
Appendices include five complete sets of graphs.

Appendix 1 includes COMBINED TOTAL of four countries.

Appendix 2 includes breakdowns BY COUNTRIES

Appendix 3 includes breakdowns BY GENERATIONS

Appendix 4 includes breakdowns BY GENDER

Appendix 5 includes breakdowns BY INCOME

Questions? Contact Dr. Cynthia Cohen at ccohen@verdictsuccess.com
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Four Countries Surveyed

N = 400 So. Africa

N = 400 Singapore

N = 400 United Kingdom

N = 400 United States

N =1600 Combined Total



Four Generations Surveyed
N = 400     Boomers (born between 1946-1964)

N = 400     Gen X (born between 1965-1980)

N = 400     Millennials (born between 1981-1996)

N = 400     Gen Z (born between 1997-2005)

N = 1600  Combined Total



Each Country 
Survey includes 
Equal Numbers 
within 
Generations

25.0%

25.0%25.0%

25.0%

Q3. What year were you born?
1946-1964 Boomers 1965-1980 GenX

1981-1996 Millennials 1997-2005 GenZ



Each Generation

So Africa Singapore UK USA Total
Boomers 1946- 1964 100 100 100 100 400

Gen X 1965- 1980 100 100 100 100 400

Millennials 1981-1996 100 100 100 100 400

Gen Z 1997-2005 100 100 100 100 400

0

50

100

150

200

250

300

350

400

Q3. What year were you born?

Boomers 1946-1964 Gen X 1965-1980 Millennials 1981-1996 Gen Z 1997-2005



Q2. What 
is your 
gender?

50.0%50.0%

Q2. What is your gender?

Female Male



Each Country (and each Generation) Include Equal 
Females and Males

So Africa Singapore UK USA Total
Female 200 200 200 200 800

Male 200 200 200 200 800
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Female Male



2.8%

33.7%

23.2%
25.7%

6.8% 7.8%

< MATRIC MATRIC SOME UNIVERSITY 
EXPERIENCE OR 

TECHNICON 
DEGREE

UNIVERSITY 
DEGREE

UNIVERSITY 
DEGREE WITH 

HONOURS

POST GRADUATE-
LEVEL DEGREE

Q4. Education - South Africa

2.3%
15.3%

30.8%

51.6%

< G.C.E. "O" OR "N" 
LEVEL

G.C.E. "O" / "N" LEVEL G.C.E. “A” LEVEL / 
INTERNATIONAL 

BACCALAUREATE/ 
POLYTECHNIC

TERTIARY LEVEL

Q4. Education - Singapore

25.2%

34.3%

25.2%

15.3%

SECONDARY SCHOOL 
QUALIFICATIONS

HIGHER 
EDUCATION/COLLEGE (E.G., 

A-LEVELS, BTEC)

UNDERGRADUATE DEGREE POST-GRADUATE 
DEGREE/QUALIFICATIONS

Q4. Education - United Kingdom

3.5%

24.2%

28.0%

32.0%

12.3%

< HIGH SCHOOL HIGH SCHOOL SOME COLLEGE COLLEGE GRADUATE-LEVEL

Q4. Education - United States



Q6. How 
many people, 
including 
yourself, live 
in your 
household?

14.0%

24.9% 24.4%
22.4%

8.4%

3.5% 2.5%

1 2 3 4 5 6 7+

Q6. How many people, including yourself, live in 
your household? 



Q7. 
Regarding 
religious 
practices, do 
you consider 
yourself . . . 

26.6%
24.7%

30.6%

18.1%

NOT RELIGIOUS SLIGHTLY RELIGIOUS MODERATELY RELIGIOUS VERY RELIGIOUS

Q7. Regarding religious practices, do you 
consider yourself . . . 



Q9. How do 
you feel 
about your 
household 
income? Finding it difficult

on present
income

Coping on
present income

Living
comfortably on
present income

Prefer not to
disclose

Total 26.1% 44.5% 27.9% 1.4%

26.1%

44.5%

27.9%

1.4%

Q9. How do you feel about your 
household income? 



Q10. What 
is your 

occupation?



Q11. Have 
you ever 
been a 
business 
owner?

28%

72%

Q11. HAVE YOU EVER BEEN A BUSINESS OWNER?

Yes
No



Q12. Do you 
describe 
yourself as a 
. . . .

20%

11%

69%

Q12. DO YOU DESCRIBE YOURSELF AS A . . . .

Fashionista

Neither

Plain/Practical
Shopper



Brand Innovation/Function Other Price Quality Style/Design Value
Total 5.6% 8.3% 2.6% 23.3% 28.2% 17.1% 14.8%

5.6%
8.3%

2.6%

23.3%

28.2%

17.1%
14.8%

Q13. What is your top reason for purchasing a product?



Ads Consistent
Quality

Color
(Colour) Design

Familiar
Memories

with It
Family
Buys It

Health
Benefits

Influencer
Endorsem

ents
Popularity Price Usabiity

No
Favorite
Brand

Total 5.5% 59.2% 23.7% 50.9% 16.5% 9.2% 20.5% 4.9% 17.1% 68.4% 46.6% 5.3%

5.5%

59.2%

23.7%

50.9%

16.5%
9.2%

20.5%

4.9%
17.1%

68.4%

46.6%

5.3%

Q14. When choosing a favorite brand, what makes you prefer it? Check all that apply. 



Q15. Are you 
likely to be 
first to buy 
when a brand 
reveals a new 
product?

36%

64%

Q15. ARE YOU LIKELY TO BE FIRST TO BUY WHEN A 
BRAND REVEALS A NEW PRODUCT?

Yes
No



Big box stores Boutique
stores

Pharmacy
stores

Department
stores

Discount
stores

High-end
name stores
(e.g., Gucci,

Tiffany)

Small local
businesses

Street
vendors Other Do not shop in

person

Total 72.1% 22.9% 71.9% 61.6% 66.0% 15.6% 47.3% 22.0% 1.5% 1.6%

72.1%

22.9%

71.9%
61.6%

66.0%

15.6%

47.3%

22.0%
1.5% 1.6%

Q16. When shopping in person, do you purchase from any of these entities?



Q17. How 
often do you 
shop online?

38%

57%

5%

Q17. HOW OFTEN DO YOU SHOP ONLINE? 

Frequently
Occasionally
Not At All



Big box stores'
websites

Boutique
stores'

websites

Department
stores'

websites

Discount
stores'

websites

E-commerce
multi-store

retail
platforms

Friends'
websites

High-end
name brand
name stores'
(e.g., Gucci,

Tiffany)
websites

Online
pharmacies

Small local
businesses'

websites

Social media
sponsored ads

Total 42.2% 16.0% 41.1% 17.9% 68.1% 5.3% 13.6% 16.3% 16.4% 15.4%

42.2%

16.0%

41.1%

17.9%

68.1%

5.3% 13.6% 16.3% 16.4% 15.4%

Q18. When shopping online, do you purchase from any of the following 
e-commerce platforms? 



Q19. If you have 
a choice 
between a 
generic 
pharmaceutical 
and a brand 
name 
pharmaceutical     
. . .

I a lways choose the brand
name pharmaceutical

It makes no difference to
me

I always choose the generic
pharmaceutical

I never use any
pharmaceuticals

Total 21.4% 47.0% 28.5% 3.1%

21.4%

47.0%

28.5%

3.1%

Q19. If you have a choice between a generic 
pharmaceutical and a brand name pharmaceutical . . . 



Celebrity entertainers
(e.g., musicians, tv

personalities, mov ie
stars)

Experts in the
industry Friends Political figures Posted reviews Social media

inf luencers Sports figures Not influenced by
others Other (please specify )

Total 14.8% 24.5% 33.4% 3.8% 22.9% 16.1% 7.7% 43.0% 1.2%

14.8%

24.5%

33.4%

3.8%

22.9%

16.1%

7.7%

43.0%

1.2%

Q20. Are your purchases influenced by endorsements from anyone? 



Q21. My view of 
trademarks/ 
brands is . . .

49%50%

1%

Q21. MY VIEW OF TRADEMARKS/BRANDS 
IS 

Positive

Neutral

Negative



Q22. I care whether 
brand-name 
products are 
authentic and safe.

68%

28%

4%

Q22. I CARE WHETHER BRAND-NAME 
PRODUCTS ARE AUTHENTIC AND SAFE.

It matters a great deal to me

I'm neutral

It does not matter at all to me



Q23. I care whether 
brand-name 
businesses are 
environmentally 
conscious.

45%

45%

10%

Q23. I CARE WHETHER BRAND-NAME 
BUSINESSES ARE ENVIRONMENTALLY 

CONSCIOUS.

It matters a great deal to me

I'm neutral

It does not matter at all to me



Q24. I care whether 
brand-name 
businesses are 
politically correct.

28%

52%

20%

Q24. I CARE WHETHER BRAND-NAME 
BUSINESSES ARE POLITICALLY CORRECT.

It matters a great deal to me

I'm neutral

It does not matter at all to me



Q25. What 
do you like 

to hear 
about 

brands?



Q26. Did you 
ever try to 
protect the 
name of a 
business, 
products or 
services by 
applying for a 
trademark 
registration?

5%

95%

Q26. DID YOU EVER TRY TO PROTECT THE NAME OF A 
BUSINESS, PRODUCTS OR SERVICES BY APPLYING FOR A 

TRADEMARK REGISTRATION?

Yes
No



Q27. If yes, 
please 

describe?



Q28. Do 
business 
owners do the 
right thing by 
getting 
trademark 
registration(s) 
for the brand 
names of goods 
or services they 
offer?

65%5%

30%

Q28. DO BUSINESS OWNERS DO THE RIGHT THING 
BY GETTING TRADEMARK REGISTRATION(S) FOR THE 

BRAND NAMES OF GOODS OR SERVICES THEY 
OFFER?

Yes

No



Any non-business
purpose Charity fundraiser Community party Hand-made crafts Local swap meet

Personal social
media such as

Instagram
Youth events It is not ok to

copy a trademark

Total 7.9% 10.7% 5.3% 6.9% 4.0% 6.1% 3.7% 79.4%

7.9% 10.7% 5.3% 6.9% 4.0% 6.1% 3.7%

79.4%

Q29. I feel it is ok to copy or use someone else's trademark/brand name 
without permission, if it is used in . . . 



Q30. Should 
trademark/brand 
owners be able to 
stop someone 
from using their 
brand name 
without 
permission? 85%

6%

9%

Q30. SHOULD TRADEMARK/BRAND OWNERS BE ABLE TO 
STOP SOMEONE FROM USING THEIR BRAND NAME WITHOUT 

PERMISSION?

Yes

No

Don't know or no
opinion



Q31. If a 
trademark/bran
d name is used 
without 
permission, the 
appropriate way 
to fix it is . . . 

68.4%

52.9%

3.9% 8.3%

TO STOP THE OTHER PARTY 
FROM USING THE SAME 

NAME WITHOUT PERMISSION.

THE OTHER PARTY SHOULD 
PAY DAMAGES TO THE 
TRADEMARK OWNER.

NO NEED TO FIX IT AS BOTH 
SHOULD BE ABLE TO SELL 

THEIR PRODUCTS OR SERVICES 
WITH THE SAME NAME.

NO OPINION.

Q31. If a trademark/brand name is used without 
permission, the appropriate way to fix it is . . . 



A large international company 
owns the registered trademark 
“TEQUILA TUESDAY” and built 
a following for the brand. The 
corporation's lawyer sent a 
letter to a local community 
Mexican style bar, requesting it 
stop promoting a Tuesday 
night special called “Tequila 
Tuesday” where they sell 
tequila for half price.

37%

27%

36%

Q32. DO YOU AGREE OR DISAGREE THAT THE MEXICAN STYLE 
BAR SHOULD HAVE TO STOP USING THE "TEQUILA TUESDAY" 

TERM?

Agree

Neutral

Disagree



Q33. Why 
do you say 

that?



A local manufacturer employs 
a lot of people in your 
hometown. It has been making 
“SUPER STRONG” glue for the 
last 20 years. Recently this 
local manufacturer registered 
“SUPER STRONG” as a 
trademark for glue. Now it is 
the only one who can sell glue 
called “SUPER STRONG”. The 
company's lawyer is sending 
letters requiring other 
businesses to stop selling 
“SUPER STRONG” glue.

39%

27%

34%

Q34. DO YOU AGREE OR DISAGREE THAT THIS COMPANY SHOULD 
STOP OTHERS FROM SELLING "SUPER STRONG" GLUE TO 

CONSUMERS?

Agree

Neutral

Disagree



Q35. Why 
do you say 

that?



Joe is selling counterfeit 
basketball (running) shoes at 
the local swap meet. The 
company that makes the real 
shoes took Joe to Court. 
During the Court case, Joe 
said, "I didn't know I was doing 
anything ‘that’ wrong." The 
judge threw the book at him. 
Joe had to pay the shoe 
company all the profit made 
from selling these fake shoes. 
Plus, Joe had to pay all the 
company lawyers' court fees. 
It almost bankrupted Joe.

23%

61%

16%

Q36. WHICH RESPONSE DO YOU FEEL IS THE MOST CORRECT?

Joe should have been required
to pay less to the company.

Joe paid about the right amount
to the company.

Joe should have been required
to pay more to the company.



Q37. Why 
do you say 

that?



Q38. Are you 
upset if 
someone 
makes fakes 
or counterfeits 
of your 
favorite 
brand?

72%

28%

Q38. ARE YOU UPSET IF SOMEONE MAKES FAKES OR 
COUNTERFEITS OF YOUR FAVORITE BRAND?

Yes
No



Q39. Which 
of these best 
describes 
your 
purchasing 
habits? 78%

19%

3%

Q39. WHICH OF THESE BEST DESCRIBES YOUR PURCHASING 
HABITS?

Non-buyer of
counterfeits
Occasional buyer of
counterfeits
Frequent buyer of
counterfeits



Q40. Others 
around me are ok 
with purchasing 
fakes or 
counterfeits.

19.8%

27.3%

13.1%

60.1%

FAMILY 
MEMBERS

FRIENDS PEER GROUP NO ONE

Q40. Others around me are ok with 
purchasing fakes or counterfeits.



Q41. Have you 
ever purchased 
an item on 
purpose, 
knowing it was a 
fake or 
counterfeit item?

20%

80%

Q41. HAVE YOU EVER PURCHASED AN ITEM 
ON PURPOSE, KNOWING IT WAS A FAKE OR 

COUNTERFEIT ITEM?

Yes
No



Q42. Why did 
you purchase 
the fake or 
counterfeit 
item?

3.8%
4.4%

2.4% 2.6%

13.1%

I'M A WISE 
SHOPPER

FOR THE 
LITTLE GUY TO 
MAKE MONEY 

INSTEAD OF 
THE BRAND 

OWNER

FOR SOCIAL 
STATUS

TO EXPRESS 
MYSELF IN 
SOME WAY

TO SAVE 
MONEY

Q42. Why did you purchase the fake 
or counterfeit item?



Q43. Have you 
ever accidentally 
purchased a fake 
or counterfeit 
item?

37%

63%

Q43. HAVE YOU EVER ACCIDENTALLY 
PURCHASED A FAKE OR COUNTERFEIT ITEM?

Yes
No



Q44. What did 
you do with the 
fake or 
counterfeit 
item?

18.3%

12.9%

5.7%

KEPT IT RETURNED IT OTHER

Q44. What did you do with the fake or 
counterfeit item? 



Q45. There 
are a lot of 
counterfeit 
products in 
the 
marketplace.

36.2%

48.0%

13.8%

1.8% 0.3%

STRONGLY AGREE AGREE NEUTRAL DISAGREE STRONGLY DISAGREE

Q45. There are a lot of counterfeit products in the 
marketplace.



Q46. Buying 
counterfeit 
products 
generally 
benefits the 
consumers.

7.2%

19.9%

33.9%

25.4%

13.6%

STRONGLY  AGREE AGREE NEUTRAL DISAGREE STRONGLY 
DISAGREE

Q46. Buying counterfeit products generally benefits the 
consumers.



Q47. How 
concerned 
are you that 
you might be 
buying a 
counterfeit 
product.

24.8%

30.8%
28.7%

15.7%

CONCERNED A GREAT 
DEAL

CONCERNED A 
MODERATE AMOUNT

CONCERNED A LITTLE NOT CONCERNED AT 
ALL

Q47. How concerned are you that you might be buying a 
counterfeit product.



Clothing Electronics Household
products Jewelry

Makeup and
skin care
products

Perfume Rx medicine Purses Shoes Toys None of the
above

Total 21.0% 13.5% 6.8% 10.8% 8.5% 13.1% 3.3% 6.3% 15.9% 4.4% 57.6%

21.0%
13.5%

6.8% 10.8% 8.5%
13.1%

3.3% 6.3%
15.9%

4.4%

57.6%

Q48. In the past 12 months, have you suspected that any products you bought online were 
counterfeit goods?



Q49. If I had 
a choice 
between a 
genuine 
product and 
a counterfeit 
that cost 
less, I would?

67%

32%

1%

Q49. IF I HAD A CHOICE BETWEEN A GENUINE PRODUCT AND A 
COUNTERFEIT PRODUCT THAT COST LESS, I WOULD 

Purchase only genuine products

It depends upon the products

Purchase only the counterfeit
products



Q50. It 
matters that 
counterfeit 
goods make 
brands lose 
profits.

61%

30%

9%

Q50. IT MATTERS THAT COUNTERFEIT GOODS MAKE BRANDS LOSE 
PROFITS.

Matters a great deal

Matters a little

Does not matter



Q51. Why 
do you say 

that?



Q52. Do you 
believe that 
counterfeit 
medicines 
may be 
dangerous or 
deadly?

89%

4%
7%

Q52. DO YOU BELIEVE THAT COUNTERFEIT MEDICINES 
MAY BE DANGEROUS OR DEADLY?

Yes

No

Don't know



Q53. Are you 
bothered by 
online ads 
that sell fake 
or counterfeit 
products?

71%

11%

18%

Q53. ARE YOU BOTHERED BY ONLINE ADS 
THAT SELL FAKE OR COUNTERFEIT 

PRODUCTS?

Yes

No

No opinion



Q54. Why are 
you bothered 

or not 
bothered . . .?



Q55. 
Counterfeit 

products are 
made 

cheaper by . . . 

Child labor Lower mark eting
prices

Lower wages Human
traf fick ing

Organized crime Sk ipping legal
processes

Slav ery None of the
above

Total 49.1% 54.0% 58.5% 33.9% 45.4% 60.9% 32.2% 7.1%

49.1%

54.0%

58.5%

33.9%

45.4%

60.9%

32.2%

7.1%

Q55. Counterfeit products are made cheaper by . . . 



Q56. Which 
statements do 
you believe are 

true? 
Protection of a 
brand through 

enforcing 
trademarks . . . 

fuels the economy
through job creation
by those producing

the brand.

ensures when
consumers purchase
a product that it is

from the source
they expect.

assures products
are high quality and

consistent.

keeps products
safer and authentic.

None of the above
statements are true.

Total 49.4% 73.8% 69.2% 67.8% 5.4%

49.4%

73.8%
69.2% 67.8%

5.4%

Q56. Which statements do you believe are true? Protection of a brand 
through enforcing trademarks . . . 



39.9%
42.0%

14.5%

2.7% 0.9%

STRONGLY AGREE AGREE NEUTRAL DISAGREE STRONGLY DISAGREE

Q57. Stolen goods sold in the marketplace are a problem for the companies 
that make them.



Q58. Are you 
bothered by 
stolen goods 
sold in the 
marketplace?

72%

13%

15%

Q58. ARE YOU BOTHERED BY STOLEN GOODS SOLD IN THE 
MARKETPLACE?

Yes, bothered by it
Not bothered by it
No opinion



Q59. If 
purchasing a 
brand-name 
item on eBay 
or Craig's List, 
are you 
concerned if it 
is a stolen 
item?

56%

22%

22%

Q59. IF PURCHASING A BRAND-NAME ITEM ON EBAY OR CRAIG'S 
LIST, ARE YOU CONCERNED IF IT IS A STOLEN ITEM? 

Yes concerned by it
Not concerned by it
No opinion



Media Questions

47.4%

70.6%

35.6% 35.4%

62.3%

6.9%

NEWSPAPERS TELEVISION FAMILY FRIENDS SOCIAL MEDIA OTHER

Q60. From where do you get your news?



Q61. Have 
you heard 
media stories 
of smash and 
grab of name 
brand items?

44%
56%

Q61. HAVE YOU HEARD MEDIA STORIES OF SMASH AND 
GRAB OF NAME BRAND ITEMS?

Yes

No



Media Questions

11.8%

34.5%

46.4%

6.1% 1.3%

STRONGLY AGREE AGREE NEUTRAL DISAGREE STRONGLY DISAGREE

Q62. The media usually gets it right when talking about brands/trademarks.



Media Questions

12.5%

38.6%
35.9%

10.2%

2.8%

STRONGLY AGREE AGREE NEUTRAL DISAGREE STRONGLY DISAGREE

Q63. I rely on the media to get it right when talking about brands/trademarks.



Q64. What do you like to hear on the news or read in news 
articles about trademarks?


