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As audiéncias evitam a publicidade sempre que possivel

Mobile ad-blocking: % dos utilizadores que...

37% 42% 21%
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APENAS

14%

DAS PESSGIES
CONFIA NA PUBLICIDADE



MAS...
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IDENTIFY & ACTIVATE AUDIENCES
THROUGHOUT THE CUSTOMER JOURNEY
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80% % dos markteers

acreditam gue o earned media
e muito mais efetivo do que

O paid media

2016 Outsell Earned Media Study



Desafios dos profissionais da comunicacao

39% 7% ©61%

tém dificuldade em determinar sentem que podem fazer ativam campanhas isoladas e
quais sao os influenciadores e melhor para medir a sua dispares em todos os canais
jornalistas adequados a sua comunicagao e provar o seu
comunicagao impacto nos objetivos do

negocio

Fonte: Cision/PR Week Survey




Modelos de comunicacao por influéncia
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QUEM? O QUE? EM QUE CANAIS? PARA QUEM? COM QUE EFEITO?
Influenciadores Engagement Social, Multimedia Audiéncias Atribuicao
Quais os influenciadores e Quais os tépicos em Onde se tem falado lQuais séo as audiéncias Como é que a comunicagao
jornalistas que sao discussdo e quais suscitam  sobre esses tdpicos? da minha comunicagdo?  contribui para os resutados
importantes? maior interesse? da minha organizagéo?
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O foco no Earned Media

O que precisamos de saber

Quantas pessoas leram o meu conteudo?

Quem sao as pessoas que leram o meu
conteudo?

O que fizeram depois de ler o meu conteudo?
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Como?

Reach
cruzado com Human Insights

Audiéncia
com informagdo demografica

Resultado
com conversoées, visitas, compras
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Earned Media travels indirect path to consumer

Communicator Influencer Consumer

Business
Impact
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Proeminence
@ TONE

VERY NEUTRAL/
Ll BALANCED
62% 8%
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28% 39%
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VISUAL

IMAGE IS NOT IMAGE IS
PRESENT PRESENT
47% 53%

HEADLINE
NOT
MENTIONED IN MENTIONED IN
HEADLINE OR HEADLINE OR
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41% Ty
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(1 paragraph)
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(first 2 paragraphs)
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MARGINAL
(2 paragraphs)
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(3-4 paragraphs)
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FIRST HALF OF
THE ARTICLE
68%

16%
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Products

Multi-product @
Awards and Rankings
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Destinations
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NUMBER OF PRESS TRIPS

Visits organised and paid by Turismo de Portugal
for journalists and influencers.
Source: Turismo de Portugal

IMPRESSIONS

POSITIVE EFFECT
Number of impressions that impacted the target positively.

NEGATIVE EFFECT
Number of impressions that impacted the target negatively.

NET EFFECT

Communication performance based on the difference
between the positive effect and the negative effect,
calculated by multiplying the impact score of each news
item by its audience and favourability.

TOURISTS

Number of foreign visitors calculated by hotel
establishments.
Source: Turismo de Portugal
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TRANSLATE COMMS METRICS TO GAIN
CREDABILITY

C-Level/SVP/EVP ATRIBUIGAO
ROI, Faturacéo,
Oportunidades, Visitas

Dir/VP PERFORMANCE

Mensagens, Proeminéncia, Score,
Top Media

-----------------------------------------

Manager/Specialist CAMPANHA

Referéncias, SOV, Sentimento,
Reach
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