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Impactador Atendidas Cursos
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Comunicar € mostrar, transmitir,
propagar. E ouvir, trocar e
chegar ao outro. E buscar tocar
coragoes e mentes oferecendo
algo, novo ou velho, diferente ou
Indiferente, esperado ou
totalmente inesperado.
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BRUNO
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Topo de Funil Estagio Cognitivo
(Awareness) Gerar Conhecimento de Marca e Atratividade

para sua Marca.

(gﬂ;igigg;gg) Estagio Afetivo
Estimular a preferéncia, criar engajamento e
apresentar topicos mais profundos de sua Marca.

Fundo Funnel

(Conversao) Estagio de Acao
Estimular a transagao. Encantando o consumidor e nutrindo um
Conteudo gerado de forma espontanea (UGC).

Fonte: PROTHEROE, J. et al. Decoding Decisions Making Sense of the Messy Middle. Think With Google, p. 98, 2020 ; Chakravarty, R. and Sarma, N.N. (2022), "Evolutionary framework of hierarchy of
effects models: exploring relevance in the shifting of customer path”, Vilakshan - XIMB Journal of Management, Vol. 19 No. 1, pp. 569-68. ; Kotler; Kartajaya; Setiawan ; Marketing 4.0 ; 2017, p.84 ;



Topo de Funil
(Awareness)

Meio de Funil
(Consideracao)

Fundo Funnel
(Conversao)

Fonte: PROTHEROE, J. et al. Decoding Decisions Making Sense of the Messy Middle. Think With Google, p. 98, 2020 ; Chakravarty, R. and Sarma, N.N. (2022), "Evolutionary framework of hierarchy of
effects models: exploring relevance in the shifting of customer path”, Vilakshan - XIMB Journal of Management, Vol. 19 No. 1, pp. 569-68. ; Kotler; Kartajaya; Setiawan ; Marketing 4.0 ; 2017, p.84 ;













CRESCITELLI, E.; SHIMP, TERENCE A; COMUNICACAO DE MARKETING: Integrando propaganda, promocdo e outras formas de divulgacdo; 2012.
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Topo de Funil Estagio Cognitivo
(Awareness) Gerar Conhecimento de Marca e
Atratividade para sua Marca.

Fundo Funnel
(Converséo)

Fonte: PROTHEROE, J. et al. Decoding Decisions Making Sense of the Messy Middle. Think With Google, p. 98, 2020 ; Chakravarty, R. and Sarma, N.N. (2022), "Evolutionary framework of hierarchy of
effects models: exploring relevance in the shifting of customer path”, Vilakshan - XIMB Journal of Management, Vol. 19 No. 1, pp. 59-68. ; Kotler; Kartajaya; Setiawan ; Marketing 4.0 ; 2017, p.84 ;



Topo de Funil
(Awareness)

Campanhas
de Social
Ads

A

Campanhas
de Google
AdWords

Blogs e
Websites

Instagram
Reels

Propaganda
de Marca
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TIPOS DE CONTEUDO MAIS UTILIZADOS

Content that reflects your brand's values (diversity, inclusivity, equality, etc.)

47%

Interactive content (polls, games, augmented reality, etc.)

Funny content
D Criar contetidos que
Trendy content (Cuitural moments, news stories) refletem os valores da marca

42% -
v pRAutenticidade e
Relatable content . ”, -
- OlIielll4=154] sua estratégia.

Authentic/ "behind the scenes” content

36%

Educational/ informational content

32%

Fonte: State of Inbound Marketing Trends, Hubspot, 2022.
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Satisfac;éo — expectativa - resultado percebido

: : |

pOS|C|onamento | experlenC|a

(promete) (cumpre)




“Os produtos sao criados na fabrica.

As marcas sio criadas na mente.”
LANDOR, Walter



FONTE: Story Brand, Donald Miller; 2019. % ¢
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Qual Problema

sua Organizacao
Resolve ?

N

Essa resposta esta refletida em
sua estratégia de [l 0e[e?

FONTE: Story Brand, Donald Miller; 2019.




POR QUE?
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. temaver como que as DOESE: P
- empresas entregam e fazem. BRI - rerosp
qualquer marca é capaz de dizer
o que ela faz.

\ ™\  estarelacionado com o
diferencial da marca, mas nem
todas as empresas sabem
comunicar a sua real proposta
de valor.

trata-se do por qué a marca
existe. qual seu propdsito, causa
e no que acredita?

por que?




BRUNO
% PERES
Visao e Missao da Londgo Prazo
Empresa 9
Objetivo Anual 1 Objetivo Anual 2 Anual
Cada »
Editoria ou Linha Editorial 1 Linha Editorial 2 Linha Editorial 3
_ | | Trimestral ou
pode contar Semestral
com um
Conteudo »
Conteudo 1 Conteudo 2 Conteudo 3 Diario / Semanal

Fonte: O Guia Completo para a Estratégia de Marketing de Contetido by SEMrush, 2019 ; The Content Marketing Pyramid: A Strategy For Generating More with Less by Curata ;
Content Creation Strateqy: Help, Hub and Hero by Google, 2014.
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AS pessoas doam com O

porqueée voce faz”?




Porqueé a sua
Organizacaof{E G
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Unicef @ forevery child




SOBAE 0 UNICES -

for every child

Criado pela Organizacao das
Nacoes Unidas em 1946, o
promove os direitos e o
bem-estar de criancas e
adolescentes em 190 paises e
territorios.

“There are no enemy children.”

Maurice Pate, UNICEF Executive Director (1947—1965). Sweden, 1950: Maurice Pate, first UNICEF Executive Director, sits on a park bench
surrounded by children in Stockholm.

FONTE: https.//www.unicef.org/brazil/sobre-o-unicef | https://www.unicef.org/stories/learning-experience-19461979 | https.//www.unicef.org/history




SUBRE ( UNICES

O UNICEF desenvolve o seu
trabalho por meio de mais de 150
escritorios espalhados =6}

e 34 Comités Nacionais
que arrecadam fundos com a ajuda

de voluntarios.

A sede da organizagdo encontra-se

em Nova lorque.

FONTE: https.//www.unicef.org/brazil/sobre-o-unicef | https://www.unicef.org/stories/learning-e

xperience-19461979 | https.//www.unicef.org/history

unicef &

for every child
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OBJETIVOS DE COMUNICACAO

©©©©©©©©©©© 5 = ;
eeeee unicef@ | for every child
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unicef &

for every child

OBJETIVO DA AREA DE COMUNICACAO

A nova Estrategia de Comunicagcdo Global baseia-se na convic¢do fundamental do
UNICEF de que todas as criancas tém o mesmo direito de sobreviver, prosperar e realizar
seu potencial — para o beneficio de suas sociedades e um mundo equitativo.

Para ajudar a traduzir essa convic¢do em recursos e agées para as criangas, o UNICEF

deve construir uma comunicacao global coordenada, [1:)/55 511 e de ponta, que
abraca todos o0s povos e conduza a mudanca.

GIVING VOICE T0 THE VISTON OF THE {UAMESYITAITAMGARLN

10 REALLZE THE RTGHTS OF EVERY CHILD, ESPECTALLY THE MOST DISADVANTAGED




OBJETIVO DA AREA DE COMUNICACAC unicef &

for every child
MUDAR D

S DARA TAMBEM
TRABA“{'}%‘E"&‘&MUDAR MUDAR COMPORTAMENTOS

De se comunicar apenas com Para também se comunicar com o

Governos e empresas... publico em geral.

De apenas informar... Para também inspirar contando
historias.

De apenas falar... Para também ouuvir.

De focar nas midias tradicionais... Para desenvolver conteudos para
todas as midias (360).

De apenas soltar press releases... Para integrar estratégias de

comunicacao.



unicef@ for every child

© UNICEF/UN0286458/Sang Mooh
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Meio de Funil

(Considerag&o) Estagio Afetivo

Estimular a preferéncia, criar engajamento e
apresentar topicos mais profundos de sua Marca.

Fonte: PROTHEROE, J. et al. Decoding Decisions Making Sense of the Messy Middle. Think With Google, p. 98, 2020 ; Chakravarty, R. and Sarma, N.N. (2022), "Evolutionary framework of hierarchy of
effects models: exploring relevance in the shifting of customer path”, Vilakshan - XIMB Journal of Management, Vol. 19 No. 1, pp. 569-68. ; Kotler; Kartajaya; Setiawan ; Marketing 4.0 ; 2017, p.84 ;




Acoes voltadas para ENGAJAR consumidores

Meio de Funil
(Consideragao)

S U O

E-books Estudo de Testes online Eventos
caso gratuitos
JE] LETTER
Video aulas Webinarios Blogs e E-mail
. -mal
Websites Marketing

L 1 =
Patrocinar Campanhas Campanhas
ou produzir de Social de Google Influenciadores
Podcasts Ads AdWords
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Cursos
Gratuitos

Redes Sociais
Organico




PROGRAMA DE

RELACIONAMENTOL **




E-mail Marketing Sreres

Sera que Funciona?

B2C B2B

59% 50% 87% 90%
de e-mails enviados, compram de e-mails, das organizagbes das organizagbes
iinfluenciam pelo menos 1x ao usam e-mail para usam o engajamento
decisGes de compra més distribuir seu em e-mails para
conteudo medir sua
performance

Fonte: Email Marketing Report, EmailToolTester, 2021




Réeguas de Relacionamento

Apds um LEAD realizar uma acao é necessario entrar em contato de forma automatizada.

Estreitar lagos é importante para mais conversoes.

CONDICAO MEIO: CONVERSAO
DE ENTRADA CONTEUDO ALVO

- v - - - v v v - ¥ v - - y v . - - - ~
\
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Exemplo basico

RODRIGO VAI

FAZER ANIVERSARIO —

E-mail Mensqgem de E-mail cupom
Presente Cupom aniversario vai expirar

Sugestdo de Sugestdo de
produtos Produtos

Presente Cupom



Epreencheu um formuldrio

Entenda as diferencas T

Sequéncia de emails

Preencheu um formulario

Email 1

Email 2

Email 3

Email 4

il

@ Abriu 0 email

Nao

I:I Enviar o email Ia Enviar o email

@ Clicou no email
N\ ! e
" e —

arcar lead como oportunidade Aut o m ag a o

E Atribuir dono do lead distribuindo d e m Grk et i n g

IEI Faz parte da segmentacgao
Simk Nao

|
@ Marcar uma venda




Exemplo Rea

Alcance

+109%

Devem percorrer o # Editar

fluxo

Leads que
entraram na lista

Doadores inativos
ou

Leads que
entraram na lista

Doadores inativos 1

(«D o Remover Lead de todos os outros fluxos. @

ou

Leads que
entraram na lista

Doadores inativos 2

ou

Leads que
entraram na lista

Colaboradores Doutores da Alegria

Clicks no link

+292%

Enviar Email
Esperar e Agendar Hora G‘\
-

apés 1 dia entre 10:00 e 12:00
sua falta

Sécio inativo - E-mail 01 - Sentimos a

@

Doutores
doAlegria

Adicionar tag

oW
m o
0 C
no

’- @ ° sdcios inativos e-mail 1 - pagamento

aprovado

Dividir caminho por segmentagao

Esperar e Agendar Hora
apés 3 dias entre 10:00 e 12:00
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Réguas de Relacionamento S

¢ ()} UNHCR
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Agéncia da ONU para Refugiados

REGUA PARA UM DOADOR MENSAL

R a X A B B A X = R =

M &
Welcome Welcome Retention RG [l Retention RG B Retention RG Monthly ; Upgrade Ungrade Call Anniversary Anniversary
- Welcome Call : . : Stewardship Postcard PE p M
Email Day1 Package Email #1 Email #2 Email #3 Appeals & M il Call M h6 Email ail
Day0 Week 1 Week 2 Week 3 Week 4 Newsletters L. Month 4 el Month9 Month 12 Month 12

Exemplo Real




Réeguas de Relacionamento

(et

Agenma da ONU para Refugiados

REGUA PARA UMA DOACAO UNICA

Ly
1 N ) ) d=h

A N L A

Welcome Retention Retention Converion
Email Email #1 Email #2 Email #1

Conversion
Call #1

Day O Week 2 Week 3 Week 4 Month 2

Exemplo Real

BRUNO
BPERES
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EXEMPLO - UNICEF ARGENTINA unicef &

for every child

up

0 C
no

CUOTA 0 T i T 7 7 T 2 T 2 T 3 5 9 2
ESTADO WELCOME NUTRITION RETURN FIRSTBIGASK | REGOGNITION
GOAL Early Welcome | Welcome with roadmap | Welcome | Donorid Carg | Stoyand Data | Storyand Data oo 0y o giories |COMMitment & 06pADE Recognition
update update Greeting
bonors | DONORS WiTH DONORS | DONORS WITH
DONORS WITH POSTAL WITHOUT E- POSTAL DONORS WITH
SEGMENT TELEPHONE OR| DONORS WITH E-MAIL Mm ' A' 'ONB’T\:F}H ADDRESS WHO Do'f_:ﬁf TH | \JAIL AND WiTH | ADDRESS WHO WI?HOZO:::IL TELEPHONE OR DONOESAKV Lol
CELL PHONE e Ao | DONATE 520 OR - |TELEPHONE OR| DONATE $20 OR MALL. 1 CELL PHONE :
- MORE. CELL PHONE. MORE.
VR FITML SMS | Direct Marketing +| _ HTML VR Direct Marketing | HTML TMK OUT FTML
HTML (UNI Magazine(
+3$50 -$80 el IESSERTSRE | 8] - = .
MEDIA e = : m ¥ JJJ-) e O
) S i . LN




Exemplo Multicanal

Face to Face ™ Digital DRTV
SMS SMS SMS
Email Email Email Email
confirmation confirmation confirmation confirmation
Take home Mail Mail Mail
Welcome Welcome Welcome Welcome
Brochure Pack Pack Pack
™ l /
Welcome \
Call Donor Journey
Mai I —r = LN private
— {\ic h‘,-l‘ fundraising
Ietter u nlcef ‘\\.;’ and partnerships
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A Trackmob realizou o estudo “Experiéncia da Doag¢ao” com 50 organizacdes
para entender como esta a cultura de doacao:

36% 28% 66% 63%

36% delas nao oferecem Apenas 28% agradeceram 66% confirmaram que o 63% ndo possuem
a opcdo de doagao 0 doador por e-mail ou valor doado foi creditado certificado de seguranca
recorrente. SMS. COM SUCessO. no website.

Fonte: Estudo da Trackmob sobre a Experiéncia da Doacado realizado entre 18/04 e 03/05.



MAKE YOUR DONORS THE S
HERO OF THE STORY.

DO OBRIGADO

Logo apds a ACAO
do visitante, seja ela
uma doacao, uma
assinatura de
peticao ou um
formulario de
contato.
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Kit de Obrigado - UNICEF

unicef &

australia

B g
Supporter |D: 998993

M Suns Sarmple

123 Sample Street

SAMPLETOWN SAMPLEVILLE 9959

3 February 2016

Your 1,000 day journey to save a life starts today.

Dear Mr Sample,

Thank you for ing a UNIC Parent, ise that will have a life-saving impact on &
tiny life.

The first 1,000 days of life for any child is critical, but for a baby who is bom into the toughest conditions,
merely surviving can be @ real suuogle. Thankfully we have people who commit to those babies whose
chances are slim - people like you.

of them are stopped
on that they need to

Ewety day thousands of childfen start an extraordinary sprint, and countlass nur
i thear tracks — deprrved 1 one weay of ancther of love, care, haalth, nutrition or prot
aurvive and to grow into healthy young indiduola

Your monthly donation of $10 will be deducted on the 15th of the menth, or nearest busness day.

Sarm, you will bo helpng 1o provide medical care 10 prognant mothars and babivs. equipping health care
workers i 1ural arsas, providing clean water, promoting breestfesding and gving bebees healthy and nutnent-
eh foad

afee spaces for childen, protect therm from harm and mvmunsse thern aganst

You will help noresse access ic
lifa-threstening disesses

You will help save babies lives and importantly, help them get the veey best start in fife.

As a UNICEF Global Parent you will provide care to ensure a child has the chance to grow into a child
that has a choice.

thank you and | leok forward 1o keeping you updated on the work your monthly
e possible,

I would like 1o personally
support of $10 will hely
Sincercly,

Mowne Qﬁ&hl/ —
(8]

Norrman Gilespis
Chief Executive, UNICEF Austrolia
PS Do we have your detals coract? Plaase take a moment 1o ratum the enclosed form if wo've made a
mistakeo o your do -hanged, Alternatively, you can give the team here a call on 1300 134 071 o
emai us on giobalparent@e unicel.ory au. Thank you

Ausstralian Com miftae
PO Bex 493 Cuden

wiww unicol org. 3

Midupper aem cazumtarance (MUAC) 13 3 raged 1
and ofiactay prodiciod of risk of eath in chederea
¥ thi arm band [ands i e yellow 6ction £

wan the Chid s sulteeing o modwate 1
mmn.:mm:ummm cm Unlcef@
59 of 3 20¢ com, T child s suffering Fom severe australia

acute ranuden As 3 Clebal Parest vou are
seaded 1o kesp more childran out ol the red t

sirect details? unicef&

518 WITR YO BIBCEValY S8 0 SAI YO SRAUS 158 FSCEIDL Wa Raed 13 Laap yORT

Thiamk you fos tosmg 3 UICEF Giobal Basmst it 2 g ot $10 Mamily
Frearss andits ey i o e e Cxton G et 1 T Py o) s 0.0 s 5 20 B 488 O Vioms Bahbing 290 M3

Suppsne 0 99 v
A Sorm S

Adpess

- UNICEF is the United :

THE FIRST 28 DAYS: ons o Pl ;
You aro tho beat in their hoart howaver [t rocalvas no ‘

funding from the Unitod

e re

Metse sora

This ks Awintirim. He Is from Ghana where
Qi i Hiiied. Wi was ' 3
born, he was six weaks premature and a on the gonorasity of poople
Third tha size of an average Newbom baby. ;‘:"""":t"d :” :;:""“"ﬂd
Ho woighed only 1200 grams - not much ghts of chiidren an 2
pnisyeingit e o g st =l INFANCY:

have the best start in Hie. Growing up strong

Thank you

Each year, Sour millon newboms de within the first
28 days of ther e, Many decths, coused by disesses
ike meesies and diarhoen sve pravenicbie. Thenks

20 Globsl Paronts, UNICEF has programs to provide:
atgental ricrorutrents, vecsinations and healtheare
104rSU0 Tt Mord Chiden reshise hhar ngrt o ne.

This Is Saamatou Bangou. He is seven-months-old and
lives in Burkina Faso. A lack of healthy food has left
him mainourished.

Gicbal Paronts provico dietary suppiomarts, lice Pumpy-Nut,
1 help childran survive and theie. A pack costs loss than 60c
and st threa serves 2 day for one month of thess vital food

supplernents are essential to bang childron like Samatou. back
f1om savere Mo

Awirtiim is & Global Parent success story. Thanks
10 Giobal Pavents Ike you, early interventon saved
his e,

in Frore than 190 countras.

Thank you
i
9

Your support will save fives

unicef &

australia

THANK YOu
for Committing to the
Most vulnerapje — children

8¢

Welcome to UNICEF, V

L, PO g, ;
Th 1 000 d » 45 OX 488 Quoen VJcanu Buildin, N
e, av d & 1300884233 p,, S 9 NSW 1239
Emait: unice unicet org el
org.au

journey to save a .- _ Www.unicetorg uy
life starts today. - ok

private

f (,fi\\{ E& fundraising

and partnerships
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OBJETIVO DE CADA CONTEUDO EPERES

Fundo Funnel

(Conversgo) Estagio de Agdo

Estimular a transagao. Encantando o consumidor e nutrindo um
Conteudo gerado de forma espontanea (UGC).

Fonte: PROTHEROE, J. et al. Decoding Decisions Making Sense of the Messy Middle. Think With Google, p. 98, 2020 ; Chakravarty, R. and Sarma, N.N. (2022), "Evolutionary framework of hierarchy of
effects models: exploring relevance in the shifting of customer path", Vilakshan - XIMB Journal of Management, Vol. 19 No. 1, pp. 59-68. ; Kotler; Kartajaya; Setiawan ; Marketing 4.0 ; 2017, p.84 ;




CANAIS e DE CONTEUDO POR ETAPA DE FUNILES

AcoOes voltadas para estimular Transacao

L’ég?‘ssn Qurad M
@ 55 g

CASOS DE SUCESSO

WhatsApp ME‘?a'_' HISTORIAS DE
arketing CLIENTES E CASOS DE USO
”
= (ooyyon )°
P 4 F 2
. = -
Landing Pages Call to Action
DEPOIMENTOS CUPONS DE
DESCONTO E
PROMOCOES

Fundo Funnel

S (Converséo)

FAQs e Lista de Campan‘has Campanhas Free Trials e
Duvidas de Social de Google Demonstracdes
AdWords

Ads
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ESTUDO DE
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Como o International Rescue Committee
arrecadou milhdes para ajuda humanitaria”

O "y

Build a full-funnel Scale performance Future-proof our
strategy to complement campaigns across measurement

lower-funnel efforts channels Go g Ie

Font: https://www.thinkwithgoogle.com/future-of-marketing/digital-transformation/irc-strategy-to-increase-donations/ + https://www.thinkwithgoogle.com/marketing-strategies/video/full-funnel-marketing-examples-for-video-ads/
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1. Construiu uma Estrategia COMPLETA de Funil

.............
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We used Video
reach campaigns to
spread our
emergency
messaging,
resulting in over 7
million views, 57
million
Impressions, and
a 90% relative lift in
brand search.

campaigns.

Font: https://www.thinkwithgoogle.com/future-of-marketing/digital-transformation/irc-strategy-to-increase-donations/ + https://www.thinkwithgoogle.com/marketing-strategies/video/full-funnel-marketing-examples-for-video-ads/




2. Escalou sua performance em campanhas por
Multiplos Canais

acl
Se

.

Search

Donate to the
IRC

Help us respond to

the world's worst

W

Discovery

Display

\

J

Search

-------------
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Font: https://www.thinkwithgoogle.com/future-of-marketing/digital-transformation/irc-strategy-to-increase-donations/ + https://www.thinkwithgoogle.com/marketing-strategies/video/full-funnel-marketing-examples-for-video-ads/




2. Escalou sua performance em campanhas por SBRUNO

Multiplos Canais

INTERNATIONAL

RESCUE

COMMITTEETE

Font: https://www.thinkwithgoogle.com/future-of-marketing/digital-transformation/irc-strategy-to-increase-donations/ + https://www.thinkwithgoogle.com/marketing-strategies/video/full-funnel-marketing-examples-for-video-ads/

.............
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Rather than focus
exclusively on bottom-
funnel performance media to
generate leads, they
decided to introduce reach
campaigns to the mix. By
adding those campaigns to
key markets and remarketing
viewers through their
performance campaigns,
they saw an increase of
42% in new donors and

19% revenue growth.




3.Mensurou em cada ETAPA 5 Rue

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

“The IRC saw a huge success firsthand with that initial YouTube full-funnel campaign,” &%=
said Emily Martin, associate director of digital marketing at the IRC. “Running small scale
experiments beforehand gave us the proof points to know that a full campaign would work.”

Thanks to data-driven attribution and advances in machine-
learning-driven conversion modeling, our team was able to
automatically unlock a fuller picture of our donors’ journeys. By
selecting a data-driven attribution model, we were able to
accurately credit the campaigns, keywords, and ads that had the
greatest impact on our conversions. This helped us see
interactions between our campaigns and invest more in the
valuable ad interactions that led to incremental donations.

Emily Martin, director of digital
marketing at the IRC.

Font: https://www.thinkwithgoogle.com/future-of-marketing/digital-transformation/irc-strategy-to-increase-donations/ + https://www.thinkwithgoogle.com/marketing-strategies/video/full-funnel-marketing-examples-for-video-ads/
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OBJETIVO DE CADA CONTEUDO

Topo de Funil METRICAS DE COMUNICACAO
(Awareness) Alcance de marca, Visualizacdes, CPM...

Fundo Funnel
(Converséo)

Fonte: PROTHEROE, J. et al. Decoding Decisions Making Sense of the Messy Middle. Think With Google, p. 98, 2020 ; Chakravarty, R. and Sarma, N.N. (2022), "Evolutionary framework of hierarchy of
effects models: exploring relevance in the shifting of customer path”, Vilakshan - XIMB Journal of Management, Vol. 19 No. 1, pp. 59-68. ; Kotler; Kartajaya; Setiawan ; Marketing 4.0 ; 2017, p.84 ;
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OBJETIVO DE CADA CONTEUDO

et METRICAS DE RELACIONAMENTO

Engajamento, Taxa de retengédo, LTV, CPC, CPL...

Fonte: PROTHEROE, J. et al. Decoding Decisions Making Sense of the Messy Middle. Think With Google, p. 98, 2020 ; Chakravarty, R. and Sarma, N.N. (2022), "Evolutionary framework of hierarchy of
effects models: exploring relevance in the shifting of customer path”, Vilakshan - XIMB Journal of Management, Vol. 19 No. 1, pp. 569-68. ; Kotler; Kartajaya; Setiawan ; Marketing 4.0 ; 2017, p.84 ;




OBJETIVO DE CADA CONTEUDO

Fundo Funnel
(Conversao)

METRICAS DE CAPTACAO
Novos Doadores Mensais e Unicos, Doacdo Média, CPA...

Fonte: PROTHEROE, J. et al. Decoding Decisions Making Sense of the Messy Middle. Think With Google, p. 98, 2020 ; Chakravarty, R. and Sarma, N.N. (2022), "Evolutionary framework of hierarchy of
effects models: exploring relevance in the shifting of customer path", Vilakshan - XIMB Journal of Management, Vol. 19 No. 1, pp. 59-68. ; Kotler; Kartajaya; Setiawan ; Marketing 4.0 ; 2017, p.84 ;




METRICAS ESTRATEGICAS

Topo de Funil
(Awareness)

Meio de Funil
(Consideragéo)

Fundo Funnel

QU

pellvs)

METRICAS DE COMUNICACAO
Alcance de marca, Visualizacdes, CPM...

METRICAS DE RELACIONAMENTO
Engajamento, Taxa de retengédo, LTV, CPC, CPL...

(Converséo) METRICAS DE CAPTAGCAO

Novos Doadores Mensais e Unicos, Doacdo Média, CPA...
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"Nao importa quantos dados voce tem,
mas sim o que voce faz com eles."

Avinash Kaushik
Head of Strategic Analytics, Google Marketing
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BRUNO
% PERES
Visao e Missao da Londgo Prazo
Empresa 9
Objetivo Anual 1 Objetivo Anual 2 Anual
Cada »
Editoria ou Linha Editorial 1 Linha Editorial 2 Linha Editorial 3
_ | | Trimestral ou
pode contar Semestral
com um
Conteudo »
Conteudo 1 Conteudo 2 Conteudo 3 Diario / Semanal

Fonte: O Guia Completo para a Estratégia de Marketing de Contetido by SEMrush, 2019 ; The Content Marketing Pyramid: A Strategy For Generating More with Less by Curata ;
Content Creation Strateqy: Help, Hub and Hero by Google, 2014.




M na sociedade propondo a Elit R ErR NSl e para ampliar canais de didlogos reflexivos
com a sociedade, compartilhando o conhecimento produzido através de |{oJfggEIe-le Mo IIe [VEY:H

sI]IleEIoelsls € manifestacdes artisticas, contribuindo para a promogao da cultura e da saude e
inspirando politicas publicas para o desenvolvimento social.

Intervengao nos Formacgao e Ampliar Canais de Dialogos
Hospitais Manutencao do Projeto e Publicagdes
(Operacgoes) (Mobilizagao) (Comunicagao)

—————— b |

. . o + el
Acgao em hospital Arte do Palhago Cursos e Palestras [ EEIEL > EfE | Mobilizagao de :
Setor Recursos I

Hospitais Atendidos Doutores
doAlegria




Engajamento Social Media

*Engajamento Médio

%\
PREClSAMOS
9 DA SUA AJUDA'

Fago uma douguo para § 2

que nosso frabalho nos 3 e % 5.

hospitais ndo pure :
” - g\ t)

Doutores
daAlegria
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*Alcance Médio + 44 7% Ei\;]?«’ﬂi'é’r?fs

331,625 328,588

240,311

213,806

157,666 164,554

93,694

apr may jun jul aug sep oct nov dec




+2.604%
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Doutores
*Alcance em um Campanha Eé,i]«mgﬁo

Doutores
_ daAlegria

”  FORTALECA 0S

ENCONTROS | ,
| FACA A =

QUE unem E . DIFERENCA NA P e
TRANSFORMAM '} VIDA DE CRIANCAS PR pn

HOSPITALIZADAS.} UMA DOACAO!
e P ST . —
doar.doutoresdaalegria.org.br/dia-das-maes-og S BNy P e " .
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Clicks em Anuncios
*Engajamento Médio +3 9 ‘I % Alogria

Clicks e CTR%

10,000 3.00%
2.65%
7,500
2.00%
5,000
I.UUE
1.00%
2,500
0 577 0.00%
jan feb mar apr may jun jul aug sep oct nov dec

B ClicksnolLink == CTR%
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+85%

daAlegria

jan feb mar apr may jun jul aug sep oct nov dec

@ Total da Base
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ABRACE
A'CAUSA

Foca sua doaglio

Escolha umo contribuicdo

Manial “

Doutores
doAlegria

Escolha o freqhiéncia e o volor de sua doago

e

DOUTORES DA ALEGRIA ESTA SEM LAR

| o
30,00 | ®50,00 | ®100,00 [rxe |

Doutores da Alegria ocupava um imével alugado em S&o Paulo desde o inicio dos anos 90.
Agora, o espago sera demolido  a organizagdo precisou mudar 4s pressas para o centro da capital paulista
em um fragil momento orgamentario, onde os recursos previstos estae muito abaixo do esperado.

e e

AJUDE A MUDANCA DE DOUTORES DA ALEGRIA

Doulores da Alegria precisa de um espago para manler as atividades funcionando, mas a nova sede em Sao Paulo ndo estd pronta:
precisa de reforma para receber estudantes, artistas e as pessoas que trabalham pela organizagio.

Vet tombeém pode obrocar o cousa oe outros formos:

DOAR SEU IMPOSTO DE RENDA iy e e - ey
DOAR PONTOS DE MILHAGEM
VIA DEPBSITO BANCARIO FACA A DIFERENCA COM UMA nuncim

Doutores da Alegria conta com a sua doagao neste momento
PRESENTE CONSCIENTE 140 delicado para ajudar na mudanga ¢ na reforma da nova sede em S&o Paulo.

Contribua e mude com Doutores da Alegria!

MR HRCAL PARETA
VISA CAUSAS

AJUDE A MUDANCA DE DOUTORES DA ALEGRIA!




Doacoes Online SHIHH

Faca sua doagdo
Escolha uma contribuicdo

Mensal v
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Uma visao atualizada sobre
como a Comunicacgao alinhada
ao Proposito Institucional pode
gerar engajamento eqesultados

financeires
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23-26 ABR| 2024 fehos

ROYALPALM HALL - CAMPINAS (SP)
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ada ao
al pode

esultados

SAUDEALEM ONDEESTAMOS

DO ESC: E PARA ONDE
+ VAMOS?

23-26 ABR | 2024 fehos

ROYALPALM HALL - CAMPINAS (SP)




Topo de Funil
(Awareness)

Meio de Funil
(Consideracao)

Fundo Funnel
(Conversao)

Fonte: PROTHEROE, J. et al. Decoding Decisions Making Sense of the Messy Middle. Think With Google, p. 98, 2020 ; Chakravarty, R. and Sarma, N.N. (2022), "Evolutionary framework of hierarchy of
effects models: exploring relevance in the shifting of customer path”, Vilakshan - XIMB Journal of Management, Vol. 19 No. 1, pp. 569-68. ; Kotler; Kartajaya; Setiawan ; Marketing 4.0 ; 2017, p.84 ;
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