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WHAT DID YOU
DO TODAY WHEN
YOU WAKE UP?







GLOBAL DIGITAL SNAPSHOT

ASNAPSHOTOF THEWORID’S KEY DIG ITALSTATISTIC ALINDIC ATORS

TOTALPOPULATION INTERNET USERS ACTIVE SOCIAL MEDIA UNIQ UE MOBILE USERS ACTIVE MOBILE SOCIAL
USERS USERS

@® 0

/7615  4.087 3.297 5.061 3.087

BILLION BILLION BILLION BILLION BILLION
URBANISATION: PENETRATION: PENETRATION: PENETRATION: PENETRATION:

55% 54% 43% 66% 41%




PORTUGAL

THE ESSENTIAL HEADLINE DATAYOU NEED TO UNDERSTAND MOBILE, INTERNET AND SOCIAL MEDIA USE

TOTAL MOBILE INTERNET ACTIVE SOCIAL MOBILE SOCIAL
POPULATION SUBSCRIPTIONS USERS MEDIA USERS MEDIA USERS
social social

10.27 15.76  8.02 6.70 6.00

MILLION MILLION MILLION MILLION MILLION

URBANISATION: vs. POPULATION: PENETRATION: PENETRATION: PENETRATION:
SOURGES: POPULATION: UNITED NATIONS: U SIFERSUS BURERU VOB ENE S A TR GENGEINTERNEFINIERNEMORLDS TATS. U WORID BANK: CIA WORLD FAGTBOOK: EUROSTAT; . W
LOCAL GOVERNMENT BODIES AND REGULATORYAWTHORTIESHMIDEASTMEDIAORGHREPORTSIN REPUTABLEMEDIA. SOCIAL MEDIA: PLATFORMS SELFSERVEADVERTISING TOOLS; PRESS Hootsuite’ are.
RELEASES AND INVESTOREARNINGS ANNOUNGEMENTS; ARAB SOCIAL MEDIA REPORT: TECHRASA; NIKI AGHAEI; ROSERU. (ALL LATEST AVALABLE DATAIN JANUARY 2019).

social



DEVICE USAGE

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

MOBILE PHONE SMART LAPTOP OR DESKTOP
(ANY TYPE) PHONE COMPUTER

we ‘
are,
social

94% 67% 63%

TELEVISION DEVICE FOR STREAMING EREADER
(ANY KIND) INTERNET CONTENT TO TV DEVICE

dre. ) ‘
O

96% 7% 1%

we
are,
social

SOURCE: GOOGLE CONSUMER BAROMETER (COLLECTED JANUARY 20T PENOIPEPREASESEETHENOIES ATIHEEND.OETHIS REPORIFORIVIORE DETAILS OF HOW GOOGLE DEFINES ‘ADULT
POPULATION" ADVISORY: GOOGLE HAS NOT URRAIERISCONSUMER.BAROVMEIERDATASINCE'OUR2018"REPORTS, BUTWE BELIEVE THAT THE DATASET STILOFFERSREPRESENTATVE INSIGHTS

INTO DIGITAL BEHAVIOURS IN THE FEATURED MARKETS.

TABLET
DEVICE

32%

WEARABLE
TECH DEVICE

4%
&

we

Hootsuite" are,
oc (o |



TIME SPENT WITH MEDIA

SURVEY-BASED DATA: FIGURES REPRESENT RESPONDENTS’ SELF-REPORTED ACTIVITY

AVERAGE DALY TIME SPENT USING AVERAGE DALY TIME SPENT AVERAGE DALY TV MEWING TIME AVERAG E DALY TIME SPENT
THE INTERNET VA ANY DEMCE USING SO CIALMEDIA VA ANY (BROADCAST, STREAMING AND LUSTENING TO STREAMING
DEMCE VIDEO ON DEMAND) MUSIC

@®w T

oH3M 2H10M 2H34M  OH 41M

SOURCES: POPULATION: UNITED NATIONS; USSCENSUS BUREAU; INTERNET: INTERNETWORIDSTATS N TUNEORO STATHNTERNETHVESTATS CRWORIDFACTBO O K'MIDEASTMEDIAORGTFACEBOOK
G O VERNMENTO FFICIALS; REG ULATO RYAUTHO RITIES; REPUTABLE MEDIA; SO CIAL MEDIAAND MO BILE SO CIAL MEDIA: FACEBO O K; TENCENT; VKO NTAKTE; KAKAO; NAVER; DING; TECHRASA SIMILARWEB;
KEPIOS ANALYSIS; MO BIE: G SMAINTELLUGENCE; GO O GLE ERICSSON; KEPIOS ANALYSIS. NOTE PENETRATION FIGURES ARE FOR TO TALPO PULATION (ALLAGES).

we
are,
social
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INTERNET USE




INTERNET USE: DEVICE PERSPECTIVE

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

TOTALNUMBER INTERNET USERS AS TOTALNUMBER OF MOBILE INTERNET USERS
OF ACTIVE A PERCENTAGE OF ACTIVEMOBILE AS A PERCENTAGE
INTERNET USERS TOTALPOPULATION INTERNET USERS OF TOTAL POPULATION

&

we
are,
social

8.02 78% 713 69%

MILLION MILLION

SOURCES: INTERNETWORLDSTATS; [TU; WORLD BANKCIA"WORLD FACTBOOK; LOCALE)VERNI\/IENT—BODIES ANBRLREGULAIORY AUTHORITIES, MIDEASTMEDIA ORG; REPORTS IN REPUTABLE
MEDIA. MOBILE'SHARE DATA: GLOBALWEBINDEX(Q2:8:Q:3+2048),.AND.EXIRAPCLATIONS'OF DATA'PUBLISHED BY-THEWORLD'S TARGEST SOCIAL'MEDIA PLATFORMS VIA'EARNINGS RELEASES
AND SEF-SERVE ADVERTISING TOOLS. GLOBALWEBINDEX FIGURES REPRESENT THE FINDINGS OF A BROAD SURVEY OF INTERNET USERSAGED 16-64.




FREQUENCY OF INTERNET USE

HOW OFTEN INTERNET USERS ACCESS THE INTERNET FOR PERSONALREASONS (ANY DEVICE)

BVERY AT LEAST ONCE AT LEAST ONCE LESS THAN ONCE
DAY FER WEEK FER MONTH FER MONTH

365
85% 10% 4% 1%

we
are,
social

SOURCE: GOOGLE CONSUMER BAROMETER (COLLECTED JANWARY 2018 )y ADVISORY: GOOGLE HAS NOT UPDATED ITS CONSUMER BAROMETER DATA SINCE OUR 2018 REPORTS BUTWE
BELIEVE THAT THE DATASET STLL OFFERS REPRESENTATIVE INSIGHTS INTO DIGITAL BEHAVIOURS IN THE FEATURED MARKETS.



ALEXAS TOP WEBSITES

RANKING OF WEBSITES BY THE NUMBER OF VISITORSAND TOTAL PAGE VIEWS

WEBSITE PAGES/ VISIT TIME/ DAY PAGES/ VISIT

o1 GOOGLE.COM 07M 9.54 1 ABOLAPT 12M02S 4.78
42S

02 YOUTUBECOM 08M 5.02 © TWITTERCOM 06M 23S 321
47S

03 FACEBOOK.COM 09M 4.03 13 RECCRDPT 10M 30S 3.26
43S

04 GOOGLEPT 05M e Y BLOGSPOTCOM 03M 07S 2.43
17S

05 SAFOPT 06M 315 15 A BEFRESSCOM 12M55S 10.48
285

06 WIKIPEDIAORG 04M 315 16 TWITCHTV 05M 36S 2.78
155

07 LIVECOM 03M 3.76 17 IMDB.COM 03M 30S 3.97
53S

08 QXPT 08M 7.48 18 OGDPT 06M 30S 6.22
27S

09 REDDITCOM 1M 7.54 19 PORTALDASFINANCASGOVPT 08M 05S 7
40S

10 INSTAGRAM.COM 05M 3.86 20 PORNHUB.COM 08M 43S 3.35

47S






E-=COMMERCE SPEND BY CATEGORY

THE TOTALANNUAL AMOUNT SPENT ON CONSUMER E-COMMERCE CATEGORIES, IN U.S.DOLLARS

FASHION
& BEAUTY

$777.0

MILLION

TOYS,DIY
& HOBBIES

MILLION

ELECTRONICS & FOOD &
PHYSICAL MEDIA PERSONAL CARE

‘ statista % ‘

$592.0 $240.0

are
social

MILLION MILLION
TRAVEL(INCLUDING DIGITAL
ACCOMMODATION) MUSIC

]
‘ statista % ‘

$897.0

$2.226

BILLION

$20.00

MILLION

FURNITURE &
APPLIANCES

$452.0

MILLION

VIDEO
GAMES

we
are,
social

$61.00

MILLION

SOURCE: STATISTADIGITAL MARKET OUTLOOK FORE-COMMEREE, E-TRAVEEAND DIGITAL_MEDIA INRESIRIES(ACCESSEDJANUARY 2019). NOTES: FIGURES AREBASED ONESTIMATES OF FULL-
YEARCONSUMER'SPEND FOR 2018, EXCLUDING B2B.SRENRLFIGURES FORBIGITALMUSICANDVIDEO GAMESINCEUDE STREAMING"ADVISORY: STATISTAHAVE REVISED THERFIGURES FOR 2017
SPEND SINCE LAST YEAR, SO THESE FIGURES WILL NOT BE COMPARABLE TO DATAWE REPORTED IN OUR DIGITAL 2018 REPORTS.









THE "CLASSIC" RULES OF MARKETING







IT CHANGED
FROM A

MONOLOGUE










TO A
DIALOGUE







The New Rules of Marketing

AL LLLAARARASE

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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Pre-
Commerce

Formulation

© Brian Solis of Altimeter
Husirated by PROSAR Inbound Inc.



Maslow’s
Hierarchy

of Needs

Self-actualization

Esteem

Safety

Physiological




MASLOW 2019







57












61



62






»

NFL
Esports

MLE

ESPORTS

VIEWERS IN. THE
UNITED STATES

in the U.5,, esports wit have more viewars than every
professionsd sports lsegue but the NFL by 2021

141N


















What can | help you with?
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# CONTENT



CONTENT
6oKING




@ Jorge Pacheco

https://trends.google.pt/trends/explore?qg=vegan,vegetarian



https://trends.google.pt/trends/explore?q=vegan,vegetarian
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Type of Content Mapped to Customer Journey

Awareness

Inspirational Content:

Tell a great story that
instantly elevates brand
image and fosters
strong brand affinity
among their fans.
Examples: Case studies,
brand videos
testimonials cormypany

stories

sparkyourbrand.co

interest

Educational Content:

Answer the most
commonly asked
questions, or features
ol the product that are
unique,

Examples: Whitepapers,
FProgduct usé cases,
ebooks. Explamer
videos, Comrnunity

forums

Desire

Testimonial Content;

Generate and publish
reviews and
testimanials.

Decision

Promotional Content:

Weave announcement
about news, events,
product launches into
nicely packaged posts
that entire fans to take
actions.

Examples: Company and
product news, events

Advocacy

Delightful Content:

Turning the customer
into advocate. When
customers engage
actively and spread the
word they become
great ambassadors

Examples: Leverage
surveys to improve
your content and
ENgAZE your advocates.



media relations
blogger relations
Influencer relations

EARNED | PAID

OWNED

SHARED

website
blog
content

=4 word of mouth
| referrals

advertising

~ | banner ads

Google AdWords

social media
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# WEBSITE
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EMAIL
MARKETING

SOCIAL PUBLIC
MEDIA RELATIONS

ADVERTISING
DIRECTORY

LISTINGS

SEARCH

TRADITIONAL
ENGINE MARKETING

MARKETING

WEB
SITE

DEVELOPMENT
DESIGN

CONTENT
RESEARCH

STRATEGY BRANDING
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SEO

Search Engine Optimization

#
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https://www.fourseasons.com/budapest
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: USE OF VOICE SEARCH & VOICE COMMANDS

PERCENTAGE OF INTERMNET USERS IN EACH AGE GROUP WHO REPORT USING VOICE SEARCH OR VOICE COMMANDS IN THE PAST 30 DAYS

USE OF VOICE SEARCH USE OF VOICE SEARCH USE OF VOICE SEARCH USE OF VOICE SEARCH USE OF VOICE SEARCH
OR VOICE COMMANDS  ORVOICE COMMANDS  ORVOICECOMMANDS  OR VOICE COMMANDS  OR VOICE COMMANDS
IN THE PAST 30 DAYS: IN THE PAST 30 DAYS: IN THE PAST 30 DAYS: IN THE PAST 30 DAYS: IN THE PAST 30 DAYS:
I6-24 YEAR OLDS 25-34 YEAR OLDS 35-44 YEAR OLDS 45-54 YEAR OLDS 55-64 YEAR OLDS

32% 49% 43% 31 % 24%

. We
B T DR S B @]Hootsuute are.




WEBSITE



SMO

Social Media Optimization

#









Fonte: hubspot, 2019

Tem T

S A U
The growth in mentions of TikTok through 2019.



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

“‘By 2020, 90% of

customer service
}

willthappen@n
social media”

Fonte: hubspot, 2019
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SEA
Search Engine Advertising












sl vodafone P = 13:24 59%

sill vodafone P = 13:24 59%!
Instagram
Q Inicio v = v
O 111 )2 = vaniaramalho?7 @ponto.de.cor ndo... Mt melhores
estes g9
GoToSouthAfrica @GoToSouth
One tweet can't show you South Africa.
So we made a film. #MestSouthAfrica. A wiy licor_beirao
iz e Camats o Al Story at Every Turn, southafrica.net P08

Fromocac Dominios Saratos
Emal & faravenia do Cnadac &4 sies. Compns o 22u Domine jo

Visitar Perfil do Instagram

QY A

: - 139 768 visualizagoes
Sl & licor_beirao Abre.

Bl Fromovido



‘l“aagﬂﬂm Empresas Comecar Publicidade Historias de sucesso Insplracao Blogue Parcelros

CRIA 0-TEU NEGOEIO NO

INSTAURAM

Aumenta's divulgacao g onumerp de ¢l

2L O gitamente cativado

Uma experiéncia simples.

L SATEM =

©) Instagnam Y

https://business.instagram.com/advertising



Entenda e aproveite o poder do
Twitter para sua empresa

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



Lirﬂ(edm Soluches do Marketin Publicidade Company Pages Dicas e Insights Clientes Entre em contato {_:]

Crie e gerencie anuncios
no LinkedIn

e sel pul

Criar anuncio

Anunciar no Linkedin faz com gue o seu negocio atinja 0s objetivos de marketing.

g Q ~

Alcance uma audiéencia Segmente as pessoas Crie anuncios de maneira Obtenha resultados de

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



Pj; Ad Products Audiences Measurement Inspiration v Insights & News @

Snapchat.
It's your business — on mobile.

GET STARTED

Reach a unique audience Grow your business _/

https://forbusiness.snapchat.com/



facebook para empresas | facebook Instagiam @ Messeroe  THSERES

Andncios P&ginas Inspiragéo HisiGrias de sucesso Novidades

TN (78,963 10 1Nk left)

Liga-te @opesgoas e expande C

- / .
By tapgig th egocio

€ aboye |y

‘:'o"o"l L &
. ¥y N
"d"."r‘\.

Saber mals sobre Andncios :

https://www.facebook.com/business
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Create awareness through events, blogs
and other content

CONSIDERATION

Nurture leads with targeted content such as
ki S email marketing and newsletters

Provide product information fo prospects: case studies,
free trials, and email campaigns

Focus on unique value proposition: demos and walkthroughs

Prospects become clients after a sales transaction.

The process of retention starts.
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CREATE
VALUE



The first supermarket from producer to consumer

Preorder Membership

A Brand New Supermarket

Award-winning staples— shipped strasght from the wource,

No middlemean or markups

Precedar a Membarship

https://shopmove.co/

About Move

Two years ago, we set out to build the supermarket
of the future. Since then, we've partnered with the
greatest artisans in America, built a community of
100,000 people and designed a revolutionary
online experience. But we're just getting started. In
2019, we're going to bring Move to the World. This
year, we're going to change how you buy

household products forever.

© Move

Designed in San Francisco and New York. 2019.


https://shopmove.co/

Lego wants to rent bricks




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

% 1 

\ / LT )
— — .

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



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

i Selina is made up of
places to stay, bars
and restaurants, tours,
wellness and
education offerings,
co-working and

community




Online concierge offers travel planning at an affordable price

i Schedule a free trp consultation Got Started

We plan your dream trip,
exactly how you want it.

Get a personal travel designer to custom-build your dream trip — everything

you need to take off worry free

GET STARTED
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https://www.gojourny.com/#


https://www.gojourny.com/

First Store in a Game + snapchat
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http://adidasbaseballsnextlevel.com/


http://adidasbaseballsnextlevel.com/

Tools for

entrepreneurs
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http://startuphub.pt/ecosystem-map/
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SHOP THE BIGGEST EDIT OF NEW SEASON
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@ Jorge Pacheco



@ Jorge Pacheco






@ Jorge Pacheco



@ Barkyn INICIO PLANOS IDADES

A nova felicidade

do seu cao

Alimentagio, muitos mimos e uma veterindria dedicada,
num Unico pack, poupando todos os meses,




@ Jorge Pacheco
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FEATURES PRICING FAQ LEARN ABDUT 060 | LOGIN ' SIGN UP
L

USE A WEB-BASED SOFTWARE TO

VISUALIZE
CUSTOMER
EXPERIENCE

SIGN UP, 14 DAYS FREE

SCHEDULE A PERSONAL DEMO




First Second
Moment of Moment of

Stimulus




“ THE BEST WAY TC
PREDICT THE FUTURE
ISTO CREATEIT.






