food insecurity persist. This

enables consumers to justify avoidance behaviour despite constrained choice sets.

This contextual distinction aligns with research arguing that, in fragmented
governance systems, consumers must internalise food-safety protection at the point
of purchase, making individual cognition disproportionately important (Boatemaa
etal., 2019; Onyeaka et al., 2022).
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Crucially, the present findings do not contradict Protection Motivation Theory; rather,
they refine its application within urban developing-country contexts by illustrating that
CFSA can partially compensate for weak institutional protection. Awareness
strengthens both perceived seriousness of risk and the perceived feasibility of
avoidance—demonstrating that protection-motivated cognition functions differently

when affordability constraints and informal trade are pervasive.

The findings confirm that Consumer Food Safety Awareness occupies a foundational
and activating role within the integrated PMT-TRA framework tested in this study.
CFSA initiates the cognitive sequence through which risk perceptions are formed,
response barriers are re-evaluated, and subsequent attitudinal orientations are
shaped. Under affordability-constrained and governance-fragile conditions,
awareness therefore becomes the first line of defence, extending the application of
the integrated PMT-TRA framework to the context of counterfeit-food consumption

where physiological risk, economic necessity, and informal trade intersect.

These nuances are represented in Figure 6.1 below.

Initiating Construct

Consumer
Food Safety
Awareness
(Behavioural Antecedent)

Perceived
Severity

Response
Barriers

(Threat Appraisal) (Coping Appraisal)

Constrained Environment

* Low consumer trust in government
enforcement (Mphaga et al, 2024)

« Food insecurity, affordability pressures
and circulation of counterfelt food.

Johannesburg Resource- }

Figure 6.1: CFSA as behavioural antecedent driver

Source: Authors Own.
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6.3 Interpreting Protection Motivation Theory Appraisals

under Affordability Constraints

6.3.1 Threat Appraisal: Intepreting Elevated Perceived Severity

The study findings demonstrate that higher levels of Consumer Food Safety
Awareness (CFSA) are significantly associated with stronger perceptions of the
Perceived Severity of health risks posed by counterfeit food. This empirical pattern
directly supports Hypothesis H2a (“Perceived Severity positively influences attitudes
toward avoiding counterfeit food”), as elevated severity contributes meaningfully to

the formation of avoidance-oriented attitudes within the PMT—TRA sequence.

This relationship confirms established food-safety literature, which consistently
shows that increased awareness heightens perceptions of harm and strengthens
threat appraisal, particularly in contexts where food-borne illness and contamination

are salient concerns (Nardi et al., 2020; Zanetta et al., 2022).

In the Johannesburg context, this relationship appears to be amplified by contextual
cues. Public disclosures of counterfeit-food incidents, sustained media coverage of
enforcement actions, and documented cases of illness and fatalities render the risks
of counterfeit food tangible rather than abstract, thereby increasing the salience of
perceived severity (Boatemaa et al., 2019; Mphaga et al., 2024). CFSA thus operates
as a cognitive lens through which consumers interpret these risk signals in their

everyday purchasing decisions.

Importantly, the present study extends the application of Protection Motivation
Theory (PMT) by demonstrating that perceived severity does not function in isolation.
In affordability-constrained environments, severity is evaluated alongside ongoing
trade-offs between price, convenience, and safety. Unlike high-trust retail systems—
where institutional guarantees reduce uncertainty and simplify decision-making—
Johannesburg consumers routinely encounter counterfeit-like products across
informal outlets and, at times, on the margins of formal retail. Under these conditions,
perceived severity functions as a legitimising cognitive anchor, enabling consumers

to justify avoidance behaviour despite persistent financial pressure.
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This also explains why Perceived Severity exerts a statistically significant influence
on attitudes (as shown in Chapter 5) and why the empirical findings align with the
predicted directional effect in Hypothesis H2a: higher perceived severity reduces

favourability toward counterfeit food, reinforcing avoidance-oriented attitudes.

This mechanism helps explain why severity contributes meaningfully to evaluative
judgement toward counterfeit food in the current model. The findings therefore
reinforce PMT’s core propositions on threat appraisal while refining their behavioural
relevance within mixed-channel, low-trust food systems. Specifically, they highlight
how threat appraisal becomes particularly influential when counterfeit-food risks are
visible, socially salient, and embedded in everyday consumer decision-making,
rather than being distant or hypothetical concerns (Kendall etal., 2018; Ndofirepi
etal., 2022).

6.3.2 Coping Appraisal: The Central Role of Response Barriers

In parallel with threat appraisal, the findings demonstrate that Consumer Food Safety
Awareness (CFSA) is associated with lower perceived Response Barriers, which
exert a strong influence on consumers’ evaluative orientation toward counterfeit food.
This empirical pattern directly supports Hypothesis H2b (“Response Barriers
negatively influence attitudes toward avoiding counterfeit food”), as higher response
barriers were found to predict more permissive attitudes toward counterfeit-food

consumption.

This pattern confirms Protection Motivation Theory—based research, which
emphasises that coping appraisals are often decisive in translating risk recognition
into protective behaviour, as individuals are unlikely to act unless avoidance is

perceived as feasible (Rahnama & Somogyi, 2020; Ballaa & Hagger, 2025).

The present study extends this literature by showing that, under affordability
constraints, response barriers are not abstract psychological impediments but
practical, everyday considerations — including price differentials, ease of access,

and uncertainty regarding product authenticity.
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In Johannesburg’s mixed-retail environment — where counterfeit food often closely
resembles legitimate products — CFSA plays an enabling role by helping consumers
reinterpret cues such as unusually low prices or compromised packaging not as

bargains, but as indicators of heightened risk.

Through this process, awareness reduces the perceived effort and cost associated
with avoidance behaviour, thereby strengthening coping appraisal and protection

motivation.

This directional pattern is empirically reflected in the strong positive 3-coefficient for
the RB — Attitude path in Chapter 5, reinforcing Hypothesis H2b’s prediction: when
avoidance is perceived as difficult or costly, consumers’ attitudes become more

permissive, even when risks are acknowledged.

Taken together, these findings position CFSA as a dual-function mechanism within
the integrated PMT-TRA framework. CFSA simultaneously heightens perceived
severity, making risks more salient, and lowers perceived response barriers, making
protective behaviour more achievable. This dual influence reinforces PMT’s core
propositions while refining their behavioural relevance within

affordability-constrained, low-trust food systems.

By situating threat and coping appraisals within Johannesburg’s mixed-retail context,
the study advances theoretical understanding of how consumers navigate
counterfeit-food risks and underscores the central role of CFSA in shaping defensive
consumption strategies, even in the presence of persistent affordability pressures

and food insecurity.

6.3.3 Affordability Pressures and the Reshaping of Protection
Motivation Theory

Affordability pressures introduce a persistent price—safety tension that reshapes how
Protection Motivation Theory (PMT) appraisal processes operate in governance
fragile food systems. Prior research in South Africa and comparable emerging
markets shows that consumers frequently rely on price—quality heuristics and brand
familiarity when budgets are constrained, at times normalising the purchase of

cheaper or informal food alternatives (Ndofirepi et al., 2022).
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The findings of this study refine this literature by demonstrating that Consumer Food
Safety Awareness (CFSA) can redirect such heuristics. Rather than interpreting low
prices solely as indicators of value, more aware consumers increasingly assess price

anomalies alongside packaging and labelling cues as signals of elevated risk.

This mechanism diverges from findings in developed country contexts, where
heightened awareness more readily translates into protective behaviour due to
consistent regulatory enforcement and higher levels of institutional trust (Nardi et al.,
2020). In Johannesburg, by contrast, awareness must first activate both threat
appraisal and coping appraisal before it can meaningfully influence behaviour.
Protection motivation does not bypass economic constraint; instead, it reorders
decision priorities, allowing health protection to compete more directly with
affordability considerations. This dynamic illustrates how PMT processes are
intensified rather than undermined under affordability pressure in fragmented

governance environments (Boatemaa et al., 2019; Onyeaka et al., 2022).

Consistent with this interpretation, many PMT based food safety studies report
relatively direct links between heightened threat appraisal and protective behaviour,
particularly in high trust environments characterised by clear governance and

enforcement signals (Nardi et al., 2020; Rahnama & Somogyi, 2020).

The findings of the present study suggest that such relationships are contextually
contingent. In Johannesburg, perceived severity alone is insufficient to guarantee
avoidance; behaviour emerges from the interaction between perceived severity and

response barriers.

This does not contradict PMT, but rather extends its explanatory scope by
demonstrating that coping feasibility carries amplified importance where affordability
pressures persist. When avoidance is perceived as impractical or costly, threat
recognition may heighten concern without translating into action—an insight that
remains under specified in much of the existing PMT literature (Rahnama & Somogyi,
2020).

As such, a key theoretical insight emerging from the Johannesburg case is that under
affordability constraints, coping feasibility exerts a stronger behavioural influence

than threat appraisal, reshaping PMT dynamics in low-trust food systems.
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This refined understanding shows that in contexts marked by price pressure and
informal trade, the feasibility of avoidance—not only the perceived seriousness of
risk—becomes the pivotal determinant of protection-motivated behaviour, thereby
extending existing PMT literature within affordability-constrained and low-trust food

environments.

6.4 Attitude as the Cognitive Bridge Between Risk and

Intention

Having established how Consumer Food Safety Awareness (CFSA) activates
protection motivated appraisals under affordability pressure, this section examines
the role of attitude in translating cognitive evaluation into behavioural intention. The
findings presented in Chapter 5 show that attitudes towards counterfeit food function
as the proximal mechanism through which perceived severity and response barriers
influence consumers’ willingness to buy. In contrast, CFSA does not exert a strong
direct effect on behavioural intention; rather, its influence operates indirectly, through

PMT based risk appraisals and subsequent attitudinal orientation.

This pattern reflects a central proposition of the integrated PMT-TRA framework.
Within this architecture, awareness and risk appraisal explain why consumers feel
motivated to protect themselves, while attitude explains how that motivation is
translated into behavioural intention (Ballaa & Hagger, 2025; Zanetta et al., 2022). In
the present study, awareness initiates cognitive evaluation, but it is consumers’
evaluative judgement—whether counterfeit food is perceived as acceptable or
unacceptable—that ultimately determines willingness to buy. Accordingly, attitudes
were reverse coded, such that higher scores indicate greater acceptance of

counterfeit food and lower scores reflect stronger avoidance.

Consistent with the framework, higher levels of perceived severity are associated
with more negative, avoidance-oriented attitudes, whereas stronger response
barriers are linked to more permissive attitudes. This directional pattern is
theoretically coherent within the integrated PMT-TRA model and aligns with prior
evidence from affordability constrained contexts, where feasibility considerations
often temper risk awareness (Zanetta et al., 2022; Ballaa & Hagger, 2025; Ndofirepi
et al., 2022).
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This empirically validated sequence is illustrated in Figure 6.2 below, which depicts
the sequential pathway through which CFSA influences PMT appraisals, which in
turn shape consumer attitudes and behavioural intention via willingness to buy

counterfeit food, as specified by the integrated PMT—TRA framework.

Integrated
PMT - TRA Model
(Zhu et al.,2022).

PMT Theory TRA Theory
(Rogers, 1975). (Ajzen & Fishbein, 1980).

PMT Appraisals

Threat Appraisal

Perceived Severity (PS) Willingness

Attitudes To Buy
(ATT) (WTB)
counterfeit

Coping Appraisal . foods
Validated R ted Validated

Pathway Response Barriers (RB) Pathway Pathway

Figure 6.2: Empirically validated integrated PMT-TRA model

Source: Adapted from Zhu et al. (2022).

The absence of a strong direct pathway between CFSA and willingness to buy does
not diminish the importance of awareness. Instead, it underscores its decisive
indirect role. CFSA reshapes how risks and barriers are cognitively appraised, and
these appraisals, once consolidated into evaluative orientation, drive behavioural

intention.

This finding is consistent with longstanding TRA-based evidence showing that
information alone rarely changes behaviour unless it meaningfully alters evaluative
judgement, particularly in contexts where price and convenience trade-offs are
salient (Jiang et al., 2018; Ndofirepi et al., 2022).
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In Johannesburg, this attitudinal bridge is especially critical: consumers may
recognise the risks associated with counterfeit food yet continue purchasing from
informal channels when affordability pressures dominate at the point of purchase.
Behavioural intentions shift more reliably only when attitudes turn decisively against

counterfeit consumption.

To reacquaint the reader with the outcomes of Chapter 5, it is important to highlight
that Hypothesis H5 (“Consumer attitudes toward counterfeit food negatively predict
willingness to buy counterfeit food products”) was empirically validated and
supported. The positive standardised coefficient observed for this relationship
reflects the reverse-coded structure of the attitude scale: higher attitude scores
represent more favourable evaluations of counterfeit food, which consequently
increase consumers’ willingness to buy. Conversely, stronger avoidance-oriented
attitudes (indicated by lower scores) significantly reduce willingness to buy. This
directional pattern aligns with theoretical expectations and confirms that attitude
functions as the critical evaluative gateway through which PMT-based cognitive risk
appraisals are translated into behavioural intention under the integrated PMT-TRA

framework.

In Johannesburg, this attitudinal bridge is particularly critical: consumers may
recognise counterfeit food as risky yet still purchase from informal channels when
affordability pressures dominate decision making choices at the point of purchase.
Intentions shift more reliably only when attitudes turn decisively against counterfeit

consumption.

The mediation results therefore provide an additional and robust layer of empirical

validation for the integrated PMT—TRA framework specified in Chapters 2 and 3.

Specifically, the findings confirm that consumer attitudes act as the key transmission
mechanism through which Protection Motivation Theory (PMT) appraisals—namely
perceived severity and response barriers—influence consumers’ willingness to buy
counterfeit food as a behavioural intention. This pattern directly supports Hypothesis
H3 (“Attitude mediates the effect of perceived severity on willingness to buy
counterfeit food”) and Hypothesis H4 (“Attitude mediates the effect of response

barriers on willingness to buy counterfeit food”).
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From a theoretical perspective, this result is significant because it clarifies how
risk-related cognition is converted into behavioural intent. Within PMT, perceived
severity captures consumers’ assessment of the seriousness of harm associated
with counterfeit food, while response barriers reflect the perceived difficulty or cost
of avoiding such products. However, PMT on its own does not specify how these

cognitive appraisals translate into intentional behaviour.

The present findings demonstrate that this translation occurs through attitudinal

evaluation, a core construct of the Theory of Reasoned Action (TRA).

In practical terms, this means that risk perceptions do not alter behaviour directly.
Instead, consumers first evaluate those risks—balancing perceived harm against
feasibility and affordability—and it is this evaluative orientation toward counterfeit
food that ultimately shapes their intention to purchase or avoid such products.
Willingness to buy is therefore routed through attitudes, rather than being an

immediate response to awareness or risk appraisal alone.

The magnitude and direction of the indirect effects reflect this logic. The negative
indirect effect associated with perceived severity (PS — Attitude — Willingness to
Buy) indicates that higher severity reduces favourable attitudes, which in turn
reduces purchase intention—demonstrating support for H3. Conversely, the positive
indirect effect associated with response barriers (RB — Attitude — Willingness to
Buy) reflects that higher perceived barriers produce more permissive attitudes, which
subsequently increase willingness to buy—demonstrating support for H4. These
opposing indirect pathways reinforce that it is the evaluative orientation generated
by PMT appraisals, rather than the appraisals themselves, that ultimately drives

behavioural intention.

This insight is particularly pertinent in affordability-constrained contexts such as
Johannesburg, where consumers frequently encounter situations that require
trade-offs between price, convenience, and safety. Even when consumers recognise
that counterfeit food poses serious health risks (high perceived severity), and even
when awareness reduces some perceived barriers, behavioural intention changes
only when these cognitions lead to a decisively negative evaluation of counterfeit
food. Attitude thus functions as the cognitive filter that determines whether protection

motivation is translated into avoidance behaviour.
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Importantly, this mediated relationship is fully consistent with existing
counterfeit-goods research conducted in price-sensitive and emerging-market
contexts. Prior studies have demonstrated that awareness or knowledge alone is
often insufficient to shift consumer attitudes or behavioural intentions, particularly
where economic constraints and value-seeking norms are salient (Jiang et al., 2018;
Ndofirepi et al., 2022).

The current findings extend this literature to the domain of consumable counterfeit
food, showing that the same logic applies where physiological risk is present but is

still processed through evaluative judgement before influencing intention.

Figure 6.3 visually summarises this empirically validated mediation pathway. It
illustrates how PMT appraisals (perceived severity and response barriers) influence
willingness to buy indirectly, with consumer attitude operating as the intervening
mechanism that connects cognition to intention within the integrated PMT-TRA

architecture.

Mediation Pathway

PMT Appraisals

¢ Threat Appraisal o
Y (Perceived Severity) | . »| Willingness
. . to Buy
» Coping Appraisal Counterfeit

(Response Barriers)

Buy

Figure 6.3: Attitude mediation pathway (PMT-TRA)

Source: Authors Own.

These findings confirm that Consumer Food Safety Awareness does not directly
suppress favourable attitudes toward risky purchasing behaviour. Rather, awareness
initiates a cognitive process in which risks are appraised, evaluated, and then
incorporated into attitudes. Only when these attitudes shift does behavioural intention
meaningfully change. This mediated mechanism reinforces the theoretical value of
integrating PMT and TRA and provides a clearer explanation of how consumer

behaviour is shaped in affordability constrained, mixed retail food environments.

108



6.5 Alignment, Extension and or Refinement of Existing

Literature

The findings of this study converge with, extend, and refine existing research on food
safety and counterfeit consumption. Convergence is evident in the robust association
between Consumer Food Safety Awareness (CFSA) and perceived severity of health
risks, aligning with work showing that increased knowledge heightens sensitivity to
food-borne hazards, particularly when risks are visible and socially salient (Ergonul,
2013; Nardi et al., 2020; Zanetta et al., 2022). Likewise, the result that attitude is the
key determinant of behavioural intention is fully consistent with Theory of Reasoned
Action (TRA) research across counterfeit and price-sensitive contexts (Ajzen &
Fishbein, 1980; Jiang et al., 2018; Ndofirepi et al., 2022).

Beyond convergence, the study makes several theoretically grounded contributions.
Firstly, the study extends the integrated PMT-TRA framework to the domain of
consumable counterfeit food in a developing-country urban context—an area
underrepresented in a literature dominated by non-consumable counterfeits
(Onyeaka et al., 2022; Zanetta et al., 2022). Secondly, the study reconceptualises
CFSA as an active behavioural antecedent that initiates threat and coping appraisals,
rather than a passive informational variable—a positioning that is particularly salient
in governance-fragile systems where consumers must compensate for weak
institutional protection through individual discernment (Boatemaa et al., 2019).
Thirdly, the study specifies and validates a mediated pathway under affordability
constraints, showing that awareness primarily influences behaviour indirectly through
appraisal-driven attitudes, thereby sharpening expectations derived from both PMT
and TRA (Ajzen & Fishbein, 1980; Ballaa & Hagger, 2025).

Fourthly, by locating these mechanisms within Johannesburg’s mixed formal—
informal retail environment, the study contributes context-sensitive theory for
understanding food-safety behaviour in urban African markets. Fifthly, the study
advances the literature by clarifying how physiological risk alters the motivational
landscape relative to non-consumable counterfeits. Counterfeit food introduces
direct health consequences, making protection motivation both more urgent and

more complex (Boatemaa et al., 2019; Onyeaka et al., 2022).
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Even in this high-risk setting, awareness alone does not override affordability
constraints. Instead, CFSA operates by reshaping threat appraisal and coping
feasibility, which then inform evaluative judgement and, ultimately, behavioural
intention. This nuance extends PMT-based explanations by demonstrating that
heightened risk awareness must be accompanied by a credible sense of feasibility

before it meaningfully alters evaluation and choice.

Finally, the findings refine assumptions derived from high-trust, developed-country
contexts, where awareness often appears to translate directly into safer behaviour
due to strong regulatory systems and high institutional trust (Nardi et al., 2020). In
Johannesburg’s mixed-channel environment—marked by uneven enforcement,
communities with food insecurity and persistent affordability pressures—awareness
operates primarily through mediated pathways. Consumers require recognition of
risk severity and a realistic belief that avoidance is possible before attitudes become

decisively negative.

This demonstrates how governance conditions and economic constraints mediate
the cognition—behaviour relationship, a consideration still under-developed in much
PMT scholarship (Boatemaa et al., 2019; Onyeaka et al., 2022).

6.6 Answering the Research Question
The study’s overarching research question asked:

To what extent does urban South African consumers’ awareness of food safety

influence their risk perceptions, attitudes and willingness to buy counterfeit food?

The findings indicate that Consumer Food Safety Awareness (CFSA) exerts a
meaningful and systematic influence on consumer behaviour, but not through a direct
informational pathway. Instead, CFSA shapes behaviour by activating protection-
motivated cognition, specifically by heightening perceived severity of counterfeit food
risks and reducing perceived response barriers to avoidance. These effects are
particularly salient in contexts where affordability pressure and fragmented
regulatory oversight constrain consumer choice (Ballaa & Hagger, 2025; Zanetta et
al., 2022).
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Crucially, the influence of awareness on behavioural intention does not operate
directly. Rather, CFSA shapes consumers’ attitudes toward counterfeit food, and it
is these evaluative orientations that ultimately determine willingness to buy. In line
with the integrated PMT—TRA framework, awareness initiates cognitive appraisal,
appraisal informs attitude formation, and attitudes route behavioural intention. CFSA
therefore influences behaviour through a sequential, mediated process, rather than

through immediate changes in intention.

This mechanism is strongly grounded in the Johannesburg context. Within a mixed
formal-informal retail environment, consumers are required to continuously balance
safety concerns against economic realities. Even when risks are recognised,
affordability pressures may sustain engagement with informal or opportunistic
purchasing channels unless attitudes toward counterfeit food become decisively
negative (Boatemaa et al., 2019; Ndofirepi et al., 2022). The findings thus
demonstrate that behavioural change depends on how risks are evaluated, not

merely on whether they are known.

In direct response to the research question, the study shows that Consumer Food
Safety Awareness influences risk perceptions and attitudes in a structured and

theoretically coherent manner, but its behavioural impact is indirect.

Awareness heightens perceived severity and lowers perceived response barriers;
these appraisals shape attitudes; and attitudes determine willingness to buy. Within
Johannesburg’s affordability-constrained, mixed-channel food system, behaviour
change follows a mediated pathway—from CFSA through risk appraisal and attitude
formation, to behavioural intention—as specified by the integrated PMT-TRA

framework.

To briefly recap how these results differ from existing literature, prior food-safety and
counterfeit-goods research—particularly in high-trust or developed-country
settings—often assumes that heightened awareness is sufficient to produce safer
behaviour (Nardi et al., 2020).

In contrast, this study demonstrates that in affordability-constrained, low-trust
environments such as Johannesburg, awareness only influences behaviour when it

shifts both cognitive appraisals and evaluative judgement.
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This finding refines the literature by showing that coping feasibility and attitudinal
orientation play a far more decisive role than awareness alone, underscoring the

importance of socio-economic context in shaping the cognition—behaviour pathway.

These insights also highlight opportunities for future research. Specifically, subjective
norm pathways—such as peer influence, household decision dynamics, and
community expectations—may interact with CFSA, perceived severity, and response
barriers in shaping behavioural intention. Likewise, contextual moderators such as
trust in retailers, enforcement visibility, exposure to food-safety communication, and
community-level vulnerability warrant further investigation. Exploring these factors
would strengthen understanding of how awareness is translated into behaviour in
mixed-retail environments and could refine future applications of the PMT-TRA

framework.

The section also signals important methodological boundaries. As subjective norms
was not included in the present model, which represents a study limitation and
provides scope for future research to expand or adapt the integrated PMT-TRA
pathway in ways that better reflect the complexity of behaviour in governance-fragile

and affordability-constrained markets.

This sequence provides a robust explanation of how food-safety awareness
translates into consumer decision-making under conditions of economic constraint
and governance fragility, thereby answering the research question both conceptually

and contextually.

6.7 Chapter Conclusion

This chapter has interpreted the empirical findings presented in Chapter 5 by
situating them within the integrated PMT—TRA framework and the broader literature
on food safety and counterfeit consumption. It has demonstrated that Consumer
Food Safety Awareness (CFSA) activates protection motivated appraisals, while
consumer attitude functions as the critical cognitive bridge through which these
appraisals are translated into behavioural intention under affordability constraints.
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In addressing the research question conceptually, the chapter has clarified that
awareness influences behaviour indirectly, through a sequential process of risk
appraisal and evaluative behavioural judgement. These processes unfold within
Johannesburg’s mixed formal—informal retail environment, where consumers must
balance safety concerns against economic pressures and uneven regulatory
oversight. As such, the integrated PMT-TRA framework is empirically supported,

with important contextual refinements for developing country urban markets.

By placing the findings in active dialogue with existing theory and empirical research,
the chapter has confirmed key theoretical propositions, extended the behavioural
role of CFSA as an initiating antecedent, and refined expectations regarding how
awareness translates into behaviour. This synthesis provides a strong conceptual
foundation for the conclusions, acknowledgment of the study limitations and
recommendations for policy, practice, and future research, which are presented in
Chapter 7.
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Chapter 7: Conclusion and Recommendations

7.1 Introduction

This chapter concludes the study by bringing together its key insights, study
conclusions, implications, and recommendations, highlighting the contribution the
research makes to theory and practice within South Africa’s mixed retail food
environment. At its core, the study responds to a pressing public-health and
consumer-protection challenge: the ongoing circulation of counterfeit food products
and the heightened vulnerability of communities—particularly those in
Johannesburg’s lower-income, affordability-constrained settings—who face the
greatest exposure to unsafe food and the most limited capacity to avoid risk (Mphaga
etal., 2024; Boatemaa et al., 2019).

The study is particularly timely and necessary because South Africa continues to
experience recurring foodborne illnesses, preventable hospitalisations, and, in the
most tragic cases, loss of life (Mphaga et al., 2024; Boatemaa et al., 2019; Onyeaka
etal., 2022). These incidents disproportionately affect low-income urban
communities who rely heavily on mixed formal—informal food retail networks, where
regulatory protection is inconsistent and authenticity cues are difficult to interpret
(Mphaga et al., 2024; Boatemaa et al., 2019; Onyeaka et al., 2022). Taken together,
these contextual realities underscore a national food-safety landscape in which

consumer decision-making carries unusually high stakes.

This pattern aligns with broader empirical evidence showing that low-trust,
affordability-constrained settings magnify food-safety vulnerabilities (Boatemaa
etal., 2019; Onyeaka etal., 2022). Within these conditions, consumers must often
rely on their own judgement to evaluate authenticity cues and navigate food-safety
risks amid limited oversight and inconsistent information flows (Ergdnal, 2013;
Kendall et al., 2018). By examining how Consumer Food Safety Awareness (CFSA)
shapes risk perceptions, attitudes, and willingness to buy counterfeit food products,
the study provides evidence-based guidance for targeted, multi-stakeholder
interventions—across government, business, community organisations, and
NGOs—that strengthen consumers’ ability to act safely at the point of purchase, the

first and most immediate line of defence against counterfeit food.
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The insight from this study also holds national relevance. The behavioural
mechanisms identified—captured empirically in Chapter 5, Figure5.4 and
interpretively in Chapter 6, Figure 6.4—offer a scalable foundation for strengthening
South Africa’s broader food-system resilience. By clarifying how CFSA activates
PMT-based cognitive appraisals and how these appraisals shape TRA-based
attitudes and intentions, the study provides a coherent behavioural logic that can
inform interventions aimed at reducing consumer vulnerability and weakening
demand for counterfeit food across multiple retail contexts (Ajzen & Fishbein, 1980;
Rogers, 1975; Zhu et al., 2022). These behavioural insights directly support the need

for coordinated evidence-driven strategies in South Africa’s mixed retail environment.

In light of the problem statement and research aim outlined in Chapter 1, this chapter
explicitly restates and responds to the study’s central aim: to examine how Consumer
Food Safety Awareness influences consumers’ cognitive risk appraisals, attitudes,
and willingness to buy counterfeit food within Johannesburg’s mixed retail
environment. It also revisits the overarching research question—‘To what extent
does urban South African consumers’ awareness of food safety influence their risk
perceptions, attitudes, and willingness to buy counterfeit food products?”—and
demonstrates how each component of this behavioural sequence has been

empirically and conceptually addressed across Chapters 5 and 6.

By re-articulating the aim and research question here, the chapter signals clearly that
the analyses, conclusions, and recommendations that follow provide conceptual
closure to the dissertation, directly addressing the problem first introduced in

Chapter 1 and completing the golden thread running through the study.

Accordingly, this chapter presents practical recommendations for government,
industry, informal retailers, NGOs and community-based organisations, outlining how
each stakeholder can help mitigate unsafe purchasing behaviour and curb
counterfeit-food circulation. These recommendations are grounded in the study’s
central finding that risk awareness only shifts behaviour when consumers believe
they can feasibly act on it—a behavioural principle embedded in the integrated PMT-
TRA framework developed in Chapters 2—3 (Rahnama & Somogyi, 2020; Jiang et al.,
2018).
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The chapter then proceeds to outline the study’s limitations, identifies opportunities
for future research, and concludes with a closing reflection that integrates the study’s
overall academic contributions with its practical significance for reducing
counterfeit-food exposure within South Africa’s food system. In doing so, Chapter 7
not only synthesises the study’s findings but demonstrates their relevance for

strengthening food-safety resilience in vulnerable communities.

7.2 Consolidated Conclusions

7.2.1 What the Study Confirms

The study confirms that Consumer Food Safety Awareness (CFSA) acts as an
initiating behavioural antecedent within Johannesburg’s mixed retail environment,
shaping how consumers interpret both the severity of counterfeit-food risks and the
feasibility of avoidance. Structural results from Chapter5 show that increases in
CFSA consistently elevate perceived severity while lowering response barriers,
validating its behavioural influence and moving beyond earlier interpretations of
CFSA as mere hygiene-based knowledge (Ergontl, 2013; Boatemaa etal., 2019).
This empirical pattern is supported by strong and statistically significant path
coefficients in Chapter 5, where CFSA — Perceived Severity produced a large
positive effect (B = 0.572, p < .05) and CFSA — Response Barriers demonstrated a
clear negative effect (B = —0.413, p <.05), confirming CFSA’s dual cognitive influence

within the PMT sequence.

These empirical patterns position CFSA as the entry point into the integrated PMT—
TRA behavioural sequence, activating the cognitive processes that ultimately guide
evaluative judgements and behavioural intention. In this pathway, PMT and TRA
function as complementary theoretical lenses, particularly in affordability-constrained
settings where neither framework independently captures the complexity of

consumer decision-making.

PMT explains how consumers appraise risk seriousness (perceived severity) and
avoidance feasibility (response barriers), while TRA explains how these appraisals
are transformed into attitudes, which in turn drive willingness to buy (Rogers, 1975;
Ajzen & Fishbein, 1980; Zhu et al., 2022).
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Consistent with TRA and wider counterfeit-consumption literature, attitude emerged
as the strongest and most direct predictor of willingness to buy. This is empirically
evidenced in Chapter 5, where Attitude — Willingness to Buy produced a statistically
significant positive coefficient (B = 0.228, p < .05), reflecting the reverse-coded
attitude scale and confirming that more favourable evaluations of counterfeit food
significantly increase purchase intention. Chapter 5 path coefficients and Chapter 6
interpretive insights further confirm that avoidance-oriented attitudes mediate the
influence of both severity and barriers on intention (Jiang et al., 2018; Ndofirepi et al.,
2022).

These findings demonstrate and suggest that meaningful behavioural change
requires more than risk awareness: it requires an evaluative shift in attitude, shaped
by how consumers cognitively process threats and the feasibility of avoiding them

within affordability-pressed retail environments.

7.2.2 What the Study Extends

The study extends behavioural theory in several important ways. First, it advances
Protection Motivation Theory (PMT) by demonstrating that response barriers carry
amplified influence in Johannesburg’s affordability-pressed retail environment. Even
when consumers judge counterfeit-food risks as severe, feasibility constraints related
to price pressure, retail fragmentation, and weak enforcement can override protective
motivation, revealing a contextual dynamic that PMT has historically
under-emphasised (Boatemaa etal., 2019; Mphaga etal., 2024). This extension
shows that coping appraisal may assume more theoretical importance over threat
appraisal in low-resource settings, reshaping how PMT operates under structural

constraints.

Second, the study extends conceptualisations of Consumer Food Safety Awareness
(CFSA) by showing that it functions as a dual-mechanism behavioural driver.
Empirical results indicate that CFSA simultaneously increases perceived severity
and reduces response barriers—an influence not fully captured in earlier literature,
which typically framed CFSA as hygiene-related or informational knowledge
(Ergdnul, 2013; Ovca et al., 2014). Instead, CFSA emerges as a behavioural catalyst
that activates cognitive appraisal and shapes evaluative attitudes in mixed formal—

informal retail environments.
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This dual-mechanism interpretation aligns with the reconceptualisation developed in
Chapters 1-2, which positioned CFSA as a foundational component of consumer
decision-making in high-risk, low-trust food systems (Kendall et al., 2018; Onyeaka
etal., 2022).

Third, the study extends the Theory of Reasoned Action (TRA) by providing empirical
evidence that attitudes are shaped not only by evaluative beliefs but also by structural
realities characteristic of emerging-market food systems. Factors such as income
pressure, constrained access to formal retail, informal market density, and limited
enforcement shape how consumers evaluate counterfeit-food risks and benefits.
These contextual influences help explain why attitudes toward counterfeit food may
diverge from classical TRA predictions in more regulated markets (Ajzen & Fishbein,
1980; Ndofirepi et al., 2022). This extension strengthens TRA'’s relevance to Global
South contexts, where every day purchasing decisions are influenced by structural

constraints as much as by personal beliefs.

These extensions address a gap in prior literature, which could not fully explain why
awareness and risk severity alone often fail to change behaviour in
affordability-constrained environments; prior studies have noted that consumers in
low-trust, resource-limited contexts frequently remain unable to act on risk
information because structural barriers—such as price pressure, informal market
density, and weak enforcement—dampen the translation of severity into protective
action (Boatemaa etal.,2019; Onyeaka etal.,2022; Ndofirepi etal.,2022). The
present study extends this understanding by demonstrating that coping feasibility
and contextual constraints fundamentally shape how PMT and TRA operate in mixed
formal-informal retail systems, particularly within Johannesburg’s
affordability-pressed environment (Mphaga et al., 2024; Zhu et al., 2022). In this way,
the study clarifies how established behavioural mechanisms adapt when applied to
low-trust, resource-limited food environments, thereby sharpening the explanatory
power of PMT, TRA, and CFSA within developing-economy contexts (Nardi
etal., 2020; Jiang et al., 2018).

These extensions deepen the theoretical robustness of PMT, TRA, and CFSA by
showing how behavioural mechanisms adapt under affordability constraints,
informality, and variable institutional trust typical of mixed retail environments in

developing economies.
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7.2.3 What the Study Refines

The study further refines behavioural theory by demonstrating how counterfeit food
decisions differ meaningfully from other forms of counterfeit consumption. Because
consumable counterfeits pose immediate physiological risks, consumers require
more than heightened perceptions of severity to shift their behaviour. The empirical
results show that severity alone is insufficient unless consumers also believe that
avoidance is feasible within their real-world retail and affordability constraints (Zhu
etal.,, 2022; Nardi etal., 2020). This finding clarifies an important nuance in
Protection Motivation Theory: threat appraisal must be complemented by coping

appraisal before intention can change, especially in high-risk categories like food.

The study also refines assumptions surrounding severity only public health
communication. While such messages commonly raise concern, the evidence shows
that they do not reliably reduce willingness to buy counterfeit food when consumers
view safer alternatives as costly, inconvenient, or impractical (Boatemaa et al., 2019;
Mphaga etal.,, 2024). This refinement highlights the theoretical necessity of
incorporating feasibility cues—such as accessible authenticity checks, clear expiry
formatting, or trusted vendor signals—because effective behaviour change depends
on consumers perceiving not only risk, but the ability to avoid that risk through
everyday actions. This reinforces that both components of PMT—threat appraisal
(perceived severity) and coping appraisal (response barriers)—must work together

to produce avoidance-oriented attitudes (Zhu et al., 2022).

Finally, the study refines theoretical expectations regarding how the integrated PMT—
TRA pathway operates in affordability constrained urban markets. The findings
illustrate that consumers interpret both severity and feasibility through the lived
realities of Johannesburg’s mixed retail ecosystem, characterised by affordability
pressure, limited access to formal retail, and variable institutional enforcement
(Boatemaa et al., 2019; Ndofirepi et al., 2022).

These contextual forces mediate how PMT appraisals translate into TRA based
evaluative attitudes, demonstrating that behavioural sequencing is not universal but
shaped by structural context. This refinement enhances the model’s applicability to
other urban African and Global South markets, where informal retail density and

socio-economic constraints shape consumer decision making in similar ways.
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Table 7.1, below summaries the study conclusions on where the study confirms,

extends and refines the theory on food safety and counterfeit food research.

Table 7.1: Summary: confirm, extend, refine theory

Theoretical
Category

What the Study
Confirms

Aligned Contribution

(Confirmation / Extension
| Refinement)

Confirmation 1:
CFSA as an active
behavioural antecedent.

Confirmation 2:
PMT-TRA complementarity
role in consumer behaviour.

Confirmation 3:
Attitude as strongest
predictor of behavioural
intention.

Description of Contribution Supported By

CFSA initiates behavioural processing by
shaping perceived severity and response
barriers, confirming its role beyond hygiene
knowledge.

PMT explains severity & feasibility
appraisal; TRA explains how these
appraisals become attitudes — intention.
Confirms need for an integrated
behavioural model in mixed-retail contexts.

Attitude mediates cognitive appraisals and
directly shapes willingness to buy. Confirms
the central role of attitude in
counterfeit-food behaviour.

Ergonil (2013);
Boatemaa et al. (2019)

Rogers (1975); Ajzen &
Fishbein (1980);
Zhu etal. (2022)
Jiang etal. (2018);

Ndofirepi et al. (2022)

What the Study
Extends

Extension 1: PMT’s
amplified role of response
barriers

Extension 2: CFSA as a
dual-mechanism driver

Extension 3: TRA
contextual influences on
attitude.

Response barriers exert disproportionate
influence under affordability constraints,
extending PMT’s treatment of coping
appraisal.

CFSA simultaneously increases severity

and decreases barriers, extending its
theoretical role as a dual cognitive
mechanism within PMT-TRA.

Attitude formation is shaped by affordability,
access, and enforcement conditions,
extending TRA’s explanatory reach to
Global South retail ecosystems.

Boatemaa etal. (2019);
Mphaga etal. (2024)

Ergonil (2013); Ovca etal.

(2014); Kendall  etal.
(2018); Onyeaka etal.
(2022)

Ajzen & Fishbein (1980);
Ndofirepi et al. (2022)

What the Study
refines

Refinement 1: Theory for
consumable counterfeit
food.

Refinement 2:
Communication limits of
severity-only messaging.

Refinement 3 : Integrated
PMT-TRA sequence in
constrained markets.

Immediate physiological risks of counterfeit
food require severity and feasibility cues;
severity alone is insufficient.

Severity-only messages fail without feasible
alternatives, refining assumptions about
threat-based interventions.

PMT-TRA operates through affordability,
trust, and access filters in Johannesburg;
refines behavioural sequencing for Global
South markets.

Zhu etal. (2022); Nardi
etal. (2020)
Boatemaa etal. (2019);

Mphaga et al. (2024)

Boatemaa etal.
Ndofirepi et al. (202

(2019);

As such, these conclusions clarify the empirical mechanisms driving counterfeit-food

purchasing in Johannesburg. Section 7.3 builds on these findings to articulate their

broader theoretical Significance for PMT, TRA, and CFSA across diverse Global

South markets.
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7.3 Theoretical Contributions

This section moves beyond the empirical patterns described in Section7.2 and
articulates how the study contributes to behavioural theory by expanding conceptual
boundaries, clarifying mechanisms, and offering new insights relevant across Global

South contexts.

7.3.1 Repositioning CFSA as an Active Behavioural Construct

The study advances theory by reframing CFSA as a behavioural antecedent that
activates cognitive appraisal systems, rather than as hygiene knowledge. Unlike
traditional interpretations, the evidence demonstrates that CFSA initiates PMT
processes by shaping risk severity and avoidance feasibility (Ergondl, 2013;
Boatemaa et al., 2019). This theoretical repositioning moves CFSA from a peripheral
informational knowledge variable to a core behavioural construct that triggers both
threat and coping appraisal, clarifying its conceptual role in low-trust, high-risk food

environments.

This establishes CFSA as a foundational construct in behavioural-decision models

for high-risk, low-trust food environments.

7.3.2 Advancing the integrated PMT-TRA Behavioural

Framework

The research contributes new theoretical clarity by demonstrating that PMT and TRA
operate as a sequential, interdependent system in counterfeit-food decision-making.
PMT governs the cognitive appraisal stage; TRA governs the evaluative and
intentional stage (Rogers, 1975; Ajzen & Fishbein, 1980; Zhu et al., 2022).

This integrated theoretical framework extends prior models by showing how risk
cognition must pass through evaluative attitude before behavioural intention shifts—
an insight especially relevant for affordability-pressed Global South markets (Zhu
etal., 2022; Jiang etal., 2018).

121



Collectively, this contribution strengthens the empirical foundation for the integrated
PMT-TRA framework and behavioural modelling in food-safety contexts, extending
Zhu etal.’’s (2022) work beyond food-risk communication into high-risk consumer
purchasing behaviour. The study thus offers a theoretically novel account of how
PMT-based cognition and TRA-based evaluation combine to explain behaviour

under structural constraints, an interaction scarcely addressed in prior literature.

7.3.3 Establishing Attitude as the Central Evaluative

Mechanism

This study further advances behavioural theory by demonstrating that attitude is the
central evaluative mechanism through which cognitive risk appraisals translate into
behavioural intention. In practical theoretical terms, this means that perceived
severity influences attitudes by increasing negative evaluations of counterfeit food,
while response barriers influence attitudes by making counterfeit food appear more

acceptable when avoidance feels infeasible.

Structural path coefficients in Chapter 5 show clearly that:

Perceived Severity — Attitude (negative effect, reflecting avoidance orientation).
Response Barriers — Attitude (positive effect, reflecting accepting orientation).
Attitude — Willingness to Buy (strongest direct predictor).

In light of the structural path coefficient results from Chapter 5, Attitude mediates the
effects of Perceived Severity and Response Barriers on Willingness to Buy. Written
explicitly, these results indicate that threat appraisal and coping appraisal cannot
directly shift intention unless they first reshape evaluative judgement, confirming that
“attitude” is the decisive theoretical bridge through which PMT-based cognition must

pass before behaviour can change.

These findings confirm that attitude functions as the decisive bridge between
PMT-based cognitive appraisals and final behavioural intention in counterfeit-food
contexts (Ndofirepi et al., 2022; Jiang et al., 2018).
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This contribution refines the Theory of Reasoned Action (TRA) by illustrating that, in
contexts where counterfeit foods pose immediate physiological risk, attitudes take on
heightened theoretical importance. Unlike non-consumable counterfeit goods—
where risks are symbolic or social—counterfeit food presents direct bodily harm,
making evaluative judgement far more salient in shaping intention (Boatemaa et al.,
2019; Nardi et al., 2020).

By demonstrating that risk appraisal alone is insufficient, and that intention shifts only
when appraisals meaningfully reshape attitudes, the study advances theoretical
understandings of consumable counterfeit behaviour. This underscores that, within
high-risk, affordability-pressed food environments, attitude is not merely one
component of the TRA framework—it is the pivotal evaluative mechanism through

which all cognitive signals must flow before behaviour changes.

7.3.4 Refining Behavioural Theory for Affordability Constrained
Urban Markets in the Global South

Although affordability and access constraints were not modelled directly, contextual
insights from Chapters 1 and 6 show that consumers interpret severity and feasibility
through the lens of structural constraints in affordability-pressed environments
(Boatemaa etal., 2019; Mphaga etal., 2024).The study shows that: Consumers
interpret severity and feasibility through the lens of their economic and structural
realities (Boatemaa etal., 2019; Mphaga etal., 2024). High response barriers can
weaken or override the motivational force of perceived severity (Onyeaka etal.,
2022). Behavioural intention emerges as a situated judgement, shaped jointly by

cognition and context.

These insights refine both PMT and TRA by demonstrating that their mechanisms
function differently in affordability pressed, mixed formal—informal retail systems,
such as those observed in Johannesburg (Boatemaa etal., 2019; Ndofirepi etal.,
2022). This refinement advances theory by clarifying how established behavioural
mechanisms adapt when applied to Global South markets, where informal retail
density, variable enforcement, and affordability constraints shape everyday decision

making.

123



7.3.5 Differentiating Counterfeit Consumables from Other

Counterfeit Categories

Finally, the study contributes to behavioural theory by distinguishing counterfeit food
from other counterfeit good products. This is due to the fact that counterfeit food
carries immediate, physiological risk, consumers require both strong severity signals
and clear feasibility cues before avoidance intentions shift (Nardi etal., 2020; Zhu
etal., 2022). This differentiation strengthens the applicability of PMT and TRA in
public health behaviour models and highlights the unique evaluative pathways

triggered by consumable counterfeit goods.

7.4 Implications of This Study

7.4.1 National, Provincial, and Municipal Food Safety Policy

The findings of this study carry important implications for South Africa’s national,
provincial, and municipal food safety policy landscape. The results demonstrate that
Consumer Food Safety Awareness (CFSA) must be recognised as a core pillar of

food safety strategy rather than a peripheral or optional component.

CFSA directly shapes how consumers interpret perceived severity and perceived
feasibility of avoiding counterfeit foods—the cognitive foundations of avoidance
behaviour within the integrated PMT-TRA framework (Ergonul, 2013; Boatemaa
etal., 2019).

At the national level, policymakers should incorporate CFSA into food safety
standards, regulatory frameworks, and multi sectoral strategies, ensuring alignment

across health, trade, and enforcement bodies.

Provincial authorities should translate national priorities into coordinated
enforcement, capacity building initiatives, and resource allocation plans targeted at
high-risk zones. Municipal governments, who sit closest to communities, are
responsible for day-to-day implementation through inspections, community level

communication, and rapid response mechanisms.
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Municipal food safety policies should therefore adopt an integrated, behaviourally
informed approach that aligns risk communication, enforcement visibility, and
community level authentication tools. As outlined in Chapter 1, fragmented oversight
and uneven enforcement heighten consumer uncertainty and facilitate counterfeit
food infiltration (Mphaga etal., 2024). Embedding behavioural design elements—
such as expiry format standardisation, packaging integrity signals, and price anomaly
warnings—within enforcement efforts can help convert risk awareness into

actionable behaviour, strengthening regulatory impact (Zhu et al., 2022).

Taken together, these insights underscore the need for a multi layered, behaviourally
informed food safety governance system, where CFSA, communication,
enforcement, and authentication infrastructure function as interdependent pillars of
consumer protection. Such a policy architecture can equip consumers with the
awareness, risk appraisal skills, avoidance-oriented attitudes, and behavioural
intentions necessary to resist counterfeit food purchases. In turn, it enhances safer
decision making at the point of purchase and reduces preventable public health
harms—including iliness, hospitalisation, and fatalities—particularly in vulnerable

communities (Onyeaka et al., 2022; Boatemaa et al., 2019; Mphaga et al., 2024).

7.4.2 Implications for Business and Firms

The study also has clear implications for formal retailers, food manufacturers, and
brand protection teams. Businesses should design packaging that enables
consumers to quickly and confidently judge authenticity under pressure. Firms
should not limit monitoring to awareness level metrics alone but should actively track
attitude shifts, since attitudes—rather than awareness—sit closest to behavioural
intention in the validated PMT—TRA model (Jiang et al., 2018; Ndofirepi et al., 2022).

To reduce imitation risk and lower perceived barriers, firms should reposition
authenticity cues to the front of pack, incorporate micro text or QR codes inside seals,
adopt distinctive closures, and ensure consistent expiry date formatting. Pricing
strategies should narrow the “too good to be true” gap—such as promotions on

authentic lines—to reduce consumer temptation in price sensitive settings.

Operationally, retailers should conduct periodic mystery shopping audits in informal
trading zones adjacent to stores to identify counterfeit leakage, close assurance

gaps, and inform targeted consumer communication.
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Finally, managers should track leading behavioural indicators through a Brand Safety
Dashboard, including: an Attitude Index (reverse coded as validated), a Perceived

Barrier Index, and a Willingness to Buy Index.

These indicators correspond directly to the validated PMT—TRA pathway and offer
firms an early warning mechanism for counterfeit risk exposure, enabling proactive

brand protection interventions.

7.4.3 Implications for Society, Vulnerable Communities, and
Public Health

The findings carry several implications for South African society, particularly for
communities facing heightened exposure to counterfeit food. As outlined in
Chapter 1, counterfeit food incidents have led to widespread illness, hospitalisation,
and even child fatalities, disproportionately affecting low income households reliant
on mixed formal—-informal retail networks (Mphaga et al.,2024; Boatemaa et
al.,2019). Strengthening CFSA therefore becomes a societal imperative, enhancing
consumers’ ability to recognise counterfeit risks and make safer purchasing

decisions (Ergonul, 2013; Boatemaa et al., 2019).

For vulnerable communities, the study highlights how affordability constraints, low
trust, and information gaps intersect to shape risk exposure. Improvements in risk
severity recognition and feasibility appraisal—driven by CFSA—can empower
households to navigate these conditions more safely, particularly where regulatory
oversight is uneven (Mphaga et al., 2024; Onyeaka et al., 2022). Community based
networks—such as churches, schools, and women’s savings groups—also emerge
as critical platforms for normalising avoidance oriented attitudes and reinforcing

protective behaviours (Ndofirepi et al., 2022).

From a public health perspective, the study shows that severity only messaging is
insufficient. Behaviour change requires pairing risk information with feasible next
steps, such as examining packaging integrity, verifying expiry formats, and
identifying trustworthy outlets (Zhu et al., 2022; Nardi et al., 2020).

Hyper local alert systems—via WhatsApp, community radio, or neighbourhood
bulletins—can further reduce exposure by providing rapid, place specific information
to at risk households (Onyeaka et al., 2022).
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Collectively, these implications highlight the public health value of behaviourally
informed food safety strategies that protect the most vulnerable and reduce

preventable harm in food insecure communities.

7.5 Practical Recommendations

Building on the practical contributions outlined earlier, this section presents a
coherent set of targeted, behaviourally grounded recommendations for government,
formal industry actors, informal retailers, and community organisations. Each
recommendation is anchored in the central empirical insight that risk awareness only
shifts behaviour when consumers perceive avoidance as both serious and feasible,
reflecting the cognitive—evaluative logic of the integrated PMT-TRA framework
(Rogers, 1975; Ajzen & Fishbein, 1980; Zhu et al., 2022).

In Johannesburg’s mixed retail environment, feasibility barriers—including access
constraints, unclear authenticity cues, and information gaps—commonly prevent
awareness alone from translating into avoidance behaviour (Boatemaa etal., 2019;
Mphaga etal., 2024). Accordingly, all practical interventions must pair CFSA with
actionable, affordable, and context appropriate next steps, enabling risk appraisal to

progress from severity — feasibility — attitude change — intention change.

7.5.1 Strengthening Consumer Focused Food Safety

Interventions

A foundational contribution of this study is the demonstration that Consumer Food
Safety Awareness (CFSA) is behaviourally meaningful, not merely informational.
Structural evidence shows that CFSA shapes how consumers interpret the
seriousness of counterfeit food risks and whether avoidance seems possible
(Ergonul, 2013; Boatemaa etal., 2019).

To activate this behavioural potential, practitioners should implement consumer
centred interventions such as: targeted awareness campaigns in high risk
communities delivered through community forums, churches, and other trusted local

networks; point of purchase visual cues that signal authenticity (clear expiry formats,
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tamper evident features, price anomaly warnings).; educational materials on
identifying manipulated expiry dates, tampered packaging, and suspiciously low
prices. Such community level risk communication initiatives that reinforce simple,

memorable checks.

These interventions directly respond to the vulnerabilities highlighted in Chapter 1,
where consumers often rely on personal judgement due to low institutional trust
(Onyeaka etal., 2022; Kendall etal., 2018). By elevating both awareness and
perceived feasibility, practitioners can improve risk recognition and empower safer

consumer choices.

7.5.2 Government and Municipal Regulators

Government and municipal regulators shape the broader enabling environment for
safe food purchasing. The study demonstrates that counterfeit food avoidance
depends on cognitive appraisals, not compliance alone. As noted in Chapter 1, South
Africa faces fragmented oversight, uneven enforcement, and significant governance
gaps (Mphaga etal., 2024).

The PMT-TRA logic offers a behaviourally informed policy lens, addressing
motivation to avoid unsafe food (via severity), and capacity to act safely (by reducing

barriers).
As such key recommendations include:

Community level CFSA programmes: Authorities should invest in simple, high
impact programmes offering quick “three checks in ten seconds”—expiry date
formats, packaging integrity, and price anomalies. These cues help convert

heightened severity into feasible action (Ergonul, 2013; Kendall et al., 2018).

Improved inspection and monitoring: Regulators should intensify inspection in
high risk, affordability pressed mixed retail zones identified in Chapter 1 (Boatemaa
etal., 2019; Mphaga et al., 2024).

Low cost authentication infrastructure: Municipalities should deploy QR codes,
batch verification tools, and simple authenticity portals, especially for high risk

categories. These reduce perceived response barriers (Zhu et al., 2022).
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Intensified awareness messaging in vulnerable communities: Hyper local
messaging via WhatsApp alerts, community radio, taxi rank posters, and public
enforcement dashboards can rebuild trust and reduce uncertainty (Onyeaka etal.,
2022).

These actions complement existing enforcement efforts and strengthen consumer

protection across Johannesburg’s mixed retail environment.

7.5.3 Formal Retailers and Food Manufacturers

Formal retailers and manufacturers play a critical role in improving consumer
confidence, reducing counterfeit infiltration, and stabilising the food market.
Counterfeit food undermines brand equity and erodes trust (Lamont, 2024; Khader,
2023).

The study’s findings demonstrate how consumers evaluate authenticity signals
through CFSA driven cognitive pathways (Kendall et al., 2018). Accordingly, industry

actors should:

Design for recognisability and easy verification: This can be done through
strengthened authenticity cues visible on front of packaging such as easy to interpret
(clear expiry formats, customer care lines, batch transparency), tamper evident proof
technology, digitally verifiable batch codes through QR codes that are linked to
manufacturers. Such cues directly lower perceived barriers and support avoidance-
oriented attitudes (Zhu et al., 2022; Jiang et al., 2018).

Use point of purchase “Know Your Product” prompts: Retailers could
incorporate prompts on food isle and shelfs that reinforce verification habits for
consumers such as “always check expiry dates and batch information” aligned with

the cognitive processes evidenced in Chapter 5.

Strengthen Partnerships with Government and Communities to combat
Counterfeit food: Retailers and Manufacturers should work with regulators and
communities to address supply chain infiltration, including monitoring around

township retail areas for suspected counterfeit food circulation.
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These Partnerships build a multipronged approach to combat counterfeit food, where
with local leaders and community groups can rebuild trust in formal supply chains,

supporting safer purchasing in low trust environments (Boatemaa et al., 2019).

7.5.4 Informal Retailers (Spaza Shops and Street Vendors)

Informal retailers are critical access points for vulnerable consumers and therefore
central to consumer protection. As highlighted in Chapter 1, these outlets often
operate with limited government focus and oversight and inconsistent access to

authentic suppliers (Boatemaa et al., 2019; Mphaga et al., 2024).
Key recommendations for the informal sector include:

Government to Provide the Informal Food retail sector with simple CFSA
training and tools: Municipalities and NGOs should prioritise providing CFSA
training to the informal food traders, develop one page authenticity checklists for
traders to identify counterfeit food, have a WhatsApp portal specifically for informal
traders with training videos, and quick packaging integrity cues to support safe
sourcing, handling, storage and preparation. These interventions would assist with
providing formal training to informal food traders. Traders should also have access

to key authorities to report on suspected counterfeit food traders and manufacturers.

Municipalities to develop and establish “trusted vendor” programmes:
Municipalities should consider piloting low cost certification schemes such as a
“trusted vendor” badge with visible QR verification linked to completion of basic
safety training. These act as behavioural nudges, shaping consumer attitudes (Ajzen
& Fishbein, 1980), but also ensure that the municipality has a record of informal

traders and is a step towards formalising a database of informal food traders.

Strengthen partnerships with Informal Traders: Collaborations between informal
retailers, health promoters, and municipal authorities, communities and formal
business can reduce counterfeit supply while signalling shared responsibility for
consumer protection. These measures can materially reduce risky purchasing, given

that retailer behaviour often shapes consumer attitudes (Ndofirepi et al., 2022).
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7.5.5 Community Organisations and NGOs

Vulnerable communities bear the brunt of the health risks to the exposure of
counterfeit food risks, as such community organisations, forums and trusted Non-
Governmental Organisations (NGOs), play a vital role in amplifying safety messages
through trusted social networks and are well positioned to shift existing behaviours
in communities and at household level. As such municipalities ought to consider the
following recommendations specifically targeted at partnerships with community

organisations and NGOs.
Key recommendations include:

Leveraging trusted community forums and leaders to reinforce avoidance
attitudes: Municipalities ought to partner with community forums, community faith
based organisations, school committees and community leaders in reinforcing
avoidance oriented attitudes towards counterfeit food products that have severity and

feasibility messaging (Ndofirepi et al., 2022).

Catchy phrases can be developed such as “If it is far cheaper than usual: stop, check,

compare” translate PMT—TRA principles into actionable routines.

In light of the findings, harm based or severity messages must be paired with feasible
next steps to ensure risk appraisal leads to evaluative change (Boatemaa etal.,
2019; Nardi et al., 2020). This could include anonymous WhatsApp reporting lines or
community feedback reporting forums that can help identify counterfeit food hotspots

and strengthen community surveillance

Targeted household level decision tools: A simple yet effective approach could
be the development of quick reference cards, fridge magnets, and WhatsApp
infographics that can be targeted to elevate risk appraisal cues into daily routines for
vulnerable communities. NGOs and Municipalities could consider these low-cost

interventions and pilot them into vulnerable communities.

These interventions leverage behavioural mechanisms identified in the PMT-TRA
sequence and address vulnerabilities highlighted in Chapters 1 and 6, into practical,
scalable interventions aligned with the realities of Johannesburg’s vulnerable
communities across multiple stakeholders in a multipronged approach (Onyeaka
etal., 2022; Kendall et al., 2018)
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Figure 7.1 below brings this theory into practice by demonstrating the empirically
validated integrated PMT—TRA framework with CFSA as the initiating behavioural
driver, alongside the key stakeholders and a multipronged approach to reduce the
sale and consumption of counterfeit food products. The figure presents the full
behavioural sequence validated in the study, with each directional arrow
representing a statistically supported relationship from Chapter 5. The downward
arrow from CFSA to the PMT appraisal box indicates that higher CFSA increases
Perceived Severity and reduces Response Barriers. The subsequent arrow from
PMT Appraisals to Attitude illustrates that consumers’ cognitive evaluations—how
serious they perceive risks to be and how feasible avoidance appears—directly
shape their evaluative stance toward counterfeit food. The next arrow from Attitude
to Willingness to Buy reflects the strongest direct predictor in the model, showing that
more favourable attitudes increase willingness to buy, while avoidance-oriented
attitudes reduce it. Together, these arrows represent the sequential CFSA — PMT

appraisals — Attitude — Willingness to Buy pathway validated in Chapters 5 and 6.

The dashed line surrounding the PMT Appraisals and Attitude blocks represents the
integration of PMT and TRA mechanisms, illustrating how risk cognition must pass
through evaluative judgement before influencing behavioural intention. On the
right-hand side of the figure, arrows extend from this cognitive-evaluative pathway to
four stakeholder groups—Government & Municipal Regulators, Formal Business and
Firms, Informal Traders, and Communities & NGOs—each arrow signalling how
interventions by these actors can target specific points in the behavioural sequence.
For example, regulators can strengthen CFSA and reduce response barriers through
enforcement visibility and risk communication; formal retailers can reduce barriers
by improving authenticity cues; informal traders can elevate feasibility by adopting
trusted-vendor practices; and community organisations can reinforce

avoidance-oriented attitudes through hyperlocal messaging and social-norm cues.

This figure therefore illustrates both the internal cognitive pathway validated in the
study—CFSA — PMT appraisals — Attitude — Willingness to Buy—and the external
levers available to stakeholders to reduce response barriers and strengthen
avoidance-oriented attitudes. The left panel depicts the empirically validated
behavioural pathway, while the right panel links each stage to practical interventions,
showing how a coordinated, multipronged strategy can reduce counterfeit-food

consumption in vulnerable communities.
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7.6 Limitations of the Study

This study is subject to several methodological and conceptual limitations that should
be considered when interpreting its findings. These limitations do not detract from
the value of the results but provide important context for understanding the scope of
the conclusions and identifying priorities for future research. The key limitations are

outlined below.

First, the study employed a cross-sectional research design, which captures
associations at a single point in time and therefore limits the ability to draw causal
inferences. Although the sequential PMT-TRA pathway is theoretically well
supported (Rogers, 1975; Ajzen & Fishbein, 1980; Zhu et al., 2022), cross-sectional
data cannot establish whether changes in CFSA, PMT appraisals, attitudes, and
intention occur in a temporal sequence. Future research should therefore use
longitudinal designs or controlled experimental studies that can track behavioural
change over time or manipulate authenticity cues directly to test causal mechanisms

more rigorously (Rahnama & Somogyi, 2020).

Second, the study relied on self-reported measures of income, purchasing
behaviour, and risk perceptions. Such measures are susceptible to recall bias and
social desirability bias, even with the anonymity safeguards and internal consistency
checks built into the survey. These limitations are widely acknowledged in
behavioural and food-safety research (Dosman etal., 2001; Ergdénal, 2013;
Boatemaa et al., 2019). To strengthen validity and enhance contextual depth, future
studies should adopt a mixed-methods approach—combining quantitative surveys
with qualitative interviews or focus groups—to validate self-reported data and
deepen understanding of consumer reasoning in affordability-constrained

environments.

Third, the study assumes that consumers can identify or evaluate counterfeit food
products. However, prior research shows that deceptive counterfeits—particularly
those designed to closely mimic legitimate brands—are often extremely difficult for
consumers to distinguish, even when they are attentive (Ndofirepi et al., 2022; Jiang
etal., 2018; Spink etal., 2013). As a result, the data captured in this study reflect

perceived authenticity cues, not verified authenticity.
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This distinction may influence how consumers evaluate risk severity and avoidance
feasibility. Future research should therefore incorporate laboratory-based
identification tasks or controlled authenticity-verification experiments to test

consumers’ actual detection abilities of counterfeit food.

Fourth, the study’s sample was restricted to Johannesburg consumers in LSM 4-8—
a group appropriately selected for their heightened exposure to affordability
constraints and mixed formal-informal retail environments (Boatemaa etal., 2019;
Mphaga et al., 2024). Although suitable for the research aim, this sampling strategy
limits the generalisability of findings to other vulnerable groups, such as LSM 1-3

households or rural communities.

Future studies should therefore consider expand the sampling to include LSM 1-3
consumers and a consideration for non-urban populations to test whether the PMT-
TRA pathway functions similarly across these socio-economic and geographic

contexts.

Finally, although subjective norms form a core component of the Theory of Reasoned
Action, they were intentionally excluded from this study to preserve theoretical clarity
and focus on the cognitive (PMT) and evaluative (TRA attitude) mechanisms most
relevant to counterfeit-food purchasing in Johannesburg’s retail ecosystem.
However, excluding subjective norms limits insights into social influence, pertaining

to counterfeit-consumption behaviour (Ndofirepi et al., 2022).

Future research should incorporate subjective norms as moderating variable to
assess whether community expectations, peer influence, or household decision
dynamics alter the strength or direction of relationships within the validated
sequential integrated PMT—TRA pathway. This approach would retain the overall
sequential logic of the model while expanding its capacity to explain behaviour in

socialised and collectivist settings.
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7.7 Future Research Considerations

This study identifies several important avenues for future research that can deepen
understanding of counterfeit food decision making and strengthen the behavioural
foundations of food safety scholarship beyond the scope and methodology of this
research. One such area of consideration, is the use of a longitudinal approaches,
as this research focused on a cross-sectional approach looking at a single point in
time. Longitudinal approaches track consumers over time to determine whether
increases in CFSA or reductions in response barriers precede changes in attitudes

and willingness to buy.

Longitudinal designs would allow researchers to observe behavioural progression as
it unfolds, helping establish causal directionality within the sequential PMT-TRA
pathway (Dosman etal.,2001; Ndofirepi etal.,2022). In parallel, experimental
research could test the effects of different communication strategies—particularly
comparing severity only messages to severity plus feasibility messages—to identify
which behavioural cues produce meaningful shifts in avoidance-oriented attitudes.
Controlled experiments of this nature would directly test the mechanisms theorised
by PMT and TRA while mirroring real world exposure to counterfeit food risk
information (Rahnama & Somogyi, 2020; Zhu et al., 2022).

A second important research direction involves broadening the range of consumer
groups studied. The present research focused on Johannesburg consumers in
LSM 4-8, but affordability constraints, retail structures, and exposure to counterfeit

food vary meaningfully across socio economic groups and locations.

Future studies should include LSM 1-3 consumers, rural communities and other
cities in South Africa or within the Global South known to have counterfeit food
circulation, allowing researchers to test whether the PMT-TRA behavioural
sequence generalises across contexts with different levels of vulnerability, trust, and

retail fragmentation (Boatemaa et al., 2019; Mphaga et al., 2024).

By extending research beyond Johannesburg’s mixed retail landscape, scholars can
capture the full diversity of risk perception and avoidance behaviours within the South

African food system and across the Global South.
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A further direction for research relates to the challenge of authenticity verification.
Many counterfeit food products are highly deceptive and visually similar to genuine
items, making them difficult for consumers to distinguish even with attentive
inspection (Ndofirepi et al., 2022; Jiang et al., 2018; Spink et al., 2013).

Given that this study relied on perceived authenticity cues rather than verified
detection abilities, future research should incorporate laboratory-based identification
tasks or controlled authenticity verification experiments. Such methods would help
determine whether consumers can reliably identify counterfeit foods or whether
perceived cues systematically misrepresent risk. This distinction between actual and
perceived authenticity has substantial implications for modelling risk appraisal,

attitude formation, and intention.

Future research should also revisit subjective norms, which were excluded from this
study to maintain theoretical clarity. Although this decision allowed a sharper focus
on cognitive and evaluative components of the PMT-TRA sequence, excluding
norms limits understanding of social influence, on counterfeit consumption behaviour
in many communities (Ndofirepi et al., 2022; Jiang et al., 2018). Future work should
therefore test whether subjective norms function as moderators within the CFSA —

PMT appraisals — Attitudes — Willingness to buy pathway.

Understanding how household, peer, or community expectations influence
behavioural outcomes would enhance the theoretical completeness and contextual
sensitivity of the integrated model, especially in collectivist or community driven

environments common in the Global South.

Another promising direction involves the use of mixed methods research designs.
While quantitative modelling provides statistical rigour, qualitative interviews or focus
groups can reveal deeper insights into household decision making, community trust
dynamics, and how consumers interpret authenticity cues in daily life (Nardi et
al.,2020). Mixed methods approaches would also help validate self reported data and
mitigate limitations such as recall bias and social desirability bias (Dosman
etal., 2001; Ergonul, 2013; Boatemaa et al., 2019).

By combining the breadth of quantitative analysis with the depth of qualitative inquiry,
mixed method research can generate a richer, more grounded understanding of how

CFSA shapes cognitive appraisals, attitudes, and behavioural intentions.
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Future studies should also consider Community Based Participatory Research
(CBPR) approaches that involve communities directly in designing authenticity
verification cues, risk communication tools, and behavioural interventions (Mphaga
et al.,2024).

CBPR enhances contextual fit, builds trust, and encourages adoption of interventions
by co creating solutions with the people most affected by counterfeit food risks. This
participatory approach aligns strongly with emerging insights in informal sector and
social capital literature, which emphasise the importance of community networks and

social trust in shaping food safety behaviours.

Finaly, further research into the role of brand reputation and trust in counterfeit food
avoidance could yield valuable insights, particularly in environments where formal
retail systems coexist with unregulated informal channels (Ndofirepi et al.,2022).
Exploring how trusted brands help consumers navigate risk and form avoidance-
oriented attitudes may offer actionable guidance for both policymakers and industry
actors (Ndofirepi et al.,2022).

7.8 Closing Reflections

This study has successfully addressed the research aim and overarching research
question concerning how Consumer Food Safety Awareness (CFSA) shapes
consumer risk perceptions, attitudes, and willingness to buy counterfeit food

products.

The findings show that CFSA influences intention only when heightened perceived
severity is paired with feasible avoidance pathways, confirming that behaviour in
affordability-pressed environments is driven by the combined effects of PMT-based

cognitive appraisals and TRA-based evaluative judgements (Zhu et al., 2022).

Through its empirical analysis, the study provides a clear and context-appropriate
explanation of how CFSA operates within Johannesburg’s mixed retail ecosystem—
an environment shaped by physiological risk, affordability constraints, pervasive

informality, and variable institutional trust.
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By validating the integrated PMT—TRA behavioural pathway, the research reinforces
that awareness alone is insufficient. Behavioural change occurs only when
consumers not only recognise the seriousness of counterfeit-food risks but also
believe they can realistically act to avoid those risks. Avoidance-oriented attitudes
arise from this combined effect of risk salience and feasibility, reflecting the
behavioural logic embedded in both PMT and TRA (Rogers, 1975; Ajzen & Fishbein,
1980).

The validated PMT-TRA pathway therefore provides a practical behavioural
roadmap for strengthening consumer food-safety practices in South Africa and
across emerging-market contexts in the Global South. It illustrates that improving
consumer protection requires coordinated efforts to raise perceived severity, reduce
response barriers, shape avoidance-oriented attitudes, and ultimately shift
purchasing intention away from counterfeit food. This progression reflects a central
insight from the study: consumers act protectively not only when they recognise
danger, but when they also feel capable of avoiding it at the moment of choice
(Boatemaa et al., 2019; Onyeaka et al., 2022).

Importantly, the study makes five core theoretical contributions, each of which

strengthens behavioural understanding in affordability-constrained food systems:

First, the study repositions CFSA as an active behavioural antecedent,
demonstrating that it initiates cognitive appraisal by shaping both perceived severity

and response barriers, rather than functioning as passive informational awareness.

Second, it advances the integrated PMT-TRA model, showing that the two theories
operate as a sequential cognitive-evaluative pathway and that intention shifts only

after appraisals meaningfully reshape attitudes.

Third, the study demonstrates the centrality of attitude, highlighting that attitudes
mediate the influence of severity and barriers and serve as the pivotal mechanism

linking appraisal to intention in counterfeit-food contexts.

Fourth, the research refines behavioural theory for Global South markets, illustrating
how affordability constraints, informality, and low institutional trust shape cognitive

and evaluative processes differently than in more regulated settings.
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Fifth, the study differentiates consumable counterfeit goods from other counterfeit
categories, showing that because counterfeit foods carry immediate physiological
risk, feasibility cues become especially important for translating severity into

behaviour change.

These theoretical contributions clarify how established behavioural frameworks
adapt when applied to mixed formal—informal retail ecosystems characteristic of

developing economies.

They also strengthen the applicability of the PMT—TRA pathway to complex, high-risk

purchasing environments that extend beyond Johannesburg.

The study’s findings, implications, and recommendations further demonstrate strong
transferability to other Global South contexts. Many regions across Africa, Asia, and
Latin America share similar structural characteristics—fragmented retail systems,

high levels of informality, affordability pressures, and inconsistent regulatory visibility.

These shared conditions suggest that the behavioural mechanisms validated here,
as well as the study’s multi-stakeholder recommendations on risk-communication
framing, packaging-integrity cues, community-based engagement, and enforcement
visibility, can meaningfully inform food-safety strategies beyond South Africa
(Onyeaka et al., 2022; Boatemaa et al., 2019).

Collectively, this dissertation demonstrates how CFSA becomes intention in
high-risk, affordability-pressed environments. It underscores the central role of
cognitive appraisal, evaluative judgement, and feasibility perception in shaping
everyday food-purchasing behaviour and shows how these mechanisms can be

leveraged to protect vulnerable consumers.

By embedding these behavioural insights within public-health messaging, policy
design, retail practice, and community-level interventions, the study offers both a
theoretical advancement and a practical behavioural framework for reducing

counterfeit-food exposure in South Africa and across the broader Global South.
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Appendix A —Quantitative Survey Guide

Introduction for Participants:

| am currently a student at the University of Pretoria’s Gordon Institute of Business
Science and completing my research in partial fulfilment for a Master of Business
Administration (MBA).

Welcome and thank you for assisting in my MBA research study. This research aims
to understand how food safety awareness influences consumer risk perceptions and
attitudes towards fake (counterfeit) food products in Johannesburg communities.
Your participation is voluntary, and you can stop at any time without penalty. The
survey is short, easy to complete, and should take no more than 5 minutes to

complete.

Your answers will help improve food safety and protect families from harmful food
products. Everything you share is private, confidential and anonymous—only
combined overall aggregate results will be reported. By completing this survey, you
agree to take part in the research. Participating in this study may benefit yourself and
your community by helping create safer food choices, guiding better health and
consumer protection policies, and contributing to research that matters for everyday

life.
If you have any questions or concerns, please contact us:

Researcher: Saul Ngobese | Email: 21145299@mygibs.co.za | Phone: +27 (0)84
998 9231

Supervisor: Professor Alicia Fourie | Email: FourieA@gibs.co.za
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Section 1: General Questions

Please tick the appropriate box or fill in the blank where required.

1. Gender:
O Male

O Female

O Other

2. Do you stay in Gauteng Province?

O Yes
O No

3. Do you stay in Johannesburg?

O Yes
O No

Notes: This research only considers responses from participants who live in
Gauteng and in Johannesburg. If you do not live in Gauteng or in Johannesburg,

your responses will not be included in this study. Thank you for your participation.

4. Which suburb or township do you stay in?

5. What is your age?

0 18-20
O 21-35
O 36+

Please note: If you are under 18 years old, your responses will not be included in

this study.
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6. What is your Education level?:

O Grade 12 (Matric or equivalent)
O Diploma

O Degree

[J Postgraduate Degree
O Other (please specify):

Please note: If you do not have a minimum of a Grade 12 Matric education or

equivalent, your responses will not be included in this study.

7. What is your Employment Status?:

O Employed
O Self-employed
O Student

0 Unemployed

8. What is the Job/ Occupation you do? :

9. Please select the services you have at home?:

OO Electricity
O Water
O Internet

O None of the above

10. Please select if you have the following in your home (tick all, refrigerator, TV ,

smartphone and microwave, if you have):

O Refrigerator
O Colour TV
OO0 Smartphone
O Microwave

O None of the above
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Important Notes:

¢ You cannot tick all items and None of the above together. If this happens,
we will kindly ask you to check your answers.

o If you tick items that need electricity but indicate None of the above for
Question 9 (meaning you have no electricity at home), we will kindly ask you

to review your answers.

11. Where do you mostly buy food in a month?

O Big supermarkets (Shoprite, Spar, Pick n’ Pay, Checkers, Boxer etc.)

[0 Spaza shops or street vendors

12. Have you purchased any food from spaza shops, street vendors or taxi rank in

the past month?

O Yes
O No

13. How often do you buy food from spaza shops, street vendors, or taxi ranks in a

month?

O Often (many times)
[0 Sometimes (a few times)
0 Never

14. How many people are in your home or household:

15. How much do you spend on food in a month?

O Less than R1,000
0 R1,000-R3,000
0 R3,000-R6,000
O More than R6,000
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15. What is your take-home pay in a month? (This helps us understand general

collective /group patterns, not individual details)

O Less than R3,000
0 R3,000-R6,000

0 R6,001-R13,500
O More than R13,500

O Prefer not to say

Section 2: Understanding Fake (Counterfeit) Food

A fake (counterfeit) food product is a food that is not the original brand and can be
considered a copy product to the original. People may buy it because it is cheaper

or easy to get.
A fake food product is.

O Something | buy without knowing it is fake
0 A non-original and fake product | choose to buy

O | am not sure

Section 3: Consumer Food Safety Awareness

Please indicate how much you agree with the following statements by ticking the

appropriate box:
1. I know how to check if food is safe to eat.

OO Strongly Agree

O Agree

O Neutral

[0 Disagree

O Strongly Disagree
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2. | usually read instructions on food packaging labels before buying.

OO Strongly Agree

O Agree

O Neutral

O Disagree

O Strongly Disagree

3. | avoid food that looks damaged or opened.

O Strongly Agree

O Agree

O Neutral

] Disagree

O Strongly Disagree

4. | understand what ‘Food Safety Awareness’ means.

O Strongly Agree

O Agree

O Neutral

I Disagree

OO Strongly Disagree

5. | think about food safety when | am eating food.

O Strongly Agree

O Agree

O Neutral

O Disagree

O Strongly Disagree
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6. | think about food safety when | prepare food for me or my family.

O Strongly Agree

O Agree

O Neutral

] Disagree

OO Strongly Disagree

7. | check expiry dates before buying food.
OO Strongly Agree

O Agree

O Neutral

O Disagree

O Strongly Disagree

8. | avoid food without proper labelling
O Strongly Agree

O Agree

O Neutral

[0 Disagree

O Strongly Disagree

Section 4: Consumer Risk Perceptions

Please indicate your views on health risks and fake food:

1. Health risks affect my decision to eat food.

O Strongly Agree

O Agree

O Neutral

O Disagree

O Strongly Disagree
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2. Health risks affect my decision to eat fake food.
O Strongly Agree

O Agree

O Neutral

I Disagree

O Strongly Disagree

3.Fake food products are safe to eat.

O Strongly Agree

O Agree

O Neutral

[0 Disagree

O Strongly Disagree

4.1 believe that eating fake food can harm my health.

O Very High
O High

O Medium
O Low

O Very Low

5.People like me are at risk of eating fake food.

O Very High
O High

O Medium
O Low

O Very Low
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6.1 do not think about health risks when eating food.

O Strongly Agree

O Agree

O Neutral

I Disagree

O Strongly Disagree

7.1 would eat fake food if | believed the health risk was low.

O Strongly Agree

O Agree

O Neutral

I Disagree

OO Strongly Disagree

8.0riginal food products have low health risk.

O Strongly Agree

O Agree

O Neutral

[0 Disagree

O Strongly Disagree

9. People like me are likely to suffer health issues from eating fake food.

[0 Strongly Agree

O Agree

O Neutral

[0 Disagree

O Strongly Disagree
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10. If | eat fake food, the health consequences would be serious.

O Strongly Agree

O Agree

O Neutral

I Disagree

O Strongly Disagree

11. Avoiding fake food protects my health
OO Strongly Agree

O Agree

O Neutral

[0 Disagree

O Strongly Disagree

Section 5: Attitudes towards Counterfeit Food

Please indicate your level of agreement with the following statements:

1. | enjoy fake food as if they are original food products.
O Strongly Agree
O Agree
O Neutral
[0 Disagree
O Strongly Disagree

2. | boast and brag about consuming fake food brands as if they are original

brands.

O Strongly Agree

O Agree

O Neutral

[0 Disagree

O Strongly Disagree
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3. | feel proud about consuming fake food.
O Strongly Agree
O Agree
O Neutral
[0 Disagree
OO Strongly Disagree

4. | would consume fake food products if they were cheaper than original food

products.

O Strongly Agree

O Agree

O Neutral

[0 Disagree

O Strongly Disagree

5. | consume fake food products because | cannot afford original food products.

O Strongly Agree

O Agree

O Neutral

[0 Disagree

O Strongly Disagree

6. | would consume fake food if it is easier to get than original food products.

O Strongly Agree

O Agree

O Neutral

O Disagree

O Strongly Disagree
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7.

10.

| would consume fake food if it looks like an original premium brand.
O Strongly Agree

O Agree

O Neutral

[0 Disagree

OO Strongly Disagree

My family and people important to me would not accept if | eat fake food.

O Strongly Agree

O Agree

O Neutral

I Disagree

OO Strongly Disagree

| usually eat fake food if it is difficult to tell if it is original or fake.
[0 Strongly Agree

O Agree

O Neutral

[0 Disagree

O Strongly Disagree

My friends think it is acceptable and fine to consume fake food.
[0 Strongly Agree

O Agree

O Neutral

O Disagree

O Strongly Disagree
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11. 1 would consume fake food if | have a chance to buy fake food products.

O Strongly Agree

O Agree

O Neutral

I Disagree

OO Strongly Disagree

Section 6: Willingness to buy Counterfeit Food

Please indicate your level of agreement with the following statements:

1. The chance that | buy fake food in a month is:
O Very High

O High

O Medium

O Low

O Very Low

2. My willingness to buy fake food is.

O Very High
O High

O Medium
O Low

O Very Low

3. The likelihood that | would consider buying fake food is:
O Very High

O High

O Medium

O Low

O Very Low
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4. | would buy fake food if it is cheaper than original food products.

OO Strongly Agree

O Agree

O Neutral

[0 Disagree

O Strongly Disagree

5. | would buy fake food if it is easier to get that than original food products.
O Strongly Agree

O Agree

O Neutral

[0 Disagree

O Strongly Disagree

6. If | were going to buy food products, | would consider buying fake food at the

price given to me.

O Strongly Agree

O Agree

O Neutral

[0 Disagree

O Strongly Disagree

7. At the price given to me | would consider buying fake food products instead of

original products.

[0 Strongly Agree

O Agree

O Neutral

O Disagree

O Strongly Disagree
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8. | plan to buy only original food products.

O Strongly Agree

O Agree

O Neutral

I Disagree

OO Strongly Disagree

9. | would buy fake food if my friends also buy it
[0 Strongly Agree
O Agree
O Neutral
[0 Disagree
O Strongly Disagree

End of Survey
Thank You! Your time and inputs are greatly appreciated. Your responses will help

improve assist us in efforts of improving food safety awareness and consumer

protection with respect to counterfeit food.

161



Appendix B — Ethics Approval and Consumer Research

Agency Letters

GIBS ETHICAL CLEARANCE APPLICATION FORM 2025/26

G. APPROVALS FOR/OF THIS APPLICATION

When the applicant is a student of GIBS, the applicant must please ensure that the supervisor and co-supervisor
(where relevant) has signed the form before submission
STUDENT RESEARCHER/APPLICANT:

29 1 affirm that all relevant information has been provided in this form and its attachments and that all statements
made are correct.

Student Researcher's Name in capital letters: SAUL NGOBESE
Date: 26 Oct 2025
Supervisor Name in capital letters: ALICIA FOURIE
Date: 26 Oct 2025

Co-supervisor Name in capital letters:
Date: 26 Oct 2025
Note: GIBS shall do everything in its power to protect the personal information supplied herein, in accordance to

its company privacy policies as well the Protection of Personal Information Act, 2013. Access to all of the above

provided personal information is restricted, only employees who need the information to perform a specific job are
granted access to this information.

Decision:
Approved

REC comments:

Date: 16 Nov 2025
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& PREDHIKA NAIDOO [ predhika@ankainsights.coza [] 074 789 1011

RNKA

#lnsights

www.ankainsights.co.za

Members of the GIBS Ethics Committee

Dear Members of the GIBS Ethics Committee ,

This letter serves to confirm that Anka Strategy (Pty) Ltd provides consent for Mr. Saul Ngobese
to send us the link to his quantitative research survey, which will be used as part of his MBA

research project.

Anka Strategy will facilitate the distribution of this survey link to our database for the purposes of
data collection in support of Mr Ngobese's. research.

Please be assured that this activity will be conducted in line with our data protection and ethical

v
research standards.

Should you require any further information, please do not hesitate to contact us.

Warm regards,
PP Nactoo

Predhika Naidoo
DIRECTOR
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L orfozg4oegn

w Ma suta ne & meho@masutane.co.za

Digcowar yaur market. Discover your warld,

o Morehill, Benoni, South Africa

MASUTANE HOLDINGS

AUTHORIZATION LETTER

Date: 6 Movember 2025

To Whom It May Concern

RE: AUTHORIZATION TO SHARE RESEARCH SURVEY WITH MASUTANE CONSUMER
DATABASE

I, Mpho Masutane, Director of Masutane Holdings, hereby authorize Mr. Saul Ngobese,
GIBS MBA student at the Gordon Institute of Business Science, to share his gquantitative
research survey link with members of cur consumer database.

This authorization specifically grants Mr. Ngobese permission to:

Distribute his online research survey to consumers within our database who fall within the
LSM 3-7 demographic range

Access our community network for the purpose of recruiting research participants for his
Masters research project

This authorization is granted in support of academic research and is subject to the
following conditions:

The research has received ethical clearance from the GIBS ethics committes

Participation in the survey is entirely voluntary and unpaid

All research will be conducted in accordance with ethical research guidelines and data
protection principles

The survey link and participant data will be used solely for the purpeses of Mr. Ngobese's
Masters research
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L orfozg4oigi

w Ma suta ne B meho@masutane.co.za

q Morehill, Benoni, South Africa

Discover yaur market. Discover your warld,

We are pleased to suppert academic research initiatives and wish Mr. Mgobese success
with his studies.

Should you require any further information, please do not hesitate to contact me.

Yours sincerely,

Y

Mpho Masutane

Director

Masutane Holdings

Contact Details:

Email: mpho{@masutane.co.za
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Appendix C — Supplementary Results for the Structural

Equation Model

Overview of Constructs and Measurement Scales

This subsection introduces all measurement items used in the study. Presenting

constructs alongside their item codes enhances the traceability and interpretability of

the model.

Table C.1: Constructs, Codes, and Measurement Iltems

Construct Coding Scales

CFSA A1 | know how to check if food is safe to eat.

CFSA A2 | usually read instructions on food packaging labels before buying.

CFSA A3 | avoid food that looks damaged or opened.

CFSA A4 | understand what ‘Food Safety Awareness’ means.

CFSA A5 | think about food safety when | am eating food.

CFSA A6 | think about food safety when | prepare food for me or my family.

CFSA A7 | check expiry dates before buying food.

CFSA A8 | avoid food without proper labelling.

PS B1 Health risks affect my decision to eat food.

PS B2 Health risks affect my decision to eat fake food.

PS B3 Fake food products are safe to eat.

PS B4 | believe that eating fake food can harm my health.

PS B5 People like me are at risk of eating fake food.

PS B6 | do not think about health risks when eating food.

PS B7 | would eat fake food if | believed the health risk was low.

PS B8 Original food products have low health risk.

PS B9 People like me are likely to suffer health issues from eating fake food.

PS B10 If | eat fake food, the health consequences would be serious.

PS B11 Avoiding fake food protects my health.

ATT C1 | enjoy fake food as if they are original food products.

ATT C2 | boast and brag about consuming fake food brands as if they are original brands.
ATT C3 | feel proud about consuming fake food.

RB C4 | would consume fake food products if they were cheaper than original food products.
RB C5 | consume fake food products because | cannot afford original food products.

RB C6 | would consume fake food if it is easier to get than original food products.

RB C7 | would consume fake food if it looks like an original premium brand.

RB C8 My family and people important to me would not accept if | eat fake food.

RB C9 | usually eat fake food if it is difficult to tell if it is original or fake.

RB C10 My friends think it is acceptable and fine to consume fake food.

RB C11 | would consume fake food if | have a chance to buy fake food products.

WTB D1 The chance that | buy fake food in a month is:

WTB D2 My willingness to buy fake food is:

WTB D3 The likelihood that | would consider buying fake food is:

WTB D4 | would buy fake food if it is cheaper than original food products.

WTB D5 | would buy fake food if it is easier to get than original food products.

WTB D6 If | were going to buy food products, | would consider buying fake food at the price given to me.
WTB D7 At the price given to me | would consider buying fake food products instead of original products.
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This table summarises the questionnaire structure by listing each construct, its
coding scheme, and the behavioural or perceptual statements used to measure

respondents’ attitudes and behaviours.
Sample Distribution by Location

To contextualise respondent characteristics, this table outlines the geographic
distribution of participants across Johannesburg and surrounding areas. This
distribution is relevant given the study’s focus on urban, affordability-pressured

communities, where exposure to counterfeit food is more pronounced.

Table C.2: Geographic Distribution of Respondents

Row Labels Count

Soweto 167
Johannesburg CBD 24
Yeoville 19
Tembisa 19
Cosmo city 14
Alexander
Highlands North
Roodepoort
Edenvale
Randburg
Vosloorus
Midrand
Brakpan
Benoni
Croydon
Springs
Bryanston
Edleen

Kew

Birch Acres
Germiston
Bellevue east
Norkem park
Tshepisong
Centurion
Houghton
Rhodesfield
Groeneweide
Alberton
Glenvista

—
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Glen Marais
Fontainebleau
Bezuidenhout Valley
Glen Maris
Bruma North
Turfontain
Weltevredenpark
ASPEN HILLS
Birch Aches
Sandton
Ekhuruleni
Spruitview
Krugersdorp
Tsakane
Kyalami
Cresslawn
Leondale
Randfontein
Linksfeild
Riverlea
Lombard west
Sandringham
Lombardy East
South Crest
Malvern
Glenhazel
Mapetla
Sunninghill
Elandspark
Tokoza

Ester Park
Greenside East
Orange Grove
Birchleigh
Parkwood
Primrose
Kensington

[EL L L UL UL UL (UL (UL (UL (UL (UL (UL (UL (UL (UL I (I (U (L (UL L UL UL UL U (I (UL U UL (UL UL (UL UL UL UL U NI U

Grand Total 372

The data highlights that Soweto contributed the largest proportion of responses,
followed by Johannesburg CBD and Yeoville, reflecting high-density urban zones
within LSM 4-8 brackets.
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Collinearity Diagnostics
Before estimating structural paths, it is essential to confirm that predictor variables
do not excessively correlate. Variance Inflation Factor (VIF) values below common

thresholds indicate the absence of multicollinearity.

Table C.3: Inner VIF Diagnostics for Structural Paths

ATT — WTB 2.593
CSFA — ATT 1.504
CSFA — PS 1.000
CSFA —- RB 1.000
CSFA —- WTB 1.504
PS — ATT 1.944
PS - WTB 2.167
RB — ATT 1.577
RB — WTB 2.431

All VIF values are well below the recommended threshold, indicating no
multicollinearity issues within the model. In line with Kock’s (2015) full collinearity
assessment, these results also suggest that common method bias is unlikely to pose

a significant threat to the validity of the findings.

Structural Model Fit Assessment (SRMR)

The Standardised Root Mean Square Residual (SRMR) is a widely recommended
global fit index for Partial Least Squares Structural Equation Modelling (PLS-SEM),
particularly for assessing the adequacy of theory-driven and predictive model
specifications (Henseler etal., 2015). The SRMR is commonly recommended as a
global model fit measure in It evaluates how well the model reproduces observed

correlations.
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Table C.4: SRMR Fit Indices for Saturated and Estimated Models

Model __JSRMR (0) |Sample mean (M) ]95% 9% |

Saturated 0.080 0.046 0.051 0.053
Estimated 0.106 0.049 0.054 0.057

The saturated model meets the conventional guideline of SRMR < 0.08, while the
estimated model marginally exceeds the conservative 0.10 threshold (Henseler
etal., 2015). Given the model’s integrated PMT-TRA nature and its predictive

orientation, overall fit remains adequate for hypothesis testing.

The SRMR value for the saturated model at 0.080 meets conventional cut-off criteria
at less than 0.080 (Henseler et al., 2015), while the estimated model slightly exceeds
the conservative 0.10 threshold (Henseler et al., 2015). Given the complexity of the
integrated PMT—TRA model and the predictive orientation of PLS-SEM, the fit is

considered acceptable and suitable for hypothesis testing.

Structural Model Overview

This figure B.1 depicts the final structural model used for analysis. It presents the
directional relationships between CFSA, PS, RB, ATT and WTB within the combined
PMT-TRA framework.
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Figure C.1: Final Structural Equation Model, A visual representation of the

model illustrating latent constructs and structural paths.
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Source: Authors Own.
Predictive Relevance (Q*predict) and Model effect sizes (f?)

Predictive relevance Q? assesses the predictive accuracy of endogenous
determinant constructs using cross-validated redundancy. Values greater than

zero indicate model relevance (Henseler et al., 2015).

Table C.5: Q*predict Values for Endogenous Variables

Dependent construct Q?predict

PS 0.313
RB 0.161
ATT 0.149
WTB 0.239

Moderate predictive relevance is observed for PS, RB, ATT and WTB, confirming the
model’s capability in forecasting behavioural outcomes in affordability-constrained

consumer markets.

Table C.6: Effect Sizes for Structural Relationships

Path f2 Magnitude
CFSA — PS 0.487 Large

CFSA — RB 0.206 Medium

RB — ATT 0.542 Large

RB — WTB 0.332 Medium-Large

Large effects were observed for CFSA — PS and RB — ATT, while medium-to-large
effects appear for CFSA — RB and RB — WTB. These patterns reinforce the
pivotal behavioural role of risk appraisals and perceived severity. The model’s
predictive performance is credible; awareness’s strongest leverage sits in shifting
PMT appraisals (particularly PS) and attenuating RB, which meaningfully shaping
ATT and WTB.
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Summary of Appendix Insights

This appendix provides supporting statistical evidence to complement
the results chapter. Overall, the findings show that:the measurement
model demonstrates no collinearity issues. The structural
model exhibits acceptable fit for a predictive PLS-SEM design. Predictive relevance
is strong across key behavioural constructs. Effect sizes confirm alignment with PMT

and TRA theoretical expectations.
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