
2010 Results 



The following information is presented by: 



Purpose of the Census 

To count every marketing professional,  

Latino & non-Latino alike, who spend  

at least 30% of their time in U.S. Hispanic  

public relations and/or Social media 

work in the U.S. and/or Puerto Rico 



Conference Co-Title 

Sponsors 



ETHNIC BACKGROUND 

87% 

13% Hispanic 

descent 

non-Hispanic 

descent 



Gender 

69% 
31% 

Female 

Male 



Hispanic PR &/or Hispanic Social Media Work 

39% 

22% 

39% 30-50% 

50-70% 

70-100% 

Percent of Time Spent in  



Experience in the PR Field 

46% 

19% 

35% 
1 to 5 yrs 

6 to 10 yrs 

11 or more yrs 



Have you worked on any Hispanic 

social media project in the past year? 

76% 

24% 

Yes 

No 



Type of Organization 

8% 

8% 

6% 
3% 

28% 
15% 2% 

2% 

13% 

3% 

3% 
9% 

Corporate 

Non Profit 

Media Company 

Government 

Agency 
PR Agency 

Advertising & PR 

Agency 
Advertising 

Agency 
Digital Marketing 

Agency 



Best Description of Who should lead 

Hispanic Social Media 

7% 

47% 

15% 

21% 

10% 

Hispanic social media belongs 

in the advertising field 

Hispanic social media belongs 

within the public relations 

discipline 

Hispanic social media belongs 

with the online/digital 

marketing field 

Hispanic social media should 

be in its own specific marketing 

category 

None of  the above 



Size of Company 

33% 

9% 
11% 7% 

40% 

1-5 Employees 

6-15 Employees 

16-25 Employees 

26-40 Employees 

50 or More 

Employees 


