
This report looks at the following areas:

•• How the COVID-19 pandemic has impacted Brazilians’ attitudes and
habits toward social media.

•• Which brands and products categories Brazilians interact with on social
media and how this interaction happens.

•• What motivates users to buy products and services directly on social
media.

•• What kind of content and positioning Brazilians expect from brands and
companies on social media.

•• How the “cancel culture” and the impacts of social media on mental
health affect users’ perceptions.

Internet users in Brazil have always quickly and massively adopted the new
social media channels that emerge. There is, however, some variation in terms
of access and preference among different demographic groups and lifestyles.
TikTok, for example, is more successful among younger generations and parents
of young children, while LinkedIn is more likely to be used by older groups. In
Brazil, for some years now, having access to the internet is practically
synonymous with using WhatsApp.

The extensive use of social media among Brazilians encourages both users and
brands to be creative when using this channel. Social media has been used for
various purposes, such as entertainment, shopping, activism, source of
information, organization of events with family and friends (especially during
social isolation) and so on. On the other hand, the high exposure to social
media has also led users to demand more realistic content and to question the
negative impacts that this exposure may have on their mental and emotional
health.
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“Uncertainty saw total
expenditure on the home fall
in the past year. This was
despite the strength of the
home improvement and
appliances markets and the
windfall of new demand amid
extended periods inside.
Within the market, demand
has grown increasingly
polarised in the past year,
with this set to remain in the
coming years, thereby
suppressing expenditure. ”
– Ana Paula Gilsogamo,
Senior Research Analyst
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Figure 2: Mintel Trend Drivers
• Challenges
• Documentaries, data protection laws and fake news raise

awareness of social media negative impact
• “Cancel culture” impacts influencers, brands and social

causes
• In order not to lose space, brands and social networks

create features similar to TikTok
• Opportunities
• More realistic content is key to engaging skeptical users
• Parents are potential target for brands on TikTok
• Immersive experiences in the gaming universe can

compensate for limited in-person activities among
Generation Z

• Twitter may be the best social media for brands to take a
stand on political and social issues

• Social isolation boosts social media and digital platforms
• Documentaries, data protection laws and fake news raise

awareness of social media negative impact
• “Cancel culture” impacts influencers, brands and social

causes
• WhatsApp Pay should soon be approved in Brazil

• Brands invest in the gaming and eSports market
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• Natura overcomes boycott and sees its shares rise

• In order not to lose space, brands and social networks
create features similar to TikTok

• Zoom will allow payment to entry online events
• WhatsApp launches campaign to fight fake news during

local elections in Brazil
Figure 3: Campaign to fight fake news

• TikTok launches its first campaign on Brazilian TV
Figure 4: TikTok campaign
Figure 5: TikTok campaign

• Brands invest in the gaming and esports market
Figure 6: Girl Pwr campaign

• Amaro prepares collection with help from TikTok users
Figure 7: Amaro campaign

• Natura overcomes boycott and sees its shares rise
Figure 8: Natura posts on violence against women
Figure 9: Natura posts on lesbian awareness
Figure 10: Natura posts on LGBTQIA+ awareness

• Clean & Clear bets on TikTok challenge to promote
engagement with teenagers in India
Figure 11: #Unbottleapnaswag campaign

• WhatsApp has great potential as a social commerce
platform

• LinkedIn may help recovery of the travel and tourism market
• Social media is the right channel for brands to be

transparent
• Funny and original content can boost DE consumers

engagement with brands and products
• Live-streaming events with a more realistic approach is

paramount for BPC brands

• WhatsApp has great potential as a social commerce
platform
Figure 12: Social media usage frequency, Brazil, August 2020
Figure 13: Clube Extra’s example of post-sale message on
WhatsApp
Figure 14: Magazine Luiza’s opt-in during registration
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Figure 15: Do Bem new range
• Social networks that favor dynamic video content, such as

Instagram and TikTok, have greater potential in the
Northeast
Figure 16: Social media usage, by region, Brazil, August 2020
Figure 17: Carlings’ interactive t-shirt

• Parents are potential target for brands on TikTok
Figure 18: Social media usage, CHAID analysis, Brazil, August
2020
Figure 19: Fami TikTok challenge

• LinkedIn may lose space to other social networks when
recruiting young Gen Z professionals
Figure 20: LinkedIn usage, by generation, Brazil, August 2020
Figure 21: McDonald’s recruitment campaign

• Foodservice stands out in terms of direct purchase via
social media
Figure 22: Purchase of a product directly from social media,
by product/brand category, Brazil, August 2020
Figure 23: McDonald’s campaign

• Snapchat users are the most likely to interact with brands
on social media
Figure 24: Categories interacted on social media, by social
media users in general and Snapchat users, Brazil, August
2020
Figure 25: Colorama campaign

• LinkedIn may help recovery of the travel and tourism market
Figure 26: Categories interacted on social media, by social
media usage, Brazil, August 2020
Figure 27: Villa Rossa Resort, in São Roque, has exclusive
houses with swimming pool
Figure 28: Royal Palm Plaza Resort program

• Social media is the right channel for brands to be
transparent
Figure 29: Perceptions and attitudes towards brands on
social media, Brazil, August 2020
Figure 30: KFC’s retraction tweet
Figure 31: Excerpt from the retraction email sent by Carrefour
to customers on November 26, 2020

CATEGORIES INTERACTED ON SOCIAL MEDIA

PERCEPTIONS AND ATTITUDES TOWARD BRANDS ON SOCIAL
MEDIA
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• Advertisers on YouTube must offer products and content
relevant to Gen Z while protecting their personal data
Figure 32: Perceptions and attitudes towards brands on
social media, by generation, Brazil, August 2020

• Twitter may be the best social media for brands to take a
stand on political and social issues
Figure 33: Perceptions and attitudes towards brands on
social media, by social media usage, Brazil, August 2020
Figure 34: Magazine Luiza promotion
Figure 35: Retweets announcing the influencer who will take
over Vivo’s Twitter account

• Despite criticism, social networks have the potential to
promote inclusion
Figure 36: Attitudes and habits on social media, Brazil, August
2020
Figure 37: Facebook campaign

• More realistic content is key to engaging skeptical users
Figure 38: Attitudes and habits on social media, CHAID
analysis, Brazil, August 2020
Figure 39: Amaro campaign

• Funny and original content can boost DE consumers
engagement with brands and products
Figure 40: Types of interaction with brands/products, by
socioeconomic group, Brazil, August 2020
Figure 41: Some Netflix effects available on Instagram
Figure 42: A Fazenda competition

• Immersive experiences in the gaming universe can
compensate for limited in-person activities among
Generation Z
Figure 43: Changes in behaviors on social media and social
media usage, by generation, Brazil, August 2020
Figure 44: Ruffles Porto campaign

• Live-streaming events with a more realistic approach is
paramount for BPC brands
Figure 45: Changes in behaviors on social media, by
interaction with BPC products/brands on social media, Brazil,
August 2020
Figure 46: Honest’s live-streaming in partnership with Amazon

ATTITUDES AND HABITS ON SOCIAL MEDIA

CHANGES IN BEHAVIORS ON SOCIAL MEDIA
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Figure 47: Post with the announcement of the addition of
Mary Alberti to the Rare Beauty mental health council
Figure 48: Ivete Sangalo’s live-streaming event

• House cleaning category could invest in DIY content on
Pinterest to attract new consumers and promote new
products
Figure 49: Attitudes and habits on social media and spending
priorities, by social media users in general and Pinterest users,
Brazil, August 2020
Figure 50: Five cleaning tips in the kitchen
Figure 51: Esfrebom and Amazon partnership

• Abbreviations

APPENDIX – ABBREVIATIONS

Attitudes and Habits on Social Media: Incl Impact of COVID-19 - Brazil - December 2020

Report Price: £3265 | $4495 | €3940

The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

© 2022 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.reports.mintel.com

What's included
Executive Summary

Full Report PDF

Infographic Overview

Powerpoint Presentation

Interactive Databook

Previous editions

Did you know?
This report is part of a series
of reports, produced to
provide you with a more
holistic view of this market.

All Mintel 2020 reports
contain specific COVID-19
related research and
forecasts. The world’s
leading brands rely on
Mintel reports for the most
complete, objective and
actionable market
intelligence.

Buy this report now
Visit

EMEA

Brazil

Americas

China

APAC

store.mintel.com

+44 (0) 20 7606 4533

0800 095 9094

+1 (312) 943 5250

+86 (21) 6032 7300

+61 (0) 2 8284 8100

/reports.mintel.com//display/store/990832/


About Mintel
Mintel is the expert in what consumers want
and why. As the world’s leading market
intelligence agency, our analysis of
consumers, markets, product innovation and
competitive landscapes provides a unique
perspective on global and local economies.
Since 1972, our predictive analytics and
expert recommendations have enabled our
clients to make better business decisions faster

Our purpose is to help businesses and people
grow. To find out how we do that, visit
mintel.com.
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