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Goals
The main goals that guide the study

To understand 
NM as a brand

To understand NM 
audience

To improve NM 
communication



Data Source
Through the study of data, we build ideal personas for Nueva Mujer, based on the interests and behavior of users. These are the tools we 

used to collect the data: 

Facebook and 
Audience Insights

Instagram

Google
Analytics

Target audience reports such as 
demographics, internet usage, interests, etc.

Support material of specifics of each 
audience.

Support material of specifics of each 
audience.



1. The Brand



“Branding is the process of giving a meaning by 
creating and shaping a brand in consumers’ 

minds.”



Your brand 
now

Who am I now?

To understand how the 
branding strategy is 
working nowadays.

Archetype

With a well-defined 
personality you reach 
people with the most 

potential to identify with 
you.

Targeting the 
audience

When you study your 
data and look at the 

numbers  deeply you 
can understand who you 

are talking to.
Finding your 

personas

From the data and aligned 
with the brand personality it 
is possible to create faces 

that serve to guide strategies 
and brand communication.

Assertive 
communication

Understanding that each 
channel has a specific type 
of audience and making a 

choice of tone of voice 
ensures that the message is 

well received.
Benchmarking 

the bests 

Who I want to be?

With the brand's growth 
aspirations and insights from 

the best players in the 
market, it is possible to 

ensure that more and more 
people will love your brand.

Your brand’s 
best version

The path to branding



VALUES

“Is a statement defines what the 
organization believes in and 

how people in the organization 
are expected to behave.”

3

VISION

“Is a statement of an 
organization’s overarching 

aspirations of what it hopes 
to achieve or to become.“

2

MISSION

“Is a statement that 
describes what the 

organization needs to do 
now to achieve the vision.”

1



Trying to connects with 
the female awakening 
that takes place on a 

global level.

Reach more people;
Increase traffic;

Be contemporary.

Who am I as a Brand? 

NOW

inspire strong
for everyone

friendly
modern

freedom woman
a friend that you 

can count

empowerment
funny

Truly understanding how you show yourself to the world today is the perfect guarantee that the path to reach your goals will be taken 
in the best way.

GOALS

*Based on talks and materials sent by NM’s team



Nueve Mujer’s Archetype

The Amazon 

The Amazon as well 
as Nueva Mujer 
connects with the 
feminine awakening 
that occurs
global level. 

Brand Examples

Takes a stand for those in need — the helpless 
and the weak, especially women.

The Amazon is a warrior. She fights 
for what she believes in. 

Fear of losing her independence and freedom 
because she values them so dearly.

Feminist, strong, friendly, 
freedom, successful, 

strong-willed, fiercely 
independent, equal rights.



2. Data Analysis



Instagram



Audience by age and gender

Female

97% of total users

Male

3% of total users

Source: Facebook Statistics - nueva_mujer profile



Audience by states

Source: Facebook Statistics - nueva_mujer profile



When your audience is online?

➔ Here we can see that instagram followers spend 

more time on the network during the period from 18h 

- 00h.  After lunch we have an increase in the 

number of online fans.

➔ These observations must be constant and the 

strategic planning of the posts must be updated in 

the same way.

Source: Facebook Statistics - nueva_mujer profile



Facebook



Audience by gender and relationship status 

Source: Facebook Audience Insights - Nueva Mujer Chile



Audience by education

Source: Facebook Audience Insights - Nueva Mujer Chile



Audience by occupation

Community and Social services 27%

Business and Finances 6%

Juridical Services 1%

Life sciences, Physical and Social 3%

Protection Services 3%

Education and Libraries 17%

Health and Medical Services 9%

Art, Entertainment, Sports and Media 10%

Sales 19%

Administrative Services 26%

Source: Facebook Audience Insights - Nueva Mujer Chile



When your audience is online?

➔ Here we can see that facebook fans spend more 

time on the network during the period 06h - 18h than 

we can notice a decrease on online fas number after 

that.

➔ These observations must be constant and the 

strategic planning of the posts must be updated in 

the same way.

Source: Facebook Audience Insights - Nueva Mujer Chile



Google Analytics
(Sólo redes sociales)



Audience by gender and age

79,86%

20,14%

Here we have the percentages by gender and age, but we have to keep on mind that each age has a specific number of users, for example: 
25-34 represents 29,24% of all traffic from social media, with 504.506 users.

Source: Google Analytics



Targeting the audience
Through Google Analytics ‘Target Audience’ report, we can understand users’ behavior and interests - what they like, what they do 
and what they are searching for.

User affinities Market segments

● Helps to reach out potential customer to 
build awareness;

● General long-standing interests aligned with 
specific segments;

● Long-term overall view, like passions, 
lifestyle, and identity in general.

● Helps to reach out potential customers who 
are in the decision stage;

● General interests about what people are 
searching for or looking to buy;

● Products or services of interest that can 
show us each user’s needs.



Affinities by age Affinities by gender
Here we have the main affinities by gender and age in an overall view.



Female: 83,87%
Male: 16,13% 

TV Lovers
25-34

30,75
35-44

24,13%
45-54

16,49%

Female: 87,84%
Male: 12,16% 

Family-Focused
25-34

26,66%
35-44

26,27%
45-54

18,93%

Female: 91,51%
Male: 8,49% 

Department Store Shoppers
25-34

28,39%
35-44

25,98%
45-54

18,60%

General user affinities

Female: 90,83%
Male: 9,17% 

Average age

30 Minute Chefs
25-34

26,27%
35-44

26,14%
45-54

18,96%

Gender distributionSegments

Female: 84,43%
Male: 15,57% 

Value Shoppers
25-34

30,61%
35-44

25,91%
45-54

17,75%



Female: 96,25%
Male: 3,75% 

Beauty Mavens
25-34

28,21%
35-44

24,95%
45-54

18,25%

Female: 96,03%
Male: 3,97% 

Home Decor Enthusiasts
25-34

24,62%
35-44

24,86%
45-54

20,06%

Female: 87,84%
Male: 12,16% 

Fashionistas
25-34

26,71%
35-44

24,08%
45-54

18,33%

General user affinities

Female: 84,47%
Male: 15,53% 

Average age

Green Living Enthusiasts
25-34

26,71%
35-44

24,08%
45-54

18,33%

Gender distributionSegments

Female: 79,98%
Male: 20,02% 

Movie Lovers
25-34

33,42%
35-44

24,75%
45-54

15,28%



Market segments by gender

Source: Google Analytics

Market segments by age
Here we have the main market segments by gender and age in an overall view. but we can analyse this for each gender specifically, 
obtaining an even more refined data (in the slides 69-72).



Female: 91,16%
Male: 8,84% 

Apparel & Accessories
25-34

26,68%
35-44

26,56%
45-54

21,64%

Female: 93,53%
Male: 6,47% 

Home & Garden Services
25-34

17,75%
35-44

27,30%
45-54

25,01%

Female: 94,02%
Male: 5,98%

Decoration Services
25-34

19,50%
35-44

27,51%
45-54

23,99%

General market segments

Female: 81,44%
Male: 18,56% 

Average age

Employment
25-34

36,63%
35-44

28,64%
45-54

15,30%

Gender distributionSegments

Female: 84,15%
Male: 15,85% 

Post-Secondary Education
25-34

28,28%
35-44

24,98%
45-54

20,32%

• Viral • Celebs • Royalty • TV and Series 
• News • Catwalks



Female: 93,79%
Male: 6,21% 

Landscape Design
25-34

13,72%
35-44

22,92%
45-54

23,80%

Female: 70,71%
Male: 29,29% 

Advertising & Marketing Services
25-34

31,98%
35-44

27,09%
45-54

16,37%

Female: 94,61%
Male: 5,39% 

Women’s Apparel
25-34

32,84%
35-44

29,22%
45-54

14,50%

General market segments

Female: 90,48%
Male: 9,52% 

Average age

Architectural Services
25-34

19,67%
35-44

28,50%
45-54

23,49%

Gender distributionSegments

Female: 90,70%
Male: 9,30% 

Shoes
25-34

30,54%
35-44

29,46%
45-54

13,07%



3. Personas
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Persona 1 

Perso
na 3

Persona 2 Persona 3 Persona 4

Connecting points
The best persona is the one in which you aim your purposes and find a perfect illustration of who identifies with your content. Based on that, here 
is a suggestion: embashis the creation of Nueva Mujer’s personas on its pillars.



 LIFESTYLE     Persona 1 - First analysis

Women
76,65%

Age
25-34

Main affinities

Main market segments

30 minutes chef Green living 
enthusiasts

Fashionistas

Advertising & 
Marketing Services

Women’s Apparel Employment

29,38% of the users

• Empowerment and Equity • Travels • 
Technology • Sustainability • Gourmet • 

Fashion and Beauty



Persona 1 - Andrea

Age: 28

Gender: Female

Location: Santiago

Marital Status: Single

Education: Social Service

Occupation: xxxx



Daily information

Profile description Andrea in the 
Audience Funnel

Andrea is 28 years old and currently works with women in 
vulnerable situations. Her main focus is to be able to build 
her own multiprofessional clinic with a focus on women's 
empowerment.

Because of this she is very fond of looking for inspiring 
feminine content that can bring her insights for her and her 
future business. She searches a lot for content related to 
business and marketing also to think about business 
solutions.

In her spare time, she prefers lighter content for 
entertainment, she loves to consume content that talks 
about sustainability, travel, gourmet food, for example.

Andrea is a very agitated and communicative person, her 
life is busy but whenever possible she is online on social 
networks.

Her first contact with Nueva Mujer was through Instagram, 
but she also follows the profile on twitter. She only 
consumes the content when it appears in her feed.

 • Empowerment and Equity • Travels • Technology • 
Sustainability • Gourmet • Fashion and Beauty
 

Andrea is here

She is a very open minded person and knows she has 
a lot to learn. Even though she has fit with Nueva 
Mujer, she is not able to find the difference between it 
and other channels, she needs to be a little more 
convinced to become a loyal follower/reader.

Andrea is always with her smartphone, so channels 
like Facebook can be very helpful to reach her even 
more. She is also looking for information, helpful tips 
and video lessons on YouTube. She usually googles to 
find articles to be updated in the themes that interest 
her.

Helpful researches



Andrea on Social Media:

Andrea wakes up, checks the 
notifications from her networks and 
at that moment she likes to update 

herself on everything, opens 
Instagram to see her friends' stories 
and some shared news attract her 

attention.

She stays on the computer a lot, 
between tasks, she always goes a 
long way through social networks 

and websites that arouse her 
interest.

8:30 am

10:00 am

12:30 am

16:00 pm

19:30 pm

21:00 pm

23:45 pm

She studies every night, to 
understand more of the women 

rights universe and business stuffs. 
When she gets tired she looks at 

her social networks.

Her work makes her a little stressed, 
due to the amount of information, 
so she likes to have a moment just 
to entertainment. She likes lighter 

content with the themes that 
attracts her most.

She usually has lunch alone so she 
likes to watch interesting videos, 

read cool opinion articles.

At her break, in the afternoon, she 
likes to see some exciting things, 
she likes to get inspired for her 

future business.

Before sleeping she checks some 
notifications, responds to people 

she was unable to talk to during the 
day. And she prefers receive 

content that makes her happy and 
don't mess up with her sleepiness.



WELLNESS     Persona 2 - First analysis

Women
77,14%

Age
35-44

Main affinities

Main market segments

Family Focused 30 minutes chef Beauty Mavens

Home & Garden 
Services

Women’s Apparel Employment

11,26% of the users

• Healthy Mind and Body • Couple • 
Fitness and Nutrition • Maternity • Body 

Positive



Persona 2 - Example

Age: xxx

Gender: xxx

Location: xxx

Marital Status: xxx

Education:  Business Administration

Occupation: College Teacher

Parenting: xxx



Daily information

Profile description Example in the 
Audience Funnel

 Examples is …

Here the main focus is to translate the data to a person 
that you can connect, just follow this tips:

1. Life-style;
Thinking about generation, gender, education, profession and 
marital status it is possible to infer some characterístics of the 
person's lifestyle that can guide the storytelling;

2. Connection with the brand;
Understanding how the person's most notable interests relate 
to what the brand can offer is very helpful to create 
identification;

3. Main channels;
Through connecting the lifestyle it is also possible to notice 
some behaviors online that can dictate the person's main 
choices when it comes to channels to get information;

Example  is here

4.      Behavior:
These first steps can take us a little closer to how this 
person behaves and how can the brand use it to get 
more of his/her attention

Helpful researches



Example in Social Media:

xxxxxxxxxxxxx

xxxxxxxxx

7:00 am

9:00 am

12:30 am

16:00 pm

19:00 pm

21:00 pm

23:30 pm

xxxxxxxxxx

xxxxxxxxxxxxxxxxxxxxxxx

xxxxxxx

xxxxxxxxxx

*Based on users behavior on Nueva Mujer’s social media

Helpful Icons to make the chronological path of social media 
behaviour more illustrative:

Tips: Here you just have to imagine a chronological 
behavior of your persona, you can make some researches 
about how this specific person uses specifics social media. 
What time? Mobile or Desktop? Which type of content she 
would prefer during the day?



 ENTERTAINMENT    Persona 5 - First analysis

Main affinities

Main market segments

Fashionista TV lover Movie Lovers

Women’s apparel Advertising & 
Marketing services

Decoration Services• Viral • Celebs • Royalty • TV and Series 
• News • Catwalks

Women
76,65%

Age
25-34

29,38% of the users



HOROSCOPE    Persona 4 - First analysis

Women
x%

Age
xx-xx

Main affinities

Main market segments

xxxx xxxxx xxxxxx

xxxxx xxxxxx xxxxx

x% of the users

Tips: To understand the profile preferences, Google 
Analytics can give you the Main affinities and Main market 
segments information based on age and gender. The most 
representative ones can guide your persona creation.

? ? ?

? ? ?



Helpful Icons
The more you make this study visual and easy to understand more it will be useful for everyone that needs take insights abou Nueja Mujer’s 
audience. So here is a bunch of icons that can help you on the process of creating your own personas by yourselves.



Next Steps



Communication Guide
Study that aims for insights on how to 

establish the best communication 
possible with the audience, 

understanding the publisher scenario 
and also comparing it to the market with 

tips and inspiring cases.

Next Steps
Next steps in the persona and audience study



Obrigadx!
Rubia.santos@raccoon.ag


