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Consumer values and brand
strategies in the BRICs
Geoff Wicken, KMR Group, shows how the BRICs, though similar economically, do
not always share the same values and consumer characteristics

THE BRIG MARKETS - Brazil, Rus-
sia, India and China - are coming
under increasing focus. Their uni-

fying factors are their size - overall they
represent 43% of the world population -
and their potential. With economic
growth rates perhaps double those of the
developed western economies, the num-
bers of consumers entering the market for
branded consumer goods will continue to
increase rapidly. International companies
seeking to achieve growth for their global
brands cannot afford to ignore them.

For research-based evidence to provide
guidance for marketers, we can draw on
TGI (Target Group Index) studies in each
of the four markets, which between them
cover 144,000 adults. This article exam
ines the similarities and differences
between the BRICs, and suggest strategies
for building successful brands in these
huge and dynamic markets.

Underlying values and attitudes
Across the world, brand owners who
want success need to base their activities
on a firm understanding of local culture.
This is especially true of the biggest mar-
kets, since their size means that
misunderstandings and mistakes can
mean a high price to pay.

And yet, while localised strategies and
brand images can work well, they have to
be balanced with the overall building of a
global brand image - which itself can be
one of the main success factors when
competing with local brands.

So it is not easy to prescribe the extent
to which a brand should be positioned as
being global or local. In order to shed
some light on this complex question, and
to understand the dynamics of values and
attitudes in BRIC markets, we analysed
attitude statements from TGI.

For this purpose, we focused on adults
aged 20-54 living in the two or three
largest city regions in each country. This
is a key and important broad target: peo-
ple of working age who are most likely to
be in the market for branded goods and
services and are in cities with the largest
distribution networks. For Brazil these
city regions are Sao Paulo and Rio; for
Russia they are Moscow and St Peters
burg; for India, Mumbai, Delhi and
Kolkata; for China, Beijing, Shanghai and
Guangzhou.

We analysed over 100 TGI attitude
statements. Our procedure was to
consider the percentage agreement by
respondents in each country, and evalu-
ate the average deviation from the mean
of the four countries. The lower the devi-
ation, the more similar are the answers
for all four BRIC countries. The higher
the deviation, the more the answers con-
trast with each other. We also compared
the mean of the BRICs' answers to the
mean from the TGI Europa' countries of
western Europe (Britain, France, Ger-
many and Spain) in order to assess their
similarities.

We isolated three relevant groups of
values, as follows.

'Across the world,
brand owners who
want success need
to base their
activities on a firm
understanding of
local culture7

1. Universal values
These values are held similarly, not only
among the BRIC countries, but in the US
and western Europe as well. The key uni-
versal values are skewed towards
conservatism rather than adventurous-
ness, and to collectivism rather than
individualism. The importance of the
family features strongly (see Table i).

2. Specific values
Specific values shared among the BRIC
countries but not by Europeans are most-
ly concerned with one's image in the face
of one's family or society (see Table 2).

Success seems to be the driving force
behind most of these specific statements.
The desires to get on, get rich, be recog-
nized by the family and become an
affluent consumer are all evident.

In another respect, however, we see
less individualism than we do in the west-
ern markets. There is a greater degree of
acceptance that the individual has to play
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a role within the collective framework of
society. This also reflects strong family
structures. For instance, in each of the
BRICs, children live at home even after
attaining adulthood. Looking after your
parents is 'expected' behaviour.

3. Divergent values
The divergent values show areas in which
the BRIG countries differ from each other.
These indicate more localised attitudes or
values, and are often controversial issues
rooted in local culture, such as faith, a
woman's place, men crying, and being

attractive. The responses to these state-
ments vary significantly, indicating that
each country has its" own clear views (see
Table 3).

Status is a key personal driver in China
and India. This is an outcome of econom-
ic opportunity and growing wealth -
where you want to announce that you
have arrived. At this stage in China's
development it is of huge importance,
especially among those in the largest
cities. They are concerned to convey sta-
tus at the individual level, and have
become proudly conspicuous consumers.

Looking attractive to the opposite sex
is a more important driver for Brazilians
than status, clearly contrasting with Chi-
nese and Indians. Russians are closer to
Brazilians in this respect.

The association of brands with
values
This exploration suggests some broad
conclusions for the association of brands
with certain values.
^ Some values, generally conservative
and unadventurous, are widespread and
universal. Brand images related to these -
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'While localised
strategies and brand
images can work
well, they have to be
balanced with the
overall building of a
global brand image'

for example, family life - can be consid-
ered risk-free.
> Specific values shared among the BRIG
countries but not by western societies are
mostly concerned with image in the face
of the family or of society. Aspirations
of success can be used positively in
marketing, as the struggle for social
advancement is considered to be a sign of
a healthy society.
^- Marketing based on divergent and
opposing values may work well in
some countries, but be controversial,
contentious and destructive in others. For
example, Brazilians are concerned to look
attractive and alluring to the opposite sex -
but a leading beer brand that had great suc-
cess with a campaign on this theme would
not have been wise to use it in China.
^ The widest divergences from interna-
tional 'norms' exist in China and India.
Particularly in their major cities, status is
a key driver and brands that convey it can
do well.

Strategies for success
Many international companies have been
active in pursuing the huge opportunities
offered by the BRIG markets. Some of
them have experienced great success:
Procter & Gamble, Unilever, Coca-Cola,
Colgate, Pepsi and McDonald's among
them.

A range of different approaches can
drive success. Let us look at three of these.

1. Targeting the 'Super
Consumers'
The 'Super Consumers', or the top 10% of
each country's population in socio-
economic status, are a key audience.
They have above-average income and
resources, and possess a large proportion
of all high-ticket items owned. They are
also most likely to use international
brands. TGFs Global SEL (Socio-Economic
Levels) classification allows for targeting
on this basis.

The Super Consumers are of particular
importance to brand owners seeking to
penetrate developing markets, as their
wealth and status generally make them
the first to try new products and brands.
Once a brand has established a base
among this group, uptake is likely to
translate down into the mass market as
the wealth divide narrows. Therefore
success among the Super Consumers is an
excellent indicator of long-term brand
viability and success.

Taking just one brand example,
Nescafe has achieved high levels of usage,
and the SEL indices show that, in all the
BRICs, users are present not only among
the Super Consumers but the next two
groups too. The highest-indexing group is
still the top 10%, although with a reduced
bias since Nescafe was first launched, as
its usage has spread through the popula-
tion (see Figure i).

2. Category flooding
Category flooding, or price segmentation,
is the strategy of putting multiple brands
into the same sector at different price
points. Premium brands are targeted at
the more affluent consumer groups, who
can afford a higher level of quality, are
often more status-conscious, and may be
more attracted to international brands.

But appealing just to this sector will not
achieve domination of a category. For this,
you must attract the mass market. Mid-
market and budget brands are targeted at
groups with lower disposable income lev-
els, who cannot afford the premium
brands, but are still attracted by the quali-
ty assurance promised by a well-known
corporate name. P&G and Unilever in par-
ticular have taken this approach across
many categories in the BRIG markets.

In Russia, their strategy is to promote
two different kinds of brands. The first
type might be called 'local' or 'tradition-
al'. This is a brand with a Russian name,
the packaging for which has a 'soviet'
design. This type of brand is targeted at
older people who still miss the old com-
munist regime and have a low social
status. Examples are Beseda, a tea brand
from Unilever, and Mif detergent from
P&G.

The second type is a brand considered
as 'international' or 'innovative'. These are
typically brands that are promoted multi-
nationally, frequently targeted at the mass
market. Whilst not positioned as exclu-
sive products in Russia, they are often
aimed at the upper part of the mass seg-
ment. Examples are Lipton, another tea
brand from Unilever along with Beseda,
and Tide from P&G in the same detergent
category as Mif.

TGI data show this in-category segmen-
tation to be working very well. Within the
tea category, the user profile for Lipton
peaks among the higher SEL groups; 39%
of Lipton drinkers but only 26% of Beseda
drinkers are in the two top SEL levels. The
picture in detergents is similar. Tide's user
base is more upscale - with an index of 13 5
against SEL Group i - and younger than
that of Mif (see Table 43).

The same story can be seen many times
over. For example, in toilet soaps in India,
Unilever has Liril and Dove in the premi-
um sector, Lux as a mid-range brand, and



Lifebuoy in the budget sector. Table 4b
shows the strength of Dove in SEL Group
i, the bias of Lux towards SEL Group 2,
and the lower bias of Lifebuoy, towards
SEL Group 4. Unilever is the market
leader in toilet soaps.

Another example is deodorants in Brazil,
where Unilever targets Dove at the higher
sectors, Rexona to the middle market and
Axe to the lower groups (see Table 4c).

3. Localising the offer
One conclusion from the above explo-
ration of comparative values across the
BRICs is that consumer values in China
and India are the most distinctly different
from western ones. Of the four BRICs,
Brazil can be considered the most west-
ernised. Russia lies somewhere in
between.

Thus, for brand strategy purposes,
localising the offer can be another impor-
tant route to success. This is especially the
case in China and India, but can also be
appropriate in Brazil.

In China, P&G's success in the tooth-
paste category has been based on this
approach. It created Crest Salty Tooth-
paste (for whitening) as well as Tea
Flavoured Crest Toothpaste (drinking tea
is believed to eliminate bad breath). Ha'a-
gen-Dazs in China produce Green Tea Ice
Cream.

Frito-Lay's Cheetos are 'cheese-less'
in China, where its flavours include
'Peking duck'. The concept of balancing
'Yin' and 'Yang' is behind 'Cool Lemon
Lays' potato chips, which combine lime
and mint flavours into what is promoted
as a cool refreshing taste for China's hot
summer.

Frito-Lay has also adapted flavours of
potato crisps to cater to local tastes in
India - for example, a mint chutney
flavour. It has also created a snack brand
called 'Kurkure' - which means crunchy
in Hindi. These are similar to Cheetos but
with an Indian flavouring.

In Brazil, the more affluent classes are
quite highly westernised in behaviour

and buying habits, so global brands can
often perform well. Indeed, selling the
same version as in Paris or New York can
add significant value to a brand. For the
majority that cannot afford the more
expensive international brands, global
companies will often localise their port-
folio by developing special products or
alternatives. Product variants ranging
from soy milk to soap for washing
clothes address the less affluent at budget
prices.

There are few examples of localising
international brands in Russia. Some
companies have adjusted production to
introduce new flavours that, while not
strictly speaking indigenous, are
designed to appeal to Russian taste pat-
terns. Bran and berry flavours feature in
yoghurts from Danone; cranberry is pop-
ular, and is used in Finlandia vodka and
in Schweppes soft drinks. For the most
part, however, the sector of the market
ready to buy international brands is suffi-
ciently westernised not to require
indigenous products.. Their main
demand is for standardised international
products.

Summary
Historically, globalisation has been led by
western brands, and the movement has
depended on the spread of western values.
But if it is to spread more deeply in the
BRICs, brand owners must deal with local
values, and bear in mind that the deeper
acceptance of western ones will be
limited.

Designing a branding strategy to meet
the demands of each of the BRICs is a dif-
ficult task, particularly when the same
products have to be sold in western mar-
kets. The challenges that confront
marketers in attempting to extend global-
isation in this way are enormous, but so
are the potential rewards. •
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