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Economia digital

O conceito de economia digital ndo é novo e vem se a desenvolver globalmente hd algum tempo, mas a realidade da
pandemia atual acelerou o processo de digitalizagdo global.

S6 em margo deste ano, a procura de compras online dos consumidores portugueses aumentou 500%.

Embora esta tendéncia seja agora mais acentuada do que nunca, apenas 25% das empresas portuguesas tém
lugar no ambiente digital, o que as coloca em desvantagem no cendrio altamente competitivo criado pelo
desenvolvimento do e-commerce do pais.




Investimento

Processos de producdo

Relacdo entre fornecedores e seus consumidores
Infraestrutura urbana e servicos digitais

Modelos comerciais

Digitalizacdo

Afeta:

Diante do novo ambiente de revolugiao tecnoldgica, ajustar-se, inovar e remodelar é um dos desafios para a
sobrevivéncia das empresas.



GLOBAL HEADLINES



INTERNET USERS vs. TOTAL POPULATION

NUMBER OF INTERNET USERS IN EACH REGION COMPARED TO TOTAL POPULATION
AINT ERNET USER NUMBERS NO LONGER INCLUDE DATA SOURCED FROM SOCIAL MEDIA PLATFORMS, SO VALUES ARE NOT COMPARABLE WITH PREVIOUS REPORTS
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SOURCES: KEMOS {JAN 2021] BASED ON EXRAPOLATIONS OF DATA PUBUSHED BY: THE (TU, 10 CAL GOVERNMENT BODIES; GWYL GSMA INTELUGENCE, EURDSTAS, APIIL CNINIC; THE UN

we .
ADVISORIES: INTERNET USER NUMBERS NO LONGER INCLUDE DATA SOURCED FROM SOCIAL MEDIA FLATFORMS. FIGURES ARE NOT COMPARABLE WITH DATA PUBUSHED IN PREVIOUS are.al Hootsu.te“
SOCI

REPORTS. NOTES: PERCENTAGES REPRESENT SHARE OF TOTAL POPULATION. REGIONS BASED ON THE UNITED NATONS GEOSCHEME




SOCIAL MEDIA USERS vs. TOTAL POPULATION

NUMBER OF ACTIVE SOCIALMEDIA USERS* IN EACH REGION COMPARED TO TOTAL POPULATION
A THIS CHART INCLUDES DATA FROM NEW SOURCES, SO VALUES ARE NOT COMPARABLE WITH THOSE PUBLISHED IN PREVIOUS REPORTS
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SOURCES: KEPIOS {JAN 2021, BASED ON DATA FROM: COMPANY EARNINGS ANNOUNCEMENTS; PLATFORMS SELF-SERVICE ADVERTISING TOOLS; CNNIC; CATEBAZAAR; OCDH .
*ADVISORY: “USERS* MAY NOT REPRESENT UNIQUE INDIVIDUALS, SO FIGURES MAY EXCEED INTERNET PENETRATION VALUES, NOTES: DIFFERENCES IN DATA AVARLABILITY MEAN REGIONAL are, Hootsu.te“
AGURES MAY NOT CORRELATE WITH GLOBAL TOTALS. REGIONS AS PER THE UN. GEOSCHEME & COMPARABILITY ADVISORY: DATA ARE NOT COMPARABLE WITH PREVIOUS REPORTS ocial



FACEBOOK'
YOUTUBE:
WHATSAPP'

FB MESSENGER'*
INSTAGRAM!
WEIXIN / WECHAT'
TIKTOK!

QaQ'

DOUYIN'**

SINA WEIBO'
TELEGRAM'
SNAPCHAT
KUAISHOU'
PINTEREST'
REDDIT'*

TWITTER’

QUORA'*

THE WORLD’S MOST-USED SOCIAL PLATFORMS

THE LATEST GLOBAL ACTIVE USER FIGURES (IN MILLIONS) FOR A SELECTION OF THE WORLD’S TOP SOCIAL MEDIA PLATFORMS*
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SOURCES: KEMIOS ANALYSIS JAN 2021), BASED ON DATAPUSUSHED IN: {1] COMPANY STATEMENTS AND EARNINGS ANNOUNCEMENTS; {2) PLATFORMS’ SEIF-SERVICEAD TOOLS

we .
*NOTES: PLATFORMS IDENTIFED BY {*) HAVE NOT PUBLISHED UPDATED USER NUMBERS IN THE PAST 12 MONTHS, SO AGURES WILLBELESSRELIABLE (**) AGURE FOR DOUYIN USES THE are.a' Hootsulte”
SOCI

REPORTED DARY ACTIVE USER AGURE, SO MONTHLY ACTIVE USER AIGURE IS UKELY HIGHER



DIGITAL 2021

PORTUGAL

ALLTHE DATA, REND S, AND INSIGHTS YOU NEED TO HELP YOU UNDERSTAND
HOW PEORE USE THE INTERNET, MOBILE, SOCAWL MEDIA AND ECOMMERCE

o Hootsuite



DAILY TIME SPENT ON MEDIA

THE AVERAGE DAILY TIME® THAT INTERNET USERS AGED 16 TO 64 SPEND ON DIFFERENT KINDS OF MEDIA AND DEVICES =
PORTUGAL
TIME SPENT USING THE TIME SPENT WATCHING TELEVISION TIME SPENT USING TIME SPENT READING PRESS MEDIA
INTERNET (ALL DEVICES) (BROADCAST AND STREAMING) SOCIAL MEDIA (ONLINE AND PHYSICAL PRINT)
TIME SPENT LISTENING TO TIME SPENT LISTENING TIME SPENT LISTENING TIME SPENT PLAYING VIDEO

MUSIC STREAMING SERVICES TO BROADCAST RADIO TO PODCASTS GAMES ON A GAMES CONSOLE

OH 59M 1H 17M OH 26M OH 36M

SOURCE: GW1{Q3 2020). AGURES REPRESENT THE FINDINGS OF A BROAD GLOBALSURVEY OF INTERNET USERS AGED 16 TO &4, SEE GLOBAIWEBINDEX.COM FOR MORE DETAILS

*NOTES: CONSUMPTION OF DIFFERENT MEDIA MAY OCCUR CONCURR TELEVISION INCLUDES SROADCAST [UNEAR] TELEVISION AND CONTENT DELUVERED VIA STREAMING I ‘ HootSlHte =
SOCIO

AND VIDEO JON-DEMAND SERVICES. PRESS INCLUDES ONUNE AS WELLAS PHYSICAL PRINT MEDIA_ BROADCAST RPADIO DOES NOT INCLUDE INTERNET RADIO



TOP WEBSITES BY TRAFFIC (SEMRUSH) .-

RANKING OF TOP WEBSITES BASED ON TOTAL TRAFFIC VOLUME IN DECEMBER 2020, ACCORDING TO SEMRUSH

TOTAL UNIQUE TIMEPER PAGES TOTAL UNIQUE TIMEPER PAGES

®WEBSITE VISITS  VISITS VISIT  PER VISIT % WERSIE VISITS  VISITS VISIT  PERVISIT
01 GOOGLECOM 278M 12.6M 23M 135 6.16 1n UVECOM 221M 312M 7M 165 434
02 YOUTUBECOM 106M 712M 31IM 255 = 3.51 12 IPMA_PT 19.1M 3.06M 4M 415 < 214
03 FACEBOOK.COM 101M 9.68M 23M 485 524 13 RECORDPT 18.1M 217M 17M 00S 4.32
04 GOOGLEPT 60.1M 6.42M 15M 495 692 14 CMJORNALPT 179M 3.81M 10M 075 254
05 SAPO.PT 53.0M 777M 19M 415 486 15 PORNHUB.COM 179M 2.80M 11IM 218 8.82
06 WIKIPEDIAORG 492M 10.7M 7M 275 200 16  XVIDEOS.COM 15.8M 2.16M 17M 225 999
o7 ABOLAPT 296M 2.49M 17M 23S 529 17 IOLPT 15.7M 4.46M 12M 135 2.62
08 OLXPT 276M 509 12M 235 719 18 WORTEN.PT 149M 477M pigt IOM 068 4.47
09 INSTAGRAM .COM 267M 4.4M 23M 375 461 19 PORTALDASFINANCAS.GOVPT 14.7M 2.67M 4M 375 564
10  NOTNCIASAOMINUTO.COM 26.3M 410M 10M 255 183 20  XNXX.COM 131M 203M 15M 445 945

SOURCE: SEMRUSH (JAN 2021). IGURES REPRESENT TRAFFIC FOR DECEMBER 2020. NOTES: “UNKGUE VISITS* REPRESENTS THE NUMBER OF DISTINCT IDENTINES' ACCESSING EACH SITE, BUT
MAY NOT REPRESENT UNIGUE INDIVIDUALS, AS SOME PEOPLE MAY USE MULTIPLE DEVICES OR BROWSERS. ADVISORY: SOME WEBSITES FEATURED IN THIS RANKING MAY CONTAIN ADULT dre Hootsu.te“

CONIENT PLEASE USE CAUTION WHEN VISITING UNKNOWN SITES



MOST-USED SOCIAL MEDIA PLATFORMS

PERCENTAGE OF INTERNET USERS AGED 16 TO 64 THAT HAS USED EACH PLATFORM IN THE PAST MONTH

YOUTUBE 92.1%

FACEBOOK

WHATSAPP

FACEBOOK MESSENGER 79.4%

INSTAGRAM 75.3%

BADOO 14.1%

TUMBLR 14.1%

192

SOURCE: GW1(Q3 2020). AGURES REPRESENT THE FINDINGS OF A BROAD GLOBAL SURVEY OF INTERNET USERS AGED 16 TO &4, SEE GLOBAIWEBINDEX.COM FOR MORE DETAILS

NOTE: AGURES ON THIS CHART REPRESENT INTERNET USERS’ SELF REP ORTED SOCIAL MEDIA BEHAVIOURS, AND MAY NOT CORRELATE WITH THE HIGURES CITED ELSEWHERE IN THIS REPORT FOR dre ‘ Hootst"te“
EAGH PLATFORM'S ADVERTISING AUDIENCE REACH, OR THE ACTIVE USER FIGURES PUBUSHED BY INDIVIDUAL SOCIAL MEDIA PLATFORMS



LINKEDIN: AUDIENCE OVERVIEW

THE POTENTIAL AUDIENCE* THAT MARKETERS CAN REACH USING ADVERTS ON LINKEDIN

PORTUGAL
POTENTIAL AUDIENCE* LINKEDIN'S POTENTIAL QUARTER-ON- PERCENTAGE OF PERCENTAGE OF
THAT LINKEDIN REPORTS ADVERTISING AUDIENCE QUARTER CHANGE ITS AD AUDIENCE ITS AD AUDIENCE
CAN BE REACHED WITH COMPARED TO THE TOTAL IN LINKEDIN'S THAT LINKEDIN THAT LINKEDIN
ADVERTS ON LINKEDIN POPULATION AGED 18+ ADVERTISING REACH REPORTS IS FEMALE* REPORTS IS MALE*

3.50 40.9% 0% 48.5% 51.5%

MILLION [UNCHANGED]

SOURCE: UNKEDIN'S SELF-SERVICE ADVERTISIN
COMPARABLE WITH SIMILAR DATA Ll X 5O
ON AVAILABLE DATA. *ADVISORY: “AUDIENCE" AGURES MAY NOT REPRESENT UNIQUE INDIVIDUALS, OR MATCH THE ACTIVE 1

we o
I Hootsuite



MOBILE APP RANKINGS: ACTIVE USERS :

RANKINGS OF TOP MOBILE APPS AND GAMES BY MONTHLY ACTIVE USERS IN 2020

PORTUGAL
RANKING OF MOBILE APPS BY MONTHLY ACTIVE USERS RANKING OF MOBILE GAMES BY MONTHLY ACTIVE USERS
# APP NAME PARENT COMPANY # GAME NAME PARENT COMPANY
01 WHATSAPP FACEBOOK 01 CANDY CRUSH SAGA ACTIVISION BLIZZARD; TENCENT
02  FACEBOOK P FACEBOOK 02  POKEMON GO — NIANTIC
03  FACEBOOK MESSENGER FACEBOOK 03  BRAWLSTARS SUPERCELL
04  INSTAGRAM FACEBOOK 04  AMONG US! INNERSLOTH
05  MBWAY SIBS 05  CLASHROYALE SUPERCELL
06  SPOTIFY SPOTIFY 06  ROBIOX ROBLOX
07  MICROSOFT OUTLOOK MICROSOFT 07  CALLOF DUTY: MOBILE NG, SEANE
08  CARTAO CONTINENTE social SONAE 08  COLOR BUMP 3D 7 GOOD JOB GAMES
09  WAIZE GOOGLE 09 8 BALLPOOL ‘ MINICLIP
10 LINKEDIN MICROSOFT 10 BRAIN OUT EYEWIND
we .
a SOURCE: APP ANNIE [JAN 2021) SEE STATEO FMOBILE 2021 COM FOR MORE DETAILS. NOTE: RANKINGS BASED ON ACTIVE APP INSTALLS ACROSS IPHONE AND ANDROID PHONE DEVICES gsgid @ HOOtS“lte"



ECOMMERCE USE



ECOMMERCE ACTIVITY OVERVIEW

PERCENTAGE OF INTERNET USERS AGED 16 TO 64 THAT HAS PERFORMED EACH ACTIVITY IN THE PAST MONTH

PORTUGAL
SEARCHED ONLINE FOR VISITED AN ONLINE USED A SHOPPING PURCHASED A PURCHASED A
A PRODUCT OR SERVICE RETAIL SITE OR STORE APP ON A MOBILE PRODUCT ONLINE PRODUCT ONLINE
TO BUY (ANY DEVICE) (ANY DEVICE) PHONE OR ON A TABLET (ANY DEVICE) VIA A MOBILE PHONE

89.5% 80.8% 66.7% 69.1% 36.1%

we .
° SOURCE: GWI{Q3 2020]. AGURES REPRESENT THE FINDINGS OF A BROAD SURVEY OF INTERNET USERS AGED 16 TO 64. SEE GLOBAIWEBINDEX COM FOR MORE DETALS are, I HOOtSUIte‘
socia



ECOMMERCE PURCHASES BY AGE GROUP

PERCENTAGE OF INTERNET USERS IN EACH AGE GROUP THAT MADE AN ONLINE PURCHASE IN THE PAST MONTH VIA ANY DEVICE

PURCHASED A PRODUCT PURCHASED A PRODUCT PURCHASED A PRODUCT PURCHASED A PRODUCT PURCHASED A PRODUCT
ONLINE IN THE PAST ONLINE IN THE PAST ONLINE IN THE PAST ONLINE IN THE PAST ONLINE IN THE PAST
MONTH: 16-24 YEARS OLD MONTH: 25-34 YEARS OLD MONTH: 35-44 YEARS OLD MONTH: 45-54 YEARS OLD MONTH: 55-64 YEARS OLD

LA AU )

62.3% 75.4% 71.5% 70.6% 61.8%

we .
° SOURCE: GWI{Q3 2020]. AGURES REPRESENT THE FINDINGS OF A BROAD SURVEY OF INTERNET USERS AGED 16 TO 64. SEE GLOBAIWEBINDEX COM FOR MORE DETALS are, I HOOtSUIte‘
socia



ECOMMERCE SPEND BY CATEGORY

THE TOTAL AMOUNT SPENT IN CONSUMER ECOMMERCE CATEGORIES IN 2020, IN U.S. DOLLARS
A CHANGES TO CATEGORY DEFINITIONS AND REVISIONS TO HISTORICAL DATA MEAN VALUES ARE NOT COMPARABLE WITH PREVIOUS REPORTS PORTUGA
TRAVEL, MOBILITY, & FASHION ELECTRONICS & FOOD &
ACCOMMODATION™ & BEAUTY PHYSICAL MEDIA PERSONAL CARE
$1.38 $1.18 $866.9 $346.6
BILLION BILLION MILLION MILLION
FURNITURE & TOYS, DIY DIGITAL VIDEO
APPLIANCES & HOBBIES MUSIC GAMES
$374.6 $677.1 $50.83 $119.4
MILLION MILLION MILLION MILLION
SOURCES: STANSTA MARKET OUNOOKS FORE- COMMERCE, TRAVEL, MOBIUTY, AND DIGITAL MEDIA |ACCESSED JAN 2021). AAGURES BASED ON ESTIMATES OF FULLYEAR ONUNE CONSUMER
SPEND FOR 2020, EXCLUDING 828 SPEND. SEE STANISTACOM SOUTLOO K/DIGITAL-MARKETS FOR MORE DETAILS. NOTES: DATA FOR DIGITAL MUSIC ’HWV DEO GAMES INCLUDE STREAMING ‘ Hoots‘:‘lte)t
@ COMPARABILITY ADVISORY: BASE CHANGES. DERNITIONS FOR CATEGORIES DENOTED BY [*] HAVE ALSO CHANGED. DATA MAY NOT 8E DIRECTLY COMPARASBLE WITH PREVIOUS REPORTS SOC|0|



ECOMMERCE GROWTH BY CATEGORY

B
YEAR-ON-YEAR CHANGE IN THE TOTAL AMOUNT SPENT IN CONSUMER ECOMMERCE CATEGORIES IN 2020 vs. 2019 '
A CHANGES TO CATEGORY DEFINITIONS AND REVISIONS TO HISTORICAL DATA MEAN VALUES ARE NOT COMPARABLE WITH PREVIOUS REPORTS PORTUGAL
TRAVEL, MOBILITY, & FASHION ELECTRONICS & FOOD &
ACCOMMODATION* & BEAUTY PHYSICAL MEDIA PERSONAL CARE
o o (o) o
-48.9% +21.1% +15.6% +26.9%
FURNITURE & TOYS, DIY DIGITAL VIDEO
APPLIANCES & HOBBIES MUSIC GAMES
O O (o) (o)
+23.6% +16.4% +29.5% +23.7%
SOURCES STATISTA M 1& t. J OKSF Q 1'\ ERC RAVEL, MOBIITY, AN IGITAL MEDIA JACCESSED JAN 2021). AGURES BASED ON COMPARISONS OF ESTIMATE FULLYEAR
ONLUNE CONSUMER SP 020 AND 2019, EXCIUDING B28 SPEND SEE STAASYACJ .1/\.;u Lom(/u_.m -MARKETS £ OR MORE DETAX S NOTES DATA FOR DIGITAL an - AND VIDEO Ore ‘ *‘oots‘."te’t
GAMES i J ESTRES \M \ COMPARABILITYADVISORY SOMESASE DATA MAY NOT BE DIRECTLY COMF »\9\5 WITH RGURES PUBLISH N? \/ JUS REPORT SOC|0|






SIS AGORA




Desafios / Oportunidades

Ter uma presenca online através:

e  Website
° Redes Sociais

e Publicidade em Facebook e/ou Instagram e/ou Google

Definir uma estratégia de comunicagdo seja para o mercado nacional ou internacional




Sem estrategla

digital

88

Com um
website

Vontade de
melhorar

o
/ﬁ

Sem estratégia
definida

Nao tém website

Nao tém redes sociais/nao usam redes sociais
Nao fazem publicidade

Fazem 0-1 agcao promocional

Nao fazem analise de dados

Chegam aos clientes por referéncia / comerciais
internos

Trabalham s6 mercado nacional

Nao existe comunicagao entre departamentos



O website nao
faz angariagao

de leads
} Lista de

potenciais

clientes
Tem paginade /

facebook,
instagram, 88
linkedIn \/

ST

—o—

Nao tem uma
estratégia de
contetidos

Tém website

Tém redes sociais

Nao fazem publicagcbes para o mercado internacional
Nao fazem publicidade

Fazem 0-1 publicagdes nas redes sociais
Fazem 0-1 agédo promocional

Chegam aos clientes por referéncia / comerciais
internos

N&o fazem andlise de dados

Trabalham sé mercado nacional

Nao existe comunicacéo entre departamentos



Angariagao de
leads

b )
filll . l Y,
(

Recolha de

Estratégia de e
metricas

conteudos

Blogue/Noticias

Tém website

Tém redes sociais

Fazem 1-3 publicagdes nas redes sociais
Fazem 2-3 acao promocional

Chegam aos clientes por referéncia / comerciais
internos/website/redes sociais

Fazem analise de dados

Trabalham mercado nacional e internacional
Nao existe comunicacdo entre departamentos



Investimento
em publicidade

Cross-selling
entre o online e
offlme

=

Automatizagao
com potenciais

clientes e Funis de venda
clientes

Tém website

Tém redes sociais

Fazem 1-3 publica¢des nas redes sociais
Fazem 2-3 acao promocional

Chegam aos clientes por referéncia/comerciais
internos/website/redes sociais

Fazem analise de dados

Trabalham mercado nacional e internacional
Nao existe comunicagéo entre departamentos



Investimento

em branding da
marca >
/

Automatizagao

em todos os
processos
o S
Colocagao de
{ contetido em
varias
Participagdo em plataformas

eventos, como
organizador ou
palestrante

Tém website

Tém redes sociais

Fazem 3-5 publicacdes nas redes sociais
Fazem 2-3 acao promocional

Chegam aos clientes por
referéncia/website/redes sociais/publicidade
Fazem analise de dados

Trabalham mercado nacional e internacional
Nao existe comunicagao entre departamentos



Conteudo 3-

qualificado

Escolha dos
clientes

S

S

Referéncia no

mercado Promover os

servigos/produto
s de parceiros

Tém website

Tém redes sociais

Fazem 3-5 publicacdes nas redes sociais
Fazem 3-5 acao promocional

Chegam aos clientes por
referéncia/website/redes sociais/publicidade
Fazem analise de dados

Tem departamento de marketing

Existe comunicacdo entre departamentos



