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Introduction 

10.2% of all web users are Latin American1  

The number of web users in Latin America continues to grow yearly at a double-digit rate. This growth, however, 
hides a number of disparities from one country to another. Certain countries like Brazil, Argentina, or Mexico have 
already joined the top 10 consumers of social media worldwide in less than 2 years, while others consume far 
less.

How do Latin Americans use social media and what opportunities are there for brands? 

82% of web users in Latin America use social networks

1 Internet World Stats, 30 June 2010
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Latin America as the second largest consumer of social 
media worldwide 

One third of Latin Americans have Internet access2

Representing 8.4% of the world’s total population and close to 10.2%2 of web users worldwide, Latin Americans 
are catching up on other regions in terms of their access to the Internet. Although Internet penetration varies from 
country to country, we can see steady progress across the region. In spite of this catch-up phase, Latin America 
still sits as the fourth largest region of web users, just after North America, Oceania, and Europe. 

82 % of Latin American web users use social media3

In Latin America, social media has had great success with nearly all web users currently  using at least one plat-
form. If we look at just the level of adoption of social media per capita, Latin America ranks second only to North 
America. It also ranks second as the highest-consuming region of blogs: 61% versus a global average of 51%. The 
social network Sonico was created in 2007 in only Portuguese and Spanish, contrary to Anglophone networks like 
Quora. It was the most popular social network in Latin America during its first year, but was quickly overwhelmed 
by its U.S. competitors that introduced Spanish versions of their sites.

2 Internet World Stats, June 30th, 2010
3 State of the Internet with a focus on Latin America, ComScore, June 2010
4 Social Bakers, January 7th, 2011
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Almost 14% of Facebook members are Latin Americans, making it the site’s largest population. The region’s lead-
ing country on Facebook is Mexico in terms of the number of members and is the seventh largest population 
worldwide, ahead of certain European countries like Germany, Italy, and Spain. 
The demographic breakdown of social media users is otherwise similar to that of the rest of the world with 60% of 
participants ranging between the ages of 18 and 34. Moreover, while the number of new Facebook users is down 
in Europe and the United States, almost every country in Latin America is experiencing continual growth. 

16.1 % of Twitter users are Latin Americans

Twitter has touched a younger generation in Latin America when compared to users in North America or Europe, 
where the social network is often used for professional purposes. The region witnessed a particular craze for the 
micro-blogging site in November 2009 during the launch of its Spanish version, when the number of new Hispanic 
Twitter users multiplied by 7.

Politics as a factor of social media engagement

A ComScore study showed that when Hugo Chavez joined Twitter in April 2010, the Venezuelan audience for the 
site increased by 4.8% over the span of just a few months,5 not including the number of people that connected 
via their cell phones or via public computers like those used in Internet cafés. The Brazilian presidential campaign 
of 2010 was also a race on social networks during which Dilma Roussef, elected president in 2010, engaged the 
services of the web agency who advised President Barack Obama during his 2008 campaign. The day she ap-
peared on national television for a country-wide discourse, messages peaked at 90,000 messages during one day. 

5 Indonesia, Brazil and Venezuela Lead Global Surge in Twitter Usage, ComScore, August 2010

81 million Latin Americans on Facebook4
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Brazil’s unique story
38 % of Latin American web users are Brazilian6 

The most populous country in Latin America, Brazil is also the country with the largest 
number of people with Internet access: a total of 76 million people (13.2% of the Latin 
American population). With almost 60% of web users using social networks, Brazil 
surpasses the U.S. and the U.K. in terms of sheer volume.

8 out of 10 Brazilian web users have Orkut accounts7 

While Facebook is the preferred social network for the rest of Latin America, Orkut is the clear favorite for Brazilians. 
A social network created by a young college student in 2004, Brazilians represent more than half of the members. 

Facebook was able to take advantage of the network’s popularity by offering the possibility of updating an Orkut 
account directly from Facebook. While it is still too soon to tell whether Facebook will take the reigns, the number 
of Brazilian Facebook members has only continued to increase, recently passing the 9.5 million mark.  

Twitter, for its part, is the third most popular social network in Brazil, used by 13% of the country’s web users8. As 
in the rest of Latin America, Twitter has attracted a younger population, with 37% of its members under the age of 
179. More than half of the Brazilians on Twitter prefer following their friends’ accounts (74 %) or those of celebrities 
(60 %)8.

Case study: Ford Fusion Hybrid

For the launch of their first hybrid car in Brazil, the Fusion Hybrid, Ford developed a cam-
paign based entirely on the use of social media. After having shown the vehicle at the 
International Auto Salon in Sao Paulo in November 2010, the automobile giant created a 
platform to collect consumer questions. A team composed of engineers and communica-
tion specialists was formed to provide answers to the questions that would be available for 

consultation, 24/7. Web users could also use the platform to share their questions by email or via social net-
works like Twitter, Facebook, or Formspring, a question and response social network. Ford pushed the idea 
farther by creating a series of short films featuring the pilot Ricardo Mauricio. In the videos Maurice answered 
the “best” questions asked by web users, and half-way through the project, the project counted: 

• 11,255 questions and answers had been published 
• 1,000 average views per YouTube video 
• 234 likes for the Facebook page Fusion Hybrid FAQ

6 Internet World Stats, June, 30th 2010
7 State of the Internet with a focus on Latin America, ComScore, June 2010
8 Le phénomène des réseaux sociaux au Brésil, IBOPE, September 2010
9 Baixaki, October 2010
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Brands and social media in Latin America
53% of large Latin American companies are mentioned on Twitter10

 
According to a Burson-Marsteller study, the presence of large Latin American companies on social media shows a 
disparity with the volume of conversations about them. At the same time, companies that do have social accounts 
are “very active” on social networks. On Twitter, for example, corporate accounts surpass the global “following” 
average (731) by following an average of 880 accounts. However, Latin America is still in the adoption phase of 
social networks for businesses. In Colombia, although 86% of companies are cited on Twitter, only 29% of them 
have their own Twitter accounts. 

Consumers are 5 times more likely to buy on a site written in their own language11 

In spite of the predominance of English in terms of languages online, web users still prefer to use their own first 
language when surfing the web. A Latin American consumer is therefore more likely to buy from a platform offering 
Spanish or Portuguese versions than one offering English only. 
The success of Twitter in Spanish is just one example. The exponential increase in the number of Spanish speakers 
is an indication of a sudden and massive inscription of Hispanic populations. 

“I’ll pay by card”, Visa, Mexico

From January to April of 2010, for the launch of their new credit card in the Mexican 
market, Visa organized a competition calling on participants to show their creativity. Web 
users had to create a short video showing or explaining why they prefer to pay by credit 
card rather than cash. Visa developed a platform that united all UGC videos for people 
to then vote on their favorite. Each week they highlighted the video that had received the 
most votes and the grand prize winner won a trip for two to South Africa with tickets to 

the World Cup (Visa was a partner for the event). The social campaign, carried out in Brazil and Colombia, 
as well, was deemed a success and allowed Visa to gain clients in each of these markets:  

• 355 fans for the Facebook page « Yo pago con Visa débito»
• 64 video entries
• 28,724 votes
• 5,742 votes for the winning video
• +19% increase in card payments in Mexico between April and June 2010

For more information visit : http://yopago.com.mx

10 Latin America Social Media Study, Burson-Marsteller, September 2010
11 Why language matters on global websites, Common Sense Advisory, 2006 
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Harry Potter: Movie magic, Panini, Brésil

Immortal vengeance, Paso de los toros, Argentina

With a limited budget, Panini wanted to get the most out of Harry Potter’s fan base 
for the publication of their book Harry Potter: Movie Magic. The campaign consisted 
of a series of challenges for people online and was heavily anchored in social net-
works as well as blogs, generating a significant level of buzz as soon as it launched. 
After releasing a teaser video, each of the 4 partner blogs, representing the 4 schools 
of Hogwarts witchcraft, posted the challenge online: the houses had accidentally de-

stroyed the Marauder’s Map into four pieces that needed to be put back together as quickly as possible. The 
competition took place over the course of one day, December 22, 2010, with each partner blog unveiling a 
new piece of the puzzle every two hours to help participants in their task. The figures speak for themselves 
regarding the campaign’s success:  

• 4 of the 9 most popular topics on Twitter (Trending Topics) in Brazil were dedicated to the competition 
• 1.5 million visits to the partner blogs 
• 180,000 visitors to other outlets online 
• The operation’s key (hashtag #enigmalfinalHP) was mentioned on Twitter 900,000 times throughout the 

day
• More than 120,000 comments on the blogs, Twitter, Facebook, and Orkut
• All copies of the book were sold-out in less than 2 weeks

Campaign  created by Simple Brasil.

The energy drink Paso de los toros is unique in its own right for its bitter taste. The agen-
cy BBDO Argentinadecided to create a campaign based on this taste: “Immortal Ven-
geance,” making their St. Valentine’s campaign as bitter as the drink. People could leave 
bitter messages for their exes on a platform called “mandale un mensaje a tu ex.com” 
(send a message to your ex.com), and then vote for their favorite messages. The agency 
compiled a book of the “best” messages, which was then sent to bookstores February 
14. The campaign then continued online, distributing 50 copies via Bookcrossing.com, 
a global book sharing platform, in the hopes of creating a chain of bitterness against all 
exes. The site received more than 100,000 visitors and more than 6,000 messages were 

published. 2,000 copies of the book were published. 

For more information visit : http://mandaleunmensajeatuex.com/
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Conclusion
Social media represents a valuable opportunity for brands and agencies in Latin America. With an ever-growing 
number of Latin Americans with web access and joining social networks, they must be able to respond to web-
oriented audiences. 
Although Latin Americans’ online behavior is evolving, they maintain their cultural and regional ties, as seen in the 
success of Orkut in Brazil or the existence of the Latin American network Sonico. 

Consequently, brands need to take into account cultural differences when it comes to Latin-targeted digital cam-
paigns, just as they would any other foreign market - by listening and identifying the unique wants and needs of 
this valuable demographic.

About Synthesio
Synthesio is a global, multi-lingual Social Media Monitoring and research company, utilizing a powerful hybrid 
of tech and human monitoring services to help Brands and Agencies collect and analyze consumer conver-
sations online.  The result is actionable analytics and insights that provide an accurate snapshot of a brand 
and help answer the ultimate questions – how are we really doing right now, and how can we make it better.
Founded in 2006, the company has grown to include analysts who provide native-language monitoring and 
analytic services in over 30 lanuages worldwide. Brands such as Toyota, Microsoft, Sanofi, Accor, Orange 
and many other well-known companies turn to Synthesio for the data they need to engage with their mar-
kets, anticipate and prepare for emerging crisis situations, and prepare for new product or new campaign 
launches.


