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EXECUTIVE SUMMARY 

With the goal of understanding exactly who the current Gauchos (natives 

of Rio Grande do Sul state) are, how they behave and in witch level tradition 

influences the state, Grupo RBS took the field to chat with today’s Gauchos. In 

November 2017, Persona was launched. It is a study that mapped the profile of 

the Gaucho population and how it behaves. With a strategy aligned with Grupo 

RBS, the project provided Gauchos with an understanding of their behavior, as 

well as providing Grupo RBS advertisers with insight into what type of language 

should be used with these consumers. 

As a result, the study identified that the state is currently split into 5 major 

population profiles, standing out according to the relevance of 4 topics: pride in 

being a Gaucho, tradition, religion, and just how different Gauchos are from other 

Brazilians. These profiles were renamed Loyalty, Roots, Non practicing, 

Exportation and Impartial.  

Following the launch, special reports and interactive articles were created 

in Grupo RBs’ leading vehicles (Rádio Gaúcha, RBSTV, Zero Hora Newspaper and 

GaúchaZH). Together with advertisers, Grupo RBS gained space to dialog with 

other areas besides Marketing, contributing to unprecedented content. This study 

positioned Grupo RBS as an expert on Gauchos for the entire Brazilian market.  

 

 

 

 



CONTEXT   

 Throughout its history, the state of Rio Grande do Sul has been marked by 

many battles and unique behavior when compared to the Brazilian people. These 

characteristics led to the construction of a tradition of a people, which can help 

or hinder the economic and social evolution of the state.  

 Grupo RBS is a company that belongs to this state, conversing with and 

notifying this population of a daily basis, leveraging the value of the Gaucho 

people’s language. Through its brands, it helps advertisers to communicate with 

consumers. Additionally, it knows the customs and values of this people and helps 

its clients when it comes to company strategies.  

 The current brand leaders of Grupo RBS that were involved in the project 

include:  

• Jornal Zero Hora: The largest newspaper in the state with average 

circulation of 190,000 copies per day, reaching an audience of 5.7 

million people when totaling its platforms. 

• RBSTV: Largest open television channel in the state and audience 

leader in 2018. Through its local journalism (Bom Dia Rio Grande, 

Jornal do Almoço and RBS Notícias), it informs the population about 

the daily happenings in the state.  

• Gaúcha radio: The only news radio station to lead the state radio 

rankings for the past 45 months. It currently reaches over 1 million 

people.  

Through globalization and the access to new technologies, it became 

necessary to understand if this historic and cultural context would remain in 

modern times or not. Nowadays, it is important to understand how this 

population behaves in the face of tradition and to what degree this influences 

their values, consumption, feelings towards the state, outlook for the future and 

how they see and relate with brands.  

 



PROJECT AND SOLUTIONS 

Aimed at bolstering the understanding of this state’s characteristics and 

providing consultancy to the population and its advertisers, Grupo RBS created 

the Persona project. This study sought to understand who today’s Gauchos are, 

how much tradition plays a part in their daily lives, how they behave in the current 

economy, their outlook for the future with regards to the state, how they relate 

with brands, to what degree they would like to be entrepreneurs, what their 

desires and dreams are in terms of consumption and what they are doing to get 

back to consuming brands that are currently financially inaccessible.    

The study was conducted throughout the state (samples per region 

determined according to the IBGE division) and lasted 4 months. There were 2 

stages to the study: Qualitative and Quantitative. In total, 1,800 interviews were 

conducted (1,200 in the state of RS and 600 in the state of SP), 28 in-depth 

interviews with people from the state and 6 interviews with specialist. As the topic 

of the study was wide-ranging, it was initially necessary to understand the profile 

of the population. As such, the first questionnaire was applied, and employing the 

cluster analysis technique (grouping common characteristics – pride in being 

Gaucho, the importance of traditions, the importance of religion and the 

differences compared to other regions of Brazil), thereby discovering that the 

state has 5 different Gaucho profiles (Loyalty, Roots, Non practicing, Exportation 

and Impartial). Today, 75% of Gauchos still follow traditions and 25% of the 

people do not mind much about customs, with little influence in their lives. The 

qualitative stage was conducted in accord with the division of these profiles and 

regions, exploring the customs and themes described in the first paragraph. 

Specialists were selected according to what they represent today to the state 

(Shana Muller - journalist, singer and presenter, Gaucho culture activist and 

feminist; Julio Eggers - marketing professional; José Augusto Fiorin - Historian 

and specialist in Gaucho identity; Tabajara Ruas - author and Gaucho culture film 

maker; Daniel Scola - journalist and political presenter; and Diego Elzinga - 



YouTuber and creator of a channel about the state). Following these stages, 3 

questionnaires were applied that explore the values, feelings towards the state, 

entrepreneurism, consumption and relation to brands. In parallel to this 

application, in the city of São Paulo, a study was held to compare the behavior of 

people from Rio Grande do Sul to those from the other Brazilian states. São Paulo 

city was selected as it is a metropolis that represents all the cultures of the nation.  

In this phase, important points were revealed that influence the lives of 

people and their behaviors:  

- Pride in being Gaucho is very expressive (average score of 9) and the 

population is optimistic with regards to the future of the state.  

 - Traditions are important and will be maintained for many years to come, 

as they are not related to the age of the people but rather education, income and 

number of children. 

- Gaucho values are: work, family and education. Today, each person 

behaves differently in accord with the profile.  

- The Gaucho people are as conservative as the rest of Brazil. This point 

breaks the myth about the state being more conservative. 

- The most common objects of desire are material goods, experiences 

(travel, shows) and education. 

- The ‘Gaúcho’ population buys more online than the São Paulo 

population. 

- 27% of people are complementing income, the majority of which are 

women.  

- When the financial situation improves, 72% intend to consume more 

products and invest in segments to build patrimony, private pensions and home 

entertainment.                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                         

- 60% of the state population does not feel represented by brand’s 

advertising. For this to become more solid, brands need to: show scenes of the 



state, demonstrate the values of the population, not stereotype the people, speak 

their language and participate in the state’s commemorative dates.   

With a strategy aligned to the company position, the study content was 

used for editorials, bringing RBS closer to its consumers. Additionally, the content 

is being presented at different events in Brazil and at meetings with advertisers, 

helping them in their communication and adapting language to attract 

consumers.  

 

RESULTS 

Following the launch of the project, articles were published in Zero Hora 

newspaper, along with a quiz on ‘GaúchaZH’, with drops on Gaúcha radio and a 

special report on the lunchtime news program ‘Jornal do Almoço’ (RBSTV). All 

these editorials were aimed at informing the population about the results of the 

study.  

To date, 95 meetings have been held with advertisers, generating a 

financial result for Grupo RBS of BRL 5 million through the sale of advertising 

space. ‘Persona’ fostered an increase in the knowledge of the Gaucho population 

and made Grupo RBS a reference on information about the state and its people.  


