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GO LOCAL IN LATIN AMERICAAvast is a global leader in consumer cybersecurity with over 435 million
users around the globe. Avast oﬀers products under the Avast and AVG
brands that protect people and businesses from attacks online, as well
as products that protect people’s data, identity and privacy online.
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Founder and CEO of Pulsoline
Ex-Regional Manager Latin America at Avast Software from 2016 to 2020

“I’ve had the opportunity to modify the Avast business DNA
structure in Latin America and add the Go Local strategy into the
region. As a result, Avast became the number one antivirus”

T ESTIMO NY

“

In September 2016, I was entrusted to build the business strategy for
Latin America in order to take advantage of the region’s booming
potential. Based on my experience, I created the Go Local formula.
When expanding abroad, the most common mistake is to think that
a global approach will work everywhere. I would even argue that a
single approach for the whole Latam region will not work. Many
countries within the region do have a common language and a
similar culture, but that doesn’t mean they have the same
purchasing behaviors. So, I decided to create a four-pillar strategy
including the following: Go-to-Market strategy (local knowledge) +
Branding (local content) + Lead generation (local channels and
local approach) + Monetization (based on local buying needs and
behaviors).

”
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C RISTIAN TAC K L E D F I RST ?

“

The answer is monetization. It might sound counterintuitive, but we
already had a small base of organic installs in the region and
showing
ﬁnancial
results
was
important
to
convince
decision-makers to further invest in Latin America. Even if the
eCommerce sector is growing quickly, the economic and political
landscape is often seen as less stable than in western countries, the
business potential is less obvious, and therefore decision-makers are
more hesitant to make a move.
My ﬁrst project was to optimize the conversion funnel in the key
countries with AB tests, local content, local trust symbols and local
payment methods. By showing a strong growth in sales, it was then
easier for me to request some budget for the other pillars.
The results I’ve had over the years using this four-pillar Go Local
methodology were amazing, and that motived me to build a Go
Local team at Pulsoline, helping companies expand successfully into
Latin America and Europe.

”

Let's summarize this case study in simple words:

CHA LLENGE
Avast experienced low Click-Through Rate and
Conversion Rate throughout their acquisition and
conversion funnel. The goal was therefore to improve
the monetization capabilities of Avast's products in
Latam.
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Go-to-Market strategy: Understand the local markets and
make a detailed analysis of market opportunity.
Go Local Monetization: Activate local payment methods and
local ways of payments such as installments.
Go Local Lead generation: Run Go Local campaigns in order to
increase downloads and installs.
Go Local Branding: Generate local content, improve and
localize global content.
Activation of the Go Local Methodology in order to identify and
eliminate all frictions in the customer journey. The array of changes was
wide but the most important changes were without a doubt the
introduction of local payment methods in the key markets' checkouts
(Brazil, Mexico, Chile, Columbia and Peru) as well as local preferences
such as the possibility to pay by installments and adding local trust
marks.

R ESULTS
Reference:
https://www.paymentsjournal.com/secret-avasts-capturin
https://www.paymentsjournal.com/secret-avasts-capturing-85m-users-becoming-market-leader-latam/
g-85m-users-becoming-market-leader-latam/
https://www.paymentsjournal.com/secret-avasts-capturing-85m-users-becoming-market-leader-latam/
Reﬂecting the diversity of the countries it served, the payment mix and
local preferences were varied, yet the results were equally impressive,
ranging from a boost in checkout conversion of 15% in Mexico to 25% in
Argentina, Chile and Colombia.
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To reach their full potential in this fast-growing region and unlock the
pent-up demand for its products, Avast decided to focus on their users’
needs. By implementing a Go Local strategy anchored on oﬀering a
truly localized product and payment experience, Avast has seized the
opportunity and grown its regional revenue by 35% year over year.
Today, the region has beneﬁted a lot from this localized business
strategy and keeps being in the top performing regions with Mexico,
Brazil and Argentina leading the pack:
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