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Executive Summary:. Methodology

°* GenZis a cohortofindividuals bornfrom 1995to 2010. The members ofthis generation are digital natives. Reports have shown
that by 2020, Gen Z will comprise the most significant number of consumers globally making it critical for brand professionals to
understand the relationship between Gen Z and brands, Gen Z’s attitudes towards counterfeit products, and the importance of
different considerations in influencing their purchase behavior of counterfeit products.

* The study focuseson Gen Zers between 18 and 23 years of age in 10 countries: Argentina, China, India, Indonesia, Italy, Japan,
Mexico, Nigeria, Russia, and the United States. Multiple factors went into selecting these countries including the population size of
Gen Z in specific countries, the prevalence of counterfeitgoods in those countries, and the level of economic developmentin the
country.

* The study was conducted in two phases. Between August and September 2018, thirty respondents from Argentina, India, Russia,
and the United States participated in the Virtual Qualitative Phase. Respondents were asked to complete three days’ worth of
activities online. The findings of this initial phase helped shape the second Quantitative Phase which comprised of a 25-minute
online survey. This second phase was conducted in all 10 countries during November 2018 and have more than 4500 respondents
in total. The survey was open to respondents for approximately two weeks in each country. In both the Virtual Qualitative and
Quantitative Phases, researchinstruments were always translated into the local languages when necessary.
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Executive Summary: Key Findings

* Gen Z’'s generational identity is defined by three characteristics: individuality, morality, and flexibility.
° 92% say it is important to always be true to who they are.

* 89% say they determine their own moral code.

°* 91% are open to changing their views based on new things they learn.

* 81% feel that the brand name is not as important as how the product fits their needs.

* 85% believe that brands should aim to do good in the world.

* 85% have at least heard of intellectual property rights.

* The countries with the largest percentages of Gen Zers who have any knowledge of IP rights are China, Japan,
Russia, and India.

* 87% of those who have at least heard of intellectual property rights in all 10 countries believe IP rights are equally
important or more important than physical property rights.

* 93% have a lot of respect for people’s ideas and creations.

* 80% believe that fake products are sold everywhere.




Executive Summary: Key Findings

Gen Z’s top two influences when it comes to forming opinions about fakes are their income and their morals with
income beating morals by 10%.

Gen Zers are most morally opposed to purchasing counterfeit products in Japan, Nigeria, and Italy.
Three in five Gen Zers feel they cannot afford the lifestyle they want.

79% have purchased counterfeit products in the past yeatr.

The two most commonly purchased counterfeit products are apparel and shoes & accessories.

When asked about benefits of purchasing counterfeit products, 57% say they can only afford the fake version of
some brands.

When asked about barriers to purchasing counterfeit products, 81% say that fake products are unsafe.
52% expect to purchase fewer counterfeit products in the future.

The top drivers which would change Gen Zers’ attitudes about counterfeit products are: if the product is dangerous
or bad for their health, if money spent on fake products goes towards organized crime, and if fake products are bad
for the environment.

Gen Z's top three credible sources for learning about the topic of counterfeiting are: brands’ creators or employees,
media personalities, and social media influencers.




Executive Summary: Limitations

The research has the following limitations:

° The study is limited to respondents from only 10 countries due to cost restraints. Nevertheless, in order to have a
global perspective, countries from different regions with varying levels of economic development were selected.

* The study is limited to only eight industries. Due to the scope of the study, an exhaustive list of industries could not
be included. However, the industries included are ones known to be prevalent in the counterfeit market and ones
that are relevant to Gen Z.

* The sample size in Nigeria is limited due to the feasibility of conducting this type of research in the country. The
global figures were calculated so that each country was weighed equally.
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Research objectives

#1

Explore the relationship
between Gen Z and brands

#2

Understand Gen Z's
attitudes and perceptions of
counterfeit products

3

Unpack the importance of
different considerations
influencing their purchase
of counterfeit products




Methodology

Virtual Qualitative: Gen Z Portraits

Phase one of the study, conducted in August/September 2018, involved developing Virtual Qualitative Portraits of Gen Z. Afew Gen Z respondents
Gen Z is characterized by those who are born between the years 1995 and 2010. Our focus for this study was Gen Z on
the older end (i.e., those who are 18-23 years old at the time of the survey). Details on the qualitative methodology are set
out below:

» Thirty Gen Zers within the ages of 18-23 from Argentina, India, Russia, and the United States participated in the virtual qualitative
phase.

* Respondents were asked to complete three days’ worth of activities on a smartphone and web-enabled platform. A virtual
approach was chosen to enable Gen Z to interact with the researchers authentically on devices of their choosing, and seamlessly
upload pictures and selfie videos throughout their day.

+ Two exceptional respondents* in each market were selected for follow-up Virtual Video Chats.

* Gen Zers were selected based on their engagement with the counterfeit category: “have bought fake”, “considered purchasing a
fake product but did not” and “haven’t bought a fake product and wouldn’t consider’—see table below:

we spoke to:

GenZ (18-23) Subsets

Have bought a fake product n= n=3 n=2 n=2
E]:gtnadered purchasing a fake product but did n=2 n=3 n=3 n=3
Haven’t bought a fake product and wouldn’t _ _ _ _
consider n=2 n=2 n=2 n=2
Total # respondents in each market N=28 N=28 N=7 N=7
TOTAL N =30

*Note: Exceptional respondentsin each marketwere chosen because theyhad articulate responsesin the virtual phase and eloquentlyexpressed differing viewpoints on the ethics of counterfeit products.
In our qualitative explorations, we defined “fake products”as "products thatare designed to look like a certain brand but that are not actually made from that brand.”
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Methodology

Virtual Qualitative: Gen Z Portraits

Respondents logged in to the virtual platform throughout their day to complete activities and answer probes from the moderators
in their native language. Here are some virtual exercises they did:

Day one focused on how Gen Zers
express their identities and the role that
brands play in who they are. Respondents
created “identity webs” (see image),
mapping out aspects of themselves and

Day two dove into how Gen Zers
define products in the counterfeit
space and which factors influenced
their purchase decisions, as
respondents made video blogs
discussing their experiences with

Day three pinpointed the
underlying drivers and ethical
considerations behind Gen Z's
attitudes towards counterfeit
products through fill-in-the-blank
exercises and selfie videos.

brands they use to express those aspects.
counterfeit products.

I iy el
P — e
——— ———— = e e
Polina  07.09.2018 13:48
e b v L
ﬂ B T T i IR POIT T
b e 2 e s o ’ P T R ——— 1 took a photo from the Internet. For me, a fake looks like one. You can see with the naked eye how
g b 0y g " L e ﬁ. poorly made and how cheap it looks
- —Cst-— —
S == ,
Ewikker . —— &
i i —— P - tﬂ:*m
o -

Respondents provided us images ofwhat they
considerto be counterfeit products and why

Respondents record selfie videos describing their
thoughts about the ethics of counterfeit products

Respondentidentityweb, dayone virtual qualitative study

In our qualitative explorations, we defined “fake products”as "products thatare designed to looklike a certain brand but that are not actually made from that brand.”
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Methodology

Quantitative: Global Gen Z Authority Online Survey

After the Virtual Qualitative phase, a 25-minute online survey was conducted with 4,500+ Gen Z respondents across ten countries in November 2018. All
4,500+ respondents responded that they had come across fake products when thinking about the variety of goods sold out there*. The survey was
completed in each country within approximately two weeks. The purpose of this survey was to robustly understand Gen Z's relationship with brands and

counterfeits and the importance of different considerations influencing their purchase of counterfeit products.

Sample Details:

Argentina Indonesia Mexico Nigeria Russia United States
Females 18-23 N=199 N=201 N=206 N=200 N=200 N=200 N=200 N=101 N=200 N=625
Males 18-23 N=202 N=202 N=200 N=200 N=200 N=200 N=200 N=150 N=200 N=625
N=406 N=400 N=400 N=400 N=400 N=252 N=400 N=1250

Country Totals N=401 N=403
TOTAL

In our quantitative explorations, we defined “fake products” as “an exact imitation of a brand’s product and its packaging”

*Respondents who qualified to the study selected “Fake products” in response to the following question:
When thinking about the variety of goods being sold out there, which of the following have you come across?

’NTA %_nt%rnatioual 12
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Methodology

Quantitative: Global Gen Z Authority Online Survey

Sample and analysis call outs:

Sample Size Details

* The larger sample size from the United States market allowed for more in-depth demographic analyses of the data, providing more intricate
and nuanced assessments of Gen Z's behaviors. This larger sample size is a common industry practice.

* Due to limited sampling feasibility in Nigeria’s market, the sample size is smaller than other markets.

Analysis Details

» The figures in this report reflect a global average, unless otherwise specified. To account for differences in sample size aaoss countries
and to not skew the results, the global average was created by giving each country an equal weight, regardless of country sanple size.
This approach ensured that the global average was not biased towards countries with larger sample sizes.

» Differences called out in the report among countries or audiences are marked with a ++% difference against the overall global average
unless specified otherwise.

* Rounding errors may occur that cause +1% discrepancy.
* Margins of error are between 2.8% and 6.2%.

INTA
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GenZ’s
generational
identity

Individuality, morality, flexibility




Gen Zers are digitally native and turn to a varie
of information sources for learning

(s

Gen Zers learn about things...

Online (e.g., Google)

On YouTube (e.g., how-to videos, viogs)

From social media (e.g., influencers)

From their friends

By watching TV (e.g., live, broadcast, streaming)
By reading newspapers or books

In school

By talking to family

By talking to people they know on social media

Learning. What are your top sources of information to learn about things? Please select your top 3.

Photo Credit: Robbin Worral, “Endlessly Scrolling” —July 23,2018




Gen Z’s top
stated values
represent three
defining
characteristics of
this generation:

Values. Which of the follow ing values are mostimportant to you? Please select your top 3.

#1 Individuality

+~‘ ' ,'+ (Staying true to mysM—

‘[l am] my own person, not worried about

what others think.” ¥
—Female, 18 United States

#2 Morality

(Doing what’s right) ﬂ—

ngér/ ‘Honesty is a fundamental pillar for

‘et anything regardless of the situation, as

well as responsibility.”
—NMale, 19




Individuality: As a generation, Gen Z has a
strong sense of self, which generally holds

true across cultures/markets

92%

say it's important to always
be true to who they are...

T

‘I'm very self-expressive and

| neverhide wholam.”
—Female, 21

)

‘I checkifany of my
friends havethe same
thing. | prefer to stand

| —Male, 23

United States

_—7

outamongmy friends.”

Russia

—

Psychographics. Please indicate how muchyou agree or
disagree with each of the follow ing. [% Strongly Agree + %
Somew hat Agree]

Photo Credit: Nicolas Hom, “Nico”—June 2, 2018

...dn

195%

would rather stand out
than fit in with others

Japan is the exception—
standing out matters less

Japan

Only 36% would rather
stand out than fit in

INTA ot 17




Morality: Gen Zers aspire to maintain

a strong moral code, which is both
Internally driven and a product of their

upbringing

“For example, when you study a career, it's key to be
responsible and honest even with oneself. | believe the
best thing is to do things right.”
—NMale, 19

Argentina
|
say they are guided by prioritize being an
determine their values they've ethical shopper
own moral code learned from their A
family % iy i

Psychographics. Please indicate how much you agree or disagree w ith each of the follow ing. [% Strongly Agree + % Somew hat Agree]

INTA ez 18
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They see their identity as an

evolving “work-in-progress” and are figuring
out who they are as adults

91% 88% 77

are Opento feellike their core are still figuring out
changing their views values have been who they want to be
based on new things evolving over time

they learn

“‘When | gotto college | saw differenttypes of people. | was pretty
sheltered before college. | saw different personalitiesand | just
experiencedfreedom. So, | finally had a chanceto make
decisionsonmyown.” @
—Female, 22 United States

Psychographics. Please indicate how much you agree or disagree w ith each of the follow ing. [% Strongly Agree + % Somew hat Agree]

b
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These values
Influence
how Gen Z
engages with
brands



CT-1 WAL

relationship with
brands:

My brand tops your brand

m%lml
= Ao




For most Gen Zers, how a brand’s products fit their
needs matters more than brand names themselves

O say the brand name is somewhat
/O important or very important—with

some differences by market...

Brand name is more importantin...

@ =

India China Indonesia

+20% +11% +10%

Brand nameis |ess importantin...

= o ) e

United States Japan ltaly Russia

-6% -10% -10% -14%

BrandAttitudes. Please indicate how much you agree or disagree w ith each of the follow ing. [% Strongly Agree + % Somew hat Agree]
BrandIm portance. When you decide w hat to purchase, how important is the brand name? [% Very important + % Somew hat important]

...but 81%

feel that the brand name isn’t as important
as how the product fits their needs

‘I need something that can adapt
itself to my lifestyle, to my everyday
life. | look for those kind of products.”

—Male, 19 (:

Argentina

22



Brands serve as an extension and a reflection of
Gen Z’s individual identity

...and
say it's more important think that they use
for a brand to fit their popular brands in their
style than what the brand own unique way

means to others...

‘l have neverbeen a huge [big]name brand individual. | focus
moreonifthe brand works for me andis inclusive rather

than the name [of the brand].” @

—Female, 22

United States

BrandAttitudes. Please indicate how muchyou agree or disagree w ith each of the follow ing. [% Strongly Agree + % Somew hat Agree]
BrandIm portance. When you decide w hat to purchase, how important is the brand name?




In most markets, Gen Z cares more about individuality
than social identity when choosing brands

Only

42%

look to their friends when
deciding what to buy...

“The reason | had been so enamored with
wearing brand names [before] was because
| thought that others would be impressed. [Now],

I've realized that others’ thoughts of me should
not dictate my own actions.... | should fin
happiness in what | think of myself.” @
—Male, 19

United States

...and even fewer—

35%

—tend to buy the same brands
as their friends

‘' never wait for approval from my friendsin
such things. | can dress or buy something that

cannot be liked by everyone and | will not be

embarrassed.”
—Female, 21 O

Russia

BrandAttitudes. Please indicate how much you agree or disagree w ith each of the follow ing. [% Strongly Agree + % Somew hat Agree]
Psychographics. Please indicate how much you agree or disagree w ith each of the follow ing. [% Strongly Agree + % Somew hat Agree]

However, Gen Z in Indonesia

has an elevated sense
of social identity

Indonesia

+30% more likely to say that they

look to their friends to keep up with
what’s current

+32% more likely to say that others
look to them to decide to what’s current

INTA s
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Gen Z expects brands to align with and
reinforce their own morals and values

——

—
—
= ¥
_—
—%
=
=

s

—

£
8 6 % 41 considerthe brand Nike to be incredibly 5
stylish—they havelong beenassociated with = —

stylefor everyone,andreally accessible.”
think that brands should —Female, 18 Q

be accessible to all... D\l

..and -

8 5 % “There are tons of brands that| love, but true - e —
admirationcomesfrom companiesthat are
‘doing well while doinggood.” ——
—Female, 20 @

believe that brands
should aim to do good in

the world

United States

Ll

BrandAttitudes. Please indicate how muchyou agree or disagree w ith each of the follow ing. [% Strongly Agree + % Somew hat Agree]

INTA = 25
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Overall, Gen Z has a working knowledge of intellectual property
(IP) rights, and those with this awareness see IP rights as equally
Important as physical property rights

| Assessment of personal knowledge of IP rights | | Of those who know at least “very little” about IP rights. .. |

O say that intellectual property rights
/O are equally as important as physical

property rights

say that intellectual property rights
44% 1 7% are more important than physical
have a basic 329 property rights
knowledge

know very
little

say physical property rights are
1 2% more important than intellectual

property rights

Know ledge. How much doyou feelyou know about the topic of intellectual property rights, such as trademarks and copyrights?
IPRights. Which of the follow ing do you agree w ith most? [Note: IPRights w as asked among those w ho know at least “very little about it"]




In principle, Gen Z has strong respect for the value of
people’s ideas and creations, and this ideal extends
Into the brand space

“l appreciate if it's an original idea and not

9 3 have a lot of respect for peoplé's copied from something for whatever reasons.”

Ideas and creations.. : —Female, 20 ©»

India

...and
7 4 think it’s important'te Buy genuine “l admire all the hard work brands put into
products selling admirable products and items.”

*
* % HR
I

—Female, 20 S—
United

Photo Credit: Pim Chu, notitle—January 21, 2018 States

Psychographics. Please indicate how muchyou agree or disagree w ith each of the follow ing. [% Strongly Agree + % Somew hat Agree]
CounterfeitAttitudes. Please indicate how much you agree or disagree w ith each of the follow ing as it relates to fake products and their purchase/sle. [% Strongly Agree + % Somew hat Agree]

INTA e 28
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In practice, Gen Zers live in aworld where the sale of
counterfeit products Is ubiquitous, thus their ideals are
tested by the reality of their surroundings

Believe that fake products are
sold everywhere

“l have seen lots of fake products of
brands—they are popular in the
marketplace. Every product has its

copy.”

7 1 53 47 —Male, 22

by street on online at local

vendors marketplaces marketplaces

(where vendors gather
together)

Gen Z commonly see them being sold...

Photo Credit: Artem Bali, “Women choosing bijouterie in the store” —February 24, 2018

CounterfeitAttitudes. Please indicate how muchyou agree or disagree with each of the following as it relates to fake products and their purchase/sale. [% Strongly Agree + % Somewhat Agree]
PlaceSeen. Thinking about fake products, where do you usually see them offered or sold? Please select all that apply.




An internal conflict is created by Gen Z’s values and
their practical considerations

Gen Z’s top two influences when it comes to forming opinions about fake products:

My income

4 (%

When Gen Zers consider their income against their morals, income 1 first consider the price and then, if the price is convincing,

wins. Morals are still stated as an important influence, but secondary then | take a look at the product.” @
to their income. The income of Gen Zers might be pushing them —Female, 23 Argentina
towards purchasi.ng counterfeitprod_ucts, as overthreein fiv_e GenZ e T ———

respondents said they don’tfeel like they can afford the lifestyle you are a student.” G
that they want. —Male, 21

Photo @Gredit: Hannah' Grace, “Youare beautiful” —September 21, 2017

InfluencesCounterfeit. Which of the follow ing would you consider to be the biggest influences w hen it comes to forming your opinions about fake products? Please selectup to 3.
Psychographics. Please indicate how muchyou agree or disagree w ith each of the follow ing. [% Strongly Agree + % Somew hat Agree]

INTA ez 30
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Almost half of Gen Z Is morally opposed to purchasing
counterfeit products, while many see the act as morally

ambiguous

“l have a liberal worldview in that sense — if you
think it’s ok to buy non-original sneakers, you
are free to do so. | am not going to

Jjudge you.” —Male, 19

Argentina

T

Argentina

17% more likely to say it depends

17% more likely to say it's not okay

Ethics A. Which of the follow ing best describes how you feel about buying fake products in general?

When asked whether the purchase of products is okay, Gen Z said...

FOR
purchasing fakes

| think it's okay
or it's totally,
okay, 13%

UNSURE
about purchasing fakes

Whether it's right
or wrong depends
on the situation,
39%

AGAINST
purchasing fakes

| don't think it's
okay or it's totally
not okay, 48%

INTA e 31
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Gen Zers often apply a lens of situational morality to
their purchase decisions, and practical considerations
can overtake moral ideals

Using situational morality, Gen Zers are able to rationalize the purchase of fake products, despite its dissonance with
their ideal moral code; in these instances, they apply a flexible sensibility towards their moral code.

Never Purchasers

Gen Zers who didn' Within the past year, 79 of Gen Zers

purchase fake products
Heavy Purchasers  31% e have purchased, fake products from a

Gen Zers who purchased

fake products “all the time COU nterfelt | n d u Stl’y*

or frequently” in the past
year

L
48% |
Light Purchasers
Gen Zers who “rarely” or
“occasionally” purchased
fake products in the past
year

*on an “at least rarely” basis

Photo Credit: Niels Smeets, no title—August 16, 2017

FrequencyQ. Within the pastyear, how often did you purchase fake products within each of the follow ing categories? Never purchaserdefined as respondents who “never” purchased fake productsin the pastyear; light purchaser defined
as respondents w ho “rarely” or “occasionally” purchased fake products in the pastyear; heavy purchasers defined as respondents who “frequently” purchased or purchased fake products “all the time” in the pastyear

INTA piczsicne 32
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Gen Zi1s most engaged with counterfeit apparel and
shoes & accessories

Gen Z has high awareness of all of the counterfeit industries* we explored, showing the ubiquitous nature of
counterfeit products.

Of all Gen Zers in =7 spo%ods ﬁéﬁ Q[;]Q @,

oursample... Shoes & (appareland Beauty & Consumer Food and
accessories merchandise) cosmetics electronics beverages
Aware of... 97% 98% 96% 90% 94% 78% 89% 74%
Have seen
counterfeits being 91% 92% 88% 74% 81% 59% 76% 58%
sold...
Occasional,
frequent, or “all the 37% 34% 27% 20% 21% 18% 17% 16%

time” purchase

Frequent or “all
the time” 16% 15% 11% 9% 9% 9% % 7%
purchase

Note: the table above illustrates Gen Z’s engagement with each counterfeit industry* tested in the survey. The figures show are calculated from all Gen Z respondents in the sample.

Counterfeit products ultimately constitute a smaller percentage of Gen Z’s overall spending across all industries. Of Gen Z p articipants who
purchased counterfeitproducts at all, on average, 45% allocate less than 10% of their spending to counterfeit products.

*The counterfeit industries explored were selected from an initial recommended category list provided by the research team refined by input from INTA’s representativ e of fices that identified which categories had high instances of counterfeiting and were present/represented across markets
Exposure. How often do y ou usually see the following categories of fake products being sold?

FrequencyQ. Within the pastyear, how often did y ou purchase fake products within each of the following categories? [Note: FrequencyQ was only asked for categories respondents at least “rarely see”]
Spend. Of allthe money you've spent on products in each category within the past y ear, what percentage would you say you've spent on fake products? Y our best guess is totally fine! [Note: Spend was only asked for categories respondents purchase at least “rarely "]

INTA pizoicne 33
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Socilal acceptance can somewhat normalize behavior,
although there are a few exceptions to this trend

While Gen Z is a generally individualistic generation, social norms can still influence behaviors towards counterfeitpurchases.

40% GenZ's Pt
frequent .
O purchase of
35% C Nigeria IndoneS|a ‘ fakes |S hlghly
@ normalized Argentina

China India

United States

>
o
<
[}
=]
o
a3
b
C
@
0
©
=
(8]
e
)
o
=
o
=
=r
I

30% T
’,,"/’ Russia
25% Pt
"”””

c‘:>’~ 20% -7 Mexico
g Gen Z has lower
8 purchase frequency s
55 15% | of fake productsin an
= @ environment with
[ - . . .
= Pt high social stigma
o - Japan
= B
= 10%
S 10% 20% 30% 40% 50% 60% 70% 80%

More normal and socially acceptable

Less normal and socially acceptable

Horizontal axis* % somew hat or strongly agree with the statement: It's pretty normal and socially acceptable to buy fake products
Vertical axis: % occasional purchase and higher from FrequencyQ. (Within the pastyear, how often did you purchase fake products w ithin each of the follow ing categories?). Note: occasional or higher usage w as chosen to capture at
least a moderate level of Gen Z engagement w ith counterfeit products in each country.

e
———
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Functional benefits like price and accessibility come to
the forefront as reasons Gen Zers buy fake products

Their top three benefits overall (averaged across categories):

say that fake products
are easier/more
convenient to find than
genuine products

“This is why fakes are fakes—they are easy to
find—I just walk ten meters away from my

house to buy them.”
—Male, 19 G

Russia

Fakes are even easier tofindin...

- g

Indonesia Russia

say they can only
afford the fake version
of some brands

of

A positive of fakes is that they're way cheaper
than actual real products. Some people may
not be able to afford those real products

so fake products gives them access

to them.” —Male, 20
United States

Fakes are seen as even more affordable in...

Do (@)

Argentina Japan

think that their
money benefits the
seller* who’s making
a living

9 would support someone with a micro
entrepreneurship. | would purchase goods
from that person.”

—Female, 23 (:)

Varied levels of empathy towards sellers...

o o @

Indonesia Argentina Japan

Photo Credit: Dane Deaner, “Browsing the Market” —December28, 2017

Benefits. How much do you agree w ith the follow ing statements regarding w hy you might w ant to purchase fake products in the [hCatAssign] category? %Strongly Agree OR %Somew hat agree

*Note: “Seller” here refers to the seller of counterfeit goods

Int ti |
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Heavy purchasers experience not only functional
nenefits, but also heightened social and emotional
nenefits from counterfeit products

Gen Zers stated that they mostly bought fake products in the last year for private use at home (60%);
while private use is the top occasion for heavy purchasers as well, they have more appreciation for the
extrinsic value that fake products provide.

Compared to light purchasers, heavy purchasers believe...

+14% +14% +10%

...using a big brand's product ...buying fake products helps ...fake products allow them to
makes them look good even if them express themselves buy luxury brands they couldn't
it's a fake product through brands they usually otherwise afford

can't afford

Occasions. Which of the following best reflects the occasions for which y ou purchased fake products in the last y ear? Please select all that apply. [Note: Occasions was only asked for categories respondents purchase at least “rarely”] [Note: hCatAssign refers to the category which
respondents were asked to answer for] CounterfeitAttitudes. Please indicate how much you agree or disagree with each of the following as it relates to fake products and their purchase/sale. [% Strongly Agree + % Somewhat Agree]
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Gen Z’s top barriers to purchasing fake products are
related to quality and safety concerns

Among their top barriers overall:

believe that the quality of fake
1%

8 1% say that fake products are unsafe products is usually not good enough

Light purchasers are +5% more Light purchasers are +6% more
More amplified for light likely to agree likely to agree
purchasers (vs. heavy purchasers) (vs. heavy purchasers)

Gen Z is more likely to strongly agree that this is a barrier in...

More of a concern _
in certain Beauty & — Consumer | -‘ Consumer Electronics
categories ééﬁ Cosmetics m==l| Electronics O=L U

+7% +4%

Barriers. Howmuch do you agree with the following statements regarding why y ou might not want to purchase fake products in the [hCatAssign] category ? [% strongly agree or % somewhat agree / % somewhat agree]
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These amplified quality and safety concerns may be why
the beauty and consumer electronics categories have

lower purchase frequency

ﬁéﬁ Beauty & Cosmetics

90% » 20%

Lower occasional purchase frequency

High awareness

Gen Z is less likely to risk facing bodily harms for fakes, as makeup products
tend to draw skepticism as to whether the ingredients inthe product are safe for
use on the face.

“The formula in let’s say a certain brand of makeup could be extremely different from
[the fakes] being sold to you, which is extremely dangerous because

you may react to something in the fake formula.” E
—Female, 20 —

United States

Exposure. How often do you usually see the follow ing categories of fake products being sold?

Consumer electronics

94% « 21%

High awareness

Lower occasional purchase frequency

Gen Z tends to avoid the purchase of counterfeit technology products because
of the concern that they could be dangerous.

“‘Where it is not totally acceptable is electronics, it can even be dangerous.
There is arisk that something may explode.” O

—Female, 21

Russia

FrequencyQ. Within the pastyear, how often did you purchase fake products within each of the follow ing categories? [Note: FrequencyQ was only asked for categories respondents at least “rarely see”]
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Gen Z’s appreciation for others’ hard work and
Ingenuity Is also a top-of-mind barrier to purchase

It's important to note that while these barriers exist, they can be superseded by circumstance and situational needs.

Among their top barriers overall:

More amplified for light
purchasers

More of a concern in
certain categories

0/. say they'd rather purchase 7 9 (y say there’s hard work that went
/O the genuine product 0 into making the genuine product

Light purchasers are +10% more
likely to agree
(vs. heavy purchasers)

Gen Z is more likely to strongly agree that this is a barrier in...

Consumer Beauty &
[ ] Electronics ééﬁ Cosmetics
 +4% +4%

Barriers. Howmuch do y ou agree with the following statements regarding why y ou might not want to purchase fake products in the [hCatAssign] category ? [% strongly agree or % somewhat agree / % somewhat agree]
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While Gen Z is purchasing fake products now because of

a variety of practical reasons; a majority aspire to
purchase fewer fakes in the future

Expected change in future
purchasing behaviors

The top reasons Gen Zers want to purchase fewer fakes in the
next few years are:

Expect to purchase more

66%  37%  34%

AR expectto want expectto be able to see buying genuine
_ 52% better quality things afford the genuine products as the
Don't expect purchasing product mature thing to do
habits will change Expect to purchase fewer

fake products

FuturePurchase. Howdo you expect y our purchasing habits will change in the future?

FuturePurchaseB. You mentioned y ou expect to purchase fewer fake products in the next fewy ears. Which of the following best represents why ? Please select up to 2. [Note: FuturePurchaseB was only asked for respondents who said they expect to purchase less counterf eit
products in the future]
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Hazards to personal or societal wel
Gen Zers to reassess their purchas
fake products

Gen Zers are minimally motivated by social pressure and the effect on the b

|-being cause
Ing behavior of

rand and its business.

What would drive Gen Zers to change their minds about purchasing fake products?

If the product is dangerous or bad for my health

If money spent on fake products goes towards organized crime

>

If fake products are bad for the environment

As with the barriers of
purchasing counterfeit

If purchasing_] a fake product means | have to pay a fine

If buying such products results in people losing their jobs

products, safetyis a top
driver of change for Gen Z

If the workers that made these fake products are treated poorly
If purchasing genuine products created positive change in the world

If fake products inhibit innovation

If | feel more connected to the genuine brand

If | know more about what it takes to create the genuine product
If brands/creators lose money as a result

If people | admire are against purchasing fake products

If people around me stop buying fake products

B | would stop purchasing fake products

Change. How would the follow ing change your mind about purchasing fake products, if at all? [Note: Change was asked among those w ho atleast “ra

If the economy loses a significant amount in tax dollars as a result..

u | would reconsider purchasing fake products

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

I wouldn't change my mind

rely” purchase counterfeit products]

———
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Brand and media personalities
serve as strong candidates for
delivering these messages to build
trust among Gen Zers

Top 3crediblesourcesfor learning about counterfeiting:

55%  45%  40%

Brands’ creators or Media personalities Social media
employees influencers

Interestingly, traditional messengers aren't seen as credible —only
22% of Gen Z sees government officials as a credible source for

learning about counterfeiting

Government is more credible in... Government is less credible in...

+17% @ -14% G

United States Russia

SourcesofLearning. Who w ould be the most credible sources for learning more about the topic of counterfeiting?Please selectupto 3.

Photo Credit:Marty Maguire, “Handsome young Indian man yasilaing burgundy turban” —July 7,2018
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Thank you!

Country-specific reports are available upon request
for the following countries:

S @ ® 0

Argentina China India Indonesia Italy
Japan Mexico Nigeria Russia United States

For more information, please contact:

Sheila Francis

Director, Strategic Partnerships & Economic Research
International Trademark Association (INTA)

Email: sfrancis@inta.org

www.inta.org

Renee Garrahan

Associate, Economic Research

International Trademark Association (INTA)
Email: rgarrahan@inta.org

WWW.inta.org
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