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FROM THE AUTHOR                            


Social Media. We've heard so much about it. We've read so much about it. 
But what is it? 
Social media has been described by some industry professionals as "interactive, relevant communication." It is online, it is digital, and it is evermore mobile. 
More than ever, social media is everywhere and is an active part of people's lives. With Latino connectivity rapidly increasing thanks to mobile and digital applications, the time for marketers and advertisers to build strong, passionate relationships with Hispanic consumers couldn't be better. 

But what are the stewards of America's products and services doing to attract an audience of consumers that continues to grow in size and influence? 

Not a heck of a lot, based on research and conversations conducted throughout March and April 2010 with Hispanic advertising industry leaders at public relations firms, interactive and digital shops, and full service agencies. 
But what's in the public view may not fully show what's truly going on behind the scenes with respect to the use of social media among U.S. Hispanic marketers to build buzz, attract influencers and create dialogue with consumers. 
When one thinks of "social media," the ubiquitous networking website Facebook is often the first thing that comes to mind. In this report, we share details of some of the custom applications on Facebook that can make a brand stand out and become a "friend" to the connected Latino consumer. 

But social media is much, much more - and it is evolving by the day. Click on my photo above, and you'll be transported to my Twitter page. It's not much, and up until mid-February I didn't at all get Twitter. 

Thanks to conversations with such new media gurus as sociologist and thought leader Brian Solis, I so get Twitter now, and the explosive marketing potential it holds for the U.S. Hispanic market. 
As summer 2010 approaches, mobile social networking platforms are all abuzz with marketers and advertisers. TweetDeck, conceived in July 2008 as a mobile application for the Twitter social networking service, now allows users to post status updates and access profiles on Facebook, as well as social networking sites LinkedIn and MySpace. 
As Twitter usage increases among Latinos, there's already tons of buzz about Foursquare. Launched in March 2009 as a location-based social networking application, Foursquare has the potential to compete head-to-head with Twitter and Facebook for marketers' attention. Its premise is simple - Foursquare enables users to "check in" from any venue in the world. Each time a person checks in, they'll get points. The person with the most points becomes "mayor" - a position that can instantly be transfered to the Foursquare user who checks in at the site more frequently. 
Advertisers and marketers are already salivating over the potential consumer base these globally connected individuals - many of whom are in their teens or between 21 and 30 years of age - are an active part of. 
Given the high number of Hispanics under the age of 30, it's only natural that Latinos be included in any discussion of online and digital marketing. Numerous studies have shown Latinos to be first-adapters to new technology, with high levels of bicultural, bilingual under-30s actively using mobile applications and online social media to communicate with friends and family. 
Yet continued indifference from CMOs and the rest of the C-Suite at corporations across the U.S. could lead to a slow embrace of digital and online activities that can turn a brand into a trusted friend, and every-day consumers into brand ambassadors and advocates. 
There's also a concern that giving up too much control of a brand could lead to a public relations disaster, such as those experienced by Nestlé in March on its Facebook fan page. Are Chief Hispanic Marketing Officers (CHMOs) prepared to yield control of a brand to the very consumers companies have for years been trying to figure out how to market to? 
The CHMOs that take advantage of the social media opportunities that exist today could reap tremendous long-term dividends. 
Those that sit on the sidelines, waiting for the right moment to strike, could lose out on grabbing the proverbial pot of gold. 

  

Adam R Jacobson 

  

  

  

SOCIAL MEDIA: A DEFINITION FOR HISPANIC MARKETERS 

Social media is, in the simplest of terms, an online platform for true two-way communication. For a marketer, that means engaging with consumers - through conversation, interactivity and genuine common points of interest. 
In the digital world, marketers have taken to blogs, social networking sites and mobile phone applications to start the back-and-forth chat. But a scant number of companies have expressed an eagerness to strike a chord with Latino influencers who can help a brand grow organically with an ever-growing audience of important consumers. 
As interactive platforms first came into view for Hispanic marketers, the laptop and desktop computer were mainly thought of as the main devices for accessing the internet. Not so anymore - Latinos, like their non-Hispanic peers, are connecting not only in the comfort of their own home, but literally everywhere else thanks to "smartphones" such as Apple's iPhone.    

The one-on-one communication between a brand and a consumer that's possible through social media engagement is what highly interests Hispanic market professionals such as Ana Lydia Ochoa, a Los Angeles-based communications and social media strategist.    

"Social media is nonobtrusive. It's not an ad. It's a way to build a brand's reputation by strengthening the knowledge of a brand," she notes. It's also a way for consumers to connect with a big, monolithic brand that may have previously had no connectivity with its target audience, Ochoa adds.   

Social media has many positives for Ochoa. The very act of conducting a conversation with an influential blogger that can deliver big rewards to a product or service highly interests her. 
"That conversation with a blogger could make the blogger so enthused that they share details about their experience about a brand on their site," she notes. "It may start virally, and interest in a brand could grow very quickly ... or slowly."  

That's because a well-executed social media campaign needs to take into consideration three key components:

* Relative content
* Meaningful outreach
* Smart social media management 

There's also the need to educate those in the C-Suite about ROI expectations from social media marketing, and the often dreaded reality that a company doesn't fully own their own brands. 
"With social media, the actual consumer has the power to tell a company about a brand," Ochoa notes. "But it's not a matter of 'hijack' - it's a matter of feedback. Every company wants a solution to everything a consumer needs. Social media can help provide them with the best solutions." 
For the companies that understand and invest in social media, and then learn about the Latinos that are actively using social media tools, Ochoa believes they will quickly rise above their peers.  
"There are Latinos online - we've seen numbers that you cannot ignore. But what kind of Latinos are online?" she asks. "Are they actually participating in blogs and chat forums?" 

Research suggests that not only are Hispanics actively engaged in blogs and social networking sites, but they are also strong users of websites that may no longer be fashionable in the general market. MySpace, which has slid in prominence among overall U.S. online audiences, attracts a sizable number of Latinos. 
What Ochoa wonders is how different are these online Latinos are compared to those using Facebook. While social networking and microblogging service Twitter is surging in prominence as a marketing tool, Ochoa asks marketers, "Is your Hispanic consumer on there? We can assume that each type of consumer uses social media in a different way." 
Chiqui Cartagena, who joined content marketing-focused creative agency Story Worldwide in January as senior vice president of multicultural marketing, is already working closely with  clients including Unilever, Johnson and Johnson and Lexus on social marketing efforts. 

For Cartagena, the biggest obstacle to social media adoption is not understanding what it is, but coming to terms with what a brand can or cannot do to manage a user-controlled environment. 
"Technology scares some people," she says. "However, social media can work for every brand. Every brand has a story to tell, and those who tell it best come out ahead in the end." 

At Story Worldwide, Cartagena works with brands in helping them find their core narrative and to connect not with their "consumer," but their "audience." To accomplish this task, Story has a fully staffed department of trained journalists, all working on content designed to reach multicultural on-the-go internet users. 

"In social media, content is king. What differentiates us is our ability, as journalists, to define the audience," Cartagena says. "That is what I think is missing from the discussion - creating content, but not understanding the audience when doing so." 

Cartagena also faults companies that look at social media as simply another media channel. "It is not," she says. "There is this misconception that social media is a place to put thinly veiled press releases. That's a big mistake." 

Thus, it's her opinion that a client fully review the capabilities of the agency assigned to handle Hispanic market social media duties. "The PR agency of record has taken the lead, and as clients and brands start looking at the results, it will be the interactive agency best dedicated to social media that will deliver the best results for the client. If the PR agency becomes the lead, social media becomes that feared 'media channel' full of press release rewrites." 

Through experimentation, Cartagena predicts social media will grow exponentially in the U.S. Hispanic market within a couple of years. 
On the general-market level, Story is working with Unilever on the creation of online games for one brand, under the topic of "what's for dinner." She notes, "We've seen increased time online, and through our efforts you can tie that time to in-store sales." 
Six Unilever brands have been selected for social media campaigns set to rollout later in 2010 and in 2011. Story is actively planning each of the initiatives. 

One brand that has done much with its social media strategy is Macy's. Ochoa singles out the retail for thinking before acting. "They didn't throw themselves into anything," she says. 

In addition to a Facebook fan page with more than 463,000 fans, Macy's created online interactive games, an online persona and offered users a virtual "paper doll" at the recently launched Macy's Fashion Director microsite. Twitter and Facebook interactivity have been integrated into the site.   

The point of Macy's Fashion Director, says Ochoa, is to help engage the Hispanic Macy's consumer, and encourage them to utilize the resources and help spread "the Macy's message."   

  

  

WHERE IS SOCIAL MEDIA? 

The majority of the companies that approach José Villa, founder and president of Los Angeles-based digital advertising agency Sensis, on social media have a partial understanding of what it is. 

  

How does Villa explain to these marketers what comprises social media? "Social media is blogging, microsites and social networking," he says. "But, social networking is not the same as social media."   


Villa defines social media as "peer-to-peer communication" - and categorizes social media around no less than 16 different platforms that are always changing, thanks to the continued advancement of technology. Additionally, Villa sees social media as much broader than things such as Twitter or a blog.   

Yet blogs remain an essential part of social media's continued development. Villa says blogs are what ushered in the basic concept of social media, and that social networking platforms such as Facebook elevated the need to develop and execute marketing programs because of the sheer number of users actively using these networks.    

"Social networking sites are the most established, and have the highest upside for clients," Villa notes. "They have seen the broadest adoption, have the heaviest users, and marketers know these sites because they use them. As Hispanics are heavy users of social media, the potential upside is enormous."   

There's also tremendous potential for marketers to tap into photo-sharing sites, video-sharing networks, and location-based social applications such as Foursquare or Loopt, a venue-focused mobile connectivity platform popular with smartphone users, Villa believes.   

Yet Villa laments the slow embrace of social media by Hispanic marketers and advertisers.   

"What we are seeing is a lot of talk and not a lot of action," he says. "I'm not aware of any robust Hispanic social media platform." There's plenty of data to support the volume of users, but Villa believes much of the inaction is based on the level of activity it takes to truly engage Latino advocates of a product or service. Placing an add on Facebook isn't the answer. "Ads on Facebook is not social media marketing - it's like a radio ad," says Villa.    

That's because ads pop up on Facebook pages via a platform that reviews a user's likes and dislikes to best determine what advertising messages they'd want. Sometimes it works - a Facebook user who says they are a "fan" of musician Peter Gabriel can view ads that point them to PeterGabriel.com, where they can download a new song for free by becoming a fan club member. Sometimes it doesn't - a particular cause or politician you abhor may pop up as an ad on your page because a friend "likes" it, and because you commented to your friend about this cause of politician.   

But Facebook's technology is evolving, and some of the social networking site's newest innovations could revolutionize the interpersonal relationship between advertisers and consumers. Will marketers be moved to participate with respect to targeting Latinos?   

  

  

SOCIAL MEDIA: THE LATINO RESEARCH STORY 

Data from the 2009 Multicultural Marketing Study conducted by Florida State University's Center for Hispanic Marketing Communication, Captura Group and DMS Research show strong usage of social networks by Hispanics:
 
* In 2009, 59 percent of Spanish-preferred Latinos visited a social networking site at least two to three times a month - up from 35 percent in 2008. Additionally, 62 percent of English-preferred Hispanics engaged in social networking a minimum of two to three times per month last year, a jump from 46 percent in 2008.   

* Facebook surged in popularity among Latinos, regardless of language presence, in 2009. Yet MySpace, which in 2008 peaked with social media users, actually enjoyed an increase in the number of Spanish-preferred Hispanic users in 2009, from 35 percent to 41 percent. Additionally, Hi5 in 2009 was visited regularly by 29 percent of Spanish-preferred Latinos. The social networking site is highly popular in many Latin American nations, including Mexico, Colombia and the Dominican Republic.   

Lee Vann, CEO of San Diego-based interactive marketing firm Captura Group, is another industry leader who has come across an abundance of research showing Latinos as heavily engaged in social media. But like Sensis' Villa, Vann has to think hard when it comes to a Hispanic social media initiative that cuts through the clutter. "There's so little of it ... it's really hard to find." 
Perhaps there's one simple reason as to why there's so little activity that comes to mind - there's simply little activity to be had. 
According to the 2010 Hispanic Marketing Trends Survey, commissioned by Los Angeles-based Hispanic advertising agency Orci and conducted via e-mail with 9,300 senior marketing and advertising professionals in February 2010, 51 percent of the leading corporations in the U.S. did no Spanish-language marketing in 2009. Thirty-two percent said no more than 10 percent of a brand's marketing and advertising efforts were conducted in Spanish.   

On the subject of social media and marketing to Latinos, 78 percent of Orci study respondents said they did not use any social media to engage Hispanics between February 2009 and 2010. That being said, 18 percent used Facebook to reach Latino consumers. Additionally, 15 percent engaged in a Hispanic-focused social media initiative using Twitter. In a down economy, and with limited dollars at hand, the activity is notable.  

The percentages are expected to rise, although it's unclear how quickly companies will embrace social media and integrate it into a Hispanic marketing effort. Twenty-one percent of those surveyed by Orci said social media was a viable way of engaging Latinos. But 74 percent didn't know if it was viable or not, simply because no one in the organization had given it any serious thought. 
Then again, good ol' ROI and tight budgets could curtail any meaningful growth in the short term with respect to social media marketing to Hispanics. When asked by Orci what the primary reason was for not doing more marketing to U.S. Latinos, 38 percent believed the return on investment wouldn't be justified. Twenty-nine percent believed their current Hispanic marketing efforts were plenty effective. 
Additionally, Census 2010 and the expected upcount in the nation's Latino population may not give the spark Hispanic advertising agencies have been hoping for following nearly two years of revenue declines. The Orci study found that 82 percent of senior marketers and advertising pros had no plans to start or grow its marketing to Latinos between now and February 2011. Yet not one respondent said their U.S. Hispanic market sales would decrease in the next year, with 8 percent expecting a significant increase. 
For Vann and his peers, it's simply a matter of time before marketers "get it" and launch Latino-targeted efforts. Which companies "get it" first is part of Vann's pitch. "Big companies tend to be followers, and there is nothing better than a competitor doing something first, because that will force them to move ahead." 
Vann and his team are busily trying to educate clients on the power of social media with Latino audiences. 

"We're trying to show that Hispanics are online, but the right approach is ultimately developing a social media strategy that drives value - and minimizes the fear of yielding some control to the consumer. What's the worst thing that can happen?'' 
  

  

SOCIAL MEDIA: UNDERSTANDING LATINOS 

In an August 2008 report, Forrester Research data analyst Tamara Barber noted, "Hispanics are highly active in their use of social media, and they consistently outpace non-Hispanics in every aspect of engagement." 

Three key reasons stick out for Barber. In her view, social media touches on entertainment, community and language - three important elements of Hispanic culture. 

Nearly two years later, Barber finds that many companies are still trying to understand what the digital opportunity is on a general-market level, let alone its potential on multicultural branding initiatives. 

There's also the issue of dollars for a brand's digital initiatives, and having such activities directly tie in to other promotional and marketing programs. 

In 2009, a down economy and a deep recession made it challenging for marketers to invest in Hispanic social media. Now, Barber's research suggests companies move forward swiftly with learning how to engage digitally with Latino consumers. 

"The Hispanic online consumer market is comprised of Latinos with higher income levels who are more highly educated than their offline Hispanic counterparts," Barber says. "Hispanics will grow to 15 percent of the total U.S. online population by 2014, and with a particularly young median age this group is going to be active - and going to be trendsetting." 

For marketers, that means coming to a full realization that Generation Y Hispanics are more active on social media platforms than non-Latinos in the age group, which includes 15 to 28 year olds. 
It also means Hispanic marketers should look beyond language as a common denominator to fully understand what drives young, digitally connected Latinos. 

"In social media language is not very relevant," says Sensis head Villa. "For a program to be effective, it has to truly connect with someone, on a very intimate level. That is what's most relevant."   

Marketers should also understand Latino lifestyle and mindset, and how each fit into language use, Barber adds. 

Upon undertaking these tasks, marketers will discover that digitally connected Latinos use many of the same platforms and portals as the general market. "Getting tangible ROI can be a real challenge," Barber says. "Hispanic consumers switch between Spanish and English, and use a variety of platforms. But there are other portals and social media networks out there to consider because they are Hispanic-focused." 

That's because Hispanics are a broad group of individuals with many levels of interest, acculturation, bilingualism and biculturalism. Thus, Villa notes, "a marketer can not simply target 'the Hispanic market' when engaging in social media."    

For Hispanic agencies that wish to guide their social media-minded clients in the most effective way, discovering what consumers are most passionate about is a key start point for digital development, says Marla Skiko, senior vice president of digital innovation at Chicago-based SMG Multicultural. 

Skiko and her team devote ample time to consumer insights, and she sees digital applications already playing a large part in the lives of Latinos. 

"The digital phenomenon is everywhere," Skiko says. "And, since digital touchpoints are so strong in the lives of Hispanics, we need to have more research and information to back this growth." 

In conversations with SMG clients, the focus has shifted from "Should we use social media?" to "How do we do it?", Skiko notes.

Skiko answers the latter question in two parts:
* Learn as much as possible about the specific target audience
* Discover how to connect with that audience in the most relevant way. 

"Listen to what you have to say," Skiko says, addressing brand managers. "Then, reach out to the consumer with content creation." 

While Skiko notes that SMG is at its core a media agency, social media has helped it evolve to a media and content shop. Content development is perhaps one of SMG's biggest focus areas, with respect to social media. "There is not enough relevant content, regardless of language," Skiko says. 
Embedded within the need to develop relevant social media content for a brand active in the U.S. Hispanic market is building consumer trust for the brand. "It is not so much the client giving up control to the audience of a particular brand," Skiko says. "It is about starting and conducting conversations. Conversations are happening all over the place, and a lot of insights are to be learned by really listening to what the consumer says. To ignore that this is happening and to not yet be involved comes at your own peril." 

Building trust means creating brand advocates, and Skiko believes these ambassadors can be culled from people a CMO never even knew existed. 

All of these ideas are great, but Skiko sees the need for hard ROI blocking some companies from executing true Hispanic-focused social media initiatives. 

"We can talk all we want about this, but the direct link to 'Did this move my business?' may prevent some companies from moving forward," she says. "Metrics are still being defined, but the number of friends on a Facebook fan page and the level of brand engagement can be directly tied to consumer activity." 

Skiko continues, "We think we know a lot about these consumers, but new applications allow us to learn more about them and have a greater dialogue with them. There is a potential for huge upside and learning. Sure, there is some nervousness there. And there's a lot of negative talk, too. But if you let it go for a while and allow some of those consumers to combat the negativity, it can be a good learning experience. And, to help those that have had the negative experience, you could have never had the ability to affect change." 

Several companies are already taking advantage of some of these new applications, including tools available on Facebook that many Hispanic marketers are highly excited about. 

  

  

THE FACEBOOK CUSTOMIZED APPLICATION 

Facebook fan pages have proven to be successful for a variety of brands actively targeting Latinos. 

Pepsi's "Yo Sumo" project, launched in late February as a call to "embrace the opportunity that the 2010 Census presents to show the world not only how many we are, but how we’re changing the landscape of this country," includes a Facebook fan page full of interaction and community building. The bulk of the campaign's efforts were seen between late February and May 1.   

As of May 8, the page had roughly 6,830 fans. Wall posts are in English and Spanish, and the social media effort also includes a microsite - www.pepsiyosumo.com - and a Twitter page with 580 followers. Among the more high-profile Twitteros is actress and model Eva Longoria Parker, who was brought on to review stories submitted by Yo Sumo fans for use in a documentary about the accomplishments, experiences, dreams and ambitions of young Latinos across the U.S. 

"Pepsi not only found a voice that's clearly linked to the brand, but this idea that it also connects to a consensus of individuals," says Luis Miguel Messianu, president and chief creative officer of Alma DDB. "The feeling of the brand connects with us, and the client (Pepsi) is being very transparent about its marketing." 

With more than 15,550 fans is the People en Español Facebook fan page. Among the content available are magazine covers, fan-uploaded photos, discussions on celebrity news of the day and plenty of fan reaction to status updates from the People team. 

Among Hispanic market professionals, Procter & Gamble Co.'s "Tu Pantene" effort is perhaps one of the most-discussed of the Facebook fan pages. As of May 5, Tu Pantene was "liked" by 10,200 individuals. Among the features on the page are videos, uploaded by Pantene, featuring "women like you" ("Mujeres Como Tú"). Visitors can also find tips in both English and Spanish from celebrity hair stylist Raul da Luz. 
What's notable about the Tu Pantene fan page, compared to others targeting Latinos, is the incorporation of customized applications and tabs - something available to products and services through Facebook. First-time visitors to the Tu Pantene page are automatically directed to a customized tab - "Lo Nuevo" - that offers details on the hair care brand's new product line. To encourage interaction - and that all-important decision to get Facebook users to "like" the fan page - Pantene offers a free sample of its product and the opportunity to blog about it on Facebook. Another tab focuses on Raul, and includes a biography and answers to some of the most frequently asked questions sent to Raul by Tu Pantene fans. On the wall, a Pantene representative gives thanks to select comments made by Facebook fans.  

Public relations firm Fleishman Hillard manages the Tu Pantene fan page. However, the Facebook efforts are intricately tied to a combined total-team effort that sees SMG Multicultural assist with media buying and how the fan page's development works into Pantene's overall Hispanic market strategy. New York-based Hispanic agency Wing, which handles the Spanish-language television and print media efforts for Pantene in the U.S., also plays a part in finding the right voice for a compelling social media effort. 

Custom applications are also now being offered to companies that have used banner advertising and have relied on click-through rates to connect with online consumers. Miami-based internet advertising firm Hola Networks has gone beyond traditional internet advertising by now offering clients custom Facebook apps as a way to help promote a product. At the same time, the brand is given a tool to organically build a community of fans. 

"These tabs are customized in a way that enables you to integrate your brand into Facebook but also change the layout of the fan page, so you can focus on products, or promotions, or links," says Hola Networks CEO Rafael Monteiro. 
The use of custom tabs, one of the more common ways a brand can optimize its presence on the social network, can also be directly tied to a viral effort. Hola Networks is currently demonstrating these abilities on its own Facebook fan page. For the next 60 days, the "HolaHelps" tab offers features and detailed information on the Ricky Martin Foundation Habitat for Humanity Chile & Haiti Recovery Fund. Those who visit the fan page for the first time will automatically be routed to the customized tab, which features videos in Spanish and English and a Twitter-formatted URL for the foundation's official website. 

Hola's efforts for the foundation started with a network-wide banner campaign that included the integration of video messages. Now, with social media tied to the traditional online campaign, the cause can expand its potential online reach. 
"The promotion of this campaign also counts on a custom viral application that's designed to rapidly promote the cause, bring traffic to Hola's fan page and then to the Ricky Martin Foundation Habitat for Humanity campaign - all in a way that is designed to promote and build community," Monteiro says. 

Jesus Altuve, a web developer with Hola, says using Facebook Markup Language to create a unique tab is "basic stuff." What's of utmost importance to him is how the customized tab is displayed on the Facebook fan page. 

"An application can be a game, or a place to put text, links and videos," Altuve says. "But if you're not a 'fan,' remember that this is what the first-time visitor sees. The content should encourage people to become a fan." 

In the case of the Ricky Martin Foundation Habitat for Humanity effort, a "Farmville"-like application called "Mi Casita" allows Facebook fans to accumulate virtual houses as they help to promote the cause and the campaign. Each casita is credit for each time the fan helps to promote the cause and the campaign. 

A similar promotion can be found on the "Quiero mi Blackberry!" fan page, where the user with the most referrals automatically wins a Blackberry Pearl 8100 smartphone. "This is a great example of viral marketing, because friends of friends of friends can start downloading the app," Altuve says. "And, it's a meaningful game."   

While Altuve has the skills to develop apps, don't expect someone like him to oversee any activity. "Once the mechanics are done, someone in PR or marketing needs to manage this," he says. "This also needs to be done without boring your 'short attention-span' user. Again, give 'em something that will make them stay as a fan."  

Content is key also when trying to draw traffic away from a Facebook "community page," which is much different than a "fan page." For one, a community page is, in Facebook's words, "the best collection of shared knowledge" on a given topic. But these pages are user-driven, and the company has no control over what's shared in the online forum.  

For instance, Taco Bell has a community page that's liked by more than 7,600 people. On May 11, a Facebook fan wrote, "Soo..I decided to eat taco bell for the first time in forever... And I remembered why I never eat there! Ick!!!" Taco Bell marketing representatives could respond, or ignore it by focusing on its official fan page, which has nearly 1.03 million fans. Then again, Taco Bell's engagement on its own fan page is limited.  

Sandwiched between customer comments is promotional copy for its Tortada sandwich. A small handful of Taco Bell comments to questions about the availability of green sauce ("One word. Summer.") and a positive comment on a Volcano Taco ("Yum!!! Volcano Menu!) can also be found. Ignored by Taco Bell were some unsavory comments, including one that read, "yo ... WHAT THE F**K is up with raising the price of the chicken burrito to $2.89?! that s**t was .89c, and thats the way it SHOULD BE. I WILL NOT return until you drop the price back to .89c..." 

Perhaps Taco Bell did not fully think through how it would manage its Facebook page. That's exactly what Altuve recommends every company should do before jumping into the online ocean. "Having a fan page on Facebook without having a sound strategy is a lost opportunity," he says. "You don't post a note on a wall expecting people to become a fan of a company because Pepe put it on their wall or just came across the brand for the first time." 

In conversations with clients about social media, Messianu hopes Pepsi's Yo Sumo effort is judged as a strong example of what can be tied to a brand's complete Hispanic market effort. 
Alma DDB is also doing its own effort to demonstrate the power of social media to Hispanic marketers. "Amamos Español," the agency's Facebook fan page, offers a platform for those who love using Spanish to express themselves. It currently boasts about 3,230 fans. "The idea was to create a way for Hispanics to express their love for our language and culture," Messianu says. 
But "Amamos Español" is actually more than an outlet for those who share a passion for using Spanish — it's also a business-to-business platform designed to generate relevant content for Univision, which plans to then mine the data and incorporate it into its 2010 Upfront presentation, Messianu reveals. 

The use of social media to attract Hispanics has already gained the interest of the U.S. Government. 

Among San Diego-based interactive marketing agency Captura Group's roster of clients, Uncle Sam is most actively using social media targeted to Hispanics. The GobiernoUSA.gov fan page on Facebook is updated daily with relevant information on a variety of subjects, including Census 2010 and USDA loans to families who wish to move to rural areas. There's also Spanish-language videos on the U.S. Government's YouTube page. As of May 5, approximately 1,600 people "liked" the GobiernoUSA.gov fan page.
  

SOCIAL MEDIA: WHO'S BEST TO HANDLE IT ALL? 

With interest and understanding of social media's potential in the U.S. Hispanic market set to accelerate among CMOs, the question that's being asked by many across the industry is one of control. 

What's the best way to develop, manage and execute a social media plan? 

There's no clear consensus as to whether a public relations shop, traditional full-service agency or a digital/interactive firm is most effective for a client looking to maximize their social media efforts. 

But PR shops seem to have taken the lead - and have little desire to loosen their grip on the business they've already been able to capture. 

A Hispanic PR Census, an eight-question research project conducted over a four-month period by the Hispanic Public Relations Association and HispanicPRBlog.com, found that among the roughly 320 marketing professionals who work in Latino PR and/or social media, 47 percent believed their businesses were best-suited to lead social media initiatives. Of those polled, 76 percent said they worked on a Hispanic social media campaign in the last 12 months.  

For SMG Multicultural's Skiko, the clients that fully grasp the benefits of social media will figure out the best way to spread the word about their efforts. In her view, public relations shops hold the edge with respect to informing the masses about the social media platform launch. As agencies excel at Hispanic consumer insight, however, Skiko believes they should be the entity closely involved in the process of "getting the message right, and putting it in the right place." 

Villa sees Hispanic PR firms driving social media in the U.S. Hispanic market. "They are smart, because they are piloting these programs, and experimenting." 

Traditional, full service advertising agencies have certain strengths and weaknesses, Villa notes. For one, they are typically the owners of the brand. "They understand and control that brand better than anybody," Villa says. "They have creative skills, and production knowledge." 

But Villa faults Hispanic agencies for the most part as slow to adapt and invest in digital initiatives. "PR understands the world of 'earned media' and viral marketing," he says. "With social media, one has now entered the business of content. You're not offering an advertisement anymore - you are offering something of value to the consumer, rather than a promotional mesage or more push marketing."   

Vann, of Captura Group, sees strengths in each type of Hispanic-market shop. "A traditional agency understands the consumer better than anyone else. The public relations shop knows how to have the conversation with the consumer. And the digital shop understands how things work."  

It is ultimately up to the client to understand the biggest strengths each can bring to the project, he adds. Overcoming that challenge could prove difficult. 
"It's a whole new beast - a thing that crosses a lot of technology," Vann says. "Social media is still new in the general market, and historically we've seen that once marketers figure out how to do something in the general market, they'll then do it in the Hispanic market."  

One case study several industry executives have described as "a beautiful campaign that used social media" to its fullest is the 2008 Nike Plus interactive marketing initiative.  

With a focus on recreational and competitive runners, Nike offered electronic measurement of one's distance, time, calories burned and pace through a device tied to a chip embedded in the sneakers themselves. Following a run, the data could be loaded into the Nike.com website, allowing runners to evaluate their performance. The result - Nike created a community of runners, and even staged a virtual 10k, "The Human Race," for those who had the Nike Plus-enabled footwear. With both indirect and direct marketing techniques, Nike engaged in segmented outreach, created an interactive forum for like-minded athletes and connected technology to further brand awareness.  

As digital/interactive shops and PR firms seek account wins for social media efforts, full service Hispanic advertising shops are far from standing by silently and are hardly waiting to see how increased social media usage among Latinos will translate to increased client efforts. 
Inside Long Beach, California-based multidimensional marketing firm Latinsphere Advertising exists an experiential marketing division, which oversees all nontraditional forms of advertising - including social media marketing. "It fits because it's more about reaching a personal connection with consumers, which is the heart of experiential marketing," says Karla Lucia, a principal in the firm. 

At Miami-based Alma DDB, there's been a steady progession toward the integration of social media into its Hispanic marketing capabilities. Messianu, head of the DDB Worldwide-affiliated shop, says much of Alma DDB's efforts have simply been hidden from public view. 
"Social media efforts are more anonymous than mass media, in general," Messianu believes. "Almost by design, they haven't been frontal, and because they are being produced for a client, it takes more of a 'behind the scenes' approach." 
In fact, Alma DDB has been ramping up its social media efforts as part of a five-year endeavor to weave digital and interactive platforms into its business. Andrea Arnau, Alma DDB's interactive managing director, was specially brought in from Tribal DDB Colombia in 2005 to help spearhead the agency's efforts. 
"Now, digital is at the core of what we do," Arnau says. "It is embedded into our full-service culture." 
At Alma DDB, digital and social media permeates every department. The agency also has a mobile division, overseen by Isaac Mizrahi. Mizrahi was hired away from Sprint, where he served as director of multicultural marketing, because of his deep understanding of digital platforms and on-the-go internet connectivity, Messianu says. 
Arnau strongly believes that digital initiatives - including social media use - are "bread and butter" elements for any Hispanic shop. "An agency that doesn't have digital as a core offering is already behind the curve," she says. 

But Messianu warns that traditional Hispanic agencies can't simply jump into digital because they may have added those with expertise to their employee roster. A shift in the entire agency's mindset is also necessary, he argues. 

Understanding how to manage a social media effort is also important for those in the C-Suite. Just ask anyone at Nestlé or Virgin America airlines. 

  

  

  

SOCIAL MEDIA'S GROWING PAINS 

So your company is ready to engage in social media. The Facebook fan page has been launched, and there's excitement about being able to communicate one on one with consumers. 

But then the eagerly awaited debut of the fan page backfires. One complainer becomes a sea of detractors. Not knowing how to handle the situation, a company representative fuels the flames by reacting on the Facebook fan page in the wrong manner. 
Such was the highly public learning lesson experienced in late winter by Nestlé. Blame - or thank - Greenpeace for bringing to light the potential nightmare companies face when offering to give up total control of their brands. 
Greenpeace believes Nestlé's use of palm oil contributes to the loss of habitats of several endangered species. To help spread the message about Nestlé's activities, Greenpeace activists posted comments and altered Nestlé logos on the fan page. 
The response from Nestlé's fan page caretakers was blunt and defensive, and even commented, "Oh please … it's like we're censoring everything to allow only positive comments." This came after threatening to remove posts from people that were using altered Nestlé logos. 
Eventually, Nestlé apologized, even admitting that deletions were "one in a series of mistakes." The company's Facebook fan page administrator even remarked, "I have stopped being rude." 
Alma DDB head Luis Miguel Messianu notes, "There has to be transparency, and honesty, when engaging in social media. Not everything is going to be positive … you're going to have some bumps in the road." 

But, interactive director Andrea Arnau adds, "It's better than if you don't admit you've made a mistake." 

Virgin America, a low-cost airline that has generated lots of positive word-of-mouth for their hip in-flight service and amenities, discovered the power of social media and the need for "real-time brand management" on March 13, 2010 - thanks to Kontain.com CEO David Martin. 

Martin just happened to be one of 126 passengers on a flight headed to John F. Kennedy International Airport from Los Angeles. Because of poor weather in the New York City region, the Virgin America plane landed at Stewart International Airport in Newburgh, roughly 65 miles north of midtown Manhattan. 
Passengers were forced to sit on the tarmac for nearly five hours as Virgin America did not have gate rights at the airport. The flight had already circled above the Tri-State Area for two hours before landing in the Hudson Valley, rather than its planned Long Island destination. 

Martin chronicled much of the events as they were unfolding via a Kontain.com iPhone application; the video segments were then posted to the Kontain.com website, described as a "visual updating network," and later ended up on dominant video-based social networking site YouTube. 
While things started out pleasant, Martin said they gradually deteriorated as food - and patience - ran out. One passenger was escorted off of the plane by police, and a fellow passenger recorded the incident and posted his own video to Kontain.com. Tired and frustrated Virgin America flight attendants eventually informed passengers that they could leave the plane - but were on their own for figuring out how to get to JFK, where they'd have to collect their checked baggage. Some complained about the flight attendants' rude behavior. 

Competing airline JetBlue eventually came to the rescue, and transported the Virgin America passengers to New York City by bus. By the time the passengers arrived at JFK, 16 hours had passed since their departure from LAX. 
By March 15, the New York Post newspaper had called after seeing Martin's posts on Kontain.com about the flight. Then came a call from Virgin America CEO David Kush, who had also discovered Martin's Kontain.com posts. Kush was "very apologetic," Martin notes, and ensured that all passengers would receive a refund due to the flight crew's handling of the situation. 
According to media reports, Martin was initially contacted by Virgin America's marketing department, which offered a $100 voucher. Martin refused, insisting that all passengers receive a credit or refund. 

On his blog, Martin notes, "I'm glad we are [in] the age where social media can help the customer … finally, even if it means the CEO needs to jump in and make a phone call to a passenger. Let's just make sure all passengers feel what I felt today - resolution, it makes you come back." 

  

THE POWER OF TWITTER 

Twitter usage is growing - and Hispanics are quickly embracing the on-the-go social networking platform. 
According to the DMS Research/Captura Group/FSU Center for Hispanic Marketing Communication 2009 study, 6.7 percent of English-preferring Hispanics regularly used Twitter in 2009. Of Spanish-preferring Latinos, 2.6 percent actively used Twitter last year. 
A more recent study suggests those numbers are already on the rise. 
Edison Research's "Twitter Usage in America: 2010," conducted with media research firm Arbitron in February, found that 17 percent of Twitter users are Latino. In fact, Hispanics overindex for Twitter usage, as 13.4 percent of the total U.S. internet population were active on Twitter in the month. 
One reason for the strong level of activity among Latinos, Edison reasoned, was based on the premise that Twitter usage was being conducted on mobile devices - and not over PCs. 
The Edison/Arbitron study, conducted via telephone with 1,753 Americans ages 12 and older, shows Twitter enjoying a very high level of awareness - 87 percent of those surveyed are familiar with it, compared to just 5 percent in 2008. 
Among the other key Edison/Arbitron findings: most Twitter users passively follow the updates of others without contributing their own status reports. Yet 70 percent of regular Twitter users post status updates in such social networking sites as Facebook. 
Thus, the level of understanding of what Twitter can do is still growing. That's great for marketers. 
"The percentage of Twitter users who follow brands is more than three times higher than similar behavior expressed by social networking users in general," the report's author, Edison vice president of strategy and marketing Tom Webster, writes. "Significant percentages of regular Twitter users report using the service not only to seek opinions about companies, products and services, but to provide those opinions as well." 
With such behavior "far more prevalent" on Twitter than other social networking platforms, Twitter's "most natural path to revenue may be to commercialize these interactions, providing the "plumbing" for enterprise Social CRM (customer relationship management) efforts, Webster theorizes. 
Meanwhile, geo-targeted social networking applications such as Foursquare and Gowalla are still building awareness, with 93 percent of those surveyed unfamiliar with the platforms. 
WHO USES TWITTER? 
Thirty-three percent of all Twitter users, regardless of ethnicity, are between the ages of 25 and 34. Nineteen percent are between the ages of 35 to 44. Teens have not embraced Twitter - 18 percent of those between 12 and 17 years old use the service, while only 11 percent of those 18 to 24 are active on Twitter. 
For marketers, this presents numerous possibilities for brand growth. Of monthly Twitter users, 30 percent have a bachelor's degree. Twenty-three percent have an annual income between $50,000 and $75,000. 
Twitter users are also early adopters and are often in a race to be the first to try a new product, the Edison/Arbitron study shows. These Twitter users also actively wish to learn about various products and services, and provide opinions about them as well. 
When asked what media was most essential in their life, 73 percent of monthly Twitter users said the internet. By comparison, 13 percent said the television, 11 percent said the radio and 3 percent said the newspaper. Even more telling is the finding that 79 percent would elect to permanently eliminate the television from their life, rather than give up internet access. 
Wireless connectivity plays a large part in the lives of these young Latinos. According to the study Social Media & Mobile Internet Use of Teens and Young Adults by The Pew Internet and American Life Project, 40 percent of Hispanic adults have used their cell phone to access the internet, compared with 31 percent of non-ethnic adults. 

Furthermore, the Hispanic Cyber Study 2010 conducted by AOL Advertising and consulting group Cheskin found that one-fifth of online Latinos spend 24+ hours per week on web, connecting via mobile devices 57 percent of the time. 

These "power users," among the more than 23.6 million Hispanics who can be found online, are also influencers. More than half write a blog; 68 percent use a social networking site, the AOL/Cheskin study found. 

Additionally, the Association of National Advertisers' 101 Marketing to the US Hispanic Consumer study reveals that 75 percent of online Latinos use the internet to view other consumers' content. 
There's one big reason for this. According to the ANA, Hispanics "dramatically outpace the general market in creating and sharing content" because of an initial lack of relevant and in-language content. Still, "few brands have figured out how to be part of the process creatively." 

Hence the desire among many marketers to build trust with the ever more-important blogger.
 




SOCIAL MEDIA: BLOGS AND PORTALS 

Influencers. Advocates. Ambassadors. Mommy bloggers. 
Gaining brand favorability with a blogger is rapidly becoming a must-do task for a marketer. 

How to connect takes understanding of how blogs work, and comprehension of the passion among those who seek out such user-controlled websites for information, recommendations or outright complaints about a given product or service. 
Finding a blog usually involves recommendations from friends or family, or perhaps a trusted portal. Blogs catering to young moms have proven to be especially popular, even among Latinos. 
Karla Lucia, of Latinsphere Advertising, singles out the blog Craftychica.com as one great example of connecting to like-minded consumers online. Maintained by artist and author Kathy Cano-Murillo, Craftychica.com now enjoys more than 1 million followers - mostly Latinas who love to craft. "She's got the pull and power to bring a good social media campaign to fruition." 

Other Hispanic-focused blogs that have garned attention include MyLatinoVoice.com, led by Rosa Alonso; MamaContemporanea.com; Guanabee.com; and Remezcla.com, a localized Latino culture blog for Miami, Los Angeles, Chicago, New York and San Francisco. 
Portals big and small and even brand-controlled microsites continue to serve important roles as community connection points for online Hispanics. 

What's the best blogger for a brand? Lucia believes marketers should ask the following questions: 

* Is the blogger reputable?
* How many followers does this influencer have, and what exactly are they blogging about? 

"Once we see the dynamic of the types of conversations people are having, we can then recommend which blogs would be best for a client," she says. 

Forrester's Barber singles out Kraft Foods' ComidaKraft.com and its "comunidad" as one strong example of how brands can directly build relationships with consumers. Todobebé, the multimedia Latino parenting brand, was also cited by Barber as a strong online community forum. 
"Social media goes so far beyond Facebook and Twitter," notes Barber. "It is user-generated content, no matter the platform." 

Then there's the client who has a website and calls that's "social media." The client is wrong, says Cartagena. 

Then again, the Story Worldwide exec still regularly chats with those who continue to question whether or not Hispanics are online. 
"Smart brands will start to think about the 18-34 demographic ... and think 'Hispanic,'" Cartagena says. 
Simon Kelly, COO of Story Worldwide, adds, "Doing nothing is not an option - not for the general market and certainly not for the Hispanic market. It should be integrated into everything you are doing - offline and online." 

Ultimately, clients seek a rich, deep relationship with the consumer. "Social media is part of that goal," Kelly says. "But to do that, your communication needs to be useful and entertaining." 

Kelly offers three key elements of any social media campaign: 

* The content needs to be informational in nature
* The content has to have value to the target audience
* The content should be placed in an easy-to-navigate platform 

"Obtaining a deeper level of engagement means they are in the purchase funnel," Kelly says. "The key is how we get the consumer to engage in a product conversation and then convert them to a customer." 

Sophia Mind, the research and market intelligence firm tied to Brazil's Bolsa de Mulher Group, has placed all of its focus on reaching women - and understanding the many touch points Latinas across the Americas come in contact with every day. 

Social media, according to a just-released Sophia Mind report, is now a big part of the lives of Hispanic women. With 68 percent of Latino homes in the U.S. now with broadband internet connectivity, and evidence suggesting many social networking sites are accessed most by women, the Latina is a prime growth area for U.S. businesses seeking brand growth through online and digital interactive platforms. 

Sophia Mind points to an October 2009 study from website Information Is Beautiful that found 12 of 17 social networks accessed more by women than by men. Among the top networks visited by females are Bebo, Tagged, Buzznet, Classmates.com and MySpace. 
In its own research, Sophia Mind interviewed 309 women ages 18-60 in the U.S. during March and April as part of a study that saw similar inquiries with 1,912 women in Brazil, 603 in Argentina, and 450 in Mexico. 

Across the four nations, "traditional media" - i.e. television, radio and print media - is being used less and less by women. Mobile phone use is increasing. Yet Argentina and Mexico are seeing more a rapid embrace of social media. 
Economic and cultural reasons were cited as reasons why Latinas in the U.S. lagged their counterparts in Brazil, Mexico and Argentina. But content, or the lack thereof, may be a bigger reason for the disparity:

* Thirty-five percent of U.S. Latinas said existing social media networks satisfy only some of their needs.
* Just 21 percent believe all of their needs are met by what is available on the internet today. 
Hispanic women also noted that a greater sense of the Latina community, increased participation by Hispanic women and a lack of relevant content were key needs for those who wished to visit a social networking site relevant to their likes and tastes. 
The need for more Spanish-language content was expressed by just 13 percent of Hispanic women, a sign that "relevant" content may be better in English than en Español. 

It's also clear that in the U.S., Hispanic women are accessing social media as a complement to other media usage - not as a replacement:

* According to Sophia Mind, 85 percent of Latinas accessed social networks at least once a month.
* Seventy-five percent of Latinas visited as social networking site weekly, while 58 percent were on social networks daily. 

"This has very important implications for companies that wish to communicate in an efficient and effective manner with their current and potential customers," Sophia Mind researchers conclude. "The environment for which these tools provide may be an excellent contact opportunity in order to develop relationships or divulge a brand. The amount of attention that women give to social networks is larger than the one given to other medias, because the dynamics and activities performed in social networks prevent women from performing several tasks at the same time." 

  

  

SOCIAL MEDIA: THE PAN-LATIN CONNECTOR 

In the U.S., Facebook is the most widely used social networking site. But in Latin America, Facebook isn't quite so ubiquitous.

* In Brazil, Google-owned Orkut is the top site.
* In nations such as Colombia and the Dominican Republic, hi5 leads in popularity.
* In Argentina, Sonico is growing in popularity. 

Now, social networks popular across the Latin diaspora are setting their sights on Hispanics in the U.S.    

In February 2010, Buenos Aires-based Sonico opened a Miami office in order to better tap into the marketing potential tied to the 1.8 million U.S.-based users of the site. Tomas O'Farrell, Sonico's CMO, says the plan for growth puts the focus on users who choose to use Sonico because friends and family in their home country are on the platform. Competing with Facebook or MySpace as a platform for Hispanics to connect with other U.S.-based Hispanics is not a current focus.  

"We found that we had a lot of traffic from the U.S. ... and they were some of the most engaged users of social media," O'Farrell says. Sonico's team also found that, among its nearly two million users in the states, most preferred to use Spanish and were on Sonico mainly to communicate with friends and family in Latin America. 
O'Farrell also found that in the U.S., 73 percent of all active users were above the age of 25. Sonico also geo-targeted its U.S. user base. Most of its traffic came from South Florida, New York, California, Texas and the greater Chicago area. This data will be key in attracting advertisers.   

According to O'Farrell, building a social media strategy takes commitment. "A lot of campaigns are planned for two weeks, or eight weeks," he says. "If you have a page that is updated once in the spring or once in November, it is just not going to work."   

A company must also be prepared to receive customer feedback - good or bad, he says. "Users are already talking about your brand. You can't change that. The only thing you can do is participate with them." 
O'Farrell outlined some of the common mistakes he's seen from marketers that wish to engage through a social media platform: 
* A marketer will engage in social media but will refrain from an initial marketing push. Thus, no one will become aware of the efforts underway.
* A marketer uses social media for promotion, rather than creating a relationship with a consumer.
"If your status updates are simply offers, you will see people 'un-fan' you," he notes.
* A marketer will continue to stick to a one-way pitch, rather than engage in a two-way dialog, with a consumer. 

Whether in Miami or Montevideo, Latinos have something in common when it comes to their desire to participate in social media. According to many industry executives, Latinos were the "original" social network - thanks to their natural desire to socialize, share ideas and suggestions, chat and even gossip.  

Those are only some of the reasons why Alma DDB's Messianu believes Latinos enjoy using social media. "It serves as a forum for the paparazzi of our own life." At the same time, sharing photos and details of one's personal life means that "everything is transparent, and that also means everything is accountable." 
The increased use of social media among Latinos, Messianu hypothesizes, is being done in addition to face time, whereas in the general market the use of social media may be in lieu of one-on-one personal contact. "In some instances social media replaces face-to-face contact among Latinos, but it is mainly so when it is out of necessity." 
That's the case with Arnau, who constantly connects with friends in Bogota and regularly socializes with them from Miami thanks to social media platforms accessible from phone and laptop. "Our sociable nature is now on steroids," she says. "This maximizes our ways to connect." 
Messianu adds, "Our norm is to be socialable." 
With Latinos eager to chat, learn and inform, companies that wish to converse and interact with these social media users should approach them in the same manner as a best buddy. "With social media, brands become your friends or your family ... by becoming part of my circle of influence. I can tell you that Apple is a part of my friends and family." 
Messianu continues, "If a brand engages me and brings me a situation that is relative to my life, my guard goes down. If you establish the right message, they become immersed in my circle of influence. There are no hurdles when brands do it right."

  

SOCIAL MEDIA: EXPECTATIONS, PROPOSITIONS AND FUTURE THOUGHT

Are traditional Hispanic agencies eager enough to embrace and integrate social media into its full platform of services? 
Alma DDB head Luis Miguel Messianu notes that nearly a decade ago, some traditional advertising agencies were slow to do anything tied to internet-based advertising. 

"We're all in search mode," says Messianu. "Just like when the internet started, marketers need to understand that this is a long-term proposition. We don't have all of the answers. We know this has incredible potential, but we don't know where it is going to lead us." 

Arnau also sees an inevitable introduction of new applications over the next several years that will naturally change behavior patterns, and how brands will react to shifts in platform popularity. 

But what of traditional Hispanic media, and their understanding of social media platforms? 

Liliana Gil, cultural intelligence officer for marketing firm XL Alliance and the former worldwide director of marketing services at Johnson & Johnson, offers evidence that the giant of U.S. Hispanic media - Univision - clearly understands the power of social media. 

Univision Fútbol, a recently launched free iPhone application developed by Univision Interactive Media, became the No. 1 overall sports-oriented app downloaded from the Apple store upon its release in early April. 
"It just makes total sense," says Gil, speaking of the app's creation by Univision in a May 2010 video report. "The numbers are very compelling. Seventy-five percent or more of Latinos have a cell phone and we have skipped technologies. We've gone from having a regular phone or internet at home to using it as the primary source of internet access. This means we consume a ton of content." 

Citing comScore data, Gil adds that 71 percent of Hispanics who own a mobile phone engage in downloading and consuming mobile content, versus 48 percent for the overall marketplace. 

Furthermore, when it comes to text messaging campaigns, "we are intrigued when we are talked to - particularly in language."

Recent Forrester research shows 6 percent of Latinos engage and respond to promotional SMS; it is 3 percent for the total market. 

"Having content that is relevant that is in culture and that is in language puts you in a different stratosphere," Gil says. "Give it a shot. Give it a try." 

SMG Multicultural's Skiko adds that so much proof exists about how Latinos overindex with mobile and digital applications, "it almost looks like you're making it up." 

The good news, Skiko notes, is that clients understand just how strong social media is among Hispanic consumers. The main concern for companies is how to best get moving on a social media effort, and how to accomplish it in the best possible way. 

Cristy Clavijo-Kish, senior vice president of multicultural markets for PR Newswire, notes that big Hispanic portals such as Univision.com and the MSNLatino-powered Telemundo.com have done more to drive conversation with its users. Yet she notes, "A lot of tools are being Hispanicized, but I don't think there's a clear course. Tools are still being created to engage Hispanic consumers online, but there's not even a complete picture in the general market of how this engagement will roll out. That's why there is even less in the Hispanic market."   

What can marketers and brand stewards anticipate from engaging in Hispanic-target social media efforts? 

For Forrester's Barber, two questions must be answered by any company that wishes to engage through social media: 

* Is this company comfortable with social media?
* Does this company understand the Hispanic online consumer? 

Sociologist and thought leader Brian Solis, who will be speaking later this year at "a major Hispanic market conference" on how to use social market to market for and to Latinos, notes, "The thing about social media that makes it so special is its ability to go beyond demographics, and into psychographics." 

For a marketer, tapping into a consumer base with common interest areas could yield tremendous dividends, Solis remarks. "Ethnicity may be a common factor, but the money that goes behind interests become the ties that bind." 

Solis suggests advertisers and their respective agencies develop interest graphs, and utilize social media marketing platforms to best determine what moves this consumer group - in addition to learning how best to engage them and spur action. 
Again, the discussion is no longer about whether or not Latinos are actively participating in online forums. 
"The numbers show that the Hispanic market is among the largest growth areas in social media," Solis notes. "But what has yet to begin is how to effectively get Hispanics connected to one another." 

Learning from interest graphs can shatter all previous conceptions about marketing to Latinos. In the general market, BMW has already demonstrated how marketing based on common interest among consumers can help build overall sales. When the German motor company launched its 1 Series vehicle line in the U.S., it deviated from marketing to men of a certain income level. "This time, BMW marketed it to anyone who wanted a comfortable ride, and an affordable one at that," Solis says. "This is a great example of how the interest graph becomes more practical for a marketer." 

Let's say a Hispanic marketer has for years focused on men between the ages of 24 and 35. Solis asks one simple question - what defines this group of consumers? "It is not age. It is not income level. It is a particular level of interest."  

The next task, Solis says, is for a marketer to find these individuals.  

"By using social media, you are in a conversational medium in which you are reaching people who have influence - people who are becoming known in their own circles," he says. Once efforts to engage these connected consumers are launched, CMOs should then realize that what defines resonance is what will keep the brand alive. 

"Starbucks is actively finding influential people to talk about coffee, but these people don't necessarily need to be coffee experts," Solis says. "Yet these people are deemed as some sort of influential voice. Starbucks reaches out, and gives a free cup of coffee." 

Resonance is a word Solis peppers often throughout his discussion of social media and marketing. Doing so is further emphasis of the need for social media platforms to truly connect, engage and create passion with an online consumer. Facebook didn't grasp this when it first introduced paid advertising, Solis notes. 

"Facebook introduced ads in a way that will not exist in the future," he says. "Now, you will notice that there is a 'like' button tied to its advertising. This puts you in control of what you see." As a result, messages truly tailored to your interests will start to appear more, as opposed to ads that Facebook thinks would appeal to you based on certain topics or phrases found on messages posted to one's Wall. 

Facebook's "like" buttons on its advertising is one way the social networking site is now playing catch-up to Twitter. "Advertisers are only going to pay for ads that perform. So, they need to be designed to cause action by targeting a consumer sub-set." 

Enter the sponsored Tweet, which is set to bring marketers a valuable new way to hypertarget online consumers, with common interest the No. 1 desire for brand stewards. 

"Right now promoted Tweets show up only in a search," says Solis. "Soon, promoted Tweets will appear first, and Twitter will make it very clear that it will be a promoted message." 

For skeptics who question the ROI of promoted Tweets, Solis points to research on Twitter users and how they use the service. "Right now Twitter has a small hypergroup of contributors, who have a greater noise and signal ratio than anyone else. But social media right now is in a state of mass consumption, not mass promotion. Twitter users are reading the posts of others, not posting their own messages." 

Meanwhile, Solis believes social media can provide the greatest measure of ROI a marketer has ever had, given the tools already available. He points to Spiral 16, which "monitors, protects and manages brands online"; social media engagement and monitoring platform Radian6; and Klout, which measures influence on topics across social media "to find the people  the world listens to." 

The site AllFacebook.com now offers tracking of more than 1.2 million Facebook fan pages - providing marketers with instant data on whose using the portion of the site. 

At Latinsphere, clients have been receptive to social media thanks to their participation in both experiential marketing and event marketing. One reason is the buzz that can be generated through each of the three marketing disciplines. 
"Word of mouth is so powerful with some of these social media applications that we can get the word out here very efficiently," Lucia says. "For clients that wish to use social media, we make sure we have a strong platform in place - one that ensures we are connecting with people who are already influential." 

"Rewarding" the connected consumer with relevant content designed to engage and entice users of social media will truly build the momentum companies seek, she adds. "Bloggers that post pictures and are sharing information of use are the things that trigger the word-of-mouth buzz a client seeks. And if we can prove that this blogger is engaged with a network of people that can engage with our clients, that is the brand's reward."  

For example, let's say an influencer has 1,000 followers, whether it be on Twitter or a Facebook fan page. Lucia uses a four-to-one ratio when determining how many followers are connecting to people in their own network. Thus, the influencer's sphere widens, and a ground swell of support builds. 

"An interest peer can be very effective," says Lucia, "and social media has facilitated the desire of Hispanics to stay connected, and share their life with others. We saw the closing of the digital divide, and I think it is even faster with social media. It facilitates everything that Hispanics are all about." 

Ana Lydia Ochoa, the social media strategist, adds, "This doesn't require a lot of money. You just need to know yourself, as a brand and as a brand manager. Don't just jump on the bandwagon because it's the latest think out there. If used wisely, social media can be the engagement tool companies have always desired." 
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In January 2010, Jacobson launched an Editorial Services and Research Consultancy focused on U.S. Hispanic market insight, strategy and analysis, in addition to research and insight into the radio industry. In February 2010, Jacobson released the Hispanic Market Overview - 2010 White Paper through a distribution agreement with HispanicAd.com. 

Jacobson’s writing experience includes pieces in Vista magazine, The Miami Herald and a chapter on the radio business appearing in the leading textbook on the music industry used in colleges and universities across the U.S.

Media appearances include National Public Radio, ABC World News Tonight, the Los Angeles Times and the Denver Post. 

  

Jacobson, using the name "Jake Adams," also recently appeared in a one-time guest appearance on WLYF-FM "101.5 Lite FM" in Miami.  
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