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Study positioning:

Global Telecoms Insights (GTI) 2010 is designed to facilitate 

global and local decision making

Å The study is utilised by major industry players in the 

following ways:

ï A strategic planning tool for marketing, 

communication and product development

ï A driver of insight into the consumer relationship with 

mobility

ï An indicator of differing consumer behaviours across 

regions and consumer groups

Å The GTI study is designed by our industry partners, 

to ensure that the most up-to-date and relevant 

information is collected

Å TNS brings an óadhocô mentality to this research to 

ensure that each clientôs needs are catered for
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Coverage:

More Emerging Markets have been included this year

35 markets; 24000 respondents; Interviewing November 2009 Regions covered:

ÅN America: USA, Canada

ÅEurope: UK, France, Germany, Spain, 

Italy, Netherlands, Sweden, Russia

ÅDev Asia: Japan, Korea, Hong Kong, 

Malaysia, Singapore, Taiwan, Australia

ÅChina: China only

ÅIndia: India only

ÅEmerg Asia: Pakistan, Indonesia, 

Vietnam, Thailand, Cambodia, 

Philippines

ÅLat Am: Mexico, Brazil, Argentina, 

Colombia, Guatemala

ÅM East: Saudi Arabia, UAE

ÅAfrica: South Africa, Kenya, Nigeria

New markets for ó09: Guatemala, 

Colombia, Cambodia, Philippines, 

Kenya, Nigeria

TNS GTI 2010 Study

4



Content:

GTI content is focused on a holistic understanding of the full 

user experience

Å Some of the main themes are covered in more detail below, but we would be 

happy to provide a full questionnaire

Market understanding Usage Brand Convergence

Consumer profiling across 
markets

Channel evaluation

Touchpointevaluation 
through the purchase 

process

Purchase triggers

Payment plans

Category involvement

Usage occasions

Feature and service use, 
frequency of use, future 

demand

Deep dives into several 
features and applications

Network and handset 
brand used

Drivers of multiple phone 
use

Future growth potential

Understanding of brand 
across mobile ecosystem 

Brand commitment 
measurement

Brand preference

Openness to competitor 
brands

Brand profiling

Future growth 
opportunities

Usage and desire for multi-
play

Desire for converged 
devices

Interplay of fixed line 
mobile and VOIP services

Interplay of SMS, MMS, 
email and IM services

Drivers of Netbook
ownership

Netbooksvs. Smartphones


