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To hear Ian Stewart describe it, a day in the life of a typical 
Shanghai teenager is one long, high-octane routine. 
 
After a drawn-out commute to school and a whopping nine hours 
of classes, it's not uncommon for teens to hit a cyber-cafe—a 
hangout that typically hosts about 3,000 kids a night. There, they'll 
do homework, socialize with friends, play videogames and do some 
searches on Baidu.com, China's version of Google. They won't get 
home until around 9 at night to catch up with mom and dad and 
watch a little TV. 
 
"Suddenly, in the space of 2007, 300 million more kids in China will 
go online, and sites like Baidu have traffic in the neighborhood of 
550 million. They're the third largest Web site in the world," says 
Stewart, senior vp of Viacom Brand Solutions and MTV Networks 
Asia, who adds that more content from MTV is sourced through 
Baidu than on MTVChina.com. Stewart is part of a large band of 
execs at media and advertising companies who are keenly focused 
on the so-called BRIC countries—Brazil, Russia, India and China. By 
following the golden BRIC road, they believe it's possible to make 
up for some of the slack in mature First World behemoths, like the 
U.S., where ad spend is growing at a much slower pace. 
 
Indeed, agency giant WPP made special note of its focus on 
emerging markets in its recent third-quarter earnings report. 
"That's pretty typical of most global businesses," notes Charles 
Courtier, global CEO of WPP's Mediaedge:cia unit, in speaking of the 
BRIC focus. 
 
To understand the excitement, consider this: India, China and 
Russia are expected to exhibit a compound annual growth rate in 
ad spend of around 15percent over the next five years, according to 
PricewaterhouseCoopers' Global Entertainment and Media Outlook: 



2007-2011 report. Brazil's average annual growth is forecast at 
almost 9 percent in the same period. In contrast, the U.S is 
expected to only grow an average 4 percent per year between now 
and 2011. "I just came back from a two-week trip to Japan and 
Korea, and 80 percent of what our clients are talking about are the 
BRIC countries," says Stewart, referring to advertisers like Samsung, 
LG, Sony, Panasonic and Toyota. 
 
And yet as tantalizing as all that may be, "None of these places are 
easy to do business in," says Rick Michaels, chairman of the media 
brokerage firm Communications Equity Associates. Among the 
challenges is a talent-pool issue. "Everyone is looking for local 
talent. That's where the key race is [among advertisers and 
agencies]," says Sasa Savic, MediaVest's executive vp and global 
managing director of the Procter & Gamble account. Andrew 
Swinand, president and chief client officer at Starcom Worldwide, 
also notes that the devaluation of the U.S. dollar makes it much 
harder to make attractive deals in the BRIC markets, let alone 
overseas markets in general. 
 
While the BRIC markets are all fueled by big GDP increases, "each is 
so entirely different," says Michael Grindon, president of Sony 
Pictures Television International, a unit of Sony Pictures 
Entertainment, which includes investments in several channels 
televised in BRIC markets. He refers to a few little things like 
regulations that restrict advertising and ownership, and the overall 
competitive landscapes. 
 
To help illustrate the "other-worldly" quality of the markets, 
Swinand recounts a meeting he attended in India where the lights 
kept going off, and then on again. His hosts remarked, "The point 
isn't that the lights are going off; it's that they're actually coming on 
again." 
 
Basic utility issues aside, the four markets "require unique skill sets, 
and you have to customize your offering and solution for each 
market," Swinand says. Below are four snapshots that help explain 
the unique BRIC character traits. 
 
 
Brazil has been filled with a bossa nova sex appeal for media 
and entertainment companies for decades. One of the fundamental 



trends driving the advertising growth is the rise of the middle class 
and the increase in disposable income, says Henning Walf, chairman 
and head of the supervisory board of Kandy Mobile, AG, which 
distributes mobile devices designed for children around the world. 
 
Brazilians "are used to spending relatively large amounts of money 
on media entertainment and telecommunications services because 
it provides them with a First World experience," Walf says. 
 
"They are very quick adapters of things that are new, be that a 
brand or new technology, or media," adds Malu Lopez, a native 
Brazilian who is vp, strategic resources director at Initiative. That 
said, Brazil has also bruised a lot of investors "in ways that are 
unrelated to the segment they've put their resources into," says 
Michael Fries, president and CEO of Liberty Global Corp., which 
operates channels and cable systems around the world. Among the 
issues is a polarized income strata—where much of the money is 
concentrated in the hands of a few—and a rocky political landscape. 
 
A huge issue specific to the ad industry is that media-buying 
operations are illegal; those services are integrated into creative 
agencies. "Personally, I think that will change," says Courtier. "But I 
don't know when." 
 
MediaVest's Savic sees positives in the media-buying situation: 
"Brazil is much more integrated than any other market in the world, 
with all these people under one roof. It's easier to set a holistic plan 
there than in many other countries." 
 
 
 
"Don't tell anybody that the market is so good," Peter Gerwe 
wisecracks as he chats about Russia's media industry. Gerwe is 
founder of CTC Media, which operates two broadcast networks 
along with a string of TV stations in the market. He says CTC has 
seen its ad revenue surge by 30 percent to 40 percent annually in 
recent years. 
 
It's not hard to understand why. Advertising has been in existence 
in Russia for only about 10 years, notes Savic. And with 
multichannel penetration still at 6.6 percent nationwide, according 



to PwC, even the most sophisticated city, Moscow, only has around 
a dozen TV channels available to most consumers. 
 
"TV consumption is high. And people have a pent-up demand for 
consumer goods—luxury goods in particular [as well as] things that 
make life a little nicer," says Stephen Goetz, managing partner of 
goetzpartners, a Munich-based investment banking and 
consultancy firm that serves the media industry. 
 
Mobile penetration is more than 100 percent in Russia, according to 
GroupM's This Year, Next Year: Worldwide Media and Marketing 
Forecasts. "Cell phones are a subject of pride. It's like having a nice 
car [in the U.S.]," says Zhenya Lvov, COO and vp of Russian Media 
Group LLC, which operates and distributes Russian channels in the 
U.S. 
 
Observers note that some media and ad companies have had to 
deal with the issue of corruption, specifically kickback schemes. 
And Russia's Parliament also put a crimp in advertiser opportunities 
a few years ago when it limited the number of commercial minutes 
on TV. Avails are becoming "more and more expensive," Savic 
notes. Indeed, Gerwe says ad time is typically sold out six months 
in advance on his channels. 
 
That may ease a bit when cable and satellite platforms become 
more commonplace. Both Lvov and Gerwe expect healthy cable and 
satellite growth in years to come. 
 
 
 
Melodrama is one of the key elements that spices Bollywood 
movies. So perhaps it's only natural that India's media and 
advertising landscape should be peppered with many dramatic data 
points. 
 
"Everyone looks to India as a market with 1 billion people, but there 
are still a number of people who have yet to own their first TV set," 
notes Ashutosh Srivastava, CEO of MindShare Asia Pacific. Yet 
observers say that some 200 new Indian TV channels will have 
debuted before the end of 2007, bumping the total TV channel 
count to about 700, most of which are delivered to specific local or 
regional markets. What's more, "there's basically 6 million new 



mobile subscribers being added every month in India," says Marcel 
Fenez, managing partner of PwC's global entertainment and media 
practice, based in Hong Kong. 
 
The largest dynamic driving the growth is demographics. "Almost 
70 percent of the population is below the age of 34. India is 
perhaps the youngest nation on earth," says Farokh Balsara, Ernst & 
Young's national sector leader of the media and entertainment 
practice in India. 
 
Mediaedge:cia's Courtier notes that India is also driven by a very 
well-educated workforce. "It's been very smart about picking up a 
great chunk of the world's outsourcing. It is a country that, from a 
poverty point of view, has its challenges. But it nonetheless has a 
bright future," he says. 
 
The rise in education is one of the reasons India has an extremely 
healthy newspaper business. The country boasts some 62,000 
publications, of which 55,000 are newspapers, Balsara reports. 
India's newspaper ad spend, estimated at $1.53 billion this year, 
almost equals the TV ad spend of $1.56 billion, according to PwC. 
"People say that because of the proliferation of the Internet, print is 
a dying business. But in India, it's still growing," Srivastava says. 
 
For all the exuberance, India has its challenges that go beyond 
poverty. "There are a lot of TV channels fighting for advertising 
dollars," notes Sony's Grindon. Government regulations can "change 
very rapidly and sometimes for no apparent reason." The TV 
channels themselves have been known for some swift moves. One 
of the most recent controversies occurred when the Indian 
Broadcasting Foundation—whose members include several 
programmers—announced a 25 percent hike in ad rates. That's 
something that advertisers have emphatically protested. 
 
Media in the People's Republic of China has a yin-yang quality 
about it that's hard to ignore. 
 
On the "big plus" side is a generous base of people with the 
consumer spending habits to attract advertisers. The proportion of 
the population generally targeted by most companies is just 10 
percent. But given the country's population of more than 1.3 billion, 



"that 10 percent is a bigger group of people than whole countries in 
the developed world," Savic says. 
 
The market will become white hot over the next several months as 
the 2008 Olympics in Beijing draws near. PwC projects that the 
country's total ad revenue will grow by 27 percent in 2008 over 
2007 results. "The Olympics will be used by a number of advertisers 
to establish themselves and get bigger and stronger in China," says 
Rob FitzGerald, executive vp and managing director of Initiative 
East. 
 
FitzGerald notes that advertising growth has been driven 
"massively" by categories that were previously almost nonexistent. 
At the time he left his position in China a few years ago, automotive 
was growing 300 percent to 400 percent year over year, because it 
was coming off such a low base, he explains. What's more, the 
financial category is extremely strong. "Until recently, there was 
very little use of credit cards. It was all cash," he says. 
 
It's a land of 4,500 TV channels, most of them local. And the 
number of broadband households is "exploding," according to 
PwC's Fenez. In fact, China represents three-fourths of all 
broadband households in the Asia-Pacific region. Moreover, growth 
in mobile penetration "is going through the roof," says MTV's 
Stewart. "They're going from no phone to high-speed camera 
phones." 
 
The excitement is, however, dampened by some huge downsides. 
"The Chinese have the most regulated media environment in the 
world," says Sony's Grindon. "They're very careful about what 
content gets on the air…and on the Internet." Not only is it 
impossible for a media company to be majority-owned by an 
overseas company, but also licensing a foreign TV series to a 
channel is problematic. Piracy continues to be an issue. And there's 
a huge gap in the level of prosperity of people in markets like 
Beijing and Shanghai and those in the interior. 
 
"The big question [for advertisers] is: How many Chinas are you 
going to address?" says Savic, noting that there are 40 regions with 
different languages and cultures. "Media planners need to go much 
deeper in their understanding of each." 


