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A SNAPSHOT OF THE COUNTRY’S KEY DIGITAL STATISTICAL INDICATORS

TOTAL INTERNET ACTIVE SOCIAL UNIQUE ACTIVE MOBILE
POPULATION USERS MEDIA USERS MOBILE USERS SOCIAL USERS

&

210.1 139.1 130.0 143.0 120.0

MILLION MILLION MILLION MILLION MILLION

URBANISATION: PENETRATION: PENETRATION: PENETRATION: PENETRATION:

86% 66% 62% 68% 57%
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Potencial do Marketing Digital
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SURVEY-BASED DATA FIGURES REPRESENT RESPONDENTS® SELF-REPORTED ACTIVITY

AVERAGE DAILY TIME AVERAGE DAILY TIME AVERAGE DAILY TV VIEWING TIME AVERAGE DAILY TIME
SPENT USING THE SPENT USING SOCIAL (BROADCAST, STREAMING SPENT LISTENING TO
INTERNET VIA ANY DEVICE MEDIA VIA ANY DEVICE AND VIDEO ON DEMAND) STREAMING MUSIC

SH39M 3H41M 1H 19M
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Potencial do Marketing Digital

TIME SPENT PER DAY ON THE INTERNET

AVERAGE NUMBER OF HOURS SPENT USING THE INTERNET PER DAY VIA ANY DEVICE [SURVEY BASED]
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THAILAND
PHILIPPINES
INDONESIA
ARG ENTINA
SINGAPORE
PORTUGAL
BELGIUM
GERMANY
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SAUDI ARABIA
HONG KONG
NEW ZEALAND
SWEDEN
AUSTRALIA
SOUTH KOREA
NETHERLANDS
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SOURCE: GLOBALWEBINDEX, G2 2007, BA | SURVEY OF INTERNE 25 AGED 164 ) - Pk
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Potencial do Marketing Digital

.8 TIME SPENT PER DAY USING MOBILE INTERNET

2018 AVERAGE NUMBER OF HOURS PER DAY SPENT ACCESSING THE INTERNET VIA A MOBILE PHONE [SURVEY BASED]

THAILAND
INDONESIA
PHILIPPINES
NIGERIA
ARGENTINA
MALAYSIA
SAUDI ARABIA
SOUTH AFRICA
HONG KONG
SINGAPORE
PORTUGAL
IRELAND
SOUTH KOREA
SWEDEN

NEW ZEALAND
AUSTRALIA
NETHERLANDS
BELGIUM
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KEEP

CALM
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CONVERTA
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Gera 3 leads

por visita

11% até1h
19% entre 1h e 5h

47% até 1 dia







IMPACT OF SPEED-TO-RESPONSE
ON LEAD CONVERSION

100X e

If a company attempts phone
contact within 5 minutes after lead
submission, the odds that the lead
is contacted are 100 times greater
than if it is contacted 30 minutes
after submission.

ALL COMPANIES SURVEYED

within within RESII:Igll\)l]SAéNTIME q7 7
HRS. ©

5 3 o P mins. NEVER

mInS mlnS RESPOND AT ALL




Improvemeént on lead conveérsion rate

Impact of Speed to Call on Lead Conversion Rate

[% improvernent in conversion rate, by time elapsed)

391%

1 minuke 2 minutes 3 minubes 30 rinukes 1 haur 5 hours & howrs

Time elapsed

Caiireh: Leasdsdind






G 0PTIMAL I OF CAUS |

CUMULATIVE #fs 6F (OATRCTED LEATS
| Al e Al ®lo Ple"lo o'le / 9% !

t of CALL ATIEMPRK T WMRLE INITI AL LONTACT






THE AVERAGE LEAD REQUIRES

€ €)_ OVER D ATTEMPTS

© © © 10 MAKE CONTACT

g TR ARE ONLY
[ ) e B CALLED 1 TIME

= PROSPECTBY87%

THE FIRST PARTY TO
CONTACT A PROSPECT

me—— 111110111

CAN IMPROVE convsn:gon AS MUCH AS HAS A 2380/° HIGHER
+++ 391% +++ RATE OF CONVERSION
THAN THE SECOND
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