UTM_Content
an0048
img0011
v0055
h01c01c01
v0056
v0053
v0072
an0014
v0065
v0051
h03c02c01
v0057
v0052
v0067
an0005
img0001
v0059
v0071
an0003
an0039
an0052
an27
h01c03c01
h04c02c01
h05c02c01
img0003
img0007
v0058
v0073
v0075
Total

Qtde
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Freq Relativa
14,68%
11,93%

8,26%
7,34%
6,42%
4,59%
4,59%
4,59%
4,59%
3,67%
3,67%
2,75%
2,75%
1,83%
1,83%
1,83%
1,83%
1,83%
0,92%
0,92%
0,92%
0,92%
0,92%
0,92%
0,92%
0,92%
0,92%
0,92%
0,92%
0,92%

Freq Acumulada
14,68%
26,61%
34,86%
42,20%
48,62%
53,21%
57,80%
62,39%
66,97%
70,64%
74,31%
77,06%
79,82%
81,65%
83,49%
85,32%
87,16%
88,99%
89,91%
90,83%
91,74%
92,66%
93,58%
94,50%
95,41%
96,33%
97,25%
98,17%
99,08%

100,00%

*As UTMs sao referentes de onde vieram os leads, ou seja, os criativos que fizeram o lead comprar o ingresso e, posteriormente o produto principal

Qtde vs UTM_Content

v0075
0,9%

an0048
14,7%

v0071

1,8% E—
v0059

1,8%

img0001 _

1,8%

an0005 T
1,8%

v0067 A img0011
18% 11,9%
v0052 /

2,8%
v0057
2,8%

h03c02c01

3,7%

V0065
vooss
6%

an0014 h01c01c01

7,3%

V0056
6,4%

ADS
v0072

Promessa
Aprender e se sentir valorizada



