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50%

20%
Fuente: “Where Knowledge of your brand resides: The Pareto Share of Brand Knowledge” - Jenni Romanuik, Byron Sharp
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Fuente: “Where Knowledge of your brand resides: The Pareto Share of Brand Knowledge” - Jenni Romanuik, Byron Sharp
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Zero Moment of Truth: La búsqueda de contenido relevante al producto o servicio, previo a la compra.
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x11



¿X11?



el impacto comercial de 
inversiones de marketing por 

factor once.

Fuente: The Long and the Short of it: Balancing Short and Long-Term Marketing Strategies. Les Binet & Peter Field.| 



LA CREATIVIDAD ES 
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