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Dear colleague:

The Brazil-U.S. Business Council, in partnership with the U.S. Chamber of Commerce's 
Intellectual Property Initiative, and with the support the Dannemann Siemsen Institute and 
Warner Bros. Consumer Products, is proud to present the following report on the impact of 
the counterfeiting and piracy problem in Brazil. The study's findings expand our 
understanding of a critical but little understood issue in Brazil, one that impacts the bottom 
line for both business and government. 

This study continues the important work begun with 2004’s Counterfeiting and Piracy 
publication by quantifying the damage that the informal market does to specific industries, 
but it also is among the first to directly examine the assumptions, behavior, and choices of 
actual consumers of counterfeit products.

The Brazilian Institute of Public Opinion and Statistics - IBOPE - surveyed Brazilian 
consumers to determine the size of the market for pirated and counterfeit goods both on the 
national level and specifically in the city of Sao Paulo, and the effect of that market on tax 
revenues as well as on the producers of legitimate goods. Just as importantly, the report’s 
findings on the attitudes Brazilian consumers hold toward piracy make it possible for us to 
identify which segments of society present the best opportunity for raising awareness of the 
problems of piracy and counterfeiting, challenging their misconceptions, and ultimately 
changing consumer behavior.

The report is a part of the U.S. Chamber of Commerce’s and the Brazil Council’s ongoing 
initiative to build awareness among citizens, legislators, and law enforcement officials of the 
harm that this market wreaks on the Brazilian economy. As such, we are pleased to note 
that the study received considerable attention in the national media, bringing attention to a 
subject that is critically understudied and underreported. To follow up, the Council and the 
Chamber plan to commission more studies using the same methodology in order to assess 
the scale of the problem on other industries and regions, and continue the momentum on 
this vital issue.

Sincerely,

Mark Smith
Executive Vice President
Brazil-U.S. Business Council

Managing Director, Western 
Hemisphere Department
U.S. Chamber of Commerce
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1 – Executive Summary

The  U.S.  Chamber  of  Commerce  and  the  Brazil-U.S.  Business  Council  (U.S. 
Section), in partnership with the Dannemann Siemsen Institute and Warner Bros. 
Consumer  Products  commissioned  IBOPE  to  conduct  a  study  on  piracy  in  the 
consumer market.

This  study  was  undertaken  in  order  to  directly  measure  the  Brazilian  consumer 
market for pirated, counterfeit, and gray market goods; to raise public awareness of 
the market in pirated goods and related issues; to measure the total demand for 
pirated, copied, and gray market goods among the population of São Paulo; and to 
estimate the overall volume by unit, value, and total cost to the legitimate market. To 
accomplish these goals, 602 interviews were conducted with adult citizens of the city 
of São Paulo.

One of the principal findings of the study was that piracy, counterfeiting, and grey 
market practices in the following four sectors – clothing,  tennis shoes, toys,  and 
eyeglasses – deprives the government of R$9 billion worth of tax revenues. These 
funds would be sufficient, for example, to cover 20% of the Social Security shortfall. 
They would also total 38% of the annual CMPF tax revenues, and would be equal to 
the March primary budget surplus, one of the largest in Brazilian history.

2 - Introduction

Brazil currently has a historic opportunity to take economic and educational steps to 
suppress and counter piracy. 

However, very few industries have made a serious analysis of the impact of 
intellectual property infringement on their business. Publicly available research has 
been based on a variety of methodologies, and is almost always based solely on the 
industries’ own primary data.

This pilot project, developed by IBOPE, uses a simple, easy-to-apply methodology 
that shows public habits and perceptions beyond the standard economic measures 
of price and demand, and that can be implemented not only in Brazil but in other 
countries as well.

The results achieved in this study lead us to believe that, in addition to its ease of 
application, this methodology could be a way to evaluate the usefulness of counter-
piracy programs enacted by the private sector and government.



3 – Principal Findings 
------------------------------------------------------------------------------------

• Consumers purchase pirated goods fully aware of their origin
• Consumers believe that pirated goods cost half or less than half of 

the price of legitimate goods 
• Consumers in younger age groups purchase more pirated goods 
• People from all economic classes purchase pirated goods

         ------------------------------------------------------------------------------------

• São Paulo           Brasil
                               10 categories                       2 categories
                             (estimated values)                 (estimated values)

Total value of pirated goods         Total value of pirated goods 
R$1.8 billion                      R$23 billion

Tax revenues lost: R$720 million Tax revenues lost: R$9   billion

4 - Objectives 
 
1. To determine the viability of directly measuring the demand for fakes, copies, 

and unlicensed goods among Brazilian consumers.

2. To raise public awareness of the market for pirated goods and related issues.

3. To measure intentional demand for fakes and unlicensed copies among 
citizens of the city of São Paulo. 

4. To estimate the volume of units sold, average prices, and the total value of 
this market among the population of the city of São Paulo. 

5 - Methodology 

• Population: Citizens of the city of São Paulo 16 years of age or older.

• Sample size: 602 interviews.

• Margin of Error: estimated maximum of plus or minus 3.9 percent at 95% 
confidence.



• Sample selection: Applying the demographic classifications as defined in the 
national census by sex, age, education, income, and socio-economic class.

• The study was carried out from April 7th to 13th, 2005.

In order to compare and confirm observed trends based on the results in São Paulo 
for the country as a whole, some questions were placed in the national poll 
IBOPEBUS.  The sample in the São Paulo case was based on 2002 survey data 
from 143 municipalities, held in April. 

6 – Perceptions and Behavior

• Consumers already exhibit a public, clear habit of purchasing pirated 
products. Only 4 in every 10 respondents stated that they have never 
purchased pirated products.

• The most sought-after goods in the market are: toys, tennis shoes, clothes, 
watches, video games, eyeglasses, CDs, DVDs, and perfume. 

• The vast majority of respondents agree that piracy leads to tax evasion, 
reduces public funds going to sectors like education and health, and inhibits 
new investments that would generate jobs for the country. 

• However, consumers justify purchasing pirated and counterfeit goods with the 
following arguments: 

Sex
Men 46%
Women 54%

Age
16-24 23%
25-39 32%
40-49 17%
50 and over 28%

Education Level
Up to 4th grade 22%
5th to 8th grade 20%
High School 40%
College 17%

Personal Income 
(in multiples of 
the minimum 
wage)
More than 20 5%
Between 10 and 
20

12%

Between 5 and 10 22%
Below 5 56%

Social Class 
(based on 
national census 
categories)
Class A 8%
Class B 32%
Class C 40%
Class D/E 20%



 Famous brands profit tremendously from high prices, and thus are not 
hurt much by counterfeiting. 

 Production and trade in counterfeit goods creates jobs in poor 
countries, while famous brands only employ people in rich ones. 

• Consumers buy pirated goods consciously and intentionally. 

• 70% of consumers of pirated goods in the last 12 months were aware that the 
___goods they bought were illegitimate.

• The perception of value: pirated goods cost half or less than half of the price 
___of their legitimate counterparts.

   Ability to tell the difference between counterfeit and legitimate goods
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7 – Consumption Habits

• Regardless of gender or class, the younger the consumer, the more likely 
they are to purchase from the informal market or buy pirated goods. 

• The products most purchased by age group and social class are: 



Consumption over the last 12 months
By age (%)

Categories 16 to 24 25 to 
39

40 to 
49

50 and 
over

Clothes 31 17 10 5
Toys 21 27 10 5

Tennis shoes 21 22 14 3
Watches 18 19 12 7

Eyeglasses 16 16 8 6
Handbags 8 9 9 5

Pens 10 5 3 3
Perfumes 7 8 1 4

Video Games 17 13 8 4
Office supplies 6 5 3 3

Consumption over the last 12 months
       By economic class (%)

Categories A B C D/E
Clothes 9 9 21 18

Toys 17 27 24 16
Tennis shoes 7 16 17 15

Watches 10 16 16 14
Eyeglasses 10 16 10 9
Handbags 5 9 10 5

Pens 4 5 5 9
Perfumes 4 5 5 7

Video games 15 17 9 3
Office supplies 4 5 5 2

8 – Reported intentional consumption

Below are the average prices and quantities of goods, according to the survey. 

• Clothing, toys, pens, video games, and office supplies (unlicensed), have the 
highest averages. Of pirated goods for which consumers were aware of their 
origin, toys are the most likely product for consumers to purchase. 



Prices over the past 12 months – SÃO PAULO

             Categories 
Clothes 16 8 R$ 40,27

Toys 23 6 R$ 12,37
Tennis 
shoes

15 2 R$ 42,03

Watches 14 2 R$ 18,09
Eyeglasses 12 2 R$ 12,84
Handbags 8 2 R$ 42,56

Pens 5 7 R$ 32,52
Perfumes 5 2 R$ 23,26

Video 
games

10 9 R$ 19,46

Office 
supplies

4 10 R$ 5,60

• The average declared prices in some categories were below 50% of normal retail 
prices.

• Tennis shoes and clothing were a part of the IBOPEBUS national poll as well, 
and the results of the São Paulo survey match up with those findings.

Prices over the past 12 months

Categories São 
Paulo

Brazil São 
Paulo

Brazil São 
Paulo

Brazil

Clothing 15 29 8 8 R$ 40,27 R$ 31,05
Tennis 
shoes

15 16 2 2 R$ 42,03 R$ 58,15

• In the national survey, clothing prices fell; however, a higher percentage of 
consumers bought counterfeit clothes (from 15% in S.P. to 29% in Brazil). In São 
Paulo there was variation among prices for clothing that consumers reported, but 
this variation was smaller in the national survey. We predict that the average 
reported price should be closer to R$31 than R$40.

• The tennis shoe industry, on the other hand, showed growth in its average 
reported price in the national poll. These prices compared with the average of 
R$200 to R$300 in the formal market, meaning that prices in the informal market 
are roughly 75% lower. 

% 
Purchased

Units 
consumed 
(average)

Average price by unit

% Bought Average 
number of 
units sold

Average declared 
prices by unit



9 – Consumption estimates by category – São Paulo

Number of 
consumers 

who 
purchase 
per year 

(in 
thousands)

Units 
purchased 
per year (in 
thousands) 

Average 
reported 

price
R$

Total reported 
price

(thousands of 
R$)

Clothing 1,138 9,104 40.27* 366.62*
Toys 1,627 9,762 12.37 120.76

Tennis shoes 1,078 2,276 42.03 95.64
Watches 1,022 1,821 18.09 32.95

Eyeglasses 858 1,961 12.84 25.18
Handbags 562 960 42.56 40.85

Pens 371 2,532 32.52* 82.33*
Perfumes 386 696 23.26 16.19

Video games 747 6,386 19.46 124.25
Office 

supplies
298 2,946 5.60 16.49

(*) large variations in the average reported values for clothing and pens, creating a margin of error 
greater than in the original estimate 

• The total value for purchases in all ten categories is R$921 million (roughly 
US$370 million) in reported losses to the informal economy in the city of São 
Paulo alone.

• It is important to note that the belief of the majority of consumers with regard 
to the discount offered by the counterfeit market does not match up with 
actual prices. For example, the average price for legitimate tennis shoes 
ranges from R$250 to R$300, while the expected value of the counterfeited 
good is R$42, which is 15% to 20% of its market value – meaning losses to 
manufacturers and tax collectors are likely even greater than in our 
estimate below.

• The table below estimates the financial impact of the informal market, taking 
into account that expected prices are below actual market prices due to the 
expectations of consumers, and represent between 25% to 75% of the actual 
sales price of these products. 

--------------------------------------------------------
Variation % Price Impact on  



Industry - SP  
      (R$)   (*)

--------------------------------------------------------

25%     3.7 billion

50%     1.8 billion

75%     1.2 billion

---------------------------------------------------------
(*) loss in revenues to industry, assuming same quantities of goods sold

10 - Consumption estimates by category – Brazil

Based on the national IBOPEBUS poll for the clothing and tennis shoe industries. 

People that 
bought 

goods over 
the year (in 
thousands) 

Units 
purchased 
over the 
year (in 

thousands)

Average 
reported 

price
R$

Total reported 
value

R$ (in millions)

Clothing 36,114 288,912 31.05 8,970.72
Tennis shoes 20,160 40,320 58.15 2,344.61

Note: expected prices for clothes are exact, due to sample size

• The total value for both categories overall: R$11.4 billion
• The table below is an estimate of the impact of the informal market on the 

formal market in the tennis shoe and clothing industries alone. The average 
expected prices are below what consumers would expect to pay, and 
represent between 25% to 75% of the real value charged for these products. 

--------------------------------------------------------
Variation % Price Impact on 



Brazilian Clothing 
and Tennis Shoe 
Industries 

        (R$)   (*)
--------------------------------------------------------

25%     45 billion

50%     23 billion

75%     15 billion

---------------------------------------------------------
(*) loss in revenues to industry, assuming same quantities of goods sold

11 -  Estimated impact on tax revenues

The table below indicates values lost to tax revenues due to the growth of the 
informal market. The average tax rate paid by the industries in this study is 40%. 

--------------------------------------------------------------------------------------------------
Variation % Price Impact on Industry Impact on Clothing

São Paulo and Tennis Shoe 
           Brazil  Industries
          (R$)   (*)            (R$)

--------------------------------------------------------------------------------------------------
25%     1.5 billion 18 billion

50%     720 million   9 billion

75%     480 million   6 billion
--------------------------------------------------------------------------------------------------

(*)loss in revenues to industry, assuming same quantities of goods sold

Report written by:
Solange Mata Machado
Country Representative
US Chamber – IPR Initiatives
Brazil-U.S. Business Council (U.S. Section)


	The U.S. Chamber of Commerce and the Brazil-U.S. Business Council (U.S. Section), in partnership with the Dannemann Siemsen Institute and Warner Bros. Consumer Products commissioned IBOPE to conduct a study on piracy in the consumer market.

