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Jovenes
Youth

Publico
objetivo

Target
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Ninos
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Adolescentes
Teenagers

11-17

Publico
objetivo

Target
audience




Jovenes
Youth

18-25

Publico
objetivo

Target
audience




Sen . PUblico

Matrlmonlosmvenes Adultos mayores

: i S objetivo

Jovenes adultos Matrimonios Tq rg et

\\ \ Young adults Couples
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Jovenes adultos
Young adults

26-35

Publico
objetivo

Target
audience
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Matrimonios jovenes
Young couples

21-35

Publico
objetivo

Target
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PSICOLOGIA DEL COLOR
COLORPSYCHOLOGY
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PSICOLOGIADELCOLOR = = mu
COLOR PSYCHOLOGY - -

¢ QUE ES? @
WHAT IS IT?

—
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Romance
Pasion @P

Hambre (b
Valentia v

Calor

Juventud

Juego
Fuego
Amigable

Energia

Alegria

Sol

Calidez
Positivismo

“\ Precaucion

i\ N

PSICOLOGIA DELCOLOR : m
COLOR PSYCHOLOGY -
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Sensaciones y
asociaciones

Sensations and
associations



PSICOLOGIA DEL COLOR

COLORPSYCHOLOGY

Naturaleza

Vitalidad

Salud -

Frescura Sensaciones y

Crecimiento n 0

| asociaciones

Tristeza }
Confianza @ Sensations and
Pasividad - :
e associations
Sinceridad

Creatividad

' . O
Realeza : *‘?’iﬁf e

Imaginativo ' [\
Ambicién \vl

Espiritualidad

A\
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PSICOLOGIA DEL COLOR ..

COLOR PSYCHOLOGY - - .
< @ Sensaciones y
Inocencia Seguridad o .
Ternura gﬁ@ Plata GSOCIGCIOneS
Sensibilidad Neutral o
Afecto Modernismo Sensqtlons and
Dulce i Madurez associations
Tierra
Organico
ﬁ Estable
w Natural

\



PSICOLOGIADELCOLOR ' m F

COLOR PSYCHOLOGY
Sensaciones y
asocilaciones
Elegancia Pureza -

Sofisticado Paz sensqthns qnd
Muerte Inocencia associations
Drama Simplicidad

Misterio Luz
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FOTOGRAFIAS

PHOTOGRAPHS



FOTOGRAFIAS
PHOTOGRAPHS
SUMMER

_ SUMMER
Importancia de ENCOUNTER

22/7/2022

personas

. The importance
8 of people

\




FOTOGRAFIAS
PHOTOGRAPHS

La calidad hace

la diferencia
. Quality makes
8 adifference




FOTOGRAFIAS

PHOTOGRAPHS
mr“;I NTER
A /72020
Atencion v’ i
Atention
_ SUMMER
Importancia de ENCOU
personas

. The importance
8 of people
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FOTOGRAFIAS
PHOTOGRAPHS

Paleta de color
en la fotografia
. Color palette
8 on photograph
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FOTOGRAFIAS
PHOTOGRAPHS

Paleta de color
en la fotografia
. Color palette
8 on photograph
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REGLAS DE COMPOSICION
COMPOSITION RULES

SUMMER

ENGOUNTER

™N 22/ 7/ 2022 E I e m e nto

dominante

\\ Dominant
® component




REGLAS DE COMPOSICION
COMPOSITION RULES

Elemento
dominante
. Dominant

4 component

My
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)

©  9:00 Am.CDMX / Panama |
10:00 Am. Cuba / PR. / Rep. Dominicana




REGLAS DE COMPOSICION
COMPOSITION RULES

Elemento
dominante

. Dominant
4 component

©  9:00 AmM.CDMX / Panama |
10:00 Am. Cuba / PR. / Rep. Dominicana




REGLAS DE COMPOSICION
COMPOSITION RULES

Elemento

subdominante

. Subdominant L
component 2B COMING SDON

ONLY IN CINEMAS




REGLAS DE COMPOSICION
COMPOSITION RULES

Elemento

subdominante
. Subdominant

component
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COMING SOON

ONLY IN CINEMAS




REGLAS DE COMPOSICION
COMPOSITION RULES

Elemento

subdominante
. Subdominant

component




REGLAS DE COMPOSICION
COMPOSITION RULES

3

Elemento

subdominante

Subordinate
component
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REGLAS DE COMPOSICION
COMPOSITION RULES

3

Elemento
subdominante B v
. Subordinate LEE;?:'%#EW
8 component

.,
- |



REGLAS DE COMPOSICION
COMPOSITION RULES
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REGLAS DE COMPOSICION
COMPOSITION RULES

. Reglade tercios
# Rule of thirds

L]




REGLAS DE COMPOSICION
COMPOSITION RULES

. Reglade tercios
# Rule of thirds
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COMPOSITION RULES

. Reglade tercios
# Rule of thirds
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COMPOSITION RULES

. Reglade tercios
# Rule of thirds
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REGLAS DE COMPOSICION
COMPOSITION RULES

. Reglade tercios
# Rule of thirds
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COMPOSITION RULES

. Reglade tercios
# Rule of thirds
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REGLAS DE COMPOSICION
COMPOSITION RULES
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REGLAS DE COMPOSICION
COMPOSITION RULES

F 10M THE PRODUCERS OF GODZILL \ -. FROM THE PRODUCERS OF GODZILLA

Regla de tercios “scemeficemniMaxan  Expemence minivax a0
% Rule of thirds P s

= A
o
- \



REGLAS DE COMPOSICION
COMPOSITION RULES
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ELEMENTOS
CLAVES

KEY ELEMENTS




LOGOTIPO

LOGO




LOGO | IGLESIA DEL NAZARENO
LOGO | CHURCH OF THE NAZARENE

’¢7 HOLINESS

UNTO THE

. LOGOTIPO
% LOGO

Nuestra identidad.




LOGO | IGLESIA DEL NAZARENO
LOGO | CHURCH OF THE NAZARENE
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LOGO | IGLESIA DEL NAZARENO
LOGO | CHURCH OF THE NAZARENE

|GLESIA = T
NAZARENO CHURCH=NAZARENE
— IGLESIADEL&NAZARENO
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LOGO | IGLESIA DEL NAZARENO
LOGO | CHURCH OF THE NAZARENE

"/ &9 | @ % @ & @ Qﬁ

] =5 — S.l.lc.‘ =3
IGLESIA = IGLESIA \GLE ENO
NAZARENO NAZARENO NAZARENO WALAR
Estirar, comprimir o Agregar efectos como Cambiar el color: el logotipo Rotar el logo
distorsionar el logotipo sombras o degradados debe ser gris o blanco

@

IGLESIA =

& S
IGLESIA A
NAZAREMO EL Hnl:é?ag[ilguEuwigTEmn

. 2
& Usar una resolucion demasiado baja Agregar o eliminar elementos Colocar el logo sobre un fondo Colocar el logo sobre un fondo
& graficos o de texto que dificulte la legibilidad que dificulte la legibilidad

\




LOGO | IGLESIA DEL NAZARENO
LOGO | CHURCH OF THE NAZARENE

&Y

LOGOTIPO 1 |GLESIA -
NAZARENO

NOMBRE DE LA IGLESIA

Lato es la fuente utilizada para el nombre de |a
iglesia. Puede descargarla gratuitamente en

Lato is the font used for the church name. It is

w available as a free download at

8? fonts.google.com o0 en Adobe Creative Cloud.
N\

LOGOTIPO 2

LOGOTIPO 3

Y

e —

IGLESIA=NAZARENO
NOMBRE DE LA IGLESIA

IGLESIA==LI§;NAZARENO
NOMBRE DE LA IGLESIA

\




LOGO | IGLESIA DEL NAZARENO
LOGO | CHURCH OF THE NAZARENE

https://nazarene.org/logo

GUIA DE
estilo
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TIPOGRAFIAS

TYPOGRAPHY

PEFACE MADE
FROM GEOMETRIC
OBJECTS.

BOLD, STRONG
& VERSITILE




TIPOGRAFIAS
TYPOGRAPHY

SERIF SANS SERIF

d




TIPOGRAFIAS
TYPOGRAPHY

El veloz zorro
marron salta sobre

_ Aa A a el perro perezoso.

Palatino

SERIF SANS SERIF




TIPOGRAFIAS
TYPOGRAPHY

El veloz zorro
marron salta sobre

_ Aa Aa el perro perezoso.

Helvética

SERIF SANS SERIF

¢



TIPOGRAFIAS
TYPOGRAPHY

% Manuscritas (cursivas)

N script
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TIPOGRAFIAS
TYPOGRAPHY

€l veloz zorro
marron salta sobre
el perro perezoso.

Basteleur Bold

¢ Decorativas (exposicion)

. Decorative typefaces (exhibition)
N



TIPOGRAFIAS
TYPOGRAPHY

AAAAAA
ddddada

EXTRA LIGHT BOOK MEDIUM BOLD BLACK
LIGHT

. FAMILIA TIPOGRAFICAS

35 Font Family
NN \Q




TIPOGRAFIAS
TYPOGRAPHY

Arial

. FAMILIA TIPOGRAFICAS

8§ Font Family

Arial Regular
Arial Narrow

Arial Italic
Arial Bold

Arial Bold Italic
Arial Black




ERRORES TIPOGRAFICOS

TYPOGRAPHICAL ERRORS




TIPOGRAFIAS

Usar muchas

Tipografias
CONFUNDE
y dlficutta ta LEGTURR




TIPOGRAFIAS
TYPOGRAPHY

Myriad Pro Light
Myriad Pro Light Italic

clvetica Neue 25 Ultra Lignt

evetipa Neue 35 f_m Myriad Pro Regular
Helvetica Neue 45 Light Myriad Pro Italic
Helvetica Neue 55 Roman Myriad Pro Bold
Helvetica Neue 65 Medium Myriad Pro Bold Italic
Helvetica Neue 75 Bold Myriad Pro Condensed

- Myriad Pro Condensed Italic
Helvetica N Heavy
SIVOLICA Nt OO Hes Myriad Pro Semibold

§\§ Helvetica Neue 95 Black Myriad Pro Bold SemiExtended



\
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TIPOGRAFIAS . - -
TYPOGRAPHY :

\

BRANDON GROTESQUE *®

Aa

_-‘ — ABCDEFGHIJKLMNOPQRSTUVWXY/Z
abcdefghijklmnopgrstuvwxyz
| G LESITA o= 1234567890
N A Z A R E N O |_|GHT Evite el uso de:
REGULAR THIN
N\ ) MEDIUM
. FAMILIA TIPOGRAFICAS BOLD
'ﬁ Font Family BLACK

\
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TIPOGRAFIAS
TYPOGRAPHY
MONTSERRAT Medium Italic
Thin SemiBold | -
Z; ’t /:a/ﬁ;/ ;j Ct SemiBold Italic é_ /; |
Fxtralight Italic Bold . > D I E N O/ e 'j
Light Bold Italic nt G R AFICO e
Light Italic ExtraBold N/ € r
Regular ExtraBold Italic 23100722 0 @
w Italic Black o, “ -
& Medium Black Italic .
-

N
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TIPOGRAFIAS
TYPOGRAPHY

© ESTAS DOS TIPOGRAFIAS

Combinan muy bien juntas

© Estasdos tipografias

Combinan muy bien juntas

® Estas dos tipografias

No combinan demasiado

Combinar mal tipografias

Mismatch fonts

.,
- |




TIPOGRAFIAS
TYPOGRAPHY

REUNION EJECUTIVOS DE BANCA
- Nuevos retos 2021 -

. Ignorar la personalidad de las tipografias
34 Ignoring the personality of fonts

L]
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Valor = Gratitud

COLORES
COLOURS il

SOUNDCLOUD Peligro  Accion Femineidad

Delicadeza

. Dinamismo Instinto Incondicionalidad i
Instinto . Estilo
Bl Suavidad  Ternura
Creatividad sk Melancolia
ity Aventura Carinc Romance
e ol Amor . Realeza Elegancia
Aprendizaje Sexo Infantilismo i
Juventud - Romanticismo
Impulsividad Optimismo Excitacion Sensibilidad Profundidad Misticlemo
Espontaneidad Hambre  Rebeldia Inocencia  Religion Decadencia
ig . - Nostalgia Salud
Felicidad ladoblli L Calor [IREEP Vanidad ? : -
icidad  Jybilo Amistad Fantagla Confianza
Diversién Cobardia Alegria Verano Sequridad Inteligencia
a‘eetm Positivismo Ocio Sol Fria Tranquilidad Estabilidad Verdad g Skype
Calor .
ek d Progreso Libertad

Curiosidad i Vida
Otofo Armonia
Precaucion Esperanza

Seriedad Solidez Boder I ELE]

Verdad Libertad  Fertilidad

hiliaria  Utilidad  Rigqueza : -
Mobiliario 4 Elegancia Ecologia Cercania

Inocencia

Profundidad Autenticidad Juventud Frescura

Clasicismo Espiritualidad l'l

an330i12

Robustez Rustico Naturaleza Salud

Corporativismo Pureza Bondad

Masculinidad Crecimiento

Misterio  Fuerza Refinamiento

x Autoridad

\

Limpieza

DS HOE COLS A







EJEMPLO DE IMAGENES QUE SE PUEDEN USAR

IMAGENES
IMAGES

* EXAMPLE OF IMAGES THAT CAN BE USED
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IMAGENES

IMAGES

¢

- EXAMPLE OF IMAGES TO AVOID

A\
\
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IMAGENES "B

IMAGES
%

G oos mnim

ESTA REDIMIENDO
SU CREACION LA FLESIADELAAZAREND o gttt

protestante en la tradicidn wesleyana de santidad.

Yy NAZARENO

Organizada en 1908, la denominacidn es ahora el

hogar de unos 2.5 millones de miembros que adoran

en mas de 30 000 congregaciones locales en 162

areas del mundo.

HACER
DISCIPULOS
SEMEJANTES
A CRISTO

N COMPASION ENLAS

NACIONES oy

pagina 14

%
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IMAGENES .

IMAGES
*®

1
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TONO DE VOZ

TONE OF VOICE




HUGO LUCERO

Disenador y Community Manager
JNI Mesoameérica




=~ _z«_ RECURSOS DE
L. DISENO

DESIGN
RESOURCES

*

R



BANCO DE
IMAGENES

IMAGE BANK




BENEFICIOS AL
USAR BANCOS
DE IMAGENES

BENEFITS WHEN
USING IMAGE BANK

IMAGENES DE ALTA CALIDAD
HIGH QUALITY IMAGES

MEJOR PERCEPCION OPTICA
BETTER OPTICAL PERCEPTION

MEJORA TU IDENTIDAD
CORPORATIVA

IMPROVE YOUR CORPORATE
IDENTITY

TENDRA MAS IMPACTO
YOU WILL HAVE MORE IMPACT

TE AYUDA A FILTRAR MEJOR
TUS OPCIONES

IT HELPS YOU TO BETTER
FILTER YOUR OPTIONS




BANCO DE IMAGENES

i« (6] & unsplash.com/es/s/fotos iglesia

@ WhashppWeb (@ Hemamients de di.. () Facebook - Wicia.. {8 Mstsgram N YouTube ) Spotily-Repeodu_. M Genail B Tradueir Inicio de sesion &.. gy Besutiful Free ima_. B YouTube

-
u Q, iglesla > Explorar  Anunciarse Blog Inicia sesion | Registrate Enviar una folo
M Fotos 10 mil Colecciones 10 mil Usuarios 2.9 mil Cualquier origntacion Cualquier color Clasificar por Relevancia
. / > .
- A i
Reikiavik Campanario Adoracién  Imdgenes De Personas Imdgenas De Masica !

PIC2SGRAPHY

Google

Multitud Imdgensas De Parsonas Mano Escaparate Ventana De La Ighesia

Alfdizar De La Ventana

_ ]




PROGRAMAS Y
APLICACIONES

PROGRAMS AND APPS




N
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PROGRAMAS Y APLICACIONES : = mm
PROGRAMS AND APPLICATIONS
4

GRAFICOS CON VECTORES
ILUSTRACIONES PARA REVISTAS
VALLAS PUBLICITARIAS

MEJORAR FOTOGRAFIAS,
ILUSTRACIONES EIMAGENESEN3D. -

8

\\§




APLICACIONES GRATUITAS
FREE APPS

(I @ freepik Canva
- 4 GRAVIT
CorelDRAW @/ DESIGNER

x S .
§\\§ ——— 8



COSAS QUE
NO DEBEMOS
DE HACER

THINGS WE SHOULDN'T DO




COSAS QUE NO
DEBEMOS DE HACER

THINGS WE SHOULDN'T DO

|

€ INUITAMBS A NUESTRO
SERUICTO

DIFERENTES TIPOGRAFIAS ' . \
DIFFERENT FONTS UL L wal

2 LOGOS CON FONDO
LOGOS WITH BACKGROUND

—

IMAGENES CON MARCA
3 DE AGUA
IMAGES WITH WATERMARK

T



:MANOS A LA OBRA!
LET'S GET TO WORK!

N




MERARI GARCIA

DISENA

DORA GRAFICA 'Y ANIMA

Con certificacion en:

Marketing Digital
Diseno para Produccion
_iderazgo Estratégico
Psicologia Positiva

DORA




ESSENTIAL DIGITAL HEADLINES

OVERVIEW OF THE ADOPTION AND USE OF CONNECTED DEVICES AND SERVICES

TOTAL UNIQUE MOBILE INIISNNIS)
POPULATION PHONE USERS USERS

GLOBAL OVERVIEW

ACTIVE SOCIAL
MEDIA USERS

Ad 5.31 4.95

BILLION BILLION BILLION

URBANISATION vs. POPULATION vs. POPULATION

57.0% 67.1% 62.5%

SOURCES: UNITED NATIONS; U.S. CENSUS BUREAU; GOVERNMENT BODIES; GSMA INTELLIGENCE; ITU; GWI; EUROSTAT; CNNIC; APJII; ClA WORLD FACTBOOK; COMPANY ADVERTISING RESOURCES AND
EARNINGS REPORTS; OCDH; TECHRASA; KEPIOS AMNALYSIS. ADVISORY: SOCIAL MEDIA USERS MAY NOT REPRESENT UNIGUE INDIVIDUALS. COMPARABILITY: SOURCE AND BASE CHAMNGES.

4.62

BILLION

vs. POPULATION

58.4%

we

are, Hootsuite:

social



ol OVERVIEW OF INTERNET USE AY o4

2022 ESSENTIAL INDICATORS OF INTERMET ADOPTION AND LISE

FLOBAL OVERWIEW

TOTAL INTERMNET USERS AS YEAR-OM-YEAR CHANGE AVERAGE DAILY TIME SPENT PERCENTAGE OF USERS
INTERMNET A PERCENTAGE OF IN THE NUMBER OF USING THE INTERMNET BY ACCESSING THE INTERMET
USERS TOTAL POPULATION INTERMNET USERS EACH INTERMNET USER VIA MOBILE PHOMNES

495 62.5% +4.0% O6HS8M 92.1%

BILLION +192 MILLION +1.0% (+4M)

e FEOM GWI (03 2021} BASED ON A BROAD SURVEY OF INTERNET USERS AGED 110,64 SEE GWICOM FOR MR DEALS ADWSORT,DUETO COVD.19.46.0ED 00 E:':;Eiul ® Hootsuite



MAIN REASONS FOR USING THE INTERNET

PRIMARY REASONS WHY INTERNET USERS AGED 16 TO 64 USE THE INTERNET

GLOBAL OVERVIEW

FINDING INFORMATION 61.0%
STAYING IN TOUCH WITH FRIENDS AND FAMILY 55.2%
KEEPING UP-TO-DATE WITH NEWS AND EVENTS 53.1%
WATCHING VIDEOS, TV SHOWS, AND MOVIES 51.5%
RESEARCHING HOW TO DO THINGS 51.3%

FINDING NEW IDEAS OR INSPIRATION 47.5%

ACCESSING AND LISTENING TO MUSIC 45.8%

RESEARCHING PRODUCTS AND BRANDS 45.8%

FILLING UP SPARE TIME AND GENERAL BROWSING 42.7%

EDUCATION AND STUDY-RELATED PURPOSES 42.3%

RESEARCHING PLACES, VACATIONS, AND TRAVEL 37.6%

RESEARCHING HEALTH ISSUES AND HEALTHCARE PRODUCTS 35.8%

MANAGING FINANCES AND SAVINGS 34.6%

GAMING 31.9%

BUSINESS-RELATED RESEARCH 30.8%

MEETING NEW PEOPLE 30.5%
ORGANISING DAY-TO-DAY LIFE 28.2%
SHARING OPINIONS 21.7%
BUSINESS-RELATED NETWORKING 21.4%

we

.
e SOURCE: GWI (@3 2021). FIGURES REPRESENT THE FINDINGS OF A BROAD GLOBAL SURVEY OF INTERMNET USERS AGED 16 TO é4. SEE GWI.COM FOR FULL DETAILS are . I HOOtS“Ite@
SOCIa



I

Lr
]

2 PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO HAVE VISITED OR USED EACH KIND OF DIGITAL PROPERTY IN THE PAST MONTH yF v

GLOBAL OVERVIEW

e

é'gN TOP TYPES OF WEBSITES VISITED AND APPS USED o

CHAT AND MESSAGING 95.6%
SOCIAL NETWORKS 95.2%
SEARCH ENGINES OR WEB PORTALS 83.6%

SHOPPING, AUCTIONS, OR CLASSIFIEDS 58.1%

MAPS, PARKING, OR LOCATION-BASED SERVICES 56.9%

50.4%

46.9%

42.3%
41.9%

40.5%
_GAmMes KR

32.6%

29.5%

28.8%

21.3%

__EDUCATON __ RIRU

HEALTH AND FITNESS 25.3%
TRAVEL 23.9%
BOOKS 22.8%
LIFESTYLE AND FASHION 22.3%

e SOURCE: GWI1 Q3 2021). FIGURES REPRESEMT THE FINDINGS OF A BROAD GLOBAL SURVEY OF INTERNET USERS AGED 16 TO &4. SEE GWI.COM FOR FULL DETAILS ure Hootsulte*’

social
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HEADLINES FOR SOCIAL MEDIA ADOPTION AND USE (NOTE: USERS MAY NOT REPRESENT UNIQUE INDIVIDUALS)

GLOBAL OVERVIEW

NUMBER OF SOCIAL QUARTER-ON-QUARTER YEAR-ON-YEAR CHANGE AVERAGE DAILY TIME SPENT AVERAGE NUMBER OF SOCIAL
MEDIA USERS CHANGE IN SOCIAL MEDIA USERS IN SOCIAL MEDIA USERS USING SOCIAL MEDIA PLATFORMS USED EACH MONTH

4.62 +1.7% +10.1% 2H 27M 7.5

BILLION +77 MILLION +424 MILLION +1.4% (+2M)
SOCIAL MEDIA USERS SOCIAL MEDIA USERS SOCIAL MEDIA USERS FEMALE SOCIAL MEDIA USERS MALE SOCIAL MEDIA USERS
vs. TOTAL POPULATION vs. POPULATION AGE 13+ vs. TOTAL INTERNET USERS vs. TOTAL SOCIAL MEDIA USERS  vs. TOTAL SOCIAL MEDIA USERS

58.4% 74.8% 93.4% 46.1% 53.9%

PLATFORMS: GWI (Q3 2021 ). SEE GWI.COM FOR MORE DETAILS. NOTE: AVERAGE PLATFORMS FIGURE INCLUDES DATA FOR YOUTUBE. ADVISORY: 5OCI|AL MEDIA USERS MAY NOT REPRESENT UNIGQUE ure H t 't ®
INDIVIDUALS, FIGURES FOR REACH vs. POPULATION AND REACH vs. INTERNET USERS MAY EXCEED 100% DUE TO DUPLICATE AND FAKE ACCOUNTS, DELAYS IN DATA REPORTING, AND DIFFERENCES BETWEEN uI oo su' e

e SOURCES: KEPIOS ANALYSIS; COMPANY ADVERTISING RESOURCES AND ANNOUNCEMENTS: CNNIC: TECHRASA; OCDH: UN.; U.S. CENSUS BUREAU. DATA FOR TIME SPENT AND AVERAGE NUMBER OF we
CENSUS COUNTS AND RESIDENT POPULATIONS SOCI



THE WORLD’S MOST-USED SOCIAL PLATFORMS

RANKING OF SOCIAL MEDIA PLATFORMS BY GLOBAL ACTIVE USER FIGURES (IN MILLIONS)

GLOBAL OVERVIEW

FACEBOOK' 2910

YOUTUBE? 2,562

WHATSAPP'* 2,000

INSTAGRAM? 1,478

WECHAT! 1,263

00
D ¢
0
E 5/

57
Sonshov

557

TELEGRAM' 550
PINTEREST! 444
TWITTER? 436

s
30

SOURCES: KEFIOS ANALYSIS OF (1) COMPANY ANNOUNCEMENTS OF MONTHLY ACTIVE USERS; | 2] PLATFORMS' SELF-SERVICE ADVERTISING RESOURCES; (3] COMPANY ANNOUNCEMENTS OF DAILY ACTIVE W ®
USERS [NOTE THAT MONTHLY ACTIVE USER FIGURES MAY BE HIGHER). ADVISORY: USERS MAY NOT REPRESENT UNIQUE INDIVIDUALS. COMPARABILITY: PLATFORMS IDENTIFIED BY (*) HAVE NOT PUBLISHED ure . HOOtS“Ite@
UPDATED USER FIGURES IN THE PAST 12 MONTHS, SO FIGURES ARE LESS REPRESENTATIVE. BASE CHANGES AND METHODOLOGY CHANGES; DATA MAY NCT BE DIRECTLY COMPARABLE WITH PREVIOUS REPORTS SOCIQI



TIME SPENT WITH SOCIAL MEDIA APPS

AVERAGE TIME PER MONTH THAT USERS SPEND USING EACH PLATFORM'S ANDROID APP, RANKED BY CUMULATIVE TIME ACROSS ALL ANDROID USERS

GLOBAL OVERVIEW

O1: YOUTUBE 02: FACEBOOK 03: WHATSAPP 04: INSTAGRAM 05: TIKTOK

23.7 19.6 18.6 11.2 19.6

HOURS / MONTH HOURS / MONTH HOURS / MONTH HOURS / MONTH HOURS / MONTH

06: FACEBOOK MESSENGER 07: TWITTER 08: TELEGRAM 09: LINE 10: SNAPCHAT

3.0 5.1 3.0 11.6 3.0

HOURS / MONTH HOURS / MONTH HOURS / MONTH HOURS / MONTH HOURS / MONTH

SOURCE: APP AMNNIE. SEE STATEOFMOBILE2022.COM FOR MORE DETAILS. NOTE: FIGURES REPRESENT AVERAGE NUMBER OF HOURS SPENT PER USER, PER MONTH USING EACH PLATFORM'S MOBILE APP ON aree H t 't ®
AMNDROID PHONES THROUGHOUT 2021. DOES NOT INCLUDE DATA FOR CHINA. FIGURE FOR TIKTOK DOES NOT INCLUDE DOUYIN . oo S“I e

social



MAIN REASONS FOR USING SOCIAL MEDIA

PRIMARY REASONS WHY INTERNET USERS AGED 16 TO 64 USE SOCIAL MEDIA PLATFORMS

GLOBAL OVERVIEW

KEEPING IN TOUCH WITH FRIENDS AND FAMILY 47.6%

FILLING SPARE TIME 36.3%

READING NEWS STORIES 35.1%

FINDING CONTENT 31.6%
SEEING WHAT'S BEING TALKED ABOUT 29.5%

FINDING INSPIRATION FOR THINGS TO DO AND BUY 21.7%

FINDING PRODUCTS TO PURCHASE 26.3%

SHARING AND DISCUSSING OPINIONS WITH OTHERS 24.5%

MAKING NEW CONTACTS 23.9%

WATCHING LIVE STREAMS 23.8%

SEEING CONTENT FROM YOUR FAVOURITE BRANDS 23.1%

WORK-RELATED NETWORKING AND RESEARCH 22.9%

FINDING LIKE-MINDED COMMUNITIES AND INTEREST GROUPS 22.1%
WATCHING OR FOLLOWING SPORTS 22.0%

FOLLOWING CELEBRITIES OR INFLUENCERS 21.7%

POSTING ABOUT YOUR LIFE 21.4%

AVOIDING MISSING OUT ON THINGS (FOMO) 21.3%
SUPPORTING AND CONNECTING WITH GOOD CAUSES 17.4%

we

@ SOURCE: GWI (@3 2021). FIGURES REPRESENT THE FINDINGS OF A BROAD GLOBAL SURVEY OF INTERMNET USERS AGED 16 TO é4. SEE GWI.COM FOR FULL DETAILS are .

social

Hootsuite-



FAVOURITE SOCIAL MEDIA PLATFORMS

PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO SAY THAT EACH OPTION IS THEIR “FAVOURITE” SOCIAL MEDIA PLATFORM

GLOBAL OVERVIEW

WHATSAPP 15.7%
INSTAGRAM 14.8%
FACEBOOK 14.5%

WECHAT 11.4%

DOUYIN 5.1%

TIKTOK 4.3%

TELEGRAM

LINE 1.8%

PINTEREST 1.8%
R

SNAPCHAT 1.4%

SOURCE: GWI (@3 2021). SEE GWIL.COM FOR FULL DETAILS. NOTES: ONLY INCLUDES USERS AGED 16 TO 64. SURVEY RESPONDENTS COULD CHOOSE FROM OTHER OPTIONS NOT SHOWN ON THIS CHART, we ®
50 VALUES MAY NOT SUM TO 100%. YOUTUBE |15 NOT AVAILABLE AS AN ANSWER FOR THIS QUESTION IN GWI'S SURVEY. WE REPORT GWI'S VALUES FOR TIKTOK IN CHINA SEPARATELY AS DOUYIN, AS PER ure . q HOOtsu I te@l
BYTEDANCE'S CORPORATE REPORTING. COMPARABILITY: VERSIONS OF THIS CHART THAT FEATURED IN OUR PREVIOUS REPORTS DID NOT INCLUDE DATA FOR CHINA, SO VALUES ARE NOT COMPARABLE SOCIQI



EL IMPACTO DE LA PANDEMIA

THE IMPACT OF THE COVID-19 PANDEMIC




¢ QUE ES
MARKETING
DIGITAL?

WHAT IS DIGITAL
MARKETING?

Todas las acciones y
estrategias publicitarias
gue se hacen online,
utilizando internet y
tecnologias digitales.

All actions and
advertising strategies
that are done online,
using the internet and
digital technologies.




@ cscLoBAL

@ rACILITAEL CRECIMIENTO
Y POSICIONAMIENTO

OTORGA VISIBILIDAD (.’POR QUE A
LA IGLESIA LE
ES PERSONALIZABLE, I NTE RESA?

FLEXIBLE WHY IS THE CHURCH

2
AYUDA A CONOCER Y INTERESTED?
CONECTAR CON EL PUBLICO

ES ECONOMICO

ES MEDIBLE Y EVALUABLE

PERMITE CREAR COMUNIDAD




1

;COMO
CONFORMAR
UN EQUIPO
BASICO DE
MARKETING
DIGITAL?

HOW TO FORM A BASIC
DIGITAL MARKETING TEAM?

DIRECTOR
MARKETING
DE CONTENIDOS

COMMUNITY
MANAGERS

DISENADORES

COPYWRITTERS

ANALISTA WEB



MARCA
METAS
OBJETIVOS

AUDIENCIA
PUBLICO
BUYER PERSONA

COMPETENCIA
OFERTA DE VALOR
DIFERENCIADORES

EQUIPO
ESTRATEGIAS
ANALITICA

: COMO CREAR
UNA ESTRATEGIA
BASICA DE
MARKETING
DIGITAL?

HOW TO CREATE A BASIC
DIGITAL MARKETING
STRATEGY?




HABLEMOS DE
REDES SOCIALES

LET'S TALK ABOUT SOCIAL MEDIA

ON N » M

INSTAGRAM FACEBOOK YOUTUBE WHATSAPP

x S L
\ %




:COMO HACER
UN CALENDARIO
DE CONTENIDOS?

HOW TO MAKE A
CONTENT CALENDAR?

ESTABLECER OBJETIVO'Y
METAS DEL PROYECTO

DEFINIR PU BLICO'Y CANALES
DE COMUNICACION

HACER ANALISIS DE LA
COMPETENCIAY BUSCAR
REFERENCIAS/INSPIRACION

BRAINSTORMING, LISTADO DE
IDEAS Y CREACION DE UN
MOODBOARD

FILTRAR, VACIAR Y ORDENAR
CONTENIDOS EN UNA TABLA

SOLICITAR APROBACION,
COMPLETAR TABLA'Y DELECAR
CREACION CONTENIDOS




EJEMPLO MOODBOARD

MOODBOARD

4\ ARTISTS OF
=" LANGASTER

A | marina

o | alta e

e

ade;%‘“”'

—
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i
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MEET THE NAZARENE.ORG
SPEAKERS /NYIJOURNEY

Rev. Fili Chambo

General Superintendent

INVITE
YOUR
FRIENDS

ON THR
JOURMAY

— o e

Lorem ipsum dolor
sit amet, consectetur
adipiscing elit, sed do

eiusmod tempor ' H l

DOWNLOAD DOWNLOAD DOWNLOAD




EJEMPLO MOODBOARD

I @yf #sL21

A TRATAR EN SUMMIT LATING 2021

FORMACION DE EQUIPOS . VISION Y FUTURO . GENERACIONZ
[NNOVACION. IGLESIA DIGITAL . CULTURA DE CAMBID
TRANSICION . MOVIMIENTO DE GENEROSIDAD . SALUD MENTAL
LANUEVA COMUNIDAD . GRUPOS PEQUERCS
DISCIPULADO DIGITAL . RECUPERANDO MOMENTUM

REGISTRATE HaY EN
SUNRMITLATING M

"El desaprender es
una de las cosas
mas importantes
por aprender en
esta temporada.”

Sam Chand

PARA SL217 §

WHYVOUS CONF?

VOUS Conference is not just a
moment, it's a mc ment. At the
core, is a driving mission to
champion the cause of the local
Church and develop leaders
from around the world.

CH / MIAMI, FLORIDA
WATSCO ARENA + JUNE 16-19

OYSIS

HORARIOS GLOBALES

CONOCE A QUE HORA INICIAMOS SUMMIT LATING EN TU ZOMA HORARIA

€D CID CID EID

HO 9
miami  (HORA - BRASIL  EsPafia

€D D EID ¢
. CHILE . ARG

PUERTO
NA _ RICO

o

Un Gorazén X SIEMPRE

Orrive pil

e

URCOTAZON.OTE

"POSIBLEMENTE
TUS EXPERIENCIAS
PASADAS NO SERAN
LOQUE ALCANCE
ESTA GENERACION.”

Marcos Witt
S [_,21.

EL INIGI0 0§
LG PROXIMO

Dando un Refresh a todo lo
implementado, en la Iglesia,
Gracias Fam. Mds Vida.

MASVIDA.ORG/PRISMA

What did you discover at
VOUS Conf?

Type something....

SlRIEFT RS TODOS

500 HUB-SITES 30 PAISES 30000 LIDERES

4 MAYS TO
BE A PART OF CONF

S

<QUE ES SUMMIT LATINO?

Es un lugar de encuentro v edificacien para la
nde compartimos (> ]

vy

 SUMMTT 50
CETIND |

L INICIO DELO PROXMO

NOV. 19-20
IGLESIA FULL LIFE,
G411 TAFT STREET

HOLLYWDOD,
FLORIDA 33024

| wWwwsuMMITLATMO.COM |
© 0 @ Ssoickommosiocto |




par ) Playlist
[Ty Playlist

Disponible en:

e Spotify
u YouTube

Apple Music

COMPARTENOS TUS
FOTOS USANDO

Més de 100 canciones para prepararte para

CHECK-IN A PARTIR DE LAS 3:00 PM nuestro Congreso JNIMX 2022,

X #ECO2022
h.‘

¥ MENCIONANOS GCONGRESOINIMX Dr. Milton Gay Valencia

CO/ Coordinador Regional
£ Evangelismo Mesoamérica

)

HORARIO a

Llevar tu relacién con Dios a otro nivel
i A Inicio
Vivir una experiencia increible 3 Recordatorio

= Ser un ECO de su voz.

Declinar Aceptar

@O aconsresoinims

congresojnime () il 2 fer ok =
hitps:/inkir.ce/conoresoinimy b O Check-in:3PM

© Viernes 27/mayo
Hacer nuevos amigos 2

857 1139

Crear recuerdos inolvidables >

o -

© Domingo 29/mayo
© Checkout 12PM  terinans i

Disfrutar las actividades, la locacién y d
la playita
No regresaras siendo el mismo

Smal s e T




EJEMPLO
CALENDARIO

CONTENIDO

RESPONSABLE

FECHA DE ENTRECGA

FECHA DE PUBLICACION

DESCRIPCION

CANAL DE DISTRIBUCION

CALENDARIO DE PUBLICACIONES "“"ECO” CONGRESO IJNIMX 2022

Contenido

Mosaico logotipo

3):

Video animacion
logotipo

Cover/portada

Cover historias
destacadas

Imagen significado
ECO

Imagenes (2)

¢Qué es ECO?

¢Para quién es
ECO?

Video teaser

“ccdnets | 'ontrags | pobleadon |  CoPY descripeion | o ic,,
Domingo | Domingo Facebook/
28/Nov 28/Nov Instagram
Miércoles
01/Dic NA NA NA
Domingo | Domingo NA
zs,me.? 28/Nov FCE00K

Merari Egm:\?u D;BT&Z%O L Instagram
"EI eco  sucede | Facebook/
cuando un sonido | Instagram
original se repite al
impactarse con otro
objeto. El sonido

Martes Martes | original es la voz de
30/Nov 30/Nov | Dios, nosotros somos
objetos que repiten
su gloria." &
#congresojnimx
#congresojnimx2022
#jnimx
i#EC02022 es para
TODOS! No pierdas
la oportunidad de ser
parte del evento mas
esperado de la
#jnimx
Martes Miércole t&pro'.ve,?cha » Facebook/
30/Nov s 01/Dic msc_:rlblrte con el Instagram
mejor costo antes de
que termine el afio.
Comunicate con
nosotros para mas
informacion.
#CongresoJNIMX202
2 #INIMX2022
Miércoles Jueves Instagra

Brvan




= MUCHAS GRACIAS
POR SU ATENCION

THANK YOU SO MUCH FOR YOUR ATTENTION

\\ @ +52 (993) 205 7649
%

D<) adamerarigarciariley@gmail.com

s




: PREGUNTAS?

QUESTIONS?

N Q ..'.'I.'.".




