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Diretor na Thinking Inovagéo

Quase 20 anos de atuagcdo em Marketing, Inovagdo e Tecnologia.
Empreendedor [ Consultor [ Mentor de Empresas

Estimativa de mais de 1500 negdcios impactados.

PESQUISA

g Temas relacionados & modelos de negdcios inovadores e

Transformacdo Digital em Pequenos Negbcios.




TEMPO MEDIO DE
SOBREVIVENCIA
DAS STARTUPS
NO BRASIL
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POR QUE
AS STARTUPS?
FRACASSAM «
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MOTIVOS

POR QUE
STARTU PS Top 20 Reason§
FRACASSAM Startups Fail

From lack of product-market fit to
disharmony on the team, we break down the
top 20 reasons for startup failure by analyzing

101 startup failure post-mortemes.

https://s3-us-west-2.amazonaws.com/cbi-content/research-reports/The-20-
Reasons-Startups-Fail.pdf
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Top 20 Reasons Startups Fail
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FRACASSAM

Need/Lack Business Model
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OBJETIVOSDO

NOSSO
WORKSHOP

IIIII

||||||||

GERAR CONHECIMENTO PARA UMA
GESTAO ESTRATEGICA DE
MARKETING DIGITAL PARA SUA
STARTUP.

- NAO E SOBRE HACKS
. NAO E SO SOBRE FERRAMENTAS
« E SOBRE CLAREZA, PRIORIDADE DE ATUAGCAO E

DECISAO.



PROPOSITO

DO SEU NEGOCIO
4 Ps POSSIBILIDADES
DO MARKETING DIGITAL
DO NOSSO
PRIORIDADES
WORKSHOP DE INICIATIVAS
PLANO
SIMPLIFICADO
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PROPOSITO
DO SEU NEGOCIO

4Ps

DO NOSSO
WORKSHOP

cccccccc



CONCEITUALMENTE,

QUAIS SAO OS OBJETIVOS
PARA A SUASTARTUP A
LONGO PRAZO?

||||||||

PROPOSITO
DO SEUNEGOCIO



PROPOSITO

DO SEUNEGOCIO

SMART Specific | Measurable

Be specific about Make sure that you

~y
U AI s S Ao whatyouwantto | canmeasure your
achieve success
Ask yourself You'll be able to
OS S E U S questions about your § track your progress

goals following the by answering

five W's - Who, What, | questions like how
OBJETIVOS When, Where,and | willyou know when

Why your goal is

PARA 2026? —
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PROPOSITO

DO SEUNEGOCIO

OBJETIVO

4,2ML.
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FATURAMENTO
RECORRENTE (Atuais)

NOVOS CLIENTES
RECORRENTES

UPSELL

NOVAS VENDAS
PONTUAIS



PROPOSITO

DO SEUNEGOCIO

DEFINA A RESPONSABILIDADE
FINANCEIRA DE CADA MODELO
DE CONTRATO.

OBJETIVO

Novas Vendas
30% Faturamento
' ‘ Recorrente

40%

||||||||



DO SEUNEGOCIO

TOTAL JAN FEV MAR ABR
Faturamento (Meta) RS 4.200.000,00 RS 350.000,00 RS 350.000,00 RS 350.000,00 RS 350.000,00
Faturamenio Recorrente 40% RS 14000000 R5 14000000 RS 140000,00 R5> 140.000,00
Upsell 10% RS 3500000 RS 3500000 RS 3500000 RS 3500000
Vendas Pontuais 20% R$ 70000,00 RS 7000000 RS 7000000 RS 70.000,00
Novas Vendas 30% RS 10500000 RS 10500000 RS 10500000 RS 105.000,00
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DO SEUNEGOCIO

TOTAL JAN FEV MAR ABR
Faturamento (Meta) RS 4.200.000,00 RS 350.000,00 RS 350.000,00 RS 350.000,00 RS 350.000,00

Faturamenio Recorrente

Upsell
Vendas Pontuais 20% RS 7000000 RS 7000000 RS 7000000 RS 70.00000
Novas Vendas 30% RS 10500000 RS 10500000 RS 10500000 RS 105.000,00
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DO SEUNEGOCIO

FATURAMENTO
RECORRENTE E UPSELL

Maior previsibilidade de receita, reducdo de dependéncia PROGRAMA DE CUSTOMER SUCCESS

OFERTA CLARA DE UPSELL

de novas aquisicdes e melhoria de eficiencia comercial. ORIENTADO A EXPANSAO

Esses modelos tendem a apresentar maior margem,

, DEFINICAO DE SCORE DE
menor CAC e fortalecem o relacionamento de longo CLIENTES POR POTENCIAL

prazo, criando uma base financeira mais estavel e

escalavel para o crescimento do negocio.

GATILHO COMERCIALDE
EXPANSAO

USO ESTRATEGICO DO CRM

thinking
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CEdHarvard
3¢ /Business
7Y Review

Captar um novo cliente custa de b a 7 vezes mais

do que manter um atual.

research&insights

Equipes que usam CRM relatam aumento

médio de 29% na produtividade e 25% no

volume de vendas.

BAIN & COMPANY ()
Aumentar a retenc¢cdo de clientes em apenas

5% pode elevar o lucro entre 25% e 95%.

DO SEUNEGOCIO

Forbes
Clientes fiéis gastam até 67% mais do que

NOVOS clientes.

Aberdeen Group
Negdcios que utilizam sistemas de CRM tém

42% mais precisdo em previsdes de vendas.

research&insights

Empresas que implementam CRM tém reducgdo de

tempo no ciclo de vendas e atendimento em até

30%.



DO SEUNEGOCIO

TOTAL JAN FEV MAR ABR
Faturamento (Meta) RS 4.200.000,00 RS 350.000,00 RS 350.000,00 RS 350.000,00 RS 350.000,00
Faturamento Recorrente A0% RS 14000000 RS 14000000 RS 14000000 RS 140.00000
Upsell 10% RS 3500000 RS 3500000 RS 3500000 RS 3500000

Vendas Pontuais

Novas Vendas

thinking

I N O V A C A O



Vendas e
Lucro ($)

I Vendas
B Lucro

NOVAS VENDAS X
PRODUTO

Desenvolvimento Introducao Crescimento Maturidade Declinio
{Development) (Introdution) ! (Growth) : (Maturity) (Decline)

: : >
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PROPOSITO

DO SEUNEGOCIO

Participacdo relativa de mercado

Alta

Baixa

Estrela

Questionamento

Vaca leiteira

\
A

Abacaxi




NOVAS VENDAS X PRODUTO PROPOSITO

DO SEUNEGOCIO

Participacao relativa de mercado
Alta Baixa

20

ATRIBUICAO DE
META POR
PRODUTO

i PRODUTO
B

Estrela Questionamento

PRODUTOA:
Crescimento 5%

PRODUTOB:
Crescimento 30%

PRODUTO
PRODUTOC:

Crescimento 50%
PRODUT
PRODUTO D : Retirar

de linha

Vaca leiteira Abacaxi
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4 Ps POSSIBILIDADES

DO NOSSO DO MARKETING DIGITAL
WORKSHOP

IIIIIIII



POSSIBILIDADES

MARKETING DIGITAL

OUTBOUND

MARKETING

B - ik

Clients Entreprise Clients



JORNADA DO CLIENTE

DO MARKETING DIGITAL

Reconhecimento | Estagio 01

Primeiro estagio de relacionamento com o publico e potencial consumidor. Neste momento as atividades-chave
RECONHECIMENTO da empresa devem levar em consideracdao apresentar produtos e empresa de forma simplificada. Naturalmente
neste estagio a comunicacdo alcancara boa parte de pessoas que nao tem relacao direta com a compra do
produto. O ideal dessa etapa porém é tornar empresa e produtos conhecidos em publico potencial.

Consideragao | Estagio 02
- Compreendem atividades nas quais o potencial consumidor passa a levar em consideragao produtos produzidos
CONS'DERACAO pela empresa. Nesse contexto, o cliente comec¢a a observar oportunidade de uso dos produtos para aplicacdao em
seus problemas recorrentes. Nesse estagio o cliente precisa estar munido de informacdes mais especificas e
detalhadas, que possibilitem diferenciar produto dos concorrentes ou observar ganhos obtidos com o seu uso.

Conversao | Estagio 03

Nesse estagio, o potencial consumidor ja leva o produto em consideracao e precisa de informagdes mais
detalhadas para efetivamente fazer o fechamento. Nesse caso a empresa deve levar em consideracdao estratégias
de fechamento e de degustacao, para fomentar a compra. Processo comercial aqui tem papel predominante.

CONVERSAO

Relacionamento | Estagio 04
Etapa compreende o pds-venda, seja em servicos de consumo recorrente ou de venda pontual. Aqui, o proposito
é aumentar ticket médio, ticket Count, fidelizar cliente, bloguear a entrada de novos concorrentes, reduzir a

RELACIONAMENTO evasdo. Pode se fazer necessario a figura do Customer Sucess, como profissional que potencialize o uso das

ferramentas, favoreca seu uso e aumente o valor dos produtos e empresa para o cliente (aumentando
aprisionamento do cliente e o custo de troca).

thinking
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DO MARKETING DIGITAL

A eficiéncia do funil de marketing e vendas
depende diretamente da qualidade da
segmentacdo de mercado e da definicdo precisa

do ICP (Ideal Customer Profile). Esses elementos

ANTES DO FU N I I_, A determinam quem entra no funil, influenciando
S EGM E NTAQAO E O taxas de conversdo, custo de aquisicdo, churn e

potencial de expansdo.

A segmentacdo permite agrupar o mercado com
base em caracteristicas relevantes (perfil da
empresa, comportamento, necessidades e
contexto de compra), enquanto o ICP define o
subconjunto de clientes com maior fit estratégico,

maior lifetime value e menor risco de churn.
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FLUXO | JORNADA
DO MARKETING DIGITAL

RECONHECIMENTO CONSIDERACAO CONVERSAO RELACIONAMENTO

SEGMENTAGAO POR DIFERENTES .
PERFIS DE CLIENTES E SEUS PAPEIS CONSTRUCAO DE
DE COMPRA REPUTACAO
AUXILIO A DECISAO
INDUZIR O DETALHAMENTODAS DE VENDAS
IMPRENSA dolilalag balAe >OLICOES RECORRENCIA DE
POT.COLABORADORES SOBRE A ORGANIZACAO RELACIONAMENTO e
SOCIEDADE CIVIL E SUAS SOLUCOES REFORCO
DE MARCA MANUTENGAO DE
i VALOR
CAPTACAO DE LEADS
STAKEHOLDERS DIVERSOS

Fidelizar Cliente,
Ampliar TM,

Levar a Consideragao Favorecer a Decisao Favorecer o Frequéncia e
fechamento Recuperar clientes
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MODELO DE VENDA PONTUAL

Faturamento Pontual

, Audiéncia
Projetado
RS 5.000 1.000
1 CPC: RS 0,50

Custo Total: RS 500
|

- ROAS: RS 10,00 -

Investimento Midia (%) 10%

IIIII

Taxa de Conversdao P4

1%

POSSIBILIDADES

DO MARKETING DIGITAL

Ticket Médio

RS500



POSSIBILIDADES
MODELO DE VENDA RECORRENTE DO MARKETING DIGITAL

Faturamento Clientes Ativos

Churn Rate
Mensal

(Audiéncia x Taxa de Converséo) + x Valor Médio Mensal
Clientes Anteriores)

Recorrente
Projetado

RS 4.850 100 Clientes RS 50

(5 novos + 95 anteriores)

- _959% rocarrentes

- | 5,3% taxa de crescimento mensal
- 3% Churn Rate
- 2,3% de crescimento real

CPC: RS 0,50
Investimento: RS 250,00
Acessos: 500
N [0)
Receita: RS 1.666,67 gﬁ/gfi;‘l’,’versao' 51 %
*Tempo médio: 33,33 meses (1/churn) CAC: ' RS 50,00
*CAC: RS 50,00

*L[TV: RS 50,00 x 33,33

- ROAS: RS 33,33 -

. . Investimento Midia (%): 3%
thinkin
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MODELO DE VENDA HIiBRIDOS

Faturamento
FATURAMENTO PONTUAL K=

Recorrente
Projetado

FATURAMENTO

RECORRENTE

POSSIBILIDADES

DO MARKETING DIGITAL



DO MARKETING DIGITAL

Conteudo

‘ Emissor Receptores ‘ ‘ ‘ ‘

F E E D B A C K

thinking
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Modelo de Negdcio
Produtos

Diferenciais

Posicionamento
Branding

Conteudo

F E E D B A C K

Receptores

POSSIBILIDADES

DO MARKETING DIGITAL



POSSIBILIDADES

DO MARKETING DIGITAL

Conteudo

Emissor Receptores ‘ ‘ ‘ ‘

F E E D B A C K

Segmentacao

Geolocalizacao
Perfis de clientes

Personas/ ICP

Dores

thinking
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POSSIBILIDADES

DO MARKETING DIGITAL

Conteudo

Emissor

F E E D B A C K

Plataformas
Midias Pagas
Midias Proprias

Midias Espontaneas
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POSSIBILIDADES

DO MARKETING DIGITAL

Copy
Formatos
Testes A/B

Conteudo

Emissor Receptores

F E E D B A C K
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POSSIBILIDADES

DO MARKETING DIGITAL

Conteudo

Emissor Receptores

F E E D B A C K

Monitoramento
Aprimoramento
Analise de resultados

thinking
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PLATAFORMASE CANAIS

REPUTATION

CREDIBILITY
TRUST |+« v o &
THOUGHT LEADERSHIP :
AUTHORITY

MARKETING COMMUNICATIONS
INFLUENCER MARKETING
EXPERIENTIAL MARKETING

EVENT MARKETING

PAID MEDIA

SOCIAL MEDIA ADS
BOOSTED CONTENT
FAN ACQUISITION
LEAD GENERATION
SPONSORED CONTENT
PAID PUBLISHING

LEAD GENERATION
EMAIL MARKETING

AFFILIATE MARKETING |. ..

INBOUND MARKETING
CONTESTS, QUIZZES

OWNED MEDIA
CONTENT MARKETING
VIDEOS, WEBINARS
VISUAL CONTENT
AUDIO, PODCASTS
BRAND JOURNALISM
EMPLOYEE STORIES
CUSTOMER STORIES

thinking
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EARNED
MEDIA

OWNED
MEDIA

SEARCH ENGINE OPTIMIZATION

SERPS

E-A-T|......

VOICE SEARCH DOMAIN AUTHORITY

...............

SHARED
MEDIA

EARNED MEDIA
MEDIA RELATIONS
INFLUENCER RELATIONS
""" 7 | INVESTOR RELATIONS
BLOGGER RELATIONS
LINK BUILDING
WORD-OF-MOUTH

COMMUNITY
COMMUNITY BUILDING
ENGAGEMENT

DETRACTORS

LOYALISTS

ADVOCATES
...... B BRAND AMBASSADORS

: USER-GENERATED CONTENT

----------

PARTNERSHIPS
CHARITY TIE-INS
COMMUNITY SERVICE
CSR

CO-BRANDING

SHARED MEDIA
ORGANIC SOCIAL
REVIEWS

SOCIAL FORUMS
SOCIAL MONITORING
PRIVATE SOCIAL
MEDIA SHARING SITES

DISTRIBUTION AND PROMOTION
CONTENT DISTRIBUTION

CONTENT CURATION

PUBLISHING PLATFORMS



POSSIBILIDADES

DO MARKETING DIGITAL
MIDIAS SOCIAIS AL PLATAFORMAS EXTERNAS
(ALCANCE ORCANICO) CONTEUDO U : (VENDAS/CURSOS)
: 8 ey .o  COMBUSTIVEL olo . e,

INFOGRAFICOS

°

4

<]

Kl
IRREA
Iy o

o

: PLATAFODUCTS
i INFOPRODUO ‘
» \

B

WEBSITE E] ATENDIMENTO VIA

RELACIONAMENTO

OFICIAL WHATSAPP/CHAT o)
— : \ & RETENCAO

MIDIAS PAGAS
(TRAFEGO TURBINADO)

APLICATIVO
PROPRIO

GCOOGLE ADS in TIKTOK ADS '
= NUCLEO:
LINKEDIN ADS PLATAFORMAS PROPRIAS ,
(SEU TERRENO) St
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BRAZIL

OVERVIEW OF THE ADOPTION AND USE OF CONNECTED DEVICES AND SERVICES
NOTE: NI HEVISIONS 10 SOUBCE DATA MEAN THAT HTGURES SOV |

AFE NOTCOMPARANLE

TOTAL CELLULAR MOBILE INDIVIDUALS USING SOCIAL MEDIA
POPULATION CONNECTIONS THE INTERNET USER IDENTITIES

212 217 183 144

MILLION MILLION MILLION MILLION
YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE
+0.4% +1.9% +0.01% 0%
+848 THOUSAND +4.1 MILLION +22 THOUSAND [UNCHANGED]
URBANISATION TOTAL vs. POPULATION TOTAL vs. POPULATION TOTAL vs. POPULATION

88.1% 102% 86.2% 67.8%

SOURCES: | | ALY ADVISORY: e
Y USE DI DR N st o D ltwater
social > Melt €

Y INO ' . HJUE 1IN | COMPARARILITY: NOT COMPARARILE WIT)

L IMPORTANT: | ICAl 1 ‘
LINE WA TH o] UCH INACCURATE RESLATS



MEDIA USE

THE PERCENTAGE OF INTERNET USERS AGED 16+ WHO CONSUME EACH MEDIA TYPE

RRAIR

INTERNET: MOBILE PHONE

98.9%

SOCIAL MEDIA 979%

INTERNET: LAPTOP. DESKTOP. OR TABLET 92.4%
TV: LINEAR OR BROADCAST 92.3%
PRESS: ONLINE 91.7%

MUSIC STREAMING

TV: STREAMING OR ONUNE 76.4%

PODCASTS 13.7%)

RADIO: BROADCAST 68.7%

64.5%

PRESS: PHYSICAL PRINT 60.4%

N IHE TIME THAT PECR VNG FACH MEDIA TYEE ANMD MAY DIFFER EROM SIMILAE DATA MOIINTYS SHIDWM ELSEY

° SOURCE: T3] |(34 7044) COMPARABILITY: CHANGES I AUDIENGE COMPOSTIEN AND SURYEY METHOE ¢ SEE INOTES OGN DATA. POTENTIAL MESMATCHES: THE VAL =S SHOW N HERE ARE 145D we
: i AY THEY “SED OO EWIHERE 18 THIT & !

K |
-

ron e onespsoas s are, . O Meltwater




MOST USED SOCIAL MEDIA PLATFORMS

PERCENTAGE OF INTERNET USERS AGED 16+ WHO USE EACH PLATFORM EACH MONTH

NOTE: NOT QOFFERED A '

WHATSAPP

INSTAGRAM

FACEBOOK 81.5%

TIKTOK 63.9%

57.1%

55.9%

PINTEREST 51.7% >

KUAISHOU

W NOTE: | £ 1% SO O _ \ , . WG
| are, . (O Meltwater




SOCIAL MEDIA APPS: AVERAGE TIME PER USER

AVERAGE TIME PER MONTH THAT ACTIVE USERS SPENT USING EACH PLATFORM'S ANDROID APP IN NOVEMBER 2024

TIKTOK 28H 34M
WHATSAPP 24H 04M

INSTAGRAM 23H 35M

YOUTUBE 23H 08M

FACEBOOK

- OH 59M LINKEDIN

B 04 51 snapcHar
. OH 49M MESSENGER
B OH 25M wune

A0 T IO LY T L TR D e e R & SieShE - . are, = <{O>Meltwater
° | ) . B social



YOUTUBE: ADVERTISING AXxJDIENCE OVERVIEW

THE POTENTIAL AUDIENCE THAT MARKETERS CAN REACH WITH ADS ON YOUTUBE

NOTE: PLEASE READ THE IMPORTANT NOTES ON COMPARING DATA AT THE START OF THIS REPORT BEFORE COMPARING DATA ON THIS CHART WITH PREVIOUS REFORTS BRAZIL

TOTAL POTENTIAL REACH YOUTUBE AD REACH YOUTUBE AD REACH QUARTER-ON-QUARTER CHANGE YEAR-ON-YEAR CHANGE IN
OF ADS ON YOUTUBE vs. TOTAL POPULATION vs. TOTAL INTERNET USERS IN REPORTED YOUTUBE AD REACH REPORTED YOUTUBE AD REACH

144 67.8% 78.6% 0% 0%

< MILLION [UNCHANGED] [UNCHANGED] >

SHARE: FEMALE YOUTUBE SHARE: MALE YOUTUBE ADOPTION: OVERALL YOUTUBE ADOPTION: FEMALE YOUTUBE ADOPTION: MALE YOUTUBE
AD REACH AGED 18+ vs. OVERALL AD REACH AGED 18+ vs. OVERALL AD REACH AGED 18+ vs. OVERALL AD REACH AGED 18+ vs. FEMALE AD REACH AGED 18+ vs. MALE
YOUTUBE AD REACH AGED 18+ YOUTUBE AD REACH AGED 18+ POPULATION AGED 18+ POPULATION AGED 18+ POPULATION AGED 18+

51.1% 48.9% 78.3% 77.8% 78.8%

SOURCES: GOOGLE’S ADVERTISING RESOLURCES; KEPIOS ANALYSIS. NOTES: AGE AND GENDER DATA ARE ONLY AVAILABLE FOR “FEMALE" AND "MALE" USERS AGED 18+. SOURCE DATA FOR REACH BY GENDER
Q MAY NOT SUM TO PUBLISHED TOTAL, SO FIGURES FOR ADOPTION BY GENDER MAY NOT CORRELATE WITH FIGURES FOR OVERALL ADOPTION. ADVISORY: REACH MAY NOT REPRESENT UNIQUE INDIVIDUALS

OR MATCH THE TOTAL ACTIVE USER BASE. VALUES COMPARING REACH WITH POPULATION AND INTERNET USERS MAY EXCEED 100% DUE TO USER AGE MISSTATEMENTS, DUPLICATE AND FAKE ACCOUNTS are, . O) Meltwate
(=)
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YOUTUBE: ADVERTISING AUDIENCE PROFILE

SHARE OF YOUTUBE'S ADVERTISING AUDIENCE BY AGE GROUP AND GENDER

NOTE: PLEASE READ THE IMPORTANT NOTES ON COMPARING DATA AT THE START OF THIS REPORT BEFORE COMPARING DATA ON THIS CHART WITH PREVIOUS REPORTS BRAZIL

10.3% 10.3% 10.2%

0.99%
8.2%
77%
6% 0%
5.6%
5.0% >
4.2%
3.5%

FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE
18 — 24 25 - 34 35 - 44 45 - 54 55 -64 65+
YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD

m SOURCES GOOGLE'S ADVERTISING RESOURCES; KEPIOS ANALYSIS. NOTES: AGE AND GENDER DATA ARE ONLY AVAILABLE FOR “"FEMALE" AND “MALE" USERS AGED 18+, BUT GOOGLE'S RESOURCES ALSO

PUBLISH A VALUE FOR TOTAL AUDIENCE. VALUES SHOWN HERE REPRESENT SHARE OF TOTAL AUDIENCE, SO WILL NOT SUM TO 100%. ADVISORY: VALUES MAY NOT MATCH SHARE OF TOTAL ACTIVE USER BASE (o) M l
USER AGE MISSTATEMENTS MAY DISTORT SOURCE DATA. COMPARABILITY: SOURCE DATA INCONSISTENCIES MAY MEAN THAT VALUES SHOWN HERE DO NOT CORRELATE WITH VALUES SI {U\Nf ELSEWHERE e tWQter

-‘--A—
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FACEBOOK: ADVERTISING “A\UDIENCE OVERVIEW

THE POTENTIAL AUDIENCE THAT MARKETERS CAN REACH WITH ADS ON FACEBOOK

NOTE: PLEASE READ THE IMPORTANT NOTES ON COMPARING DATA AT THE START OF THIS REPORT BEFORE COMPARING DATA ON THIS CHART WITH PREVIOUS REPORTS BRAZIL

TOTAL POTENTIAL REACH FACEBOOK AD REACH FACEBOOK AD REACH QUARTER-ON-QUARTER CHANGE YEAR-ON-YEAR CHANGE IN
OF ADS ON FACEBOOK vs. TOTAL POPULATION vs. TOTAL INTERNET USERS IN REPORTED FACEBOOK AD REACH REPORTED FACEBOOK AD REACH

112 52.6% 60.9% +0.9% +0.4%

4 MILLION +950 THOUSAND +400 THOUSAND

SHARE: FEMALE FACEBOOK SHARE: MALE FACEBOOK ADOPTION: OVERALL FACEBOOK ADOPTION: FEMALE FACEBOOK ADOPTION: MALE FACEBOOK
AD REACH AGED 18+ vs. OVERALL AD REACH AGED 18+ vs. OVERALL AD REACH AGED 18+ vs. OVERALL AD REACH AGED 18+ vs. FEMALE AD REACH AGED 18+ vs. MALE
FACEBOOK AD REACH AGED 18+ FACEBOOK AD REACH AGED 18+ POPULATION AGED 18+ POPULATION AGED 18+ POPULATION AGED 18+

53.8% 46.2% 68.7% 72.1% 65.6%

m SOURCES: META'S ADVERTISING RESOURCES; KEPIOS ANALYSIS. NOTES: VALUES BASED ON MIDPOINTS OF PUBLISHED RANGES. GENDER DATA ONLY AVAILABLE FOR “FEMALE" AND "MALE". SOURCE DATA we

FOR REACH BY GENDER MAY NOT SUM TO PUBLISHED TOTAL, SO FIGURES FOR ADOPTION BY GENDER MAY NOT CORRELATE WITH FIGURES FOR OVERALL ADOPTION. ADVISORY: REACH MAY NOT REPRESENT 2
INIQUE INDIVIDUALS OR MATCH THE TOTAL ACTIVE USER BASE. VALUES COMPARING REACH WITH POPULATION AND INTERNET USERS MAY EXCEED 100% DUE TO USER AGE MISSTATEMENTS, DUPLICATE AND 9‘9,_. O) MeltWQte
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6.9%

FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE
18 — 24 25 - 34 35 - 44 45 - 54 55 -64
YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD

FACEBOOK: ADVERTISING x\UDIENCE PROFILE

SHARE OF FACEBOOK'S ADULT ADVERTISING AUDIENCE AGED 18+ BY AGE GROUP AND GENDER

NOTE: PLEASE READ THE IMPORTANT NCTES ON COMPARING DATA AT THE START OF THIS REPORT BEFORE COMPARING DATA ON THIS CHART WITH PREVIOUS REPORTS

13.2% 1999

6.9%

SOURCES: META'S ADVERTISING RESOURCES; KEPIOS ANALYSIS. NOTES: VALUES USE MIDPOINTS OF PUBLISHED RANGES. NOTE: META'S ADVERTISING TOOLS NO LONGER DrOVIDF DEMOGRAPHIC DATA

FOR USERS BELOW THE AGE OF 18, SO WHILE THERE MAY BE ACTIVE USERS OF THE COMPAN
GENDER DATA ARE ONLY AVAILABLE FOR "FEMALE™ AND "MALE" ADVISORY: VALUES MAY NOT MATCH SHARE OF TOTAL ACTIVE USER BASE. USER AGE MISSTATEMENTS MAY DISTORT SOURCE DATA

Digital 2025 Brazil

Y'S PLATFORMS BELOW THIS AGE, THESE USERS NO | Q’\r ER APPEAR IN THE COMPANY'S POTENTIAL AD REACH
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12.1%
10.5%
9.6%
1.7%
1.0%
I 5.0%

4.9%

FEMALE

BRAZIL

3.1%

MALE

YEARS OLD

QQ-

, €O Meltwater

(M ™ English




INSTAGRAM: ADVERTISING AUDIENCE OVERVIEW

THE POTENTIAL AUDIENCE THAT MARKETERS CAN REACH WITH ADS ON INSTAGRAM

NOTE: PLEASE READ THE IMPORTANT NCTES ON COMPARING DATA AT THE START OF THIS REPORT BEFORE COMPARING DATA CN THIS CHART WITH PREVIOUS REPORTS BRAZIL

TOTAL POTENTIAL REACH INSTAGRAM AD REACH INSTAGRAM AD REACH QUARTER-ON-QUARTER CHANGE YEAR-ON-YEAR CHANGE IN
OF ADS ON INSTAGRAM vs. TOTAL POPULATION vs. TOTAL INTERNET USERS IN REPORTED INSTAGRAM AD REACH  REPORTED INSTAGRAM AD REACH

141 66.2% 76.8% +3.3% +4.5%

£ MILLION +4.55 MILLION +6.10 MILLION

SHARE: FEMALE INSTAGRAM SHARE: MALE INSTAGRAM ADOPTION: OVERALL INSTAGRAM ADOPTION: FEMALE INSTAGRAM ADOPTION: MALE INSTAGRAM
AD REACH AGED 18+ vs. OVERALL AD REACH AGED 18+ vs. OVERALL AD REACH AGED 18+ vs. OVERALL AD REACH AGED 18+ vs. FEMALE AD REACH AGED 18+ vs. MALE
INSTAGRAM AD REACH AGED 18+ INSTAGRAM AD REACH AGED 18+ POPULATION AGED 18+ POPULATION AGED 18+ POPULATION AGED 18+

YR Y 42.2% 83.5% 94.2% 72.7%

ﬂ SOURCES: META'S ADVERTISING RESOURCES; KEPIOS ANALYSIS. NOTES: VALUES BASED ON MIDPOINTS OF PUBLISHED RANGES. GENDER DATA ONLY AVAILABLE FOR "FEMALE" AND “MALE" SOURCE DATA

FOR REACH BY GENDER MAY NOT SUM TO PUBLISHED TOTAL, SO FIGURES FOR ADOPTION BY GENDER MAY NOT CORRELATE WITH FIGURES FOR QVERALL ADOPTION. ADVISORY: REACH MAY NOT REPRESENT

we
o are, . @D Meltwate

JNIQUE INDIVIDUALS OR MATCH THE TOTAL ACTIVE USER BASE. VALUES COMPARING REACH WITH POPULATION AND INTERNET USERS MAY EXCEED 100% DUE TO USER AGE MISSTATEMER
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INSTAGRAM: ADVERTISING AUDIENCE PROFILE

SHARE OF INSTAGRAM'S ADULT ADVERTISING AUDIENCE AGED 18+ BY AGE GROUP AND GENDER

NOTE: PLEASE READ THE IMPORTANT NOTES ON COMPARING DATA AT THE START OF THIS REPORT BEFORE COMPARING DATA ON THIS CHART WITH PREVIOUS REPORTS BRAZIL

15.8%

13.4% 13.2%
12.1%
10.6%
8.8%
< 8.1%
5.3% 5.1%
2.8% 3.2%
| 1.6%

FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE

18 - 24 25 -34 35 -44 45 - 54 55 -64 65+
YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD

SOURCES: META'S ADVERTISING RESOURCES; KEPIOS ANALYSIS. NOTES: VALUES USE MIDPOINTS OF PUBLISHED RANGES. NOTE: META'S ADVERTISING TOOLS NO LONGER PROVIDE DEMOGRAPHIC DATA we
FOR USERS BELOW THE AGE OF 18. SO WHILE THERE MAY BE ACTIVE USERS OF THE COMPANY'S PLATFORMS BELOW THIS AGE THESE USERS NO LONGER APPEAR IN THE COMPANY'S POTENTIAL AD REACH ar (O) I
DATA, GENDER DATA ARE ONLY AVAILABLE FOR "FEMALE"™ AND "MALE" ADVISORY: VALUES MAY NOT MATCH SHARE OF TOTAL ACTIVE USER BASE. USER AGE MISSTATEMENTS MAY DISTORT SOURCE DATA S -g e _3 Me twate
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TIKTOK: ADVERTISING AUDIENCE OVERVIEW

THE POTENTIAL AUDIENCE AGED 18+ THAT MARKETERS CAN REACH WITH ADS ON TIKTOK

ARAZI

NOTE:
TOTAL POTENTIAL REACH TIKTOK AD REACH TIKTOK AD REACH QUARTER-ON-QUARTER CHANGE YEAR-ON-YEAR CHANGE IN
OF ADS ON TIKTOK vs. TOTAL POPULATION vs. TOTAL INTERNET USERS IN REPORTED TIKTOK AD REACH REPCRTED TIKTOK AD REACH

91.7 43.2% 30.1% o VA Y -6.9%

£ MILLION -19.5 MILLION -6.84 MILLION %
SHARE: FEMALE TIKTOK AD SHARE: MALE TIKTOK AD ADOPTION: OVERALL TIKTOK ADOPTION: FEMALE TIKTOK ADOPTION: MALE TIKTOK
REACH AGED 18+ vs. OVERALL REACH AGED 18+ vs. OVERALL AD REACH AGED 18+ vs. OVERALL AD REACH AGED 18+ vs. FEMALE AD REACH AGED 18+ ys. MALE
TIKTOK AD REACH AGED 18+ TIKTOK AD REACH AGED 18+ POPULATION AGED 18+ POPULATION AGED 18+ POPULATION AGED 18+

47.0% 53.0% 56.4% 31.7% 61.5%

SOURCES: ' \ ‘ NOTES: « A0 W ' AGED 184 - v , [ we
| y - | | - 1. ADVISORY: 1 AL H 40 | -
| | o | v i are,
0 o SSMARHORS oot OMMRNG BEACIWITH FORUATIGN A 0F 10U v ouneri o SRRy KODMeltwater




TIKTOK: ADVERTISING AUDIENCE PROFILE

SHARE OF TIKTOK S ADULT ADVERTISING AUDIENCE \GED 18+ BY AGE GROUP AND GENDER
NOTE: /' ATE | VICTRTAR M UAANING D e ) R TEy

16.2%  159%
13.6%
13.1%
11.5%
4 76% >
6.8%
5.6%
4.9% : I
FEMAILE MALE FEMAILE FEMALE MAILE FEMALE MAILE FEMALE MALE
18 - 24 25 -34 35-44 45 - 54 55+
YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD

SOURCES: | ERTISING RESOURLES KEPICS AMALYSIS NOTES: REATH DATA \VALAIME FOR FEMALE" Al LE” |ISERS AGED 18~ VALUES BASE ADPCRMTS CIF PUBLISHES we

EANDCE Ap\"sonﬁ : ,‘u" .‘,‘,.”' »:' . By A ey . . : ' v ‘ " [ '~ _" COMPARADILITY: -0 E DATA INCONSIESTENLIES { EAN are. (O)Me'tWOter




LINKEDIN: ADVERTISING AUDIENCE OVERVIEW

THE POTENTIAL AUDIENCE THAT MARKETERS CAN REACH WITH ADS ON LINKEDIN

NOTE: PLEASE READ THE IMPORTANT NOTES ON COMPARING DATA AT THE START OF THIS REPORT BEFORE COMPARING DATA ON THIS CHART WITH PREVIOUS REPORTS

TOTAL POTENTIAL REACH LINKEDIN AD REACH LINKEDIN AD REACH QUARTER-ON-QUARTER CHANGE
OF ADS ON LINKEDIN vs. TOTAL POPULATION vs. TOTAL INTERNET USERS IN REPORTED LINKEDIN AD REACH

81.0 38.1% 44.2% +3.8%

MILLION +3.0 MILLION

SHARE: FEMALE LINKEDIN SHARE: MALE LINKEDIN ADOPTION: OVERALL LINKEDIN ADOPTION: FEMALE LINKEDIN
AD REACH AGED 18+ vs. OVERALL AD REACH AGED 18+ vs. OVERALL AD REACH AGED 18+ vs. OVERALL AD REACH AGED 18+ vs. FEMALE
LINKEDIN AD REACH AGED 18+ LINKEDIN AD REACH AGED 18+ POPULATION AGED 18+ POPULATION AGED 18+

49.3% 50.7% 49.8% 41.9%

DATA ARE ONLY AVAILABLE FOR "FEMALE" AND "MALE", FIGURES FOR ADOPTION BY GENDER MAY NOT CORRELATE WITH OVERALI

TION. ADVISORY: REACH MAY NOT REPRESENT UNIQUE INDIVIDUALS

OR MATCH THE TOTAL ACTIVE USER BASE. VALUES COMPARING REACH WITH POPULATION AND INTERNET USERS MAY EXCEED 100% DUE TO USER AGE MISSTATEMENTS, DUPLICATE AND FAKE ACCOUNTS,

@ SOURCES: LINKEDIN'S ADVERTISING RESOQURCES; KEPIOS ANALYSIS. NOTES: VALUES REFLECT TOTAL REGISTERED "MEMBERS”, SO ARE NOT COMPARABLE WITH OTHER PLATFORMS IN THIS REPORT. GENDER
- ADOP]
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YEAR-ON-YEAR CHANGE IN
REPORTED LINKEDIN AD REACH

+19.1%

+13.0 MILLION

ADOPTION: MALE LINKEDIN
AD REACH AGED 18+ vs. MALE
POPULATION AGED 18+

45.6%

——— . ——
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LINKEDIN: ADVERTISING AUDIENCE PROFILE

SHARE OF LINKEDIN’S ADVERTISING AUDIENCE BY AGE GROUP AND GENDER

NOTE: PLEASE READ THE IMPORTANT NOTES ON COMPARING DATA AT THE START OF THIS REPORT BEFORE COMPARING DATA ON THIS CHART WITH PREVIOUS REPORTS BRAZIL

248%  24.8%

16.6%  16.6%
<
B.4%
7.3%
e

FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE
18 - 24 25 - 34 35 - 54 S5+
YEARS OLD YEARS OLD YEARS OLD YEARS OLD
SOURCES: LINKEDIN'S ADVERTISING RESOURCES; KEPIOS ANALYS|S. NOTES: GENDER DATA ARE ONLY AVAILABLE FOR “FEMALE” AND “MALE”. ADVISORY: VALUES MAY NOT MATCH SHARE OF TOTAL ACTIVE we
USER BASE. USER /qu‘ ISSTATEMENTS M wm TORT SOURCE DATA COMPARARBILITY: SOURCE DATA INCONSISTENCIES MAY MEAN THAT VALUES SHOWN HERE DO NOT CORRELATE WITH VALUES SHOWN qre (O) Meltwater
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MAIN CHANNELS FOR ONLINE BRAND RESEARCH

PERCENTAGE OF INTERNET USERS AGED 16+ WHO USE EACH CHANNEL AS A PRIMARY SOURCE OF INFORMATION WHEN RESEARCHING BRANDS

BRAZIL

SOCIAL NETWORKS 60.4%

sEARCHENGINES [
44.6%
44.3%
33.3%
26.5%
< 24.7% >
24.3%
24.1%
20.6%
3%
9.5%
01
D 8.7% FORUMS & MESSAGE BOARDS
I 70% ONLINE PINBOARDS

W
@ SOURCE: GWI (@3 2024). COMPARABILITY: CHANGES IN AUDIENCE COMPOSITION AND SURVEY METHODOLOGY. SEE NOTES ON DATA are, : (O) MeltWClte
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DO MARKETING DIGITAL

Plataformas Pagas

é\ Google Ads O\ Meta Linked [[}] 2ds J' TikTok Ads



Plataformas Pagas o Google Ads

o

Shopping

Google

YouTube

G

Search

*

Discover

POSSIBILIDADES

DO MARKETING DIGITAL

Il
X




META ADS FORMATOS ¢

Feeds
Facebook Instagram 0 Facebook Facebook @ Instagram
Feeds Feed Marketplace Feeds de video Explorar
Sebrae ES © o X < EKp'OfBI’

Patrocinado - M @ Sebras ES‘ 2
@ Fatocinado @

Esse curso € para voce que nao possui

experiéncia com Marketing e Comunicagéo e

deseja aprender a fazeragestdo Vermails

Esse curso € para vocé gue nao possui
experiéncia com Marketing € _Ver mais

Sebrae ES
Sponsored

Curso remoto
R$ 262,50

Essencial

Faca Sua Inscricao

; FORMULARIO NO FACEBOOK
FORMULARIO NO FACEEOOK (VR QY [ Faca Sua Inscrigdo  caDAsTRESE | Qv W
Facga Sua InSCﬁQéO sebrae.es Esse curso & para vocs que n3o possui sebeas.es Esse curso € para vocs que n3o possui
experiéncia com Marketing e Comunicac3e e de... more experiéncia com Marketing e Comunicagdo e de... more

Curtir Comentar Compartilhar
gy Curtir () Comentar ) Compartilhar i& & I



META ADS FORMATOS ¢

Stories e reels

o) Instagram Facebook o Instagram Facebook
Stories Stories Reels Reels

Reels

Curso remoto ‘ I Curso remoto . segas Curso remoto
R$ 262,50 R$ 262,50 . R$ 262,50
s Sociais Midias Sociais Mic 'QS Sociais ias Sociais

encual Essencial ssencial

I

Esse curso € para voCe que Nao possul
expenéncia com Marketing e Comunic._ g Cagastre-se




PLATAFORMA

META ADS FORMATOS

Anuncios in-stream para videos e reels

Facebook Facebook @ Instagram
In-stream para videos Anuncios no Facebook Reels Ads on Instagram Reels

Curso remol

Faca Sua Inscrigdo . SR |

Esse curso € para voce que na...

r sebrae.es - Patrocinado

( ° " 4 ‘. b Y * an = » v - " -~
7Y Curtir () Comentar /> Compartilhar Ezse Curao @ pasa vocR que Ra0 poss..

POSSIBILIDADES

DO MARKETING DIGITAL



PLATAFORMA

META ADS FORMATOS

Resultados de pesquisa

9 Facebook
Resultados da pesquisa

@ Sebrae ES
Faca Sua Inscricao

Sponsored

Curso romaty
: -

Apps e sites

Audience Network
Nativo, banner e intersticial

Curso remoto

Faca Sua Inscricao

Esse curso € para vool que nSo possus expenénca
rom Marketing e Comunicacio e deseja. .

Cadastre-ze

O3 aniacios ne ALGSNos REDWOIK 530 Mastrados O J0ps Dars ooule
SR farzuiras & O SRS para slspociives mdvas

DDaOres QUS 5200 £ apenai ora provta. O aninsio pooa sar oaltiso 08

ITES SNSURES I OUINCS OGS SR

25 ITEJENE DO G5 @NMUTMELLE [N TERE & IMagam Flow

Audience Network
Videos com incentivo

£}
&35

Para veicular em Video com
incentivo do Audience
Network, altere a midia deste
posicionamento para video.

POSSIBILIDADES

DO MARKETING DIGITAL



PLATAFORMA

LINKEDIN ADS FORMATOS POSSIBILIDADES

DO MARKETING DIGITAL

Formato de anuncio

Selecione um formato de anuncio

p= .= .= =
=l il (> =
=
Anuncio com imagem unica| Anuncio com imagem em Anuncio em video Anuncio em texto
carrossel
= = ==
o T e |
& A0 - |
‘ —_— — .lgaf

Anuncio em destaque Anuncio para seguidores Anuncio #m conversa (Beta)



PLATAFORMA

TIKTOK ADS FORMATOS

ausername

If you're visiting this page, you're likely
here because you're searching. #cosplay
#21 #cosplay

JJ Woohoo - ChristinaAqguilera

* S 0D

@username

If you're visiting this page; you're likely
here because you're searching. #cosplay
#21 #cosplay

JJ Wocohoo - ChristinaAguilera

DO MARKETING DIGITAL

ll'l ? -

Nick name

@username

5.9m

“ '

Our destiny offers not the cup of despair, but
the chalice of opportunity. So let us seize it, not
in fear, but in gladness

& Officlal Page 4 Download App




Marketing m m Pay-per-click J Social Media Website

Cost per
acquisition

Market share
Brand equity
Cost per lead
Conversion rate
Click-through rate
Page views
Bounce rate

Share of voice

(SOV)

Online share
of voice

(Osov)

Open rate
Conversion rate
Opt-out rate
Conversion rate
Subscribers
Churn rate
Click-through rate

Delivery rate

Cost per click Amplification rate Website traffic
Leads Unique visitors
Click-through rate Applause rat
Conversion rate ¢ useraie New vs. returning
Visits Ad position Followers and fans LS
e Tl Conversions T(i.e., Fa;'ebook, ) AR
witter, Pinterest i
Time on page Av:‘ag:;leme
Landing pages Conversionrate  conversion rate aunce ratie
Keyword rankings :
P vis Cost per conversion Landing page Exit r.ate
conversion rate Page views
Bounce rate Cost per sale (CPS) . -
Page views per visit
e pa.ges Return on ad spend e:etum"?er:‘t Traffic sources
increase in (ROAS) Geographic trends
non-branded (ROE) ogra
search traffic Wasted spend Mobile visitors
Increase in branded Post reach Desktop visitors
search traffic Im i
pressions Visits per channel
Referring websites Kiout score o
(backlinks) Quality score
Domain authority il
Page authority Total spend INSTITUTE-

A LBN COWPanY




PROPOSITO

DO SEU NEGOCIO
4 Ps POSSIBILIDADES
DO MARKETING DIGITAL
DO NOSSO
PRIORIDADES
WORKSHOP DEINICIATIVAS
PLANO
SIMPLIFICADO

||||||||



ICE Prioritization Framework &YIinear

i
Impact

How much does this advance us
towards meeting our goal?

i

Confidence

Based on the data, how sure are
you that this test will succeed?

\

N

Ease

If you consider costs and time,
how easy is this to implement?

Very Low Low Medium High Very High
Impact Impact
O O O O O
1 2 3 -4 5
Very Low Low Medium High Very High
Confidence Confidence
O O O O O
1 2 3 B 5
Very Difficult Difficult Average Easy Very Easy
O O O O O

P iz S

ICE SCORE = Impact + Confidence + Ease

Considerando a restricdo de
recursos, € fundamental que
sejam utilizadas metodologias de
apoio a priorizacdo das

atividades.



PROPOSITO
DO SEU NEGOCIO

4 Ps POSSIBILIDADES

DO NOSSO DO MARKETING DIGITAL
WORKSHOP

PRIORIDADES
DE INICIATIVAS

PLANO
SIMPLIFICADO

gggggggg



_3 STATUS QUO

OFERTA PUBLICO

OFERTA INVESTIDORES

PORTFOLIO

EQUIPE & TALENTOS

PARCEIROS-CHAVE

LIMITAGOES ATUAIS

PRECO

Nome da Organizacao

© SEGMENTOS DE CLIENTES

4 ESTRATEGIA DE CANAIS

VISAO FUTURA ‘

/

AMBIENTE MACRO
PROJECAO PORTFOLIO
METAS SMART

RESULTADOS (OKR)

CANVA.THINKINGINOVACAO.COM.BR


CANVA.THINKINGINOVACAO.COM.BR

Apresentacao,
White Paperse
Canvaq, estao
aqui.

thinkinginovacao.com.br/seedes



Assine a lista
de presenca




E Obrigado!

@ seedes.es.gov.br

in linkedin.com/company/seedes

. @seedes.inovacao

— GOVERNO DO ESTADO
ncoventures MCH YESEEDES FAPES ==

ovacdo e Educagdo Profissional
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