
 

ABSTRACT. This study examines the impact of
attitude toward piracy on intention to buy pirated
CDs using Chinese samples. Attitude toward piracy
is measured by a multi-item scale that has been shown
to have a consistent factor structure with four distinct
components, namely, social cost of piracy, anti-big

business attitude, social benefit of dissemination, and
ethical belief. Our findings reveal that social benefit
of dissemination and anti-big business attitude have a
positive relationship with intention to buy pirated
CDs while social cost of piracy and ethical belief have
a negative relationship. Among these components,
ethical belief tends to most strongly predict intention
to buy pirated CDs. Demographic variables such as
gender and age also help explain the respondents’
intention to buy pirated CDs. In addition, those
respondents with experience of buying pirated CDs
would tend to be more likely to buy pirated CDs than
those without such experience. The results are dis-
cussed with a view to helping copyright businesses
to effectively suppress piracy, and directions for future
research are suggested.
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Introduction

The advancement of computing technologies and
the widespread use of CD Writers have made it
relatively easy for people to copy films, music,
computer games, and software onto compact
discs (CDs) on a massive scale. Hence, pirated
CDs have become very common in the market-
place. In 2001, the Hong Kong government
seized about 8.95 million pirated CDs with a
total value of HK$180 million (approximately
US$23 million) (Customs & Excise Department,
HKSAR, 2002). Mainland China also has the
same problem with copyright infringement (Ang
et al., 2001; Deng et al., 1996; Simone, 1999).
Though the Hong Kong government is making
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