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&WHAT DID YOU 
DO TODAY WHEN 
YOU WAKE UP?
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. GLOBAL DIGITAL SNAPSHOT

ASNAPSHOTOF THEWORLD’S KEYDIGITALSTATISTICALINDICATORS

TOTALPOPULATION INTERNETUSERS ACTIVE SOCIAL MEDIA
USERS

UNIQUEMOBILE USERS ACTIVE MOBILE SOCIAL
USERS

7.615 4.087 3.297 5.061 3.087
BILLION BILLION BILLION BILLION BILLION

URBANISATION:

55%
PENETRATION:

54%
PENETRATION:

43%
PENETRATION:

66%
PENETRATION:

41%



JAN  
2019

SOURCES: POPULATION: UNITED NATIONS; U.S. CENSUS BUREAU. MOBILE: GSMA INTELLIGENCE. INTERNET: INTERNETWORLDSTATS; ITU; WORLD BANK; CIA WORLD FACTBOOK; EUROSTAT;  
LOCAL GOVERNMENT BODIES AND REGULATORY AUTHORITIES; MIDEASTMEDIA.ORG; REPORTS IN REPUTABLE MEDIA. SOCIAL MEDIA: PLATFORMS’ SELF-SERVE ADVERTISING TOOLS; PRESS  
RELEASES  AND INVESTOR EARNINGS ANNOUNCEMENTS; ARAB SOCIAL MEDIA REPORT;  TECHRASA; NIKI AGHAEI; ROSE.RU.  (ALL  LATEST  AVAILABLE  DATA IN JANUARY 2019).

PORTUGAL
THE  ESSENTIAL  HEADLINE DATA YOU NEED TO UNDERSTAND MOBILE, INTERNET, AND SOCIAL MEDIA USE

TOTAL  
POPULATION

MOBILE  
SUBSCRIPTIONS

INTERNET  
USERS

ACTIVE SOCIAL  
MEDIAUSERS

MOBILE SOCIAL  
MEDIAUSERS

10.27
MILLION

URBANISATION:

66%

15.76
MILLION

vs.POPULATION:

153%

8.02
MILLION
PENETRATION:

78%

6.70
MILLION
PENETRATION:

65%

6.00
MILLION
PENETRATION:

58%



DEVICEUSAGE
PERCENTAGE  OF THE  ADULT  POPULATION* THAT  USES  EACH KIND OF DEVICE[SURVEY-BASED]

96% 7% 1%
SOURCE: GOOGLE CONSUMER BAROMETER (COLLECTED JANUARY 2018). *NOTE: PLEASE SEE THE NOTES AT THE END OF THIS REPORT FOR MORE DETAILS OF HOW GOOGLE DEFINES  'ADULT 
POPULATION'. ADVISORY: GOOGLE HAS NOT UPDATED ITS CONSUMER BAROMETER DATA SINCE OUR 2018 REPORTS, BUT WE BELIEVE THAT THE DATASET STILL OFFERS REPRESENTATIVE  INSIGHTS 
INTO DIGITAL BEHAVIOURS IN THE  FEATURED MARKETS.

4%

94% 67% 63% 32%

MOBILE PHONE  
(ANY TYPE)

SMART  
PHONE

LAPTOP OR DESKTOP  
COMPUTER

TABLET  
DEVICE

TELEVISION  
(ANY KIND)

DEVICE FOR STREAMING  
INTERNET CONTENT TO TV

E-READER  
DEVICE

WEARABLE  
TECHDEVICE



SOURCES: POPULATION: UNITED NATIONS; U.S. CENSUS BUREAU; INTERNET: INTERNETWORLDSTATS; ITU; EUROSTAT; INTERNETLIVESTATS; CIA WORLD FACTBOOK; MIDEASTMEDIA.ORG; FACEBOOK; 
GOVERNMENT OFFICIALS; REGULATORY AUTHORITIES; REPUTABLE MEDIA; SOCIALMEDIA AND MOBILE SOCIALMEDIA: FACEBOOK; TENCENT; VKONTAKTE; KAKAO; NAVER; DING; TECHRASA; SIMILARWEB; 
KEPIOS ANALYSIS; MOBILE: GSMA INTELLIGENCE; GOOGLE; ERICSSON; KEPIOS ANALYSIS. NOTE: PENETRATION FIGURES ARE FOR TOTALPOPULATION (ALLAGES).

AVERAGE DAILYTIME SPENTUSING
THE INTERNETVIA ANYDEVICE

AVERAGE DAILY TIME SPENT
USING SOCIALMEDIA VIA ANY

DEVICE

AVERAGE DAILY TV VIEWING TIME
(BROADCAST, STREAMING AND

VIDEO ON DEMAND)

AVERAGE DAILYTIME SPENT
LISTENING TO STREAMING

MUSIC

TIME SPENT WITH MEDIA
SURVEY-BASED DATA: FIGURES REPRESENT RESPONDENTS’ SELF-REPORTED ACTIVITY

2H 34M 0H 41M6H 31M 2H 10M
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INTERNET USE



SOURCES: INTERNETWORLDSTATS; ITU; WORLD BANK; CIA WORLD FACTBOOK; LOCAL GOVERNMENT BODIES AND REGULATORY AUTHORITIES; MIDEASTMEDIA.ORG; REPORTS IN REPUTABLE
MEDIA. MOBILE SHARE DATA: GLOBALWEBINDEX (Q2 & Q3 2018); AND EXTRAPOLATIONS OF DATA PUBLISHED BY THE WORLD’S LARGEST SOCIAL MEDIA PLATFORMS VIA EARNINGS RELEASES
AND SELF-SERVEADVERTISING TOOLS.GLOBALWEBINDEXFIGURES REPRESENTTHE FINDINGS OF A BROADSURVEY OF INTERNETUSERSAGED 16-64.

INTERNET USE: DEVICEPERSPECTIVE
BASED  ON ACTIVE INTERNET USER  DATA, AND ACTIVE USE  OF INTERNET-POWERED MOBILE SERVICES

69%8.02 78%
MILLION

7.13
MILLION

TOTAL NUMBER  
OF ACTIVE  

INTERNETUSERS

INTERNETUSERSAS
A PERCENTAGE OF
TOTALPOPULATION

TOTAL NUMBER  OF 
ACTIVE MOBILE  
INTERNETUSERS

MOBILE INTERNET USERS  
AS A PERCENTAGE

OF TOTALPOPULATION

global
webindex



FREQUENCY OF INTERNETUSE
HOW OFTEN INTERNET USERS  ACCESS THE  INTERNET FOR  PERSONAL REASONS (ANY DEVICE)

1 7 31 365

85% 10% 4%

SOURCE: GOOGLE CONSUMER BAROMETER (COLLECTED JANUARY 2018). ADVISORY: GOOGLE HAS NOT UPDATED ITS CONSUMER BAROMETER DATA SINCE OUR 2018 REPORTS, BUT WE  
BELIEVE  THAT  THE  DATASET  STILL  OFFERS  REPRESENTATIVE  INSIGHTS INTO DIGITAL BEHAVIOURS IN THE  FEATUREDMARKETS.

1%

EVERY  
DAY

AT LEAST ONCE  
PER WEEK

AT LEAST ONCE  
PER MONTH

LESS THAN ONCE  
PER MONTH



SOURCE: ALEXA (JANUARY 2019). NOTES: ‘TIME /  DAY’ FIGURES REPRESENT ALEXA’S ESTIMATES OF THE AVERAGE DAILY AMOUNT OF TIME THAT VISITORS SPEND ON THE SITE FOR DAYS  WHEN 
THEY VISIT THE SITE, MEASURED IN MINUTES AND SECONDS. ADVISORY: SOME WEBSITES FEATURED IN THIS RANKING MAY CONTAIN ADULT CONTENT. PLEASE USE CAUTION WHEN  VISITING 
UNKNOWN WEBSITES.

ALEXA’S TOP WEBSITES
RANKING OF WEBSITES  BY  THE  NUMBER OF VISITORS AND TOTAL  PAGEVIEWS

# WEBSITE TIME /
DAY

PAGES / VISIT # WEBSITE TIME / DAY PAGES / VISIT

01 GOOGLE.COM 07M
42S

9.54 11 ABOLA.PT 12M02S 4.78

02 YOUTUBE.COM 08M
47S

5.02 12 TWITTER.COM 06M 23S 3.21

03 FACEBOOK.COM 09M
43S

4.03 13 RECORD.PT 10M30S 3.26

04 GOOGLE.PT 05M
17S

7.12 14 BLOGSPOT.COM 03M 07S 2.43

05 SAPO.PT 06M
28S

3.15 15 ALIEXPRESS.COM 12M55S 10.48

06 WIKIPEDIA.ORG 04M
15S

3.15 16 TWITCH.TV 05M 36S 2.78

07 LIVE.COM 03M
53S

3.76 17 IMDB.COM 03M 30S 3.97

08 OLX.PT 08M
27S

7.48 18 CGD.PT 06M 30S 6.22

09 REDDIT.COM 11M
40S

7.54 19 PORTALDASFINANCAS.GOV.PT 08M 05S 7.71

10 INSTAGRAM.COM 05M
47S

3.86 20 PORNHUB.COM 08M 43S 3.35



E-COMMERCE USE



E-COMMERCE SPEND BYCATEGORY
THE  TOTAL  ANNUAL AMOUNT SPENT  ON CONSUMER E-COMMERCE CATEGORIES, IN U.S.DOLLARS

$897.0 $2.226 $20.00
MILLION BILLION MILLION

SOURCE: STATISTA DIGITAL MARKET OUTLOOK FOR E-COMMERCE, E-TRAVEL, AND DIGITAL MEDIA INDUSTRIES (ACCESSED JANUARY 2019). NOTES: FIGURES ARE BASED ON ESTIMATES OF FULL-
YEAR CONSUMER SPEND FOR 2018, EXCLUDING B2B SPEND. FIGURES FOR DIGITAL MUSIC AND VIDEO GAMES INCLUDE STREAMING. ADVISORY: STATISTA HAVE REVISED THEIR FIGURES FOR  2017 
SPEND SINCE LAST  YEAR,  SO THESE  FIGURES  WILL NOT BE  COMPARABLE TO DATA WE REPORTED  IN OUR DIGITAL 2018 REPORTS.

$61.00
MILLION

$777.0
MILLION

$592.0
MILLION

$240.0
MILLION

$452.0
MILLION

FASHION  
& BEAUTY

ELECTRONICS &  
PHYSICALMEDIA

FOOD &  
PERSONALCARE

FURNITURE &  
APPLIANCES

TOYS, DIY  
& HOBBIES

TRAVEL (INCLUDING  
ACCOMMODATION)

DIGITAL  
MUSIC

VIDEO  
GAMES







THE "CLASSIC" RULES OF MARKETING

Marketing = advertising or sales

Advertising had to appeal to the masses

Advertising had to "interrupt" people to get
attention and deliver the message

One way: company → consumer

Advertising = sell products / services

Make People Want Things





IT CHANGED
FROM A 
MONOLOGUE







TO A 
DIALOGUE





The New Rules of Marketing

Marketing is +++ more than
Advertising & Sales.

People want to participate.

Two ways:
Company Consumer.

Published content dictates
your image.

People want authenticity (not
spin).

Make Things People Want
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# START



# CONTENT
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https://trends.google.pt/trends/explore?q=vegan,vegetarian

https://trends.google.pt/trends/explore?q=vegan,vegetarian
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WEBSITE#







https://pro.similarweb.com/#/website/audience-interests/iscap.ipp.pt/*/999/3m



https://pro.similarweb.com/#/website/audience-interests/iscap.ipp.pt/*/999/3m
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# SEO
Search Engine Optimization
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https://www.fourseasons.com/budapest/

https://www.fourseasons.com/budapest/
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WEBSITE1



# SMO
Social Media Optimization







Fonte: hubspot,  2019



“In Europe, 31% of 15 to 24 year olds trust social 
media, compared to the average of 19% across
all age brackets8. Trust is growing from the
generation that matters most - the next
generation of buyers” Hubspot, 2019. 

Fonte: hubspot,  2019
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#SEA
Search Engine Advertising
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https://business.instagram.com/advertising



https://business.twitter.com/pt.html



https://business.linkedin.com/pt-br/marketing-solutions/ads



https://forbusiness.snapchat.com/



https://www.facebook.com/business
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+CREATE
VALUE
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https://shopmove.co/

The first supermarket from producer to consumer

https://shopmove.co/


Lego wants to rent bricks
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KitKat& Origami



135

https://www.nytimes.com/2019/09/08/business/food-waste-climate-change.html

The World Wastes Tons of Food. 
A Grocery ‘Happy Hour’ Is One Answer.

https://www.nytimes.com/2019/09/08/business/food-waste-climate-change.html


136

Selina is made up of

places to stay, bars

and restaurants, tours, 

wellness and

education offerings, 

co-working and

community
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https://www.gojourny.com/#

Online concierge offers travel planning at an affordable price

https://www.gojourny.com/
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http://adidasbaseballsnextlevel.com/

First Store in a Game + snapchat

http://adidasbaseballsnextlevel.com/




http://startuphub.pt/ecosystem-map/

http://startuphub.pt/ecosystem-map/
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