UNITED STATES

GEN Z Insights:

Brands and Counterfeit Products

M EET GEN Z B Gen Zis a cohort of individuals born from 1995-2010—often referred to as digital natives. Reports have shown that by 2020, Gen Z will represent the most significant
" number of consumers globally. An INTA-commissioned research surveyed 4,500+ respondents in 10 countries including the United States to understand 1) Gen Z’s

relationship with brands 2) their attitude and purchase behavior towards brands, and 3) practical vs. ethical considerations when purchasing counterfeit products.
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What currently influences Gen Zers
opinions on counterfeit products;
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