
 

 

A PLACE TO DISCOVER YOURSELF 

 

EXECUTIVE ABSTRACT:  

In 2017, Donna magazine - weekly publication for women which comes out in Zero 

Hora newspaper - launched Donna Beauty Pompéia, to look for new sources of revenue 

besides advertising in print and digital media. The venue combines the newsroom of Donna 

magazine, the RhedCo beauty salon, Onodera aesthetics clinic, Donna Café, operated by 18 

Café, and an exclusive fashion store from Pompéia. Joining forces with other well-known and 

relevant brands in the market of Rio Grande do Sul, Donna started generating revenue 

through sponsorships and royalties, in addition to creating the possibility for events 

sponsored by other brands to be held on the site. By offering fashion and beauty experiences, 

promoting discussions and other activities, and providing interaction with its journalists, 

Donna built a closer connection with its public and generated content for its printed magazine 

and digital platforms.  

Celebrating its 25
th

 anniversary in May 2018, Donna magazine is closer than ever to 

its readers and has been boosting the engagement of the community that consumes the brand's 

content. By combining fashion and beauty in a single location, Donna Beauty Pompéia 

strives to be a benchmark for women from Rio Grande do Sul. The first three years of the 

project are expected to produce revenues of BRL 2.3 million (around US$ 730,000) in 

sponsorship and BRL 373,000 in royalties from operators – with potential to expand through 

the commercialization of activations and sponsorships of other spaces in the complex. 

 



 

CONTEXT:  

Donna's 25-year history 

On May 9, 1993, a Sunday section aimed at women debuted in the newspaper Zero Hora. 

Based on the theme of maternity, the cover of Donna featured a nude pregnant woman, a pose inspired 

by Demi Moore in the famous shot by Annie Leibovitz for Vanity Fair, two years earlier. Despite the 

bold cover, the intent of the supplement was to address light, behavioral topics geared to the family. 

Over the years, the content evolved as women became more empowered in Brazilian society and, 

nowadays, fearlessly broaches issues such as leadership in the labor market, feminism, sexuality and 

diversity in the magazine and on its digital platforms – and with the same good taste as the 1993 debut 

edition. 

The courage to stay on the cutting edge and report on trends enhanced Donna's prestige 

among readers and transformed the supplement into a weekly magazine, with a cover in high quality 

glossy stock and around 40 pages of content. Donna currently reaches an audience of more than 1 

million unique monthly users of its portal and has over 200,000 fans on Facebook and more than 

80,000 on Instagram. Donna accompanies the weekend edition of Zero Hora, with over 150,000 

copies. The newspaper is the largest in Rio Grande do Sul (RS) and the fifth largest in Brazil, with 5.7 

million readers on all its platforms and 204,000 copies distributed from Monday to Friday. It also has 

the largest portal in RS, with 12 million unique visitors, and is the newspaper with the largest 

coverage of readers on social networking websites in southern Brazil. 

An engaged public 

Investing in relationships with the public is essential for coping with the global trend of 

falling revenue in media and entertainment, as pointed out by the Global Entertainment and Media 

Outlook 2017-2021 (GEM). Although Brazil is projected to grow at a rate higher than the world 

average, it is necessary to search for new sources of revenue. In this sense, Brazil enjoys the trust of its 

public. Sixty percent of the population says its trusts news programs most of the time, according to the 

Digital News Report 2017, from the Reuters Institute. The index is high and puts the country in 

second place in this regard, behind Finland, which scored 62%. Brazilians, along with Chileans, are 

also the Internet users that most share journalistic content (64%). Besides the national context, other 

factors in Donna’s favor are segmentation by gender and local focus, factors recommended by the 

GEM as alternatives for confronting the crisis.  

Pondering how to further tighten its relationship with the public and generate new revenue, 

Donna launched Donna Beauty Pompéia, a place which combines the magazine's newsroom with 

fashion and beauty services. Unprecedented in the Brazilian market, the possibility of sponsorships, 

royalties and holding events has been promising. 

 



 

PROJECT AND ITS SOLUTIONS:  

Concepts and objectives 

Getting your nails done, checking out the latest fashion trends and having coffee with 

friend: these typically female experiences provide women of different ages with moments of 

well-being and leisure. The idea behind Donna Beauty Pompéia is to offer all of this in one 

venue, making it a place for women to discover themselves. The project, which is a 

partnership between Donna and Tornak Participações e Investimentos, seeks new sources of 

revenue and production of content for the brand's magazine and other platforms, while also 

strengthening the relationship with consumers of this content. 

To attract a female audience, there’s nothing better than combining in one location 

everything related to fashion and beauty, ranging from retail and services to events designed 

especially for women. To make themselves more beautiful and fashionable, Donna readers 

can find a beauty salon, aesthetics clinic, café and fast fashion store at Donna Beauty 

Pompéia. The 400 m
2
 complex is located at the University of Vale do Rio dos Sinos 

(Unisinos), in a prime area of Porto Alegre, where around 12,000 people circulate daily. 

Launched officially on October 5
th

 at an event for 300 guests, the venue also features the 

newsroom of Donna magazine, where reader are welcome to chat with the journalists.  

 

Strategies 

 

                        Content                           Consumption                        Services 

 

Content 

The satellite newsroom and photo studio are open to Donna readers. Providing 

meetings with journalists from the team and accompanying photo and video productions 

behind-the-scenes are ways to build closer ties with the community of readers. To make the 

venue even more welcoming, there is a makeup table with a mirror for those who would like 

to touch up their look. It is also possible to pose with a "giant cover" from Donna – a display 

window with the design of the cover of the magazine – and share this experience on the social 

networking websites. 



 

The journalists produce content directly from Donna Beauty Pompéia, doing live 

programs and broadcasting on social networking websites, as well as interviews and coverage 

of the events that take place there. 

 

Events 

To engage the community of readers, various events are held at Donna Beauty 

Pompéia. Discussions, happy hours and other activities attract a female audience, increasing 

the flow of people in the venue and generating content for the Donna platforms. 

In the launch campaign, meetings were also promoted to introduce the project and its 

partners to guests and the press. One of the activities was especially for employees from the 

RBS Group, one day before the inauguration of the complex, so that the internal public could 

spread the news on social networking websites. The official launch took place on October 5 – 

a cocktail with drinks and a DJ for 300 guests at Donna Beauty Pompéia. At the event, the 

attendees were able to get to get to know the complex, the representatives from the partnering 

brands and the services offered. 

 Donna Talks  

Discussing current topics, such as diversity and representativeness, is part of the day-to-day 

on the Donna platforms. At least once a month, an edition of the Donna Talks is promoted. 

The topics addressed and discussed in these meetings – which are always open to the public – 

included the future of the fashion market and a lively discussion about curly hair, necessary 

hair care and new hairstyles, in addition to a happy hour to celebrate the end of the year with 

readers. 

 

Special activities 

In order to disseminate the brand, special activities are sponsored, whose impact is 

monitored. 

 Influencers 

Ten influencers from Rio Grande do Sul were invited to spend an afternoon partaking of 

exclusive experiences at Donna Beauty Pompéia. Each one had the opportunity to do 

treatments at the Onodera aesthetics clinic and makeup and hair at the RhedCo beauty salon, 

as well as try on looks at the Pompéia store and take a photo with the gigantic Donna 

magazine cover, located there. The cocktail was provided by the partner 18 Café. All the 

women left the event with a piece from Pompéia and a kit with cute things from the operators, 

along with a thank you tag. 

 



 

Consumption and services 

Combining in just one location everything that women search when it comes to fashion and 

beauty is one Donna Beauty Pompéia’s strong points for attracting women. To be relevant to 

its public, Donna joined up with other already well-known brands from Rio Grande do Sul to 

offer better consumption and services options. The partners that compose the mix of the 

complex are the following: 

 

 Pompéia  

Fast fashion pop-up store with selected pieces from among the season's trends for women, 

men and children, in addition to a consulting service for putting together looks. The brand 

gives its name to the project through a long-term partnership.  

 

 RhedCo 

Haircuts, dying, manicures and makeup, plus novelties such as micropigmentation of the 

mouth. Personalized service and making appointments online are unique features of the 

beauty salon. The company pays royalties to Donna. 

 

 Onodera Estética 

Aesthetic facial and body treatments  with modeling massages, drainage, ultrasound, Manthus 

and new technologies such as cryolipolysis and radiofrequency. The clinic also pays royalties 

to Donna. 

 

● Donna Café by 18 Café  

Meeting place for chats, informal meetings and happy hours. The delicious items on the menu 

have themes inspired by the subject matter of the magazine, with curation by Donna. 



 

RESULTS: 

In less than one year of operation, Donna Beauty Pompéia has already achieved 

positive results in terms of expansion of the content’s impact, community engagement and 

exceptional financial results, already guaranteed and with potential to increase. 

 

Community engagement 

The new venue enables Donna to promote events and receive its readers in the 

newsroom. Therefore, Donna is further tightening its relationship with the community and 

helping to increase the flow of people within the complex. 

The events carried out in the first three months attracted over 500 people who went to 

celebrate the inauguration of the venue, check out the Donna Talks and enjoy themselves at 

the year-end happy hour. Special activities also make it possible to monitor the impact of the 

brand, such as the meeting with ten influencers sponsored in November. The posts about the 

experience on their timelines totaled over 30,000 likes and 520 interactions; and Donna 

magazine's live coverage of the event racked up more than 26,000 views.  

In the first three months of the project, the new newsroom and photo studio hosted 

fashion shoots, live weekly programs and cover photos for Donna magazine. The programs 

broadcast on the brand's social networking websites garnered more than 80,000 views and the 

magazine's fan page on Facebook gained more than 2,500 news fans in the period. Apart from 

that, from October to December, over 700,000 people were reached with posts about the 

project on the social networking websites of Donna, Zero Hora and the RBS Group. 

 

Financial results 

The project currently receives sponsorship from the Pompéia fast fashion shop, 

expected to total BRL 2.3 million by the end of the first three years of the project. There are 

also royalties on the revenue from the RhedCo beauty salon and Onodera aesthetics clinic, 

which are projected to reach BRL 373,000 over the course of three years. 

To further diversify its sources of revenue, Donna's commercial team is focused on providing 

customized solutions especially designed to connect other brands with its community of 

readers. Some options that can still be explored are sponsored events, visual communication 

of the makeup table, taking advantage of the newsroom niches, display of logos, visual 

communication of the café, product displays and installation of e-commerce terminals. Future 

commercialization of these assets has the potential to increase revenue by more than BRL 1 

million in the next three years. 


