
PLANNING
STRATEGIC

Braz da Fonseca

CLINIC

https://www.instagram.com/brazdafonsecabuco/?igshid=MzRlODBiNWFlZA%3D%3D#


Content production

Content Ads

Secondary service

Local Customers by Geolocation

Main service

CONVERSION
FUNNEL



Objective

Main objective at the end of the 1

month is to validate the funnel.

Optimize

After the 1 month we optimize the

strategies for what is working best.

Goal

Converting as many people as

possible into clients of some of the

clinic's services.

Maturation

First month, find metrics such as

Cost per Lead (CPL), ROAS and ROI,

with a minimum investment of

R$1500/month in ads.
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PROCESSOS

Identify the
most qualified

audiences.

Being able to
sell more times

to the same
person.

Identify which
communications are
more assertive, with
winning offers and

make models.

Having data that
indicate which

strategies should be
continued, optimized

or restructured.



DRAWFLOW

STRATEGY A

ADS Whatsapp
support 

Client

STRATEGY B

ADS Folower Whatsapp 
 support

Client



GOOGLE COMPETITORS



COMPETITORS FACEBOOK/INSTAGRAM



NICHE AD IDEAS

@clinicasajustar
@drricardobartet

https://www.instagram.com/clinicasajustar/reels/#
https://www.facebook.com/ads/library/?id=1246691226215280


DISCLAMERS

You can't talk about price.
You cannot place prizes for free (eg enter this week

and get a free whitening).
Before and After must have the CRO and name of the

person responsible in the image.
There can be no talk of discounts.

1.
2.

3.

4.

Link

https://site.crosp.org.br/uploads/etica/6ac4d2e1ab8cf02b189238519d74fd45.pdf


MIDIA

BRL 1500 per
month

DAILY SPLIT WITH BRL 50
DAILY

 
CAN BE READJUSTED

DURING THE PROCESS



AGENCY INVESTMENT

BRL 4000 per month
4 Month Project for

Structuring the Internet
Sales Process.


