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This Appendix 
Compares Each 
Survey Question
BY GENERATION
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25.0%25.0%

25.0%

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

1981-1996 Millennials 1997-2005 GenZ



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

N = 400     GenX (born between 1965-1980)

N = 400     Millennials (born between 1981-1996)

N = 400     GenZ (born between 1997-2005)

N =1600   Combined Total



Q2. Gender
BY 

GENERATION

12.5% 12.5%12.5% 12.5%12.5% 12.5%12.5% 12.5%

FEMALES MALES

Q2. What is your gender?

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



Q4. Education within Each Country by Generation

< Matric Matric Some univ ersity experience or
technicon degree University  degree University  degree with honours Post  graduate-level degree

Boomers 1946- 1964 4.0% 41.0% 30.0% 17.0% 4.0% 4.0%

Gen X 1965- 1980 1.0% 34.0% 30.0% 24.0% 5.0% 6.0%

Millennials 1981-1996 2.0% 25.0% 24.0% 27.0% 10.0% 12.0%

Gen Z 1997-2005 4.0% 35.0% 9.0% 35.0% 8.0% 9.0%

4.0%

41.0%

30.0%

17.0%

4.0% 4.0%1.0%

34.0%

30.0%

24.0%

5.0% 6.0%2.0%

25.0% 24.0%
27.0%

10.0%
12.0%

4.0%

35.0%

9.0%

35.0%

8.0% 9.0%

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



Q4. Education within Each Country by Generation

< G.C.E. "O" or "N" level G.C.E. "O" / "N" level
G.C.E. “A” level / International Baccalaureate/ 

Polytechnic
Tertiary level

Boomers 1946- 1964 4.0% 26.0% 34.0% 36.0%

Gen X 1965- 1980 0.0% 15.0% 23.0% 62.0%

Millennials 1981-1996 1.0% 8.0% 18.0% 73.0%

Gen Z 1997-2005 4.0% 12.0% 48.0% 36.0%

4.0%

26.0%

34.0% 36.0%

0.0%
15.0%

23.0%

62.0%

1.0% 8.0%

18.0%

73.0%

4.0%
12.0%

48.0%

36.0%

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



Q4. Education within Each Country by Generation

Secondary  school qualificat ions Higher education/college ( e.g., A-lev els, BTEC) Undergraduate degree Post-graduate degree/qualif ications
Boomers 1946- 1964 41.0% 33.0% 19.0% 7.0%

Gen X 1965- 1980 34.0% 26.0% 21.0% 19.0%

Millennials 1981-1996 16.0% 36.0% 27.0% 21.0%

Gen Z 1997-2005 10.0% 42.0% 34.0% 14.0%

41.0%

33.0%

19.0%

7.0%

34.0%

26.0%

21.0%
19.0%

16.0%

36.0%

27.0%

21.0%

10.0%

42.0%

34.0%

14.0%

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



Q4. Education within Each Country by Generation

< High Sc hool High school diploma (or GED) Some college or 2 year degree College degree Graduate-level degree
Boomers 1946- 1964 2.0% 14.0% 25.0% 37.0% 22.0%

Gen X 1965- 1980 3.0% 22.0% 34.0% 29.0% 12.0%

Millennials 1981-1996 4.0% 24.0% 27.0% 35.0% 10.0%

Gen Z 1997-2005 5.0% 37.0% 26.0% 27.0% 5.0%

2.0%

14.0%

25.0%

37.0%
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4.0%

24.0%
27.0%

35.0%

10.0%

5.0%

37.0%

26.0% 27.0%
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United States of America
Boomers 1946-1964 Gen X 1965-1980 Millennials 1981-1996 Gen Z 1997-2005



Q6. How 
many people, 

including 
yourself, live 

in your 
household?

1 2 3 4 5 6 7+
Boomers 1946- 1964 17.8% 45.5% 17.3% 10.8% 6.3% 1.5% 1.0%

Gen X 1965- 1980 12.3% 27.0% 22.3% 23.3% 9.0% 3.0% 3.3%

Millennials 1981-1996 8.5% 17.3% 20.5% 31.8% 13.8% 5.8% 2.5%

Gen Z 1997-2005 10.0% 16.5% 25.3% 25.8% 12.5% 5.8% 4.3%

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



Q7. Regarding 
religious 

practices, do 
you consider 
yourself . . . 

Not Relig ious Slightly Religious Moderately Religious Very Religious
Boomers 1946- 1964 30.3% 25.5% 28.5% 15.8%

Gen X 1965- 1980 28.5% 32.3% 24.0% 15.3%

Millennials 1981-1996 31.0% 25.5% 24.8% 18.8%

Gen Z 1997-2005 32.8% 23.3% 21.5% 22.5%

30.3%

25.5%

28.5%

15.8%

28.5%

32.3%

24.0%

15.3%

31.0%

25.5% 24.8%
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Boomers 1946-1964 Gen X 1965-1980 Millennials 1981-1996 Gen Z 1997-2005



Q9. How do 
you feel 

about your 
household 
income?

Finding it diff icult on present
income Coping on present income

Living comfortably on present
income Prefer not to disclose

Boomers 1946- 1964 25.5% 42.5% 31.5% 0.5%

Gen X 1965- 1980 31.3% 47.8% 20.0% 1.0%

Millennials 1981-1996 28.2% 45.3% 25.3% 1.3%

Gen Z 1997-2005 19.5% 42.5% 35.0% 3.0%

25.5%

42.5%

31.5%

0.5%

31.3%

47.8%

20.0%

1.0%

28.2%

45.3%

25.3%

1.3%

19.5%

42.5%

35.0%

3.0%

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



Q10. What 
is your 

occupation?



Q11. Have 
you ever 
been a 

business 
owner?

Yes No
Boomers 1946- 1964 25.0% 75.0%

Gen X 1965- 1980 28.7% 71.3%

Millennials 1981-1996 31.0% 69.0%

Gen Z 1997-2005 28.0% 72.0%

25.0%

75.0%

28.7%

71.3%

31.0%

69.0%

28.0%

72.0%

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



Q12. Do 
you 

describe 
yourself as 

a . . . .

Fashionista Neither Plain/Practical Shopper
Boomers 1946- 1964 4.5% 10.0% 85.5%

Gen X 1965- 1980 13.8% 13.5% 72.8%

Millennials 1981-1996 24.5% 11.5% 64.0%

Gen Z 1997-2005 37.0% 11.0% 52.0%

4.5%
10.0%

85.5%

13.8% 13.5%

72.8%

24.5%

11.5%

64.0%

37.0%

11.0%
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Boomers 1946-1964 Gen X 1965-1980 Millennials 1981-1996 Gen Z 1997-2005



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

Brand Innovation/Function Other (need) Price Quality Style/Design Value

Boomers 1946- 1964 2.8% 6.3% 7.2% 25.8% 25.5% 8.0% 24.5%

Gen X 1965- 1980 4.3% 9.5% 2.0% 24.5% 25.5% 18.0% 16.3%

Millennials 1981-1996 6.3% 10.0% 0.3% 23.5% 30.3% 17.5% 12.3%

Gen Z 1997-2005 9.3% 7.5% 1.0% 19.5% 31.8% 25.0% 6.0%

2.8%

6.3%
7.2%

25.8% 25.5%

8.0%

24.5%

4.3%

9.5%

2.0%

24.5%
25.5%

18.0%
16.3%
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10.0%

0.3%
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17.5%

12.3%

9.3%
7.5%

1.0%

19.5%

31.8%

25.0%

6.0%

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



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

Ads
Consistent

Quality Color (Colour) Design
Familiar

Memories w ith
It

Family  Buys It Health Benefits
Influencer

Endorsements Popularity Price Usabiity
No Favorite

Brand

Boomers 1946- 1964 1.8% 59.0% 13.3% 31.8% 15.0% 4.0% 20.0% 1.5% 8.5% 66.3% 47.8% 9.3%

Gen X 1965- 1980 4.8% 61.5% 21.0% 48.5% 16.0% 5.0% 22.0% 2.3% 11.5% 68.8% 49.0% 4.3%

Millennials 1981-1996 7.0% 59.3% 29.6% 61.0% 16.0% 10.3% 22.0% 6.5% 20.5% 72.0% 46.5% 4.0%

Gen Z 1997-2005 8.5% 57.0% 31.0% 62.5% 19.0% 17.5% 18.0% 9.5% 27.8% 66.8% 43.0% 3.5%

1.8%

59.0%

13.3%

31.8%

15.0%
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20.0%

1.5% 8.5%
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5.0%

22.0%

2.3%
11.5%

68.8%

49.0%

4.3%7.0%
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Boomers 1946-1964 Gen X 1965-1980 Millennials 1981-1996 Gen Z 1997-2005



Q15. Are you 
likely to be 
first to buy 

when a brand 
reveals a new 

product?

Yes No
Boomers 1946- 1964 17.8% 82.3%

Gen X 1965- 1980 34.3% 65.8%

Millennials 1981-1996 46.0% 54.0%

Gen Z 1997-2005 44.5% 55.5%

17.8%

82.3%

34.3%

65.8%

46.0%

54.0%

44.5%

55.5%

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



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

Big box stores Boutique stores Pharmacy stores Department stores Discount stores High- end name
stores

Small local
businesses Street v endors Other Do not shop in

person

Boomers 1946- 1964 69.3% 16.3% 76.0% 62.0% 66.0% 6.5% 47.3% 13.5% 1.7% 1.5%

Gen X 1965- 1980 76.0% 26.3% 75.0% 63.2% 67.5% 16.5% 46.0% 24.0% 1.5% 1.5%

Millennials 1981-1996 71.8% 25.5% 70.0% 62.7% 67.2% 21.7% 49.5% 25.3% 1.7% 1.8%

Gen Z 1997-2005 71.3% 23.5% 66.5% 58.2% 63.2% 17.7% 46.5% 25.3% 1.0% 1.5%

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



Q17. How 
often do 
you shop 
online?

Frequently Occasionally Not A t All
Boomers 1946- 1964 28.5% 63.0% 8.5%

Gen X 1965- 1980 40.5% 57.0% 2.5%

Millennials 1981-1996 45.5% 51.7% 2.8%

Gen Z 1997-2005 38.5% 57.3% 4.3%

28.5%

63.0%

8.5%

40.5%

57.0%

2.5%

45.5%

51.7%

2.8%

38.5%

57.3%

4.3%

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



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

Big box stores Boutique stores Department stores Discount stores

E-commerce multi-
store retail

platforms (e.g.,
Amazon, eBay)

Friends' websites
High- end name

brand name stores'
(e.g., Gucci, Tiffany )

Online pharmacies
Small local
businesses'

websites

Social media
sponsored ads

(Facebook,
Instagram, What's

App)

Boomers 1946- 1964 38.7% 6.8% 36.8% 12.0% 63.5% 0.8% 4.0% 18.0% 10.5% 10.0%

Gen X 1965- 1980 45.2% 15.5% 38.5% 14.7% 72.7% 3.5% 13.2% 16.5% 15.0% 13.5%

Millennials 1981-1996 43.7% 20.8% 45.2% 20.0% 72.5% 7.5% 18.2% 16.5% 19.0% 18.5%

Gen Z 1997-2005 41.0% 21.0% 44.0% 24.7% 63.7% 9.5% 18.7% 14.2% 21.0% 19.5%

38.7%

6.8%

36.8%

12.0%

63.5%

0.8% 4.0%

18.0%

10.5% 10.0%

45.2%

15.5%

38.5%

14.7%

72.7%

3.5%
13.2%

16.5% 15.0% 13.5%

43.7%

20.8%

45.2%

20.0%
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18.2% 16.5%
19.0% 18.5%

41.0%

21.0%

44.0%

24.7%

63.7%
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Boomers 1946-1964 Gen X 1965-1980 Millennials 1981-1996 Gen Z 1997-2005



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

Boomers 1946- 1964 17.0% 43.5% 37.3% 2.3%

Gen X 1965- 1980 21.5% 46.3% 29.5% 2.8%

Millennials 1981-1996 24.0% 50.2% 23.5% 2.3%

Gen Z 1997-2005 23.0% 48.0% 23.8% 5.3%

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



Q20. Are your purchases influenced by endorsements from anyone? 

Celebrity entertainers Experts in the industry Friends Political figures Posted reviews Social media influencers Sports figures Not influenced by others

Boomers 1946- 1964 2.5% 15.5% 18.8% 0.5% 11.3% 3.8% 1.8% 65.5%

Gen X 1965- 1980 8.8% 24.5% 28.0% 1.5% 21.3% 11.0% 5.0% 49.8%

Millennials 1981-1996 19.5% 27.5% 41.3% 3.3% 30.0% 22.3% 12.0% 31.5%

Gen Z 1997-2005 28.2% 30.5% 45.5% 9.8% 29.0% 27.5% 12.0% 25.3%

2.5%

15.5%
18.8%

0.5%

11.3%

3.8% 1.8%
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41.3%
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30.0%

22.3%

12.0%

31.5%
28.2%

30.5%

45.5%

9.8%

29.0% 27.5%

12.0%

25.3%

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



Q21. My view 
of 

trademarks/ 
brands is . . .

Positive Neutral Negative
Boomers 1946-1964 40.0% 59.3% 0.8%
Gen X 1965-1980 53.5% 44.5% 2.0%
Millennials 1981-1996 50.0% 48.5% 1.5%
Gen Z 1997-2005 52.8% 46.0% 1.3%

40.0%

59.3%

0.8%

53.5%

44.5%

2.0%

50.0% 48.5%

1.5%

52.8%

46.0%

1.3%

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



Q22. I care 
whether 

brand-name 
products are 

authentic and 
safe.

It matters to me I'm neutral It does not matter to me
Boomers 1946-1964 66.8% 29.0% 4.3%
Gen X 1965-1980 70.3% 25.8% 4.0%
Millennials 1981-1996 68.0% 28.7% 3.3%
Gen Z 1997-2005 67.8% 29.8% 2.5%

66.8%

29.0%

4.3%

70.3%

25.8%

4.0%

68.0%

28.7%

3.3%

67.8%

29.8%

2.5%

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



Q23. I care 
whether brand-

name 
businesses are 
environmentall

y conscious.

It matters a great deal I'm neutral It does not matter at all
Boomers 1946-1964 43.5% 43.5% 13.0%
Gen X 1965-1980 44.3% 44.5% 11.3%
Millennials 1981-1996 42.3% 47.3% 10.5%
Gen Z 1997-2005 48.5% 45.3% 6.3%

43.5% 43.5%

13.0%

44.3% 44.5%

11.3%

42.3%

47.3%

10.5%

48.5%
45.3%

6.3%

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



Q24. I care 
whether 

brand-name 
businesses 

are politically 
correct.

It matters a great deal I'm neutral It does not matter at all
Boomers 1946-1964 24.0% 51.7% 24.3%
Gen X 1965-1980 25.0% 53.5% 21.5%
Millennials 1981-1996 29.3% 50.7% 20.0%
Gen Z 1997-2005 35.5% 50.5% 14.0%

24.0%

51.7%

24.3%25.0%

53.5%

21.5%

29.3%

50.7%

20.0%

35.5%

50.5%

14.0%

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



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?

Yes No
Boomers 1946-1964 3.3% 96.8%
Gen X 1965-1980 4.3% 95.8%
Millennials 1981-1996 6.8% 93.3%
Gen Z 1997-2005 7.5% 92.5%

3.3%

96.8%

4.3%

95.8%

6.8%

93.3%

7.5%

92.5%

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



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?

Yes No Don't know or no opinion
Boomers 1946-1964 59.3% 2.5% 38.3%
Gen X 1965-1980 62.0% 4.3% 33.8%
Millennials 1981-1996 67.0% 7.8% 25.3%
Gen Z 1997-2005 70.3% 6.3% 23.5%

59.3%

2.5%

38.3%

62.0%

4.3%

33.8%

67.0%

7.8%

25.3%

70.3%

6.3%

23.5%

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



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

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
Boomers 4.5% 0.5% 2.8% 1.0% 1.8% 1.0% 91.0%
Gen X 9.0% 2.8% 4.8% 3.3% 4.0% 2.5% 86.5%
Millenials 10.8% 6.5% 8.3% 3.8% 7.5% 4.3% 77.0%
Gen Z 18.5% 11.5% 11.8% 7.8% 11.3% 7.0% 63.2%

Boomers Gen X Millenials Gen Z



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
Boomers 1946-1964 90.3% 1.5% 8.3%
Gen X 1965-1980 85.5% 6.3% 8.3%
Millennials 1981-1996 82.8% 7.2% 10.0%
Gen Z 1997-2005 82.3% 7.0% 10.8%

90.3%

1.5% 8.3%

85.5%

6.3% 8.3%

82.8%

7.2% 10.0%

82.3%

7.0% 10.8%

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



Q31. If a 
trademark/ 

brand name is 
used without 

permission, the 
appropriate way 

to fix it is . . . 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.

Boomers 1946-1964 68.5% 53.3% 2.0% 8.3%
Gen X 1965-1980 69.0% 60.0% 3.5% 5.3%
Millennials 1981-1996 68.3% 49.3% 5.5% 10.8%
Gen Z 1997-2005 67.8% 49.0% 4.8% 8.8%

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



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.

Q32. Do you agree or 
disagree that the Mexican 
style bar should have to stop 
using the "Tequila Tuesday" 
term?

Agree Neutral Disagree
Boomers 1946- 1964 38.8% 27.0% 34.3%

Gen X 1965- 1980 39.5% 26.8% 33.8%

Millennials 1981-1996 35.5% 26.0% 38.5%

Gen Z 1997-2005 32.8% 28.0% 39.3%

38.8%

27.0%

34.3%

39.5%

26.8%

33.8%
35.5%

26.0%

38.5%

32.8%

28.0%

39.3%

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



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.

Q34. Do you agree or 
disagree that this company 
should stop others from 
selling "Super Strong" glue 
to consumers?

Agree Neutral Disagree
Boomers 1946- 1964 36.5% 24.5% 39.1%

Gen X 1965- 1980 41.3% 27.8% 31.0%

Millennials 1981-1996 40.3% 28.0% 31.8%

Gen Z 1997-2005 38.0% 27.8% 34.3%

36.5%

24.5%

39.1%

27.8%

31.0%

28.0%

31.8%

38.0%

27.8%

34.3%

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



Q35. Why 
do you say 

that?



Q36. Joe selling 
counterfeit shoes. 
Which response do you 
feel is the most correct?

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.

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 c ompany.

Boomers 1946- 1964 13.3% 73.0% 13.8%

Gen X 1965- 1980 17.0% 63.0% 20.0%

Millennials 1981-1996 26.3% 57.8% 16.0%

Gen Z 1997-2005 35.0% 50.7% 14.2%
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Q37. Why 
do you say 

that?



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

brand?

Yes No
Boomers 1946-1964 76.0% 24.0%
Gen X 1965-1980 73.8% 26.3%
Millennials 1981-1996 69.3% 30.8%
Gen Z 1997-2005 68.5% 31.5%
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Q39. Which 
of these best 

describes 
your 

purchasing 
habits?

Non-buyer of counterfeits Occasional buyer of
counterfeits

Frequent buyer of
counterfeits

Boomers 1946-1964 85.0% 14.0% 1.0%
Gen X 1965-1980 81.5% 17.0% 1.5%
Millennials 1981-1996 74.3% 21.5% 4.3%
Gen Z 1997-2005 70.8% 23.8% 5.5%
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Q40. Others 
around me 
are ok with 
purchasing 

fakes or 
counterfeits.

Family members Friends Peer Group No One
Boomers 1946-1964 9.5% 18.8% 5.5% 72.5%
Gen X 1965-1980 16.3% 25.3% 11.0% 64.0%
Millennials 1981-1996 22.3% 30.3% 15.5% 54.8%
Gen Z 1997-2005 31.3% 34.8% 20.5% 49.3%
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Q41. Have you 
ever purchased 

an item on 
purpose, 

knowing it was a 
fake or 

counterfeit item?

Yes No
Boomers 1946- 1964 11.5% 88.5%

Gen X 1965- 1980 20.8% 79.3%

Millennials 1981-1996 21.0% 79.0%

Gen Z 1997-2005 25.8% 74.3%
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Q42. Why did 
you purchase 

the fake or 
counterfeit 

item?

I'm a wise shopper
For the litt le guy to

make money instead
of the brand owner

For social status To express myself in
some way

To save money

Boomers 1946- 1964 1.0% 1.0% 0.8% 1.8% 7.0%

Gen X 1965- 1980 2.5% 3.0% 0.8% 2.5% 15.3%

Millennials 1981-1996 4.3% 5.0% 4.0% 2.0% 14.2%

Gen Z 1997-2005 7.5% 8.5% 4.3% 4.3% 16.0%
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Q43. Have you 
ever accidentally 
purchased a fake 

or counterfeit 
item?

Yes No
Boomers 1946- 1964 25.0% 75.0%

Gen X 1965- 1980 38.5% 61.5%

Millennials 1981-1996 37.8% 62.3%

Gen Z 1997-2005 46.3% 53.8%
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Q44. What 
did you do 

with the fake 
or counterfeit 

item?

Kept it Returned it Other
Boomers 1946- 1964 11.5% 7.8% 5.8%

Gen X 1965- 1980 18.3% 12.3% 8.0%

Millennials 1981-1996 20.0% 12.0% 5.8%

Gen Z 1997-2005 23.5% 19.5% 3.3%
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Q45. There 
are a lot of 
counterfeit 
products in 

the 
marketplace.

Strongly agree Agree Neutral Disagree Strongly disagree
Boomers 1946- 1964 32.5% 48.3% 18.0% 1.0% 0.3%

Gen X 1965- 1980 34.5% 49.5% 13.0% 2.5% 0.5%

Millennials 1981-1996 36.8% 47.8% 13.8% 1.5% 0.3%

Gen Z 1997-2005 41.0% 46.5% 10.3% 2.3% 0.0%
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Q46. Buying 
counterfeit 
products 
generally 

benefits the 
consumers.

Strongly agree Agree Neutral Disagree Strongly disagree
Boomers 1946- 1964 2.3% 19.0% 33.5% 29.3% 16.0%

Gen X 1965- 1980 4.3% 15.8% 33.3% 29.0% 17.8%

Millennials 1981-1996 10.0% 21.3% 31.3% 25.8% 11.8%

Gen Z 1997-2005 12.5% 23.5% 37.8% 17.5% 8.8%

0%

5%

10%

15%

20%

25%

30%

35%

40%

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



Q47. How 
concerned are 
you that you 

might be buying 
a counterfeit 

product.

Concerned a great  deal
Concerned a moderate

amount Concerned a litt le Not c oncerned at  all

Boomers 1946- 1964 23.0% 28.5% 29.5% 19.0%

Gen X 1965- 1980 25.8% 27.8% 31.5% 15.0%

Millennials 1981-1996 24.8% 32.3% 28.7% 14.2%

Gen Z 1997-2005 25.8% 34.5% 25.3% 14.5%
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Q48. In the past 12 months, have you suspected that any products you bought online 
were counterfeit goods?

Clothing Electronics Household
products Jewelry Makeup and skin

care products Perfume Rx medicine Purses Shoes Toy s None of the
above

Boomers 1946- 1964 9.3% 6.3% 3.0% 4.5% 4.5% 6.3% 1.5% 3.0% 8.0% 2.3% 77.8%

Gen X 1965- 1980 20.0% 10.8% 4.5% 7.0% 6.3% 12.5% 2.5% 6.0% 15.5% 3.5% 63.5%

Millennials 1981-1996 25.0% 16.5% 6.8% 12.0% 10.0% 17.3% 3.3% 9.0% 17.8% 6.3% 49.0%

Gen Z 1997-2005 29.8% 20.5% 12.8% 19.5% 13.3% 16.3% 5.8% 7.2% 22.3% 5.8% 40.0%
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Q49. If I had a 
choice 

between a 
genuine 

product and a 
counterfeit 

that cost less, I 
would 

Purchase only genuine products It depends upon the products
Purchase only the counterfeit

products
Boomers 1946- 1964 71.3% 27.8% 1.0%

Gen X 1965- 1980 71.0% 27.8% 1.3%

Millennials 1981-1996 64.3% 35.3% 0.5%

Gen Z 1997-2005 59.5% 38.8% 1.8%
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Q50. It 
matters that 
counterfeit 

goods make 
brands lose 

profits.

Matters a great deal Matters a lit tle Does not matter
Boomers 1946- 1964 71.0% 24.5% 4.5%

Gen X 1965- 1980 62.3% 29.8% 8.0%

Millennials 1981-1996 58.8% 30.3% 11.0%

Gen Z 1997-2005 50.5% 35.3% 14.2%
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Q51. Why 
do you say 

that?



Q52. Do you 
believe that 
counterfeit 

medicines may 
be dangerous 

or deadly?

Yes No Don't know
Boomers 1946- 1964 91.3% 1.3% 7.5%

Gen X 1965- 1980 91.8% 2.8% 5.5%

Millennials 1981-1996 85.3% 6.5% 8.3%

Gen Z 1997-2005 88.5% 5.3% 6.3%
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Q53. Are you 
bothered by 
online ads 

that sell fake 
or counterfeit 

products?

Yes No No opinion
Boomers 1946- 1964 71.3% 10.0% 18.8%

Gen X 1965- 1980 74.0% 8.0% 18.0%

Millennials 1981-1996 70.8% 12.5% 16.8%

Gen Z 1997-2005 67.5% 12.3% 20.3%
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Q54. Why 
are you 

bothered or 
not by . . . ?



Q55. 
Counterfeit 

products are 
made cheaper 

by . . . 

Child labor
Lower

marketing
prices

Lower wages Human
traf fick ing

Organized
crime

Sk ipping legal
processes

Slav ery None of the
above

Boomers 1946- 1964 58.0% 59.0% 66.5% 38.3% 53.5% 69.3% 39.3% 4.5%

Gen X 1965- 1980 52.8% 54.3% 62.3% 35.3% 51.5% 65.8% 36.3% 5.3%

Millennials 1981-1996 43.5% 52.8% 53.5% 35.5% 43.0% 57.5% 31.3% 9.3%

Gen Z 1997-2005 42.3% 50.0% 51.7% 26.5% 33.8% 51.2% 22.0% 9.5%
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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 saf er
and authentic.

None of the abov e
statements are true.

Boomers 1946- 1964 54.0% 81.3% 74.0% 77.5% 3.8%

Gen X 1965- 1980 49.8% 74.3% 72.8% 72.5% 4.8%

Millennials 1981-1996 48.0% 70.0% 69.5% 64.3% 6.5%

Gen Z 1997-2005 46.0% 69.5% 60.5% 57.0% 6.5%
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Q57. Stolen 
goods sold in the 
marketplace are 
a problem for the 
companies that 

make them.

Strongly agree Agree Neutral Disagree Strongly disagree
Boomers 1946- 1964 43.8% 41.8% 10.8% 3.3% 0.5%

Gen X 1965- 1980 38.0% 47.5% 11.8% 1.8% 1.0%

Millennials 1981-1996 40.8% 38.0% 17.5% 2.5% 1.3%

Gen Z 1997-2005 37.3% 40.8% 18.0% 3.3% 0.8%
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Q58. Are you 
bothered by 
stolen goods 

sold in the 
marketplace?

Yes, bothered by it Not bothered by it No opinion
Boomers 1946- 1964 78.3% 8.8% 13.0%

Gen X 1965- 1980 76.0% 10.8% 13.3%

Millennials 1981-1996 68.3% 16.0% 15.8%

Gen Z 1997-2005 64.5% 16.0% 19.5%
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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 c oncerned by it No opinion
Boomers 1946- 1964 58.5% 16.5% 25.0%

Gen X 1965- 1980 58.5% 23.8% 17.8%

Millennials 1981-1996 55.0% 24.3% 20.8%

Gen Z 1997-2005 54.3% 23.0% 22.8%
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Q60. From 
where do 
you get 

your news?

Newspapers Telev ision Family Friends Social media
Boomers 1946- 1964 58.0% 82.8% 30.5% 29.8% 42.0%

Gen X 1965- 1980 52.0% 73.0% 28.7% 29.8% 57.8%

Millennials 1981-1996 43.0% 68.0% 36.3% 39.8% 74.5%

Gen Z 1997-2005 36.5% 58.5% 46.8% 42.3% 74.8%
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Q61. Have 
you heard 

media stories 
of smash and 
grab of name 
brand items?

Yes No
Boomers 1946- 1964 45.8% 54.3%

Gen X 1965- 1980 44.3% 55.8%

Millennials 1981-1996 42.3% 57.8%

Gen Z 1997-2005 44.5% 55.5%
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Q62. The 
media usually 

gets it right 
when talking 

about brands/ 
trademarks?

Strongly agree Agree Neutral Disagree Strongly disagree
Boomers 1946- 1964 9.3% 34.0% 49.5% 6.0% 1.3%

Gen X 1965- 1980 7.5% 34.5% 52.0% 4.8% 1.3%

Millennials 1981-1996 15.3% 33.5% 42.0% 7.5% 1.8%

Gen Z 1997-2005 15.0% 36.0% 42.0% 6.3% 0.8%
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Q63. I rely on 
the media to 

get it right 
when talking 

about brands/ 
trademarks?

Strongly agree Agree Neutral Disagree Strongly disagree
Boomers 1946- 1964 12.3% 41.5% 34.3% 9.3% 2.8%

Gen X 1965- 1980 9.0% 42.8% 35.5% 9.5% 3.3%

Millennials 1981-1996 13.8% 35.5% 36.3% 11.5% 3.0%

Gen Z 1997-2005 15.0% 34.5% 37.8% 10.5% 2.3%
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Q64. What do 
you like to hear 
on the news or 
read in news 
articles about 
trademarks?


