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Introduction

Pedro Ros,  
Chief Executive Officer

BRIC was conceived 
in a paper by 
Goldman Sachs in 
2001 paper entitled 
‘The World Needs 

Better Economic BRICs’. Over the years the BRIC 
acronym has become a symbol of the power 
and growth potential of the world’s largest rapid 
growth and emerging markets. Increasingly BRIC 
is quoted to demonstrate the shift of economic 
power towards emerging markets and away from 
developed markets such as the United States, 
Germany, Britain and even Japan.

Having come out of the global financial crisis better 
than their developed counterparts, it appears that the 
four BRIC markets are going to become even stronger 
players on the world stage… and they are beginning 
to flex their muscle. A perfect illustration of this is the 
2010 BRIC Summit which took place in Brasilia, Brazil 
on April 16, 2010. This was the second formal meeting 
of BRIC heads of government and the agenda focused 
on a range of issues including closer cooperation 
around energy, food production, trade, investment, 
science, technology and infrastructure.

The BRIC markets will certainly provide much growth 
opportunity for TNS’ multi-national clients over the 
coming years.
 
It is for this reason TNS has produced this Discover 
BRIC Source Book. We’ve drawn from our collective 
knowledge around Brazil, Russia, India & China to 
provide you with a more up-close view of these 
markets. As you read on, you will find a range of 
fresh perspectives from snapshots about everyday 
life, to points of view on what is driving high growth 
categories like technology as well as insights on 
priority consumer segments. 
 
The future of our industry in the BRIC countries is very 
exciting.  As that unfolds, I hope you find the insights 
that follow to be both interesting and useful.

Regards,
Pedro Ros
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James Fergusson,
Global Director   
Rapid Growth & 
Emerging Markets

Over the years 
much has been 
written about BRIC 

with people often talking about these markets 
collectively despite each of Brazil, Russia, India 
and China obtaining their rapid rise from different 
sources. In fact, apart from vast geographic size, 
huge populations with growing consumption 
needs leading to an emerging middle class  
(yet growing disparity between haves and have 
nots) and, of course, rapid economic development 
these markets have little in common.

China’s economic growth has been based on its export 
focused manufacturing industry taking advantage of 
inexpensive labor resources to produce low cost yet 
decent quality products, whereas India’s economic 
growth comes mainly from domestic demand and is 
further fueled by its world leading IT service industry. 
Brazil’s economy is driven by agriculture and also more 
and more by natural resources – incidentally exporting 
much of its iron ore output to China. Meanwhile energy 
has been Russia’s growth engine with the country 
having huge oil, natural gas and coal resources.

From a demographic perspective the BRIC markets 
are extremely diverse – take age for example. Both 
Russia and Brazil are considered to be aging markets 
whilst the majority of India’s population is well under 
30 years. Whereas China’s population is somewhat 
polarized containing both one of the world’s largest 
youth markets and the largest population of over 65s.

But the diversity of the BRICs goes well beyond their 
economic and demographic make up – these are all 
large and distinct cultural universes in their own right, 
with India and China being particularly diverse and 
complex. Success in these markets must necessarily 
also include an understanding of the cultural and 
psychosocial forces fuelling their consumer potential.

These factors combine to make achieving success 
across BRIC a huge challenge. To a certain extent 
using the BRIC acronym over-simplifies the challenges 
of penetrating these markets as really when it gets 
down to it there are very few synergies or economies 
to leverage across all four markets.   

We hope that this fact book helps move your 
organization a step closer to optimizing its success 
within the BRIC economies. 

Regards,
James Fergusson
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strategy used by consumers to resolve this tension. 
Does that mean that global ideas will not travel? 
Certainly not. Global ideas based on human truths 
work across cultures. However the local execution has 
to be sensitive to the local nuances.

Take motherhood, for example. Research tells us 
that Asian motherhood epitomises devotion and 
unconditional sacrifice. So, what is the contradiction? 
Asian motherhood also embraces powerful ambition. 
The Asian mother expects and strives for a better 
future for her child than she had. A campaign that has 
effectively executed a global idea on a local level is the 
Unilever ‘Dirt is good’ campaign. It works in the West 
with the thought that ‘every child should play and be 
normal’. The brand enables the homemaker to nurture 
a natural childhood with love and without constraints. 
The same execution in Indonesia is adapted and 
underpinned with purpose. Childhood is about play 
and this is necessary for the child to acquire the 

strength to survive, compete and be better equipped 
for the future. The campaign subtly uses a soft spoken 
supportive teacher (an authority figure) watching the 
children playing on the soccer field. She provides the 
reassurance and permission that the Asian homemaker 
needs to spend the premium.

Insights of this nature seem obvious when explained. 
Although over the years, the mystery quality of these 
exciting markets is partially unravelled, the Chinese 
term Wei Ji still applies and marketers must target 
these markets with sensitivity. 

TNS is proving to a range of clients across many 
sectors that, while investment plans look at the 
promise of the numbers, it is also important to pay 
attention to the underlying sociology and psychology of 
these markets. 

Resolution to conflicting pulls
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Ashok Sethi, 
Head of Consumer 
Insights, Rapid Growth 
Emerging Markets,  
TNS China

No other recent 
phenomenon has 

generated as much anticipation and excitement 
among marketers as social media. Phased by 
increasing clutter and deteriorating ROI from 
conventional media, marketers are salivating at 
the thought of social media providing them with 
more opportunities to bond with the increasingly 
elusive consumer. Research conducted by TNS 
among marketers in China found that social media 
is viewed as one of the most effective marketing 
tools available today. 

There is a common perception that social media is 
on its way to carve out a sizeable share for itself 
at the expense of conventional media.

However marketers are also clear that the potential 
offered by social media is far from realised – in fact 
they feel that only a fraction of its potential is being 
tapped into today. TNS research revealed that:
•	 very few companies understand social media
•	 the social media scene changes so fast that it is 

difficult to keep up
•	 there are so many options to chose from 
•	 we are not able to find the right agency partners or 

vendors to work with 

Vibrant social media in China 
There is no denying the fact that social media has been 
rapidly growing in China. Specialist social networking 
sites such as renren.com, kaixin001.com, qzone.com 

and 51.com have gathered a huge following in the last 
few years. Taking into account other components of 
social media such as blogs, bulletin board systems and 
video sharing, there is a lot at stake in this increasingly 
powerful social media landscape. 

Much can be attributed to the fact that Chinese 
consumers view the internet differently to their 
Western counterparts. In developed economies, 
consumers consider the internet as a work tool, to 
increase efficiency or provide information. However, 
Asian countries, such as China and India, also look at it 
as a tool for self-expression. 

The fact that traditional forums for discussion and 
airing your views are scarce gives a further boost 
to social media in China.

Most young people in China don’t have a sibling 
to argue with so it is not surprising that Chinese 
consumers are among the most active bloggers and 
social media users in the world.

What has marketing got to do with it?
While it is interesting to acknowledge that people in 
China are fond of interacting socially with their friends 
and colleagues online – for example discussing how 
well dressed Xili Ge is, the latest exploits of internet 
celebrity Furong Jie or the spicy details of the Shoshou 
Men – we need to go further and evaluate the 
relevance of this for brands.

Research indicates that in addition to such popular 
topics, there is a lot of discussion about products and 
brands online. According to a TNS survey, 86% of 
social networking users have come across a negative 
comment about a brand online. Marketers have got 
to be there to defend themselves, but it is not just 

Social media in China – 
great expectations
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Are you ready to play the offensive 
on the upcoming Games in Brazil?

Jorge Kodja,
Commercial Director, 
TNS Brazil

Brazil will be in the 
spotlight over the 
next few years as it 
prepares to host two 

of the world’s most important sporting events – the 
2014 World Cup and the 2016 Olympic Games. This 
article examines the opportunities this offers to 
marketers.

How many people will be watching?
These events will draw attention to Brazil from all 
over the world. The audience during the finals of the 
2010 World Cup between Spain and The Netherlands 
surpassed 700 million, reportedly the most watched 
world event ever. During the 2016 Olympic Games in Rio 
de Janeiro it is estimated that four billion spectators will 
watch an average of 25 hours of media coverage each. 

Who will be watching?
One of the reasons for these huge audience figures is 
the inclusion of people from the lower socio-economic 
groups as key consumers of media and goods. However 
audience figures are not the only reason why marketers 
see these events as great business opportunities. 
These sporting occasions evoke strong feelings of 
pride, excitement and collectiveness that represent the 
perfect terrain for brand building. The level of excitement 
generated by the World Cup and the Olympic Games is 
hard to rival.

Brazil is a key country in the emerging world. It offers 
a strong internal market with an increasingly affluent 
population that can also serve as a platform to other 
emerging markets.
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Nike
According to a recent article from The Economist 
Nike increased its sales by 39% in the three 
months up to May 2010, before the World 
Cup in South Africa. The company invested 
in campaigns with football players and made 
references to humble places across the world as 
a way to connect with developing countries –  
a key market that saw Nike achieve annual sales 
of 4.8 billion dollars. 

What can marketers do?
Those willing to seize this opportunity must have a 
clear view of the brand’s strategy and how to align 
(or not) with the events and their hosting countries. 
A sporting event, or a specific sport, can be thought 
of as a brand with specific functionalities, features, 
emotional equities and social values. Therefore, 
when you ’co-brand‘ your product with an event, it 
is important to analyse how well the two fit together. 
Let’s take football, for instance. It is a collective and 
cooperative game, in most countries geared towards 
men. Football stars, particularly in South America, 
come from humble backgrounds and sometimes battle 
against adversity to achieve their dream. It is a simple 
game demanding just a ball and some open space.

Before associating a brand with a particular sport, 
it is important to understand how it will benefit from 
the association. The same is true about a hosting 
country. Brazil is seen as sensual, dynamic, energetic, 
friendly and diverse, as well as a thriving country 
and glamorous travel destination. Which of these 
characteristics are you willing to associate with your 
brand? Which ones would you like to leverage?

 

It can help to keep an eye on how Brazil, as the host 
country, is promoting itself for the upcoming events. 
For example its new campaign titled ‘Brazil is calling 
you! Celebrate life here’ consists of movies, images 
and social media elements to encourage the world 
to visit and take advantage of the opportunities that 
Brazil offers as the host of two of the world’s greatest 
sporting events. 

Anything else?
Besides sponsoring the events, it is important to think 
about how to activate the brand in order to fully benefit 
from the communication efforts. In other words, it is 
important to raise the profile of a product in people’s 
minds and also to plan appropriate call-to-action activities 
– tackling distribution, pricing and promotional activities.

Finally the Games provide an important opportunity to 
increase investment in online advertising. At a recent 
event in Brazil, Martin Sorrel, WPP Chairman highlighted 
that marketing budgets for new media (7-8% of the 
total marketing budget) are disproportionate to the time 
consumers spend online (20% of their media time) – an 
imbalance that needs addressing. 

BOP – Bottom of the Pyramid:
The Bottom of the Pyramid in 
Brazil represents 47% of the total 
population. 95 million people that 
spend 20 billion dollars per year. 

Source: IBGE.
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Yaroslav Zaitsev, 
Business Development 
Director, TNS Russia

Russian consumers 
have a unique attitude 
towards cars – it is 
one of the main status 

symbols in which people define each others 
social status, other symbols being mobile phones, 
laptops, purses, shoes and watches. 

The results of many TNS studies conducted this 
year indicate that the Russian automotive market is 
improving. The most successful years for the Russian 
automotive market were 2007 and 2008. From a total 
of 14 million cars sold in the last ten years, 5.3 million 
were sold in this time. One of the most important 
factors for these sales was the availability of car 
loans. Every second car in 2007 was bought on credit. 

However, the current economic crisis has caused a 
dramatic reduction in sales, by almost 50%, as the 
volume of car loans has been severely cut. 

With the economic climate now stabilising, the 
results of 2010 car sales are looking promising.

In spring 2010 every owner of a second car predicted 
recovery of the Russian economy and improvement of 
his or her personal wellbeing over the coming twelve 
months. As a result, car manufacturers expected a rise 
in demand for cars and car loans. 

37% of car owners plan to purchase a new 
car this year. 76% of these car owners aim to 
buy new cars whilst 18% plan to buy second-hand 
cars and 6% have not yet made a decision. Like in 
the past, 51% of all these purchases are planned 
to be financed with car loans.

Automotive sector in Russia – 
now showing fast growth again
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The brand choice of Russian consumers is an 
interesting issue. The most appealing in terms of 
image and value for money are Toyota, Nissan, Ford, 
Volkswagen and Mitsubishi. Over 20% of people would 
choose these brands: 

•	 31% of potential customers view Toyota among 
the most desirable brands although it is not 
characterised as ‘affordable by price’ or ‘not 
expensive to maintain’. Toyota is perceived as 
a prestigious brand that produces ‘technically 
advanced’ and ‘reliable’ cars.

•	 Nissan cars are of interest to 26% of car owners. 
For the audience this is the ‘wide-spread’ brand 
which is ‘value for money’. 

•	 Ford is viewed as ‘affordable’, ‘wide-spread’, ‘value 
for money’ and ‘adjusted to Russian roads’ (25% of 
engaged customers).

•	 The key features of Volkswagen (which is 
appealing to 25% of car owners) are ‘the 
respectable brand for respectable people’, ‘reliable’, 
‘with high level of safety’. 

•	 Mitsubishi is considered to be ‘the reliable brand 
with sporty character’ and ‘value for money’ (22% 
of potential customers).

•	 Interestingly, only 13% of customers would consider 
buying the Russian car brand VAZ, even though it 
claims the greatest market share (25%). One of the 
main reasons for buying a VAZ is affordability and 
the fact that it is designed for Russian roads. When 
asked to rate which features were important; safety, 
appearance and premiumness did not come top of 
the list. 

Between 2007 and 2010 there was significant 
growth of SUV sales in Russia. This was due to 
SUVs being able to cope with the poor quality of 
Russian roads, as well as their size making them 
appear prestigious – appealing to the Russian 
consumer’s need to ‘show off’.

In Russia drivers tend to change their cars every 3-5 
years so 2010-2012 is the time when they start to 
replace the cars they bought in the ‘boom year’ of 
2007. The next few years will be interesting to watch 
in the Russian automotive market, with fierce fights 
between the manufacturers for the hearts, minds and 
money of Russian customers.
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James Fergusson, 
Global Director –  
Rapid Growth and 
Emerging Markets

This article is based 
on the TNS Digital 
Life study, covering 

46 markets and interviewing almost 50,000 
consumers. The study looks to provide guidance 
on what consumers are doing online, what is 
driving that behaviour, and what they will be doing 
more of in the future. 

Visit www.discoverdigitallife.com to view some of 
the results.

The different drivers of social networking
The growth of social networking is a global 
phenomenon affecting each and every market. When 
we look at the emotive drivers of social networking we 
see that more than any other activity, social networking 
fulfils a plethora of consumers needs from sociability 
to entertainment. This is true across each of the BRIC 
markets. This said, there are however, a number of 
unique facets about the development and evolution of 
social networking in the BRIC markets. 

Chinese consumers for example are voracious social 
networkers, with 54% of online users accessing social 
networks on a daily basis – often via mobile devices as 
opposed to PCs. For many in China social networking 
fulfils a strong need for self-expression which is 
also evidenced by the high proportion of Chinese 
participating in online forums and blogs. 

Heavy social network usage in China, does not 
translate into having a high number of friends. Chinese 
consumers have on average 67 friends on social 
networks compared to 231 in Brazil where social 
networking has a more entertainment-driven emotive 
profile. China’s online population appear more wary of 
who they permit to be online friends when compared 
to the other BRIC markets. 

In terms of volume of social networking usage, it is 
the Russian consumer that leads the BRIC markets, 
however, with 8.1 hours of use compared to only 2.0 
hours on average for Indian consumers. The main 
barrier to usage in India is a lack of infrastructure as 
opposed to consumer demand, with a lot of online 
internet usage being confined to iCafes. As the 
telecommunications infrastructure strengthens we will 
see India’s online population become more dedicated 
social networkers – with many following China’s 
example and accessing via mobile devices. This is 
evidenced by the finding that brands already play a 
big part in online conversations in India where 42% 
of social networkers have posted comments about a 
brand on their network compared to only 27% globally. 
This indicates that, similar to China, Russia and Brazil, 
social networks in India will become a key driver in 
how consumers form their opinions and evolve their 
purchasing behaviour.

Multi-media as a driver of growth
While there are many differences across the BRIC 
markets, one commonality is the massive importance 
of multi-media integration in digital. While globally 
consumers spend 3.7 hours a week on multi-media 
activities online, eg watching video, listening to  
music, radio streaming or watching on-demand  
TV programmes, Brazilian consumers spend  

Social and multi-media strategies 
in Digital Life
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5.2 hours, Chinese consumers spend 5.5 hours and 
Russian consumers spend 6.9 hours per week. Only 
Indian consumers spend less time at 1.7 hours, but 
this will rapidly change as the telecommunications 
infrastructure evolves in that country. 

Actions
So how can this knowledge help brands to engage 
with consumers in these channels? First, marketers 
and brand custodians need to recognise and 
accept the importance of the internet as a two-way 
communications channel in the BRIC and other rapid 
growth emerging markets. People in these markets 
are more likely to embrace social networking than 
more traditional forms of online communication such 
as email – as social networking provides a more 
enjoyable and tailored user experience and there is no 
inertia holding them back to legacy technologies. 

When it comes to social networking, look to how you 
can become part of the conversation, but ensure your 
contact aligns with the differing role of social networks 
in the different markets. In China, for example, how 
can you help consumers express themselves? In Brazil, 
look to entertain consumers through social media. 
Multi-media integration will be critical for engaging 
consumers and using consumers as a media channel 
themselves. 



TNS | DISCOVER BRIC36

About TNS experts

Pedro Ros, CEO, TNS
Pedro was appointed CEO of TNS when WPP acquired 
TNS in October 2008. Prior to this role, Pedro was 
Managing Director of Global Clients and Sectors at TNS 
from January 2006 where he also oversaw the Global 
Account Programme. Pedro has been with TNS since 
1985, working in a range of roles including Country 
Manager in Spain and Head of Consumer Panels, 
Worldwide. He has a degree in Economics from the 
Universidad Autonoma de Barcelona. 

James Fergusson, Global Director – Rapid Growth 
and Emerging Markets
James is based in Singapore and is responsible 
for ensuring TNS provides a high level of research 
solutions to clients investing in the world’s rapid 
growth markets. James leads a team of Emerging 
Markets Insight Directors representing the BRIC 
markets along with South East Asia, Sub Saharan 
Africa and Latin America. He has 17 years experience 
in market research, across several agencies and 
is experienced in both advanced qualitative and 
quantitative research design and implementation. 

Jorge Kodja, Commercial Director, TNS Brazil 
Jorge has over 18 years of experience in the research 
industry and is a specialist in the area of consumer 
goods, with an emphasis on strategic issues of 
innovation. Jorge has a post-graduate degree in 
marketing from Insper, São Paulo.

Elizabeth Salmeirão, Head of the Retail Sector,  
TNS Brazil
Elizabeth has over 12 years of experience in market 
research. She has been at TNS since 2005 and 
manages numerous accounts including major Brazilian 
retailers. She has a degree in social services and a 
post-graduate degree in marketing.

Natalya Mogutnova, Qualitative Research Director, 
TNS Russia
Natalya joined TNS Russia in 2008. She holds a PhD 
in sociology and has extensive research experience 
in FMCG, finance, technology, media, mobile 
communication, automotive and B2B.

Yaroslav Zaitsev, Business Development Director, 
TNS Russia
Yaroslav has nearly 10 years market research 
experience, specialising in the media, 
telecommunications and automotive sectors. His 
clients include some of the leading global car 
manufacturers including Mitsubishi, Toyota, VW and 
Nissan.

Poonam Kumar, Regional Director Brand Strategy, 
TNS APMEA (Asia Pacific, Middle East and Africa)
Poonam is a brand strategy expert with over 20 years 
experience working with global clients across a variety 
of sectors. She has extensive experience in brand 
development and strategy planning, ethnography 
and innovative consumer insight activation methods. 
Her expertise includes marketing to ‘the base of 
the pyramid’, motivational research and market 
segmentation.
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Anjali Puri, Executive Director,  
Qualitative Research, TNS India
Anjali heads up the Qualitative Research, Shopper 
Consulting and Digital Media services in TNS India and 
Sri Lanka. With nearly two decades of experience in 
the industry, Anjali has been active in the development 
of new qualitative methodologies and responsible for 
shaping contemporary thinking in qualitative research 
globally.

Ashok Sethi, Head of Consumer Insights,  
Rapid Growth Emerging Markets, TNS China
Ashok has over 25 years experience in market 
research in India, Hong Kong, China and other 
emerging markets. Prior to his current role, Ashok 
held other senior positions at TNS, including Managing 
Director for TNS China and Regional Director for 
Methodology and Best Practice for Asia, Latin America 
and Middle-East. He is a graduate in mathematics and 
has a Master’s degree in business administration. He 
writes a regular blog on China and India at   
http://blogs.tnsglobal.com/china.

TRU
TRU is the global leader in youth research and 
insights. For more than 25 years, TRU has provided an 
unparalleled expertise in the youth market and offered 
clients virtually unlimited methods for thoroughly 
researching and understanding tweens, teens, and 
twenty-somethings. Notably, TRU’s approach is 
unfailingly strategic, delivering insight that drives  
clients’ understanding as it builds their businesses. 
Consistent with this approach, TRU is frequently called 
in to be strategic consultants on, and architects of, 
clients’ youth-marketing efforts.
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TNS offices – contact details

BRAZIL
TNS Research International Brazil
Rua das Olimpíadas, 205 – 13th floor
São Paulo – SP 
Brazil

Phone: +55 11 3066-6400 
E-mail: tns.ri@tns-global.com

RUSSIA
TNS Media Research, TNS Consumer,
TNS Finance, TNS Technology, TNS Automotive
6, Bolshoy Koptevsky Proezd,
Moscow, 
Russia 125319

Phone: +7 495 935 8718
Fax: +7 495 626 5228
E-mail: tns@tns-global.ru
 
INDIA
TNS INDIA Pvt. Ltd.
7th & 8th Floor, Block 4B
DLF Corporate Park 
DLF City Phase III
Mehrauli – Gurgaon Road 
Gurgaon
India

Phone: +91 124 4488 877 
Fax: +91 124 4488 878
E-mail: enquiry.india@tns-global.com

CHINA
TNS Research International China 
9th Floor, Ascendas Plaza
No. 333 Tian Yao Qiao Road
Shanghai, P.R.C.
200030

Phone: +86.21.3428 9988 
Fax: +86.21.3428 9978
E-mail: shanghai.cn@tns-global.com 

TRU
222 Merchandise Mart, Suite 250 
Chicago, IL 60654 
USA

Phone: +1 312 951 4100
Fax: +1 312 951 4845
Email: nickz@tru-insight.com
Web: www.tru-insight.com/global

TNS HEAD OFFICE
222 Gray’s Inn Road,
London, WC1X 8HB
UK

Phone: +44 20 7160 5500
Fax: +44 20 7160 5950
Email: enquiries@tnsglobal.com
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About TNS

TNS is the global leader in custom market research 
delivering actionable insights and research-based 
business advice to clients around the globe so they 
can make more effective business decisions. TNS 
offers comprehensive industry knowledge within 
the Consumer, Technology, Finance, Automotive and 
Political & Social sectors, supported by a unique 
product offering that stretches across the entire 
range of marketing and business issues, specializing 
in product development & innovation, brand & 
communication, stakeholder management, retail & 
shopper, and qualitative research. Delivering best-
in-class service across more than 80 countries, TNS 
is dedicated to discovering growth opportunities for 
its clients in an ever-changing world. Through its 
pioneering and innovative culture, TNS understands the 
latest marketing challenges and research techniques, 
being the first to discover and solve new marketing 
issues for clients.
 

Discover – A changing world:  
New territories, new media,  
new opportunities.
 
TNS is part of Kantar, one of the world’s largest insight, 
information and consultancy networks. 
 
For further information please e-mail:  
enquiries@tnsglobal.com
 
Please visit www.tnsglobal.com for more information. 






